
 

Episode 65: How to Make the Right Decisions For Your Biz with Jordan Ostroff 
 
  📍  What's going on. Everybody, Jordan  is officially in the house, surprise to no one that he's 
wearing a Hawaiian shirt.  
 
I specifically put this on after a little bit and Elise called you out on it. So I was wearing a non 
Hawaiian shirt beforehand. So I'm letting you know,  
 
I'm so excited that I'm going to say you dressed up for this interview instead of dress down, I 
dressed  
 
horizontally. 
 
It was in different polo that wasn't Hawaiian enough. So I switched to the very welcoming.  
 
love it. I love it. We already got someone who hearted on this. If you guys are watching this, 
whether live or recorded, make some noise in the comments as you watch this, because I really 
want this to be engaging. 
 
Jordan and I can talk for hours. and  
 
we did not. We  
 
do, it's going to be 10 times better with you guys letting us know what you think about this stuff. 
Jordan, don't even want to read like a bio or anything. I just I'll just say this. Jordan runs a 
multi-million dollar law firm that runs itself. 
 
And he also runs a marketing agency. And Jordan, I think that so many people they hear about 
what you're doing and it's almost like you don't believe that this is possible  
 
some days I don't believe it's possible. And then it happens. It's still.  we're  
 
going to get into some, like, just topics that I'm excited to explore with you. 
 
But first where you're at now. Was this something that a year or two or more ago you were like, 
this is what I want for myself and I'm going to work towards it. Or did you just kind of say, this is 
what I like doing. I'm just going to kind of dance around business and then oops, you end up 
here.  
 
If you get in a car and you're like, I'm just going to drive around randomly. 
 
And I have no idea where I want to go. How do you know if you're closer to it or not? And don't 
get me wrong. I've had my firm for six years, three years, three and a half of those years. That's 



 

exactly what I did. I was like, Hey, we get, thank you, Kendra. I would, I would totally rock a 
unicorn. Hello. and like I had no idea what I wanted. 
 
there were days where I could tell it was better than the previous day or months that were better 
or worse or whatever. But until I actually was like, this is what I want it to look like. Not even the 
end, cause I am not at the end, but this is what I want it to look like in five years, or this is what 
my ideal farm would look like. 
 
And then I need to work backwards into this and backwards into this and backwards into that. 
And some days it changes, there are some days where, you know, I want to be gigantic and 
there's some days where I'm happy with our size and there are some days where, you know, 
whatever, but I have that plan. And when I really sit down every three months, six months, a 
year to edit those plans, Becomes the real time that we determine what the future looks like, 
and then you just execute it. 
 
Like, seriously, I'm not special. I'm relatively smart. and I got out I'm Willy of my ego quite a bit. 
And like, those are the two things that matter the most, not anything else I've done being 
special, but knowing my faults,  
 
think that your too humble, a lot of the time. Thank you.  
 
I can't say that, but  
 
I don't. 
 
So I want to start here because I think that, a lot of people in the legal world and I'm thinking of 
people like Melissa Shanahan say things like, it's not just enough to have a vision. You want to 
be as clear as possible with what this needs to look like. And I love that visual of like, if you hop 
in a car and start driving, who knows where you'll end up, how specific years ago. 
 
Looking back. Do you feel like you were to get here? Like where you, like, here's the specific 
point in the GPS that I want to get to, or it's just like, I just, I want to get to Florida, so.  
 
Great question. I mean, look, the more specific that you can get, the easier it will be to get there. 
Not that it will be easy but easier. 
 
And so I highly suggest everybody. You sit down and you do three, where am I? I'm here. So 
three questions how much money do I need to make? Not how much money do I want to make? 
How much money do I need to make? How much work do I want to be doing time? And what 
work do I want to be doing in that timeframe? 
 
So need, want, want, and have those three questions, write them down, put them somewhere. 
Post-it note them on the corner of your screen, whatever. And then every small decision 



 

becomes a question of, does it get me closer to those three things? Does it get me to the 
money? Does it get me to the time? Does it get me to the actual work? 
 
And that's the easy one. The next step is then really sit down and build the law firm of your. Like 
really go ahead and write it out. You know, if you want to oversee 50 people. Awesome. 
Phenomenal. God bless you. If you want to have a firm of two people. Awesome. Phenomenal. 
I'm there for you, but like really outline what that looks like size wise, what that looks like roles 
wise, what that looks like requirements. 
 
And then as far away as you are from that, you start working backwards. So if you are a two 
person firm now and you want to get to a 50 person firm, figure out what salaries that will take 
and make sure you have middlemen. wind up in there. We often don't think about that and then 
look at, you know, if I can grow 10 or 15% a year. 
 
All right. Well then to get to the salary, I need to have that many people. That's going to take me 
15 years. Okay, cool. Then what does it look like in 14 and 13 and 12 and 10. And then what 
does it look like in nine months and six months and three months and next week. And then what 
is it like tomorrow and what do I. 
 
To get on that path. And the more specific that is the easier it is to be like, I need to call 7,000 
people tomorrow and remind them of what I do. Like that's not going to be realistic, but the more 
it's like, all right, I need to build one new referral source every week for the next five years. And 
that's my goal. 
 
That's a lot, a lot more doable, even though that's 250 something, people that are going to send 
you business at the end of those five years, it's digestible, it's executable. And  
 
One of your advantages. I think just your personality advantages. Is that your very naturally 
positive? I know that it's, it's  
 
very easy. 
 
My wife agrees with you.  
 
Yes. I know. It's very easy for a lot of people when they start building these big visions or they 
have these goals and I'm reading Dan, Sullivan's the gap and the gain right now. So it's top of 
mind for me, but it's really easy when you start thinking about the gap. And you get clear on 
your goals and the fact that you're not there yet, that can be uncomfortable. 
 
That can cause a lot of stress, anxiety. how big of a challenge is that for you when you're like, 
I'm not where I want to be at. And to the extent that you get caught up in that mindset, like, what 
do you do to help?  
 



 

So I actually have a date on my calendar. It was in the past and literally it was like close the firm 
date. 
 
Like if I was still unhappy by that date, I gave myself a year. So it was probably two years ago, 
three years ago, I had that date and I don't remember what it was, but like, literally it was like 
when that date came back up on the calendar, if I was still miserable, as terrible as I felt on like 
my worst month of the firm, I was going to burn it all down on the ground. 
 
And that date came and went and I didn't close down the firm because I made so much 
progress. And so like a really shitty year became a shitty month every now and then became a 
shitty week every now and then became a shitty day every now and then became a shitty yeah. 
Every now and then like, that's what it's going to be. 
 
It's going to be progress. It's not going to be perfection. There are still things that happen. There 
are still emails I get that will, that could set me off until I take that moment. They're like, you 
know what, but I haven't had anything sent me off to my firm and like nine months. So like we're 
due, it's fine. 
 
Like, this was, this is a fine problem. You know, COVID whatever, like we'll figure it out. It's fine. 
It's, we're, we're better than we were a year ago with nobody driving for eight weeks at a PI firm. 
Like, we'll figure it out. 
 
I also want to ask you, before we dip into the marketing side of things, and I guess this is kind of 
tied to marketing and branding and stuff. tell us the actual story behind the Hawaiian shirts.  
 
I that's a really good question. So here's the thing for me whenever I'm talking about. 
 
Anybody who talks about branding, anybody who talks about being genuine and authentic and 
finding the you and being unique, I'm always like, how do you make somebody do that? Like 
how do you walk somebody through the process? And I still haven't gotten a great answer on it 
because. It is genuine and unique and whatever. 
 
And so for me, honestly, I live in Florida. It's hot, I'm overweight. I don't want to wear a suit. I'm 
going to be sweaty. It's going to be gross. So then it was like let's rock polo shirts and shorts and 
sandals. And then somehow, I don't know, my wife bought me a couple of funny Hawaiian shirts. 
I had it actually, it started out. 
 
Yeah. And then, um, I had a, I was a groomsman in a wedding and so he intentionally got us 
ridiculous over the top. I'm the only one who wore them after the Roseman. Awesome. Who 
cares? And then people started jumping on it because every lawyer that every 95% of lawyers, 
you know, are like, Hey, I dress down. I didn't wear a tie today. 
 
And I'm like, Hey, I dressed up, I have pineapples instead of tyranosaurs Rex's or lobsters or 
flamingos, whatever else I have over there on the shelf. So  



 

 
we've got some people watching live. Give me a one in the comments. If your law firm brand is 
the type that like you would dress down and like, maybe there's your own unique way of, having 
the equivalent of a Hawaiian shirt that you'd love to tap into. 
 
I asked that because I know that we've got legalees and I think a lot of law firm owners know 
and love you for the Hawaiian shirts. Is that still aligned and the Jordan that we see with your 
law firm, or do you show up there?  
 
so I was wearing a different shirt before for my law firm. It was a blue polo shirt that had our logo 
on it. 
 
So that is the difference. That is my different authenticness is the pattern on the polo or the 
material or something like that? That changes. It was funny. We had a, so I'm in, I'm in Orlando, 
I'm in orange county. So we had our first in-person judicial investiture a couple of months ago. 
We didn't do them for whatever was to. 
 
And so I show up in my normal, like a blue polo and khaki pants and sandals. And of course, 
like a couple of people were like, Hey, you know, wait, wait, good job dressing up. Like, you 
know, everybody else is in a suit, I'm in this. And I was like, look, I gotta be honest. If anybody 
knows who I am, this is how they should expect me to do. 
 
I guarantee you I'm the most comfortable person here because half the people are in robes. The 
other half are in suits and I'm in sandals and shorts. I was like, and honestly, at this point, like a 
bunch of these judges are going to ask me to be on their campaign committee. Cause I have a 
great cause I have a great brand because I know people cause I get out and network, not 
because I'm a great lawyer, nobody cares about that part. 
 
And so like why should I pretend to be something I'm not to fit into a place that people want me 
to be. Because of who I am. Like, it makes no sense to me.  
 
And this, this dovetails right into us talking about marketing. when, what I love that you've done 
is you've built an entirely separate brand based off lessons learned. 
 
I know that you spent a lot of time, spent a lot of money learning lessons for the law firm that 
now you give people so many shortcuts through, with legal Lees. Is the, the branding, and a lot 
of times in the legal space, the direction of, oh, I need to be suited up at all times. Is there any 
part of that? 
 
That's like a big marketing mistake that, that you learned or that you tend to help legalees 
clients with,  
 
Uh, very great question. I hammer and I, Greg is going to laugh if he hears this, because I talk 
about this on literally everything you need to know, your ideal client need to know who the 



 

person is you want to work with because like, even so last week I attended Atticus's, there'll be 
a revenue event. 
 
And literally they did a 30 minute presentation on dressing. Well, dressing the part, quote 
unquote. And I was like, look, I gotta be honest. This guy is coming to us as a former estate 
planning. Awesome. He needed to dress up. He was trying to get in front of people who had 
money, who were going to spend a lot of money for him. 
 
Yeah. Dress for the client, not for the profession. Bingo, Chris white. Exactly. That's exactly what 
I'm going to talk about. And like he was right. Or his client for my client who somebody injured in 
a car accident. Who's never dealt with an attorney before, who probably has a lot less money to 
rub together. 
 
If I am wearing a thousand dollar suit, it's harder for us to have a conversation. It's harder for 
him to walk up to me at some networking event and sh and you know, and shoot up a 
conversation. Then, if I'm dressed the way that I want to dress and the way that I like to dress 
and the way that makes sense for my clients and also happens to make me happy as well. 
 
And so there isn't this, there isn't anything that's right or wrong in the macro, but in the micro it's 
you, it's your firm, it's your brand, it's your client. It's your practice area? Like that's what you 
have to understand. Anybody who gives you advice. I don't care if their practice areas are the 
same as yours. 
 
I care for ideal client is the same as yours. We care if their ideal goal. Are the same as yours. I 
love it.  
 
And I love that you zoomed out that way because this you're right. This applies to so much more 
than just what you're wearing. I was talking to someone, I think it might've been you, about how 
there's a lot of resistance right now to people like getting on Tik TOK or Instagram reels. 
 
And this there's the sense of like, I don't want to, I don't want to do the whole, like me dancing 
and pointing at word bubbles and things and great. If that's not, you. You can still use that short 
video clip on platforms that the algorithm likes right now, to be more of who you are and connect 
with your clients. 
 
I mean, look at our buddy Elizabeth pickle. Yeah. So here she is. So estate planning and 
trademark stuff. You can use the TM word out in Arizona, but like her whole thing is this 
mindfulness concept of it. So it's being very welcoming. It's helping you. Estate planning is 
tough. We're going to talk about your death. 
 
So it's a little bit different. And so she has jumped on this reel showing a personality side, this 
real mindfulness mama bear type thing. And like part of that is, you know, doing the funny 
voiceovers or doing some of the dances or, you know, calling people out for funny stuff and like 
that very maternal stern way, but like, you know, money engaging way. 



 

 
That's awesome. If her clients, you know, for clients for that world, 70 year olds worth $45 
million who were looking for it. Like that's probably not the right fit, even though it's the same or 
similar legal needs. So you have to find that about them and you have to find that what is 
genuine about you and then you Venn diagram where they intersect that. 
 
Thanks, Mike Whalen, fanboying love it. That's  
 
so good. so let's go back to, to marketing lessons that you learned. And like I said earlier, You 
got, if you guys know Jordan, you know that he is not a dumb person.  
 
but I have done dumb things that we'll talk about in this question.  
 
Can we, yeah. 
 
Can we dive into some of the, the marketing mistakes that you've made and that you're now 
seeing. Your, your marketing clients and customers make  
 
sure. So look, I was an egotistical asshole for a very long time and maybe still am I'll, I'll leave 
that to everybody else's opinion, but ultimately, like I went to UCF for undergrad in Orlando. 
 
I was on trial team. I did very well, or our teams did very. I went to Barry, I got a scholarship to 
do trial team. I did very well or teams did very well. And so like here I was sitting as a one L 
competing against two L's and three L's being told I was great getting $15,000 from the school 
over that timeframe to do it and whatever. 
 
And I let it go to my head. And so finally, like at the end of my one, a year, one of the three who 
genuinely cared about me, took me aside and was like, that's, what's holding you back. And for 
like 45 minutes, I was like, Hey. This is the pot calling the kettle black in my head. Thankfully, I 
didn't verbalize it, but then like at the 44th minute, that's what I thought at the 45th minute. 
 
I was like, but she's right. but she's totally correct. This is my problem. And so, like, it was a 
really great conversation that helped me kind of turn around what I was doing. And then I went 
into two L year. So one L year in law school, you're all in the same group. You have everybody 
in the same classes, two all year, you split up into different. 
 
And so much people who didn't know me first day of evidence was the teacher was my trial 
team coach from the previous semester. And he was like, Hey, anybody in the class, except for 
Mr. Ostroff. And my co-counsel know the answer to this question, like, I'm going to give 
everybody else the opportunity first. 
 
And then I'll call on these people that definitively know the right answer. And I was like, damn it, 
man. Like, I was so close to like being able to break through this. but I say that from the 



 

standpoint of like, so by the time then it was a prosecutor. So UCF in Orlando, Barry in Orlando 
prosecutor in Orlando, opened up my firm in Orlando. 
 
So I'd been doing like fake trials with real attorneys and judges like 10 years. And so I was 
really, I had a much better network than I realized I had. I had a lot of people that knew me to be 
good at what I did or like me or whatever it was. And I, but I didn't know what to do with it. If that 
makes sense. 
 
Like, I didn't know. How to really network how to do this, how to do whatever else. and so I had 
a bunch of cases coming in that I didn't know how to handle correctly, then thought like, well, if I 
had a marketing company, this will be amazing. So I blew a bunch of that money and more, and 
maxed out credit cards and whatnot to the tune of like 200 grand. 
 
And then I bought another firm and I was like, well, this will be great. Like they have clients and 
I'll do great work and we'll do this. And there were no systems. And I'm like, no, And so at some 
point I was $200,000 in debt. I was working 70, 80 hours a week. My wife was like, Hey, 
congratulations. We're pregnant with our son. 
 
And I was like, awesome. What are we going to do?  
 
Like, how is that going to set $200,000  
 
in debt? So I bought another firm. So there was, I paid some of it down. There was someone 
alone. I maxed out every dime or of credit that anybody would give me on those things. I signed 
some long-term contracts for some marketing stuff that didn't pan out. 
 
So between all those things. Just the, from, in debt, like not and law school loans and a 
mortgage and, you know, whatever else. and realize like, literally I not to say I did everything 
wrong, but ultimately did everything wrong. Like I had no ideal client. I had no systems, I had no 
processes. I had no idea what success looked like on any of these. 
 
I didn't know the questions to ask, to make sure it was a good fit or a good vendor or a good hire 
or a good ad or whatever. And like, that's my. And, you know, it would be nice to sit here and 
say, I wish the marketing companies had said, we're not going to take your money because you 
don't have an intake system, but like that's asking for too much. 
 
so it's on me, you know, it was my fault. I said, yes, I signed the contract. I paid the stuff. I did 
what I could and nothing came from it. Um, cause I cheaped out in some places because I didn't 
have systems in other places. Cause I didn't understand it enough and other places I didn't give 
it enough time. 
 
I, whatever it was gonna be nothing. That was how long. Dude. So my kids three and a half, he 
was born in March of 2018. So my wife would have announced like mid, mid 2017. So I started 
the firm in 2015, so like two and a half years in three years in, and just like, I don't know what 



 

we're going to do. And thankfully I was able to, so I, so Greg, my business partner, legal ease, 
he and I like had rotated in similar circles. 
 
I'm slightly older than. Not by much, um, had rotated similar circles. And like finally, one day I 
was like, you're running this organization that my wife is a member of, we have a bunch of 
friends in common. I won UCF in a 31 year. He won the next year, whatever I'm like. Can I buy 
some time, like, be honest with me. 
 
You're not trying to sell me anything. I'm not in the right industry. Like what the hell is wrong? 
And he was like, look, man, you just like, didn't take marketing one-on-one and he handled it like 
so well, he couldn't come in and just like blast them. And he's like, you just there's none of the 
foundations, like you've been able to build a, you know, $600,000 a year firm with like no 
concept of what they would teach you on day one of marketing. 
 
Every lawyer, every lawyer, 90, 99% of lawyers have the same education.  
 
Okay. And when you, when you say like you missed marketing one-on-one are there like three 
or four pillars to that? Or are there. 24 chapters of like topics that are in Greg's head and what 
he's telling you that, like how many things do you need to graduate from marketing one on? 
 
So you have to know your ideal client. You have to understand like an organic strategy versus 
an ad strategy versus owned media versus earned media versus whatever. And I guess you 
don't even really have to know it, but when it comes to creating an actual plan or thinking about 
your client, it helps to kind of see the broader picture of how you get in front. 
 
So if you've got, you know, if you've got a super savvy clientele, they might appreciate earned 
media a lot more. If you're the one on the news being interviewed every 30 days, you might get 
a certain type of client as opposed to the ones who just want to see a billboard or as opposed to 
the ones that want to open direct mail and give you a call or whatever, tracking. 
 
So like actually tracking what you can control an ad. So if you're running Google ads or 
Facebook ads, impressions, clicks, follow-throughs consults. Um, knowing what service 
offerings you have profitability wise, it's easy to sit there and be like, well, you know, serious 
felonies are a $25,000 case versus 2,500. 
 
It's a lot harder to be like, well, but those take 20 times as many hours as the smaller ones. So 
they're actually less profitable. and. There's a component of expectation that comes with that 
baseline knowledge. So if you are signing, you know, if you're hiring blue shark for SEO, Seth 
and set's team are excellent about being like, you're not going to see results tomorrow, but if you 
go to your email, if you're a lawyer like me, you have 47 emails that are like, I'm going to get you 
on page one of Google tomorrow, right? 
 
199 bucks. Meanwhile, I'm on page one of Google for Jordan Ostroff attorney in Orlando. Dark 
hair and a long beard. And where's the why insurance, whatever, like great. I'm probably the 



 

entire page on Google when it comes to that. Sure. You don't know enough to know what to 
actually expect at a lot of these things. 
 
So I would say those five that I don't remember what they were, and if he asked me, I'll give you 
a different, that's why we  
 
recorded this. There we go. Yeah. This was great. super helpful. And I want to, I want to go back 
to that first, one of that ideal client, because when, when you say. Is, is it a question of, okay. 
 
Based on your practice area, based on your state, when we say like, find your, find your ideal 
audience, find your niche, is there like a, a right smartest niche to go after? Or is it just like,   
who is it that you want to serve? Like, is it more of like a, there's not one right answer, but what 
is like your values plus affluence plus, whatever that equals, okay. 
 
Based on that here would be a good, specific demographic, psychographic, whatever graphic 
for you.  
 
There are thankfully buoy says she loved the shirt. Thank you. At least you were part of the 
reason for it. So there are a million right answers to your ideal client, and there are a million 
wrong answers to your ideal. 
 
And ultimately acute rate dude, Chris white. I don't know. You're smart. So viable my profile. I 
call it an ideal client avatar, but ultimately, yes, the viability of it is huge because, you know, I 
talked to like, look to be an attorney. You are going to put up with a lot. You you're going to see 
people on their worst day, no matter what you do. 
 
Like nobody wants to hire an attorney. They're coming to you because they need it. And there's 
a type of person that wants to be an attorney. Either. You are an Eagle, maybe. Where you 
genuinely care about other humans and know that you have one of the jobs that is the easiest 
way to positively impact people's lives. 
 
And for those of you that are the second one that becomes like, I want to do family law only for 
single moms with multiple kids and a deadbeat husband who doesn't pay them any child 
support. But also I have a huge, I have $150,000 in student loans and I have a mortgage and I 
have a staff and I have an office, whatever. 
 
You need to find the person who can be viable, who can pay, who can do that part of it. Um, but 
then once you have overcome the hurdle of it being genuinely possible for this to be a great 
client, then it goes back to the other side of what you said, where you're looking for, the one that 
fits you, that fits your firm, that fits your brand, that fits your culture. 
 
That fits. Yeah, the practice area, et cetera. And  
 



 

George and I have talked about this, but just to share part of my story on this, I didn't realize that 
I was doing this, but one of the first niches that we tapped into by mistake honestly, was at see 
store owners who have a very specific pain point of being on a platform. 
 
and even though they might not be making a ton of money, like I always joke. All of my clients 
were grandmas on that seat, but there was, there was a real cost and emotion too. If I get three 
or however many people sending some type of a cease and desist or infringement report to Etsy 
against my account, copy, cats can get my short, can get my store shut down. 
 
So what can I be doing to claim my store name, to prevent bullying? From going after my 
account because I technically don't have the trademark on it yet. And so there was a very real 
specific pain point to that audience, even though to an outside person, they might not have been 
seen as like a very affluent clientele. 
 
But I think that speaks to once you zoom in on a viable client profile, like Chris said, what is the 
particular pain point around your offer for the. That you can speak to. And then also what do 
they like? And again, like you're doing such a good job of this. Like I'm, I'm having trouble 
thinking of a cool law firm owner who would be turned off by you wearing Hawaiian shirts. 
 
There's  
 
plenty, but it doesn't seem like you take this seriously. The these cases are important. How do I 
know you're going to take it that way? Yada, yada yada. Great, cool look man. There's 1.3 
million attorneys over 400,000 firms and probably like a million of them wear suits and do 
personal injury. But if you want the one who's cool. 
 
If you want the one who's laid back. If you've got the client who, you know, they're going to be, I 
don't want to say concern, nervous speaking to an attorney, like then we become a much better. 
Yeah, for your friend, for your family, for your referral source for, you know, yourself and it's 
totally cool. 
 
Look, I do not get insulted when somebody hires somebody else. My so  
 
three jacket and a pipe from my attorneys,  
 
you know, Mike, I don't have Tweed jackets anymore, but I do have my grandfather's pipe set 
over there. So if we need to do a. Like a weird crossover.  
 
I know Michael's joking, but I feel like he's kind of would love. 
 
Yeah, no, that would, that would, that would be, that would be on brand for him. I like it. also 
around marketing and feel free to be like, do I good question, but I want to take the conversation 
in this direction. One of the mistakes or trends that I'm seeing is people who are lawyers who 
have a law degree. 



 

 
They hang their shingle. They become a lawyer to an extent because they want to like provide 
justice in a way that they didn't their nine to five and really help people. And there seems to be 
this aversion to selling that tends to be more present in the law firm, owner, friends, at least that 
you and I hang out with. 
 
And I I'm seeing more and more, even people. They've got great marketing. They've had 
content go viral. They're not really seeing the calls being booked at the extent that they would 
want. And there just missed opportunities from them to take that visibility that they're getting to a 
generation of, of leads in the pipeline and sales. 
 
Are you seeing that too?  
 
I want to say no, cause once they hire us, we fill in all those. No, but now look the, uh, for those 
who don't know, so Joey and I jumped on 20 minutes before this to check the technology. We 
knew that would work. And we just had a lot of this conversation beforehand. So, the part that I 
don't understand, right. 
 
This is the thing that I cannot wrap my head around as a lawyer. What the hell are you doing? 
Every. Like you are selling the truth to a jury. You are selling case law to a judge. You are like, 
you are selling, you are trying to get somebody to believe in your truth, in your case, in your 
facts, in your case law, in whatever, the difference between that and selling to a client to hire you 
is like, uh, it's so  
 
close. 
 
It's right there. And also. You should, or most of us do believe that we are the absolute best 
attorney God's gift to our practice energy or whatever. So then from that standpoint, you have a 
legitimate, moral imperative to get the client, to hire you, knowing that you will do a better job for 
them over everybody else. 
 
And if you truly believe in the two things that I just. You got to just sell, like you have to sell it is 
on you to sell yourself to clients or your firm or whatever it is when you have the awesome 
knowledge. And when you have the ability to convince somebody of something, because you 
will truly change somebody's life. 
 
If they hire you and you truly are the best fit. Yeah.  
 
I love this. I'm going to share a quick story and I would love for you to just respond to a Jordan. 
Because earlier this week I was talking to a younger attorney. Who's getting into a state. Also 
doing trademarks. She's fantastic. but she, she wants more leads for her firm and she's, she 
started to commit herself to going to more like local networking events. 
 



 

And I asked her what she was doing. She said she had this booth at this local event and she 
was, she was like, what I wanted to do was I wanted to. And get people on my email list. So I 
had this piece of paper out and anybody who I talked to and they wanted to learn more, they 
could put their name, email and number on this, and I would add them to my email list. 
 
And I was like, okay. I'm like, how many of those did you get your last conference? And she said 
like, maybe 20 people filled out the form. And I said, well, what if you just changed the language 
on the form? And when you're talking to people and instead of saying, fill this out and I'll put you 
on my list to fill this out. 
 
And we'll book  a call with you and consult with you about your estate planning needs. And I 
could see her head exploding and she was like, oh, I didn't even think about just making that list. 
People that I could book to call. And I think sometimes. The more we learn about marketing and 
the more we learn about things like funnels and email lists and other touch points we can create 
before someone becomes a potential client. 
 
It can, it can be easier to be like, well, let me just get them on the email list. First.  
 
all right, I'm going to go hot take. I hate the concept of marketing funnels. Hated. I think it's one 
of the worst things that we've done. I get the. 'cause like, you're always gonna lose people 
somewhere in the funnel, but I hate the fact that like, I can't get my finger beat right in my hands 
right here. 
 
Um, but like, I hate the concept of us assuming that we're going to lose people as we go down 
the funnel. Like I get that it's going to happen, but I don't like conceptualizing that way. And I 
don't like the fact that we are like, well, the top of the funnel is super broad. So like, who cares? 
Like just let me buy a bunch of emails and throw them in there. 
 
I think instead my 2 cents for what it's worth, which is probably less than 2 cents with inflation, is 
it. You have to think about it as a chain. Like there, this link right now, and then they need to go 
to this link and this link and this link and this link, this, and get the whole way down. And then as 
you are tracking the transition from link to link in your chain, you can see where your problems 
are because people go, they get stuck in one spot and they don't move to the next. 
 
And it's very similar to coming down the funnel, but I don't want to automatically rationalize that 
I'm going to lose a bunch of people because I don't know what those numbers are until I've done 
it. Instead. I can look at where the weak, weak links in my. If a hundred people go to my website 
and not a single one books, a consultation, I might not have a marketing problem. 
 
I might have a conversion problem on my website. Maybe it's because the wrong people are 
going. I don't know. But at least like you can find that problem and work your way back to see 
where the issues are as opposed to just being like, well, you know, a hundred here becomes 20 
here becomes five here, becomes three here. 
 



 

Like, eh, whatever. It's okay. and I think had she have looked at like, how do I actually make 
money and then work the chain backwards. You would have gotten through exactly what you 
said instead of being like, well, they're at the top of the funnel. So now like they'll gravity will pull 
them down. Right. 
 
Well,  
 
and I think she was you're right. She was, once we did the math, then she was like, if I could get 
four or five people from every kind of. You know, conference that I go to, to get a call booked, I 
would hit my sales goals at least to start. And I was like, okay, well then instead of getting 20 or 
50 people on an email list and hoping that five of them will have a call with you, why not just ask 
them all for a consult? 
 
And if maybe if they say no, then there's something else that you can be like, well, if you're not 
aware enough to see the value here, but I think you might be a good fit. Here's some type of a 
resource where you  
 
sure. I mean, look you marketing is an art. And as much as I try to make it into a science, it is 
human nature. 
 
So there is an artistic component to it. And a lot of this you don't know until you try. And 
ultimately, ideally what I would really like her to do is buy two booths, clone herself on opposite 
sides of the same conference and put two different. Two different requests and run it an AB test 
it. You're not going to get that opportunity at the trade show in the same manner that you would 
on Google ads. 
 
But like, that's, we gotta do, you know, try stuff out and test it, but go in knowing that like 
immediately knowing this is not a bad idea, it may not be a good idea, but at least I know it's not 
an, a bad idea and I've got the time for it and I've got the budget for it. I've got the energy for it 
and I am properly supporting this stress. 
 
you know, you were talking about people going viral and stuff, but they didn't properly support 
that social media strategy. So they went viral and maybe they were able to get a couple of other 
posts that were viral. But like, without having all of this put together in that full overarching plan, 
that full ecosystem, that full link in the chain, you know, whatever it is, um, getting people from 
point a to point B, you're missing a bunch of steps. 
 
So  
 
good. Are there any other like big. Like marketing tips or golden nuggets that are always top of 
mind for you to share when it comes to this kind of stuff and kind of what, what the big things are 
that you help people avoid, or maybe that people don't know about marketing that you help 
them see very quickly. 
 



 

I, I, this goes back to, I think a couple of people, I think you've connected me with the more that 
we talk about mindset, the more everybody comes back to this concept of like, things are just. 
We assigned like positive and negative stuff to them and whatever Daniel Hunt, I think put it 
almost exactly that way. 
 
So like from the standpoint of marketing, we are told a bunch of things and you really have to 
look at like, are they right? Or are they backed up or do they make sense for me depending 
upon the situation. And I think that's the issue that people struggle with is like, oh, the guy next 
door did really well with pay-per-click or, oh, you know, um, this, this lady told me she did an 
excellent job on Tik TOK and whatever. 
 
Without really coming back to you without coming back the ideal client, without coming back to 
you, does that fit you? Do you have the time for it? You have the budget for you, you have the 
interest for it. And so the more that we take these marketing large scale concepts, and then 
break them down into why is somebody telling me that, like, if they are a PPC company telling 
me that pay-per-click is the best thing on God's green earth, like they're biased, but then to 
taking it to like, well, does that fit me? 
 
Do I have the same budget? Do I have the same? The same energy. I mean, like that's the part 
that people struggle with. I guarantee you barring the fact that you come across a true 100% 
scam artists, which they're out there, not as frequent as we make it seem. Instead, there are 
people out there that just don't know their craft well enough to say no, or to have what worked 
for the landscaper in BFE. 
 
Whatever versus the personal injury attorney in downtown Manhattan, like, well, I ranked this 
person page one over here. Great. Like there aren't, there aren't 10 competitors of them within 
50 miles, as opposed to, I got Morgan's main office, that 500 feet from me. And there's another 
thousand personal injury attorneys around here. 
 
Like SEO for me is going to look a lot different than it would when you're in. I dunno, I'm going to 
be, I'm going to be driving from San Antonio to big bend over a new. That's a six and a half hour 
drive. I can't name a single city in between those. And I looked on the map, like, it's just, it's 
west Texas. 
 
Like if you're there, I see all my be phenomenal. So having a website might rank you in your 
town, in your county in whatever it's going to be. So like when somebody tells you, Hey, this 
concept's great. Really think about like, why are they saying that? Or why did it work for them or 
it's  
 
great, whatever point. 
 
Awesome. So valuable by the way. we'll make sure that we provide Jordan's information around 
this video, in the show notes, things like that. but Jordan, for people who would like to know 



 

more about what you do and how you help law firm owners, where do you recommend that they 
go next? 
 
And is there something that they should opt into or would you book a call as a first step?  
 
No, don't worry about it. we'll, we'll just, we'll put you in the top of our email funnel. No, no, but 
seriously, like, look, here's my thing. And I have, I want to be really cognizant of this fact, cause I 
think, um, Carolyn elephant posted this, so Seth Godin has been talking about like give stuff 
away for free. 
 
And he was talking about the thing like that works great for white dudes. And like, I'm assuming 
you're a white dude. I'm definitely a white dude. So I get that from the concept, but like I am. 
Lucky enough. I don't know. Like we give a ton of weight stuff away for free and still people give 
me thousands and thousands of dollars to execute on it for them. 
 
So we have legalees marketing.com/education. There's a bunch of presentations you can 
download totally for free. You don't have to opt in. You don't need the email, et cetera. And that 
works for me or that works for us. And I get that other people have. The buy-in opt-in website 
stuff. We do have a newsletter. 
 
If you want to also opt into that, it's on the website. What's the  
 
name of that newsletter again?  
 
Uh, not another fucking legal newsletter, but we had a bunch of different things in the, in the F 
part. It's like, there's a bunch of legal newsletters, so we are one more. Um, and then also like, 
contact me on LinkedIn, follow me on like, There are two Jordan Ostroff in the world. 
 
The other dude is a bad-ass salesperson in Boston. He gets a ton of job offers. They email me. 
So I say this on every time I bring him up, if you are his boss, he's doing something right. I 
promise you like you better pay him more. Um, and then there's me. So the, the lawyer marketer 
with  
 
a beard journo in the  
 
know yeah, Jordan now in the now lawyer with a life. 
 
So follow me on LinkedIn. Connect with me on LinkedIn. I'm trying to. Helpful information to help 
people get to $500,000 a year in gross revenue, which seems to be that part where you've got 
the 50 to a hundred thousand dollars a year to put into an actual overarching marketing plan, 
rather than like I've got 50 bucks to put in a Facebook ads or whatnot. 
 
So good Jordan. So with the time that we have left, let's talk about thought leaders. All right, 
Jordan and I are really excited to, to go here. But again, I know we got some people watching 



 

live. I'm excited for people on the replay to also chime in on this. if you're watching this on the, 
or if you're listening on the podcast, my apologies, but for anybody watching live or watching the 
video, give me a one in the chat. 
 
If you would consider yourself a thought leader, give me a two in the chat. If you do, it would not 
consider yourself the thought. And give me a Y if you would like to be a thought leader, the  
 
letter Y or a reason why the letter, Y the letter Y all right. Just making sure. And then also give 
us a one or two, if you think both Joey and I are thought leaders, or just now just kidding. 
 
We won't, we won't pull your audience to drive  
 
and some context to I know I talked about it and then you followed up. Remind me why this was 
like an interesting topic, for  
 
sure. so here's the thing. I think that we, as lawyers are like 20 years behind the. In so many 
ways, Mike Whalen says a plus a hundred. 
 
He leads all the thoughts. It's true. He is Mike. You're being overly sarcastic, but you're not 
totally wrong. Correct. Um, you lead a lot of thought leadership in the space. I see a lot of 
people getting out of the churn because of you anyway. So, um, We are way behind the times. 
And honestly, the reality of it is the business world. 
 
The non startup techie world is way behind the times. And then once it gets to normal business, 
then it becomes to the professions. Then it becomes legal because we spend three years being 
taught to be the most critical thinkers and the most skeptical people in the entire world. So when 
you talk about, um, Malcolm Gladwell, Early adopters, late adopters. 
 
Like we are late adopters at best, even early from adopters are still like the tail end of the 
normal 80% of the marketplace getting into this thing for them. So to me thought leadership, I 
have seen it come up as basically a business influencer. Like Instagram is that influencer is last. 
I saw Kim Kardashian gets like $500,000 to just like, put something in a post, not do a 
commercial, just like have a post where like I'm holding this bag or this perfume or this alcohol, 
or, or this person who I'm trying to get the, um, governor or president to pardon, whatever. 
 
Like it's a ton of money for these. And so I think the business world on the one hand has stolen 
the influencer topic, but then was like, we don't want to be, you know, tick tock influencers. We 
want to be serious and professional. Right. So we have made it into thought leadership. And the 
interesting part from that is like, I first heard that term in the legal space in any way, shape or 
form, like during COVID and, um, it's been going on for so long. 
 
But like now I'm curious of, if that is correct, like is a thought leader, just a business influencer or 
do you have to lead in a different manner than an influence? And do you have to have a thought 



 

that you're pushing and just like, I am, I'm super interested. I have nothing serious to add to this 
because. 
 
So many people whose insight I value and I've gotten completely different answers from 
everybody. So I think there is no right answer, but maybe I'm, I don't think  
 
there's a right answer either, but I have learned, and I was telling Jordan this before we went 
live, I reached out to people who I would consider thought leaders, especially like my coaching 
clients and course creator clients who have pretty massive followings who. 
 
They have said that they don't really use the term salt leader to define themselves or to describe 
themselves in their own marketing. and that when they, and I've tried this in the past too, like 
ran, paid advertising, like calling attention, like Hey thought leaders versus, you know, a course 
creator or a coach, like check this out. 
 
people tend to not identify with that term. but I do think that. There's a difference because I work 
with a lot of 
 
like faces of brands in different ways, and it seems like in different pockets of the internet 
business world, people gravitate towards influencer, like personal brand and thought leader. And 
I don't think that this is all a thought leader is, but I do think that thought leaders out of those 
three tend to be more monetized in their visibility. 
 
And I've, I've been hearing of several stories where like people who have millions of followers 
starts type of an online store and like can't sell swag  
 
well, and that's the fastest. So I, I got on. Instagram this year, I'm going to admit that. So like, I 
am an 11 something month, Instagram user, uh, and it's funny, cause like I finally have hit 
whatever threshold account you need to just get bombarded with the worst spam messages you 
possibly can have. 
 
And so they're like, are you monetizing or your audience, like you've got 500 followers. You 
should be making 50 bucks a month off your Instagram. Hey, bro. I got a four person social 
media team. So I'm only paying a 50 bucks a month off Instagram. I wouldn't be here. And so, 
it's kind of funny because like clearly what you're saying is absolutely correct. 
 
Clearly there are a ton of these people out there that have a following without having the 
community maybe or whatever it is, where they don't have a real investment or maybe they're 
not actually providing enough value or have enough influence.  it's just, it's interesting to me. 
You know, like what you will, you talked about before, that's a little upfield from this, but like the 
personal brand thing. 
 
Listen, if you are a solo attorney out there and you are trying to be the giant spider on the wall, 
so small spider with the light Catholic larger shadow, you're totally missing out, man, because 



 

nobody cares about your firm period. I don't care what you do. I don't care who you are. Nobody 
cares. There will be a number of people that care about you that want to see you be successful, 
but nobody cares about you. 
 
So you try to make it seem so much bigger than it really is. And then you get companies like 
progressive having flow and Geico, having the gecko and Jake at state farm, like all these giant 
faceless corporations are creating fake people. Why to build a personal brand because I 
promise you the Jake from state farm curated account has a lot more followers than the actual 
state farm account. 
 
Gary V has 20 times as many followers as Vayner. Everything. Elon Musk has 50 times as many 
followers. SpaceX and Tesla and EV why nobody cares about your business at best. They care 
about you. So embrace it, you know, and maybe embrace it as a thought leader. I don't know 
that that's, that's, that's where I'm stuck, but  
 
yeah, and I think, I mean, thought leaders are still humans, but when you follow a thought 
leader, there will be more thoughts than dinner photos. 
 
There will be more thoughts. Okay. Yeah. it is amazing to me. W we talked about this concept of 
like social capital, right? Like if you send me a message on LinkedIn and you're like, Hey, let's 
jump on a call. I want to learn more about what you do. I will write back. Do you genuinely not 
know? 
 
Or do you not take the time? Like if you don't get it from my websites and my links and stuff like, 
cool, please let me know. Cause like I've screwed up. That is right. A mistake. But at the same 
time, if you have. You know, if we've engaged on the platform for awhile, great. Let's do a call. 
Like we know each other enough, like we've built up that capital. 
 
If you've got a podcast, like, listen, I don't care. You and your mom and the only ones that listen 
to your podcast, I'll probably go on it. If you send me a thing, like, Hey, I want to interview you 
for a half an hour. It's like, I'm an attention whore, I guess. But so  
 
be it, I think, and I know that you've asked a couple of times, like about the thought side of 
thought leader. 
 
And again, like, I don't think there's any right answers here, but what I found is that, the thoughts 
that people have that make them thought leaders, aren't thoughts as like answers and solutions. 
It's like here are thoughts about what I value and questions that I want to dive into that attract 
people. 
 
To what I'm doing. And I think that what we're doing here is,  I think a good example of what I'm 
seeing in the thought leadership space of, it's not just one person building this like thought 
leadership empire, it's shared visibility. It's kind of like you and me networking in a way that other 
people can see. 



 

 
I mean, that's the best part about a show, right? Like you have a guest you're interviewing 
somebody. We could have the same conversation over lunch. Hopefully it will benefit people. 
Um, hopefully it will be to a slight detriment of Mike Whalen, but just a slight detriment and great 
positive of so many other people. 
 
But so be it. But, uh, no, I look and I get that and it's. I hope that people are utilizing, let me flip it 
this way. So Netflix had this really awesome documentary to watch her in. COVID called riser, 
the samurai that talks about the reunification of Japan and like the 15 hundreds. And literally the 
first battle is like 2000 people getting together to beat this other like 1500 people. 
 
And then like, that's the beginning of reunion. The entire country of Japan. And I was like a 
stupid post that I put up on LinkedIn. I'll get like 5,000 impressions, which is more people than in 
15 hundreds, help it. And look, we're not going to war, but we have such a more 
interconnectedness. We have a lot more potential power over other people or potential 
influence. 
 
And so whether you want to be a thought leader or not, my hope is that we use that for good by 
sharing. Stories, you know, look, again, I go back to what I talked about before. Like I am 
cognizant of the fact that there are certain people that have an easier time sharing their 
knowledge for free and certain ones who don't. 
 
And I get it. Cause I have a wife who was also an attorney and is way smarter than me and has 
been through it and explains it to me. And I do my best to understand because I don't see it. Not 
from this wrong. I'm a white dude. And I understand what that entitles me. Sure. People. Sure. I 
know what I'm talking about. 
 
I have gray hair, yada, yada, yada. But the more that we are sharing our own stories, the more 
that we are engaging with people, the more that we are being genuine and human and honest 
and helpful for each other on whatever it is, even just like great job, you really truly deserve that 
award. Or even like, oh my God, that's a great result for your client or stuff like that. 
 
Just lead people to happiness, I guess, is what I hope would be the  
 
takeaway. So well said. And I want to make sure that before this video ends, I say that like 
Jordan, I 100% think that you are a thought leader. Well, thank you. And I think that one of the 
reasons why I love talking with people like you and Michael Whalen and others that'll be on this 
show is that the goal is to be interviewing people like you who have hit that level of success with 
your first. 
 
Well, you're now looking around and like, well now what do I do? And how can I help people? 
How can I make an impact? And you didn't go in the direction of, let me be that personal brand 
for my personal injury law firm. And like the face of this thing, just to attract more clients. They're 
like, that is a way of having, Jordan Ostroff monetize. 



 

 
In a certain direction, but you kind of get to decide what do I, as more of a person than 
connecting to a brand, what to be known for and how can I build a community and lead around 
that. And the whole lawyer with the life, like captures  
 
that. So, well, thank you. Well, and if you, like, if you look at them, so Jordan will FL is my, 
personal injury from my wife and I own half and half. 
 
If you look at our social. Anything that is actually legal related. Like this is something you should 
know. This is helpful. It's not me on it. It's usually my wife and they will like, the team will send it 
to me to review. I don't know. I don't know the law very specific new statute that just came out 
like, w can we ask Heather? 
 
And then Heather's like, well, there was this and this case law, this descend, and it came up 
from here and this is the legislative history, and this is the exceptions, and this is the most recent 
case on it. I'm like, awesome, cool. Like, I need you to now in front of a camera, just repeat that 
and we'll, we'll make it, you know, we'll make it work. 
 
for me, it's like, look, these are the values of my firm. This is what we want to do. This is the 
customer service experience we want to provide. This is, you know, the business stuff of it. Um, 
and look, are there people that are probably like, why am I going through a firm with my name 
on it when I'm not doing the work? 
 
Sure. No problem. And then it's the same thing with Morgan and Morgan. It's the same thing 
with a bunch of other firms, if that's not for you. Great, totally fine. But we are trying to be honest 
and not do the bait and switch and not. You sit down for a console and hire a specific attorney at 
the console who you never see again in any way, shape or form. 
 
So why should I mark it? The knowledge-based super expert being me when I'm not the one 
doing the consult when I'm not the one doing the  
 
legal work. a lot of sense. I mean, you're so good Jordan at, you know, it's one of the many 
reasons why I love you at saying like there's no right answer, but here's the answer that I find. 
 
And why in a way that's a lie and you do it in a way that's inspiring. and also points out that like 
we can all design our firms differently and just stand behind, like I'm doing it that way because I 
want to, and that's fine. Well, thank you so much for an amazing conversation. One more  
 
thing, I just, and thank you so much for what you said, and I want to make sure we get this point 
out to echo for every. 
 
More revenue is not the decider of happiness or success or value. So like I want, I want 
everybody to totally follow a Joey set and totally listened to finding the right fit. Don't force 
yourself into, I need more. I ran a 15 person firm and I was freaking miserable and I didn't make 



 

that much money. And now we are a firm of six with some marketing people, helping out as well, 
but we're like half the. 
 
We make so much more and I am so much happier and I can focus on other things and yada, 
yada, yada. So not to say anything against the large firms, but don't sit here and be like, I need 
my firm to be bigger. I need to bring in more stuff. I need to have a million dollar firm, like you 
might have to, but it needs to be backed up by something. 
 
Cause you're not a, you're not any worse as a human being. If you have a $500,000 firm versus 
a $1.5 million firm, like just get that out the window right now. So, well, Thank you.  
 
Awesome. Thanks Jordan. Thanks everybody for tuning in. And please, Jordan said, you know, 
you don't really have to do anything here, stuff, but the downside to that is that there's no easy 
way for, for Jordan to see who's checking out his education page. 
 
So to make Jordan's life easier and connecting with you guys, I would encourage all of you. And 
if you're listening to the podcast, head on over to Facebook. So links in the show notes and drop 
in the comments. What your biggest takeaway was from this conversation. Jordan. Thanks 
again. I'm excited for you to connect and reconnect with the people around here. 
 
you're the man, and we'll do this again soon.  
 
Thank you so much for having me, man. Bye  
 
 📍 everybody. 
 


