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FOREWORD

Information Overload
When we began developing the 2017 State of Digital & Content Marketing Survey, the sixth in 
seven years published by Greentarget and Zeughauser Group, we had two important goals. We 
wanted to learn whether — and the extent to which — in-house counsel feel overwhelmed by 
the content and information coming at them each day. And we hoped to better understand the 
degree to which law firms might be contributing to the problem.

Sure enough, almost all in-house counsel say information overload is a problem, and a strong 
majority of law firms still don’t have documented content strategies — even though they almost 
universally plan to produce more content this year.

In light of that disconnect, we decided to go beyond simply reporting our findings to provide 
clear and actionable guidance, drawn from some of the industry’s leading marketers and 
strategists. The 10 experts we interviewed provided a wealth of insights on content strategy — 
and on distribution, which is every bit as vital as the content itself.

We’d like to thank those experts, as well as our survey respondents. Your collective 
contributions helped form what we believe can serve as a content-strategy guide for law and 
other professional services firms in the coming months and years.

The world is changing, faster all the time. But by sharing our wisdom, creativity and experience, 
we steer through the challenges. And together, we can drive a smarter conversation.

All the best,

John E. Corey 
President & Founding Partner 
Greentarget
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In this year’s survey, for the first time, we asked  
in-house counsel outright: Just how big of a problem 
is information overload? 

The results were almost unanimous. Ninety-six 
percent of in-house counsel say information overload 
is a problem in consuming information about 
business, industry and legal topics. And 76 percent 
say it is a big problem or somewhat of a problem.

In-house counsel are drowning in content, and law firms are piling it on, according to the  

2017 State of Digital & Content Marketing Survey. Even as in-house counsel get more selective 

about where they get their information, most firms still haven’t committed to a strategic  

and documented approach to the content they produce or how they get it in front of their  

key audiences.

A Roaring Sea  
of Noise — 
and How to Rise Above It

EXECUTIVE SUMMARY

of in-house counsel say that

information overload 
is a problem

96%
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Barbara Taylor, chief marketing officer at DLA Piper, 
summed up the situation, recalling the 20 years she 
spent as an in-house counsel. 

“I received a lot of law firm content,” she says. “And I  
deleted a lot of it.”

It may seem obvious in a world where we all have 
endless streams of information rushing at us 
wherever we go, but we believe the survey results 
provide definitive proof that law firms must act 
strategically and focus their resources on giving  
in-house counsel something of value. Doing so 
provides the only hope to rise above the noise and 
compete for clients’ attention and trust.

“Fundamentally, the discussion should be about 
providing the right content to the right people  
and making sure it is relevant and actionable,” says  
Chris Hinze, global head of communications at  
Hogan Lovells.

Plenty of Content, Not Enough  
Strategy
Law firm marketers are well aware that their clients feel 
overwhelmed with information. All those we surveyed 
said it was at least a small problem for their clients. 
But that awareness isn’t slowing the flow of content. 

Eighty-one percent of law firm marketers say they will 
produce more content in 2017 than in 2016. None say 
they will produce less — just as in our 2015 survey. 
Further, 98 percent say their content budgets for  
2017 remained the same or increased from 2016,  
also tracking our 2015 findings.

The rising tide of content is also evident in the swelling 
population of firm-branded blogs generated by the  
Am Law 200. Those firms produce approximately 2,000 
blogs today, up from nearly 300 when we conducted 
our inaugural survey in 2010 and about double the 
total of just two years ago, according to LexBlog. 

Of course, more content isn’t necessarily a problem in 
itself. What’s troubling is the lack of a corresponding — 
and, we believe, crucial — increase in strategic thinking 
about content.

Just 26 percent of law firm marketers say they have 
a documented content strategy. That’s up from 13 
percent in 2015 — an encouraging improvement, but 
it still leaves an alarming three out of four firms without 
a documented content strategy, even as most of them 
appear determined to create more content. 

It’s true that 45 percent of this year’s respondents say 
they have a content strategy that’s not documented 
— the same level as last year — but we don’t consider 
that a solid foundation for an effective content 
program. Law firms also lag the pace of strategy 
adoption among content marketers, generally. 2017 
research by the Content Marketing Institute found 
that 37 percent of business-to-business organizations 
have a documented strategy. 

Meanwhile, law firm marketers face the same set of 
challenges in producing content as in past years —
coaxing engagement from attorneys and lack of staff 
time. Again, this could speak to the lack of strategic 
commitment — firms are producing more content, 
but without a clear strategy they are unlikely to get 
the resources or the buy-in they need to move the 
needle on business goals. 

26%
of law firm marketers

have documented 
content strategies
up from 13% in 2015

EXECUTIVE SUMMARY

81%
of law firm marketers

will produce  
more content
in 2017 than in 2016
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Given the scarcity of time and resources, many law  
firm marketers may reasonably argue that conceiving 
and drafting a content strategy feels unrealistic. In 
that situation, a simple but effective first step can be 
to step back and consider what content has the most 
value to key audiences — in most cases, clients. 

“A takeaway for me is that there has to be — or, at 
least, it’s really advantageous to have — collaboration 
with clients on what they’re looking for,” says Kip 
Guthrie, chief marketing officer at Perkins Coie.

Perkins created its popular Food Litigation Blog in 
coordination with a firm client. Starting off with  
that validation raises the chances for successful 
engagement and for obtaining the resources 
necessary to sustain the effort.

The Food Litigation Blog also has gained traction 
internally, Guthrie says. This represents another key 
element in content strategy for law firm marketers, 
who must grapple with the complicated dynamics 
of the partnership structure. Following what we 
call the 80-20 rule, we advise firms to allocate their 
greatest energy, resources and creativity to their 
most strategic areas (the top 20 percent) — while 
recognizing it is difficult for marketers to say “no” to 
other practices and attorneys. 

“We always want to be available to lawyers who have 
ideas for firm alerts or placed articles or potential 
commentary — the more tried-and-true approaches 
for engaging clients and prospects,” Guthrie says. 
“But we also have control, through the marketing 
budget, on where to invest in more substantive and 
creative thought leadership vehicles that align with the 
strategic plan. Those will be bigger expenditures of time 
and budget, and we confirm with firm leadership that 
they’ll be our focus.”

What In-House Counsel are Reading – 
and What They Trust
Especially in an era of so-called fake news, in-house 
counsel continue to give traditional media (e.g., The 
Wall Street Journal, The Economist) the highest marks 
for credibility as sources of legal, business and industry 
news and information. Blogs scored highly as well, 
improving from 65 percent in 2015 to 75 percent  
this year. 

Those blogs, of course, are part of the wide array of 
content produced by law firms — which is apparently 
rising in credibility for in-house counsel, but only to 
a point. Fifty-two percent of in-house counsel ranked 
firm content very good to excellent in 2017, up from 
43 percent in 2015. The next range, satisfactory or 
better but not quite very good, actually fell to 42 
percent from 49 percent in 2015. It’s possible that 
this shows some firms — perhaps those with more 
defined content strategies — are separating  
themselves from the pack while others languish.

Blogs, however, aren’t the most valued content 
created by law firms, according to in-house counsel. 
Client alerts remain in the top spot at 87 percent, 
followed by practice-group newsletters at 67 percent, 
with social media posts at the bottom of the list at 
just 4 percent. That’s important to consider when 
compared with how law firm marketers are using their 
budgets. Seventy-six percent say they are spending on  
client alerts and 50 percent on client newsletters — 
but 91 percent are investing in social media. One 
explanation is that firms’ methods for client alerts 
and newsletters are part of well-established practices, 
whereas social media sharing and amplification is 
more time-intensive and expensive.

 

EXECUTIVE SUMMARY
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EXECUTIVE SUMMARY

LinkedIn’s Continued Dominance  
of Social Media
LinkedIn continues to dominate in-house counsel 
social media habits. This year, 73 percent of in-house  
counsel said they had used it for professional 
reasons within the past week, up from 68 percent 
in 2015. Only 32 percent had used Facebook in that 
timeframe, down slightly from 37 percent in 2015 — 
and if they did use it, it was often a way to get a sense 
of outside counsel on a personal level. Wikipedia was 
the only other social networking or new media tool 
that more than 40 percent of respondents had used 
in the past week. LinkedIn was also the only social 
media platform considered particularly credible.  
In-house counsel say that when reviewing profiles 
of outside counsel on LinkedIn, they focus on 
“experience and relevant client matters” more than 
any other criteria.

In-house counsel are becoming only slightly more 
engaged on social media, sticking to the silent listener 
role they’ve had for the past several years. Regarding 
LinkedIn, almost 50 percent say they use it to consume 
information and only 7 percent say they use the 
platform to share information. This is something law 
firm marketers should consider, especially because 
far more of them are training lawyers about sharing 
content (91 percent) than on articulating experience 
in client matters (48 percent). While articulating  
client experience was a training focus in recent years, 
firms are now turning to emphasizing cultures of 
sharing (largely on LinkedIn) by leveraging outside 
attorney networks.
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“

In light of the challenges and opportunities revealed by our 2017 report, 

and drawing on insights from some of the leading thinkers, marketing 

officers and content strategists in the space, we’ve split our guidance into 

two related categories — content strategy and distribution.

Content is king, but distribution is queen,  
and she wears the pants.” 
— Jonathan Perelman, head of Digital Ventures at ICM Partners

Guidance for Law Firms
What Firms Need to Do — and do soon
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GUIDANCE FOR LAW FIRMS

Create a Documented  
Content Strategy
Research by the Content Marketing Institute has 
consistently shown that marketers get better results 
from content when it’s part of a documented strategy. 
So why do just 26 percent of law firms have one?

To be sure, some law firm marketers might not think 
there are enough hours in the day to put a strategy 
on paper. BTI Consulting reported in April 2017 
that too many law firm “CMOs have no time for the 
strategic” even though “[t]hought-provoking strategic 
work provides the fuel to make dealing with the 
urgent easy. Take away that fuel and all of a sudden 
you are running on empty.”

Content strategist Chris Collette says without a 
documented strategy that reflects a business strategy, 
content is unlikely to achieve an actual goal.

“Content in and of itself is great,” he says. “But if it’s 
not helping to advance business goals — we can all  
go home.”

Building Blocks:  
Purpose, Business Strategy
In his book “I Have a Strategy (No You Don’t),” Howell 
Malham provided the five pillars for a strategy: a 
purpose; a plan, a sequence of actions or tactics; a 
distinct, measurable goal; and a narrative.

A purpose might be the most important, because 
it identifies what you hope to achieve through your 
content and thought leadership. As Malham says, it’s 
good to be grandiose here — as firms should think 
beyond basic business goals like increasing revenue. 
In content strategy, thinking about the benefit to 
audiences is a good way to find your purpose.

A content strategy should differentiate. One CMO 
at an Am Law 50 firm was adamant that a content 
strategy only works if it flows from the overall 
business strategy (or the strategy of practice groups 
or subgroups). “Otherwise, you’re just shooting in 
the dark,” he says. And, just like the firm’s business 
strategy, a content strategy should be differentiating 
and benefit-oriented to help content stand out from 
the clutter of information.

Content strategy

“ Content in and of itself  
is great, But if it’s not 
helping to advance 
business goals — we  
can all go home.” 
— Chris Collette, a content strategist at Clarity
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One Strategy Doesn’t Fit All
An overarching, firm-wide strategy might appear less 
daunting for a 40-lawyer regional firm or boutique 
with a more narrow focus. But such a strategy will 
look different for larger multi-specialty, multinational 
firms targeting multiple audiences across several 
practices and sectors. For those firms, the overarching 
piece is about articulating the important role content 
needs to play in terms of helping the firm empathize 
with and add value to specific audiences. In this way, 
it provides the strategic overlay from which more 
focused, audience-driven content plans can flow at 
the practice group and sector level.  

“Strategy for us will most likely come at an industry 
sector or practice area level,” says Hogan Lovells’ 
Chris Hinze. “You need to look at what is relevant  
to the individual general counsel and their other  
team members, who may have specialist roles, and 
make sure what you are producing is targeted to  
the right people.”

Find Your Tilt
As Joe Pulizzi of the Content Marketing Institute has 
said, “Your content tilt is what separates you from 
everyone else in your market area. It’s your unique 
perspective on your content niche, which creates an 
opportunity for you to attack, lead and, ultimately, own 
the category. Without ‘tilting’ your content just enough 
to tell a truly unique story, you risk blending into the 
rest of the noise and being forgotten.”

Data and advanced analytics can help in this regard, 
says Adrian Lurssen, co-founder of JD Supra. As an 
example, he says JD Supra’s reader data has shown 
that energy executives are extremely interested in 
information about cybersecurity — even though 
there’s relatively little information available on  
how that issue impacts their industry. Instead, the 
executives have turned to coverage of retail, which has 
stronger thought leadership on cybersecurity issues. 
“Some law firm could easily come along and talk about 
how large multinationals in the energy sector should 
be thinking about cybersecurity today,” he says. “That 
would be well received by a targeted readership and 
at the same time, show that the firms know their 
business — and that’s what GCs want.”

“ Without ‘tilting’ your content just enough to 
tell a truly unique story, you risk blending into 
the rest of the noise and being forgotten.”
— Joe Pulizzi of the Content Marketing Institute

GUIDANCE FOR LAW FIRMS
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DISTRIBUTION

Distribution Begins at Conception
When it comes to distribution, it’s important to 
identify the intended audience as early as possible 
— even before the content is drafted. DLA Piper’s 
Barbara Taylor said if a corporate lawyer reached 
out to write a bylined article about changes to the 
securities laws, her team would look for ways to 
position the article — before it’s drafted — with a 
sector-specific audience like life sciences. 

“We try to do this with all of our writing — and we 
emphasize why the news matters,” she says. “And 
it could end up being a variety of pieces for smaller 
audiences in certain sectors.”

The content is then distributed to readers — through 
targeted email alerts, LinkedIn and other avenues 
— who are most interested in the news and the 
firm’s analysis. Even if that kind of coordination 
isn’t possible early in the drafting of the article, the 
most affected readers are identified for targeted 
distribution, Taylor says. 

 

Where and When
Time and again, in-house counsel show they trust 
traditional media, client alerts, newsletters and blogs 
delivered via LinkedIn and email. Beyond that, it’s 
important to know when, exactly, they’re most likely  
to find content. This ties into what is considered the 
“Holy Grail” of content marketing — getting the right 
content to the right audiences at the right time.

Studies have shown that in the business-to-business 
space, it’s also important to reach readers on weekday 
mornings, before and during their commute, starting 
around 5:30 a.m. Eastern. Content that’s popular can 
then snowball if readers share it on social media.

While LinkedIn might be the best social media channel 
to get in front of in-house counsel, law firms should 
realize how and with whom other channels work 
best, Jay Plum, senior manager, content marketing 
and communications at Morrison & Foerster says. 
“When we look at recruiting efforts and try to engage 
law students, we have to remember that students are 
likely more engaged on Facebook than LinkedIn.”

Personalize — But Only if You Can  
Do It Authentically
One CMO from a multinational law firm who asked 
not to be identified recounted how, both when she 
worked in industry as well as now, she employs 
dozens of rules in her inbox to organize emails. But 
they stack up, and she rarely gets through most of 
the emails in various folders. To stand out, she says, 
the content needs to be compelling — and personalized 
when appropriate. 

“Maybe the email begins, ‘Dear Mike — the article below 
might be of interest to you because you keep track of 
trade policies that affect fisheries off the Nova Scotian 
coast,’” she says.

“ Where you meet your 
readers is more up to them 
than up to you — and one 
consequence of that is the 
subject line or headline is 
everything.”
— Adrian Lurssen, co-founder of JD Supra

GUIDANCE FOR LAW FIRMS
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To do that, firms need to devote resources to 
creating compelling content and to knowing which 
readers are interested in which topics. Some firms 
have built extensive departments to manage mailing 
lists, employing manual data management as well as 
individuals with technical expertise.

 

Why Headlines Matter
Even if firms develop strong, tightly focused content 
and get it to the right people, there’s still the matter of 
getting them to read it. JD Supra’s Lurssen and Hogan 
Lovells’ Hinze both pointed to the importance of 
compelling headlines that will either get readers to call 
up content immediately — or to flag it to read later.

“In business development, we hear about the buyer’s 
journey,” Lurssen says. “Now, in the Information Age,  
thanks to digital technology it’s also the reader’s 
journey. Where you meet your readers is more up to 
them than up to you — and one consequence of that 
is the subject line or headline is everything.”

Make Sure to Evaluate and 
Experiment
After identifying big-picture objectives, firms should 
map out shorter-term tactics for the coming three 
to six months, says Angela Petros, chief marketing 
officer at Morrison & Foerster. The firm regularly  
uses data to evaluate its tactics. Petros noted the 
strong engagement with the firm’s pro bono and 
diversity-related content, and the firm expanded the 
approach to other topics. 

“We quickly discovered that it wasn’t only content that 
showcased the firm’s unique culture and community 
involvement that did well,” she says. “Our decision 
was data-driven — we looked at what was working 
well and did more of it.”

“ In an era of information overload, strategy brings 
clarity and the ultimate opportunity for firms is to bring 
the right content to the right audiences at the right time 
on the channels where (and when) they congregate.”
— John Corey, founding partner at Greentarget

GUIDANCE FOR LAW FIRMS
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In-house counsel results
2017 report
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Please rate the following in terms of their credibility as 
sources of legal, business and industry news and information.

95%

Traditional 
media

(The Wall Street 
Journal, The 

Economist, etc.)

20
17

86%

Linkedin

20
17

86%

Wikipedia

20
17

70%

Legal News 
Aggregators

(JD Supra, 
Lexology, etc.)

20
17

Blogs

20
17

75%

Online Lawyer 
Listing Services

(Lawyers.com, 
FindLaw.com, 

Avvo, etc.)

62%

20
17

YouTube

43%

20
17

Facebook

38%

20
17

Twitter

38%

20
17

73%

68%

62%

28%

18%

24%

16%

28%

21%

54%

47%48%

WikipediaLinkedin

20
17

20
15

20
14

20
17

20
15

20
14

TwitterYouTube

37%38%38%

Blogs

2017 2015 2014

32%37%

27%

Facebook

Past 24 hours + past week

20
17

20
15

20
14

20
17

20
15

20
14

20
17

20
15

20
14

20
17

20
15

20
14

Please indicate how recently you used the following social 
networking and new media tools for professional reasons.

80%

70%

60%

50%

40%

30%

20%

10%

100%

80%

60%

40%

20%
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If you are using LinkedIn for professional reasons, 
how are you using it?

2012 2013 2014 20172015

LISTEN – to stay informed of the latest news, developments 
and conversations occurring on topics that I’m interested in

LISTEN AND ENGAGE –  to not only listen but also to disseminate 
information and engage with other users

80%

70%

60%

50%

40%

30%

20%

68%
74%

71%
78%

73%

32%

26% 29%

22%
27%

Which of the following best describes the way you use 
social media today?

10% 30%20% 50%40% 60% 70%

Connect with 
in-house colleagues

stay abreast of 
job opportunities

Connect with business and
industry leaders

Connect with outside 
counsel with whom I work

As a platform to receive 
news and information

Connect with outside counsel 
with whom I do not work

As a platform to share 
news and information

48%

53%

53%

64%

55%

7%

30%
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When reviewing the profiles of current or prospective 
outside counsel on LinkedIn, to what aspects of their profiles 

do you pay the most attention?

Which of the following describes how you are using 
LinkedIn with regard to outside counsel?

10% 30%20% 40% 50%

contact and/or build 
connections with outside counsel

research potential 
outside counsel

access content that outside 
counsel are pushing out via LinkedIn

join and participate in groups that
outside counsel lead on specific legal 

practices and specialties 
(e.g., tax, IP, etc.)

Other

33%

40%

46%

16%

26%

10% 30%20% 50%40% 60% 70% 90%80%

Experience and relevant 
client matters

Shared updates, articles 
and comments

Quality of connections

Recommendations and 
endorsements

Photo

Groups of which they 
are members

Number of connections

15%

28%

24%

86%

29%

7%

14%
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10% 30%20% 50%40% 60% 70%

Other 

access content that outside 
counsel are pushing out via Facebook

research potential 
outside counsel

contact and/or build 
connections with outside counsel

join and participate in groups 
that outside counsel lead on specific 

legal practices and specialties 

(e.g., tax, IP, etc.)

8%

15%

13%

64%

17%

Which of the following describes how you are using facebook 
with regard to outside counsel?

10% 30%20% 50%40% 60%

Other

As a platform to receive 
news and information

Connect with in-house 
colleagues

Connect with outside 
counsel with whom I work

Connect with outside counsel 
with whom I do not work

As a platform to share 
news and information

Connect with business and 
industry leaders

stay abreast of job 
opportunities

16%

27%

24%

53%

31%

5%

15%

9%

If you are using Facebook for professional reasons, 
how are you using it?

Many respondents who selected “other” 
explained that, as general counsel, it’s their 
responsibility to review social media posts 
before they’re published.

Several respondents who selected “other” 
said they used Facebook to check posts 
and activity from new hires and potential 
outside counsel.



18

What types of law firm-generated content 
do you find most valuable?

2017 2015 2014

20152017

35%

30%

25%

20%

15%

10%

5%

0%

0
UNACCEPTABLE

1 2
VERY POOR

4 5
SATISFACTORY

6 7 8
VERY GOOD

9 10
EXCELLENT

3

5%

0% 0%

1%
0% 2% 2%

22% 22%

11%

16%

7%

13%

13%

7%

7%

3%

32%

33%

On a scale of 1 to 10 (10 being Excellent) How would you 
characterize the overall value of the content produced by 
outside law firms (client alerts, newsletters, blogs, etc.)?

1%

20% 60%40% 80% 100%

client alerts

PRACTICE-GROUP NEWSLETTERS

blogs

website content

social media posts

35%

35%

38%

67%

76%

77%

87%

77%

63%

4%

12%

8%

22%

39%

36%

2017
2015
2014

2017
2015
2014

2017
2015
2014

2017
2015
2014
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80%

60%

40%

20% 16%

13%

58%

52%

20
17

20
15

53%
51%

20
17

20
15

34%

44%

20
17

20
15

29% 32%

20
17

20
15

90%

89%

20
17

20
15

77%

66%

20
17

20
15

71% 74%

20
17

20
15

67%

59%

20
17

20
15

Please indicate the importance of the following in helping you to 
research outside lawyers and law firms for potential hire.

2017 2015

Bios on the 
firm’s website

Quotes by lawyers 
in relevant 

media outlets

91%

83%

20
17

20
15

Articles and 
speeches the 
lawyer has 

authored

Wikipedia Twitter feeds 
from lawyers

LinkedIn 
profile

Connections/
endorsements 

on LinkedIn

100%

80%

60%

40%

96%
98%

20
17

20
15

Recommendations 
from sources 

you trust

Sharing of a 
lawyer’s content on 

social platforms, 
such as blogs

Blogs published 
by lawyers 

on topics relevant 
to your business

Peer-driven 
rankings and 

directories 
(Chambers, U.S. News-Best)
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Have you watched 
a video produced 

by a law firm in the 
past month?

87%

13%

Yes

No

percentage of counsel who believe well-executed
blogs will influence hiring decisions

60%

55%

50%

45%

40%

35%

30%

2010 2012 2013 2014 2015 2017

50%
53%

50%

38% 38%

55%

agree + somewhat agree
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how much of a problem is “information overload” in your 
daily efforts to consume information regarding business, 

industry and legal topics that affect your company?

50%

4%

26%

21%
A small 
problem

Somewhat of 
a problem

A big 
problem

Not a problem 
at all

73%

27%

Yes

No

Have you listened 
to a podcast or 

audio presentation 
produced by a 

law firm in the 
past month?
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law firm cmo/marketer results
2017 report
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Is your budget 
for content 
marketing in 

2017 different 
from 2016? 49% 49%

2%

BUDGET HAS 
INCREASED

BUDGET HAS 
DECREASED

BUDGET HAS REMAINED 
ABOUT THE SAME

20152017

13%

23%

15%

7%

24%

23%

28%

27%

13%

5%

Approximately what percentage of the marketing 
department’s budget is allocated to content marketing?

 (Marketing budget refers to all marketing expenditures except for practice group business 
development, and includes staff salaries and costs associated with outside consultants.)

6 – 10%0 – 5% MORE THAN 20% DON’T KNOW16 – 20%11 – 15%

7%

15%

30%

25%

20%

15%

10%

5%
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Does your firm have an overarching content strategy in place?

10% 30%20% 40% 50%

YES, WE HAVE A
DOCUMENTED CONTENT STRATEGY

YES, WE HAVE A CONTENT STRATEGY 
BUT IT IS NOT DOCUMENTED

NO, BUT WE ARE PLANNING ON
PUTTING A CONTENT STRATEGY IN 

PLACE WITHIN THE NEXT 12 MONTHS

WE HAVE NO CONTENT STRATEGY IN 
PLACE, AND HAVE NO PLANS OF 

IMPLEMENTING A CONTENT STRATEGY 
IN THE NEAR FUTURE

23%

6%

30%

11%

26%

13%

45%

45%

20152017

Do you expect that 
your department 

or firm will produce 
more content in 
2017 than it did 

in 2016?

19%

81%

0% The amount of content 
will stay about the same

Yes, the amount of 
content will grow

No, the amount of 
content will decrease
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Demonstrating thought leadership within 
strategic practice groups and industry sectors

Brand awareness

Securing additional exposure 
opportunities for attorneys and the firm 

(publishing, speaking engagements, etc.)

Expanding relationships (and work) 
with existing clients

Attorney awareness/exposure

Client retention

Winning new business

Lead generation

Building website traffic

Building new relationships

Client service

Other

How would you describe the overall goals of content 
marketing within your firm as they relate to marketing and 

business development? 

20% 60%40% 80% 100%

67%

67%

54%

54%

57%

52%

6%

91%

81%

74%

70%

70%
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100%

80%

60%

40%

20% 15%

56%

39%

98%

63%

0%

98%

70%

2%

55%

7%

22%
32%

2%

44%45%

6%

24%

89%

43%

7%
19%

2%

74%

93%

65%

4%

How valuable for CONTENT DISTRIBUTION purposes 
would you rate the following sources:

Very Valuable Somewhat or Very Valuable Not Valuable at All

FacebookLinkedinBlogs YouTube WikipediaOther video 
platforms

(Vimeo, Meerkat, 
Periscope)

Legal News 
Aggregators

(JD Supra, 
Lexology, etc.)

Online Lawyer
Listing Services

(Lawyers.com, 
FindLaw.com, 

Avvo, etc.)

Traditional 
media

(The Wall Street 
Journal, The 

Economist, etc.)

In which of the following content marketing 
areas is your firm investing in 2017?

20% 60%40% 80% 100%

Social media

Website content

Blogs

Client alerts

Video

Practice-group newsletters

Other

56%

9%

50%

91%

91%

83%

76%
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50%41%

7%

2%

Yes, we provide formalized 
training to our lawyers

Yes, we are providing 
some informal training

No, but we have plans to 
start offering training

No, we do not offer training, 
and we have no plans to do so

Are you providing lawyers at your firm with training to 
use LinkedIn more effectively?

Have you engaged 
in any paid distribution 

campaigns in the 
past 12 months?

61%39%

No

Yes
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20%

20%

19%

17%

24%

neither agree
nor disagree

somewhat 
disagree

somewhat 
agree

disagree

agree“I believe facebook 
is a valuable 

tool for marketing 
and business 

development.” 
to what extent 
do you agree or 

disagree with 
this statement?

When providing lawyers and staff with training to use 
LinkedIn more effectively, to what aspects of their profile 

do you recommend paying the most attention?

20% 40% 60% 100%80%

Shared updates, articles 
and comments

Quality of connections

Experience and relevant 
client matters

Groups of which they are members

Photo

Number of connections

Recommendations and 
endorsements

Other

39%

48%

44%

91%

56%

9%

7%

11%
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How much of a problem do you think "information overload" is to 
your firm's clients' daily efforts to consume information regarding 

business, industry and legal topics that affect their business?

47%

0%47%

6%
A small 
problem

Somewhat of 
a problem

A big 
problem

Not a problem 
at all

How much of a problem is “information overload” in 
your daily efforts to consume information regarding business, 

industry and legal topics that affect your firm?

61%

4%

20% 15%
A small 
problem

Somewhat of 
a problem

A big 
problem

Not a problem 
at all
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How does your firm justify investment in 
content marketing efforts?

20% 30% 50% 80%10% 40% 60% 70%

Brand enhancement

Analytics, such as measuring 
“views” and “shares”

Protecting/enhancing 
competitive advantage

ROI for new or expanded business

Client retention

Other

41%

67%

46%

72%

69%

7%

What is the greatest challenge your department faces 
in using content marketing to elevate your firm’s brand and 

reputation in the marketplace?

10% 20% 30% 50%40%

Lack of engagement from 
attorneys within the firm

Lack of staff time

Lack of a dedicated 
professional to oversee 

content marketing efforts

Lack of talented writers 
and other staff

Other

Budget

lack of support from 
firm leadership

4%

13%

9%

46%

26%

2%

0%



31

methodology
2017 report
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Our Surveys
In the first quarter of 2017, Greentarget and Zeughauser Group distributed individual  

surveys to the following segments of the legal industry: corporate in-house counsel  

(the buyers of legal services) and law firm CMOs/marketers (those who market outside  

legal services) at the top law firms across the nation. The results were tabulated, analyzed  

and released in May 2017.

 
For the in-house counsel survey, respondents 
identified themselves as GCs/chief legal officers, 
deputy/assistant GCs, in-house counsel and related 
titles. For the law firm marketer survey, respondents 
identified themselves as chief marketing officers, 
chief business development officers, directors  
of marketing, directors of communication, and 
related titles.

 

 
114 corporate counsel responded to the in-house 
counsel survey and 53 CMOs/marketers responded 
to the CMO survey. 11 percent were from firms with 
more than 1,000 lawyers, 43 percent from firms  
with 251 – 1,000 lawyers, 26 percent from firms with 
101 – 250 lawyers and 20 percent from firms with 
fewer than 100 lawyers.

Percentages in certain questions exceed 100 percent 
because respondents were asked to check all that 
apply. Due to rounding, percentages used in some 
questions may not add up to 100 percent.

METHODOLOGY
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GC/Chief legal Officer

Deputy/Assistant GC

In-House Counsel

Other

10%

34%

43%

13%

0–100

100–500

500–1,000

1,000–5,000

5,000+

5%

2%

1%

17%

7%

2%

75%

What is your job title?

What were the FY 2016 revenues of 
your company?

Where is your company headquartered?

What is your age?

How many people does your 
company employ?

What is your gender?

female

Prefer not to 
disclose

male

Northeast

Midwest

South

West

Our headquarters 
are not in the U.S.

other

36%

25%

12%

18%

Less than $10m

$10m to $99.9m

$100m to $999.9m

$1b to $1.4b

$1.5B to $9.9b

$10b+

6%

4%

5%

3%

23%

59%

Under 30

30–40

40–50

50–60

60+

prefer not to disclose

0%

16%

35%

31%
62% 33%

13%

5%

5%

in-house counsel demographics
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CHIEF MARKETING
OFFICEr

CHIEF BUSINESS
DEVELOPMENT OFFICEr

DIRECTOR OF
COMMUNICATIONS

MARKETING DIRECTOR

BUSINESS DEVELOPMENT 
DIRECTOR

PUBLIC RELATIONS
MANAGER

Other

33%

2%

7%

15%

4%

2%

37%

7%

2%

What is your title? Where is your firm headquartered?

Northeast

Midwest

South

West

We are an international firm 
with no specified headquarters

We are a national firm with no 
specified headquarters

26%

24%

24%

9%

fewer than 50

50–100

101–150

151–250

251–500

501–1,000

More than 1,000

7%

13%

4%

22%

26%

17%

11%

What were the FY 2016 revenues 
of your firm?

How many attorneys does your 
law firm employ?

Less than $100m

$101m to $200m

$201m to $400m

$401M to $600M

$601M to $800M

$801M to $1B

$1b+

28%

19%

21%

9%

13%

4%

6%

Law firm marketer demographics
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Law firm marketer demographics

What is your age? What is your gender?

female

Prefer not to 
disclose

male

Under 30

30–39

40–49

50–59

60+

prefer not to disclose

0%

15%

41%

39% 56%

33%

6%

6%

6%
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About us
2017 report
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About Greentarget

Greentarget is a strategic public relations firm  
focused exclusively on the communications needs of 
highly competitive business-to-business organizations.  
We counsel those who counsel the world’s leading 
businesses and direct smarter conversations among 
their most important audiences to help deepen the 
relationships that impact the long-term value of  
their organizations.

About Zeughauser Group

Zeughauser Group is the firm of choice for legal 
industry leaders seeking to increase competitive 
advantage and profitability, enhance market position 
and strengthen organizational culture.


