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Living Ratings

Section 1

Introduction
In previous editions of Living Ratings, we’ve bemoaned the paucity of substantive
content in many of the websites and social media channels we’ve rated. We’ve long
championed the need for more meaningful and extensive content. “Content is king”
has been our mantra now for several years. Well, at first glance, the results in our
latest survey might indicate that law firms have listened hard and finally got the
message. However, that’s not quite the full story.
Too much quantity,
not enough quality

Why audience
focus matters

Where once the legal sector’s digital
landscape resembled a content desert,
now it’s flooded with the stuff.

Great content is a simple choice.
Law firms can choose to invest the time
needed to create great content and build
a respected and authoritative digital brand.
Or they can take the easy way and pour
raw, un-edited content into their websites,
blogs or social media feeds. The latter will
get them nowhere and gain no admirers.
Its sole achievement will be to waste time,
energy and resources.

Websites are choc-a-bloc full of text that
can be measured in metres. Blogs read like
legal contracts, and thought leadership
features resemble lengthy product manuals.
News articles masquerade as case studies,
whilst relentless tweets and duplicate
LinkedIn updates miss the point of social
channels – designed to build two-way
communication with target audiences.

Duncan Shaw,
Co-founder and
Executive Creative Director
March 2017

It will undoubtedly reinforce the prejudices
of those who believe that websites and
social media are a waste of time. And yes,
in 2017 we still meet people who claim that
they know all their clients and prospects so
there’s no need for an engaging website or
social media.
The way ahead for digital communicators
is clear. In order to increase web traffic and
potential new business leads, law firms
need to find a way to get fantastic and
relevant content on their websites, blogs
and social media channels.

© Living Group, 2017
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Section 2

Who, what, when
and how we rated
And what’s changed since our last ratings

Who we rated
In January 2017 our analysts reviewed the top
100 leading global law firms according to Legal
Business, published in September 2016.
Each firm was rated against 50 engagement
(useful functionality) and evidence (substantive
content) criteria across four key categories:

1

Website
functionality

2

 ocial media
S
presence

3

Website
content

4

 ocial media
S
content

How we calculate
our scores
Each company is allocated an overall
percentage score. This is calculated
by adding together the scores for 50
individually weighted engagement and
evidence criteria. We then use the separate
engagement and evidence scores to tag
each law firm with one of four definitions
of their digital presence – determined,
energetic, focused or lacklustre.
Sector averages are based on the full
listing of 100 firms. The five firms with
the highest scores are also reviewed
with expanded case studies.

What we rated
We examined each law firm’s publicly
available digital footprint. We didn’t access
any private or subscription channels.
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New criteria for 2017

For our latest look at
the world’s leading law
firms we’ve introduced
new ratings criteria.
Search quality
Our scores reward those sites that feature
predictive or enhanced search functionality.
With predictive search it is usual to see a
drop-down list pop up immediately while
typing and you don’t need to hit on ‘search’
in order to see common search queries.
Predictive search is a great way of guiding
users to results, rather than having them
key inaccurate searches that return one
of two extremes; a small or massive
number of results. Predictive search also
saves on typing, which is ideal for those
on mobile devices.

Geolocation
Websites that are location aware enable
firms to deliver a more tailored user
experience to their users. Location aware
websites offer users local news, contacts and
office information through to more complex
targeted information such as relevant legal
and jurisdictional advice. Geolocation data
is accessed through different sources. On
websites, it’s determined by a visitor’s IP
address. A more popular and accurate way
to access geolocation information is by using
a device’s built-in GPS chip. These are found
in most smart phones and tablets and are
responsible for the rise in popularity of the
location aware services that we might use.
By using geolocation, law firms that say “we
are global and local – we are where you need
us”, can finally live up to the promise
on their website by presenting tailored
content to the user.

© Living Group, 2017

Guided navigation
Guided navigation allows users to easily and
rapidly focus their search for knowledge in
a structured fashion. Web users often begin
a search using vague and general terms. All
too frequently they abandon a website in
frustration because too few, or too many,
choices are presented in an unstructured
manner. Guided navigation displays tidy,
relevant features, insights, or options that
might have been otherwise overlooked.
It helps shows the full repertoire of a law
firm’s expertise and knowledge in a highly
structured and easily navigated fashion.

Why? Because the world has changed. Plus,
there’s a compelling business case driving
this activity. No law firm can genuinely
understand and respond to what motivates
clients unless it’s reflected within its own
people. Diversity in all its forms is a source
of innovative ideas and approaches –
something that every law firm needs to
embrace today when the old ways of
operating are being disrupted and made
obsolete. The best talent is the best talent,
no matter what its background, beliefs or
sexual orientation.

Bolt-on client enablers
Enhanced partner
biographies
The latter half of 2016 saw the emergence
of enhanced biography pages on law
firms’ websites. Our clients’ analytics tell
us that these pages are among the most
visited sections of their websites. Enhanced
biographies are a great way to build and
promote partners’ and law firm’s authority
in their specialist areas. Where once they
resembled dull CVs, detailing schools,
colleges and ‘other interests’, now they’re
full of quality insight, contacts, articles, blog
posts, personal Twitter / LinkedIn feeds,
notable cases, and sector expertise.

Prominent diversity
proposition
Scan across the home pages of the global
100 law firms’ websites and you’d be
forgiven for thinking that workforce
diversity is the latest feel-good trend to
top the PR agenda. But it’s certainly not a
trend. This commitment is here to stay. The
legal profession is seriously committed to
offering equal opportunity to all whatever
their gender, social background, or ethnicity.

Our somewhat crude term ‘bolt-on client
enablers’ is a new criteria designed to
reward those websites that offer additional
targeted support for entrepreneurs and
business start-ups. Orrick’s Total Access and
Goodwin’s Founder’s Workbench are two
great examples of the genre. They provide
entrepreneurs with business, tactical, legal
education and practical support such as
coaching. Presented by experienced industry
CEO’s, venture capitalists and lawyers, they
offer valuable insights on cutting-edge issues
and an opportunity to network with leading
professionals in the start-up community.

How can Living
Ratings help?
This ratings report provides useful
benchmarks that can help you to
compare your activities with those
of your peers by highlighting the
strengths and weaknesses of their
digital communications.
Our aim is to give you the
evidence and insight you need to
formulate an approach to digital
communication that is aligned
with your users’ expectations,
your brand and your business.

The digital intelligence of the world’s leading law firms – 2017

05

Living Ratings

Section 3

Law firm ratings
and rankings 2017
Check your overall score and how you rank against your competitors.
Determined

Focused

Energetic

Rank

Firm Name

Score

1
2
3
4
5
6
7
8
9
10
11
12=
12=
14
15
16
17=
17=
19=
19=
19=
22
23
24
25
26
27=
27=
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43=
43=
45
46
47
48
49=
49=

Bryan Cave
Perkins Coie
Dentons
Goodwin
Bird & Bird
DLA Piper
Baker McKenzie
Winston & Strawn
Orrick
Vinson & Elkins
Herbert Smith Freehills
Nixon Peabody
O'Melveny & Myers
Paul Hastings
Ashurst
Eversheds
King & Wood Mallesons
McDermott Will & Emery
Cooley
Fish & Richardson
Morgan Lewis & Bockius
Jackson Lewis
Norton Rose Fulbright
Morrison & Foerster
Clifford Chance
Baker Botts
Hogan Lovells
Weil Gotshal
Squire Patton Boggs
White & Case
Schulte Roth & Zabel
Drinker Biddle & Reath
Duane Morris
Polsinelli
Taylor Wessing
CMS
Reed Smith
Akin Gump Strauss Hauer & Feld
Clyde & Co
Shearman & Sterling
Foley & Lardner
Littler Mendelson
K&L Gates
Pepper Hamilton
Freshfields Bruckhaus Deringer
Fragomen, Del Rey, Bernsen & Loewy
BakerHostetler
Simpson Thacher & Bartlett
Berwin Leighton Paisner
Latham & Watkins

402
395
394
380
376
375
366
364
358
349
347
335
335
334
326
325
318
318
317
317
317
316
315
308
306
301
295
295
289
286
283
282
280
280
280
278
268
263
262
261
258
253
248
248
246
244
231
226
224
224

Lacklustre

%
96.40%
94.72%
94.48%
91.13%
90.17%
89.93%
87.77%
87.29%
85.85%
83.69%
83.21%
80.34%
80.34%
80.10%
78.18%
77.94%
76.26%
76.26%
76.02%
76.02%
76.02%
75.78%
75.54%
73.86%
73.38%
72.18%
70.74%
70.74%
69.30%
68.59%
67.87%
67.63%
67.15%
67.15%
67.15%
66.67%
64.27%
63.07%
62.83%
62.59%
61.87%
60.67%
59.47%
59.47%
58.99%
58.51%
55.40%
54.20%
53.72%
53.72%

Rank

Firm Name

Score

51
52
53
54
55
56
57=
57=
59
60
61
62
63
64=
64=
66
67
68
69
70=
70=
72
73=
73=
75
76=
76=
78
79
80
81
82
83
84
85
86
87
88
89
90
91
92
93
94
95
96
97
98
99
100

Sullivan & Cromwell
Cleary Gottlieb
Debevoise & Plimpton
Covington & Burling
Ropes & Gray
Seyfarth Shaw
Gibson Dunn
Pinsent Masons
Allen & Overy
Williams & Connolly
Ogletree, Deakins, Nash, Smoak & Stewart
Alston & Bird
Slaughter and May
Arnold & Porter Kaye Scholer
Proskauer Rose
Locke Lord
Faegre Baker Daniels
McGuireWoods
Fried, Frank, Harris, Shriver & Jacobson
Cadwalader, Wickersham & Taft
Holland & Knight
Lewis Brisbois Bisgaard & Smith
Katten Muchin Rosenman
Simmons & Simmons
Sheppard, Mullin, Richter & Hampton
Jones Day
WilmerHale
Quinn Emanuel Urquhart & Sullivan
Milbank, Tweed, Hadley & McCloy
Wilson Sonsini Goodrich & Rosati
Linklaters
Dechert
Jenner & Block
Greenberg Traurig
King & Spalding
Mayer Brown
Pillsbury Winthrop Shaw Pittman*
Paul, Weiss, Rifkind, Wharton & Garrison
Hunton & Williams
Venable LLP
Davis Polk & Wardwell
Sidley Austin
Kilpatrick Townsend & Stockton
Skadden, Arps, Slate, Meagher & Flom
Troutman Sanders
Fidal
Willkie Farr & Gallagher
Cravath Swaine & Moore
Kirkland & Ellis
Wachtell Lipton Rosen & Katz

223
219
209
198
193
191
190
190
189
185
182
174
170
167
167
165
163
161
160
156
156
151
147
147
146
144
144
142
138
134
133
128
120
119
115
114
103
101
99
96
83
76
74
71
69
60
55
52
36
35

%
53.48%
52.52%
50.12%
47.48%
46.28%
45.80%
45.56%
45.56%
45.32%
44.36%
43.65%
41.73%
40.77%
40.05%
40.05%
39.57%
39.09%
38.61%
38.37%
37.41%
37.41%
36.21%
35.25%
35.25%
35.01%
34.53%
34.53%
34.05%
33.09%
32.13%
31.89%
30.70%
28.78%
28.54%
27.58%
27.34%
24.70%
24.22%
23.74%
23.02%
19.90%
18.23%
17.75%
17.03%
16.55%
14.39%
13.19%
12.47%
8.63%
8.39%

* Firm has launched a new website or social media strategy since our ratings analysis conducted in January 2017 and this score is based on their previous digital footprint.
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Section 4

Are your digital
communications
determined, focused,
energetic or lacklustre?
By analysing the individual engagement and evidence scores we have
categorised each of the leading 100 firm’s digital intelligence into four areas.
Please note: in order for your firm’s digital intelligence to be classified as ‘determined’, both your engagement and evidence scores must be above 75%.

26
Evidence

Firms

37
Firms

Energetic
Energetic digital law firms promote
a range of useful insight and
intellectual content. Their weakness
lies in the way that the content is
accessed and presented. This is a
missed opportunity, as the lack of
audience engagement and functionality
means that potentially valuable content
is in danger of being overlooked.

Lacklustre
Firms classified as lacklustre face
a major challenge. Evidence of
their expertise is weak and user
engagement is low. They offer
little, if any client-centric content
and are conspicuously failing to
engage with design, functionality
or compelling messaging.

17

Determined
Determined digital law firms possess
all the attributes required to maximise
the effectiveness of digital and social
media channels and content. They
understand the value of client-centric,
highly engaging digital communications
with substantive content and messaging.

Firms

20
Firm

Focused
Firms we classify as focused are those
where we find high levels of engagement
but differing levels of client-centric content
and weaker levels of evidence of their
activities. Their digital channels are
inspiring, creative and feature up-to-date
functionality. Their challenge, to a varying
degree is to increase the intellectual and
evidence-based content in their digital
communications.

Engagement
© Living Group, 2017
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Section 5

The numbers that
define the legal sector
Digital successes (over 50%)

93%

of firms are active
on LinkedIn

70%

93%

of firms are active
on Twitter

57%

83%

79%
08

provide links from
web content to
social media

of websites pass
Google’s mobilefriendly test

The digital intelligence of the world’s leading law firms – 2017

54%

52%

of firms use blogs to
deliver substantive
content

now have a
responsive website

of firms use video
or animation on
their websites

of firms provide
high quality search

© Living Group, 2017
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The digital successes
and failures of the world’s
leading law firms:

Digital failures (under 50%)

45%

of firms
tweet daily

42%

of firms offer
enhanced partner
biographies

37%

of firms Tweet
original content

35%

of firms state their
core purpose upfront

© Living Group, 2017

31%

19%

18%

14%

of firms use
information graphics
across social media

of firms offer
a client app

use geolocation
functionality on their
websites

of firms are active
on Instagram

The digital intelligence of the world’s leading law firms – 2017
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Bryan Cave
Perkins Coie
Dentons
Goodwin
Bird & Bird
DLA Piper
Baker McKenzie
Winston & Strawn
Orrick
Vinson & Elkins
Herbert Smith Freehills
Nixon Peabody
O'Melveny & Myers
Paul Hastings
Ashurst
Eversheds Sutherland
King & Wood Mallesons
McDermott Will & Emery
Cooley
Fish & Richardson
Morgan Lewis & Bockius
Jackson Lewis
Norton Rose Fulbright
Morrison & Foerster
Clifford Chance
Baker Botts
Hogan Lovells
Weil Gotshal
Squire Patton Boggs
White & Case
Schulte Roth & Zabel
Drinker Biddle & Reath
Duane Morris
Polsinelli
Taylor Wessing
CMS
Reed Smith
Akin Gump Strauss Hauer & Feld
Clyde & Co
Shearman & Sterling
Foley & Lardner
Littler Mendelson
K&L Gates
Pepper Hamilton
Freshfields Bruckhaus Deringer
Fragomen, Del Rey, Bernsen & Loewy
BakerHostetler
Simpson Thacher & Bartlett

Living Ratings

Section 6

Evidence vs.
Engagement tracker

Comparing the two crucial metrics in our ratings.

100% —

90% —

80% —

70% —

60% —

50% —

40% —

30% —

20% —

10% —

0% —

-10% —
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Berwin Leighton Paisner
Latham & Watkins
Sullivan & Cromwell
Cleary Gottlieb
Debevoise & Plimpton
Covington & Burling
Ropes & Gray
Seyfarth Shaw
Gibson Dunn
Pinsent Masons
Allen & Overy
Williams & Connolly
Ogletree, Deakins, Nash, Smoak & Stewart
Alston & Bird
Slaughter and May
Arnold & Porter Kaye Scholer
Proskauer Rose
Locke Lord
Faegre Baker Daniels
McGuireWoods
Fried, Frank, Harris, Shriver & Jacobson
Cadwalader, Wickersham & Taft
Holland & Knight
Lewis Brisbois Bisgaard & Smith
Katten Muchin Rosenman
Simmons & Simmons
Sheppard, Mullin, Richter & Hampton
Jones Day
WilmerHale
Quinn Emanuel Urquhart & Sullivan
Milbank, Tweed, Hadley & McCloy
Wilson Sonsini Goodrich & Rosati
Linklaters
Dechert
Jenner & Block
Greenberg Traurig
King & Spalding
Mayer Brown
Pillsbury Winthrop Shaw Pittman
Paul, Weiss, Rifkind, Wharton & Garrison
Hunton & Williams
Venable LLP
Davis Polk & Wardwell
Sidley Austin
Kilpatrick Townsend & Stockton
Skadden, Arps, Slate, Meagher & Flom
Troutman Sanders
Fidal
Willkie Farr & Gallagher
Cravath Swaine & Moore
Kirkland & Ellis
Wachtell Lipton Rosen & Katz
Living Ratings

Engagement

Evidence

© Living Group, 2017
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Section 7

Well-connected
The digital communication
sphere: linking web and social
media communication
If you want to gain a sustainable
digital advantage you have to build
and promote your authority in your
specialist area and back it up with
trustworthy yet interesting content.

Get the content pipeline flowing
You must prioritise content quality over content quantity. Prowl
the corridors in your offices. Be demanding of your colleagues.
Beg, steal or borrow bespoke, original and useful content to
post on your website. Set up a global group of contributors to
provide features, market insights, news, cases studies and thought
leadership pieces. Coordinate a few social-savvy partners who are
tweeting under their @name or @practicegroup. There isn’t a law
firm in the world that doesn’t have amazing stories to tell. It just
takes time and effort to find them.

Social media: It’s how the
world will find your website
Once you get the content pipeline flowing to your website
you’ll have a regular supply of useful updates for your
Facebook, LinkedIn or Twitter feeds. Be sure to include links
that take the reader back to your website; links to the blog’s
author, or your partners’ biography pages. Retweeting others’
tweets that contain links to third-party sites is lazy and pushes
people away from where you want them; on your website.

12
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Which channel?
There are now dozens of social media channels suitable for
business. Think carefully about which ones to use. They all
exist for a reason. Ask yourself; What’s the right channel
for posting graduate or careers posts? What’s the best for
announcing your community initiatives? Is Facebook the most
appropriate forum for promoting serious market insight? Are
any of your clients even following you on Twitter?

Know your audience
Selecting the right channel for content distribution is only half the
work. It is essential that you think carefully about content - is it
positioned in a way that speaks directly to your audiences? If you
want them to listen and engage, you need to really understand their
needs and tailor your content to suit them. What are the relevant
key points in your thought leadership piece that will ring true to
your audience within LinkedIn? What catchy quip will gain attention
on Twitter? Repositioning content and making it relevant for your
audiences on each channel will promote retweets on Twitter, sharing
on LinkedIn, Likes on Facebook and ultimately increase audience
engagement across the board.

Decentralise your social media
When we consider the specific features of each available social
media channel it’s clear that each has a unique role to play in the
digital communications mix. The days of the single channel for
every one of your company announcements are gone. It’s time to
decentralise corporate social media and devolve it to where the
expertise and the knowledge lies; @partners, @practice, @location
or @industry groups.

Your website: Think content
marketing not content archive
Links and connections with new and existing contacts or leads are
made through developing original, timely and relevant content for
your website that is, in turn, shared across social media. When you
post an update to your website or blog spot, always include a ‘share’
option. Users who share your content are your greatest ambassadors.
Make it easy for them to promote your firm. This is the most costeffective marketing you will ever do.

© Living Group, 2017
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Section 8

Defining digital
leadership
What do the determined digital law firms have in
common and what makes them stand out from the crowd?
Aside from useful functionality, the thing that all great websites
and social media channels have in common is their ability to keep
their users coming back for more. The secret is in the content.

Create original
content
Original also means originality. Recycling
or re-tweeting the same articles or other
posts over and over again is not original. If
your content is done to death, no one will
link to it and no one will share it – and that
defeats the whole point. If you write original
content, search engines will help your site
get more exposure. Google penalises sites
with duplicate content and rewards those
that feature original content. So not only
does great content make a better website,
it can improve your site’s rankings, which
has a positive impact on your business.

14
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Focus on strong
headlines
A good headline sparks interest and invites
the reader in. 80% of people will read your
headlines, but only 20% of those will read
on. The headline is as important as the
article or post itself. Take time with your
headlines. Don’t rush them. They are the first
thing people read, and the last thing people
remember. They help people decide if they
want to read your article or not.

80% of people will
read your headlines,
but only 20% of those
will read on.

© Living Group, 2017
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Make your
content useful
Quality content gives users a sense of how
to use the information. It doesn’t patronise
or instruct them. It respects the reader and
provides assurance that they know best how
to use the material. After all, why do people
visit your website? Because they want to
learn something relevant from you.

Provide answers
…fast!
When people use a website, what they
ultimately want is an answer, and it’s your
job to deliver one. It’s the same when
people are reading a blog post, viewing
an infographic or watching a video —
they want an answer so they can gain
knowledge. And remember, people don’t
just want answers, they want them fast. So
make your content easy to scan so people
can pick up the important bits quickly.

Quality content doesn’t
patronise or instruct.

© Living Group, 2017

The best content writers
eliminate words. It’s
hard work and takes
time but it makes for
better copy.
Add images,
infographics
and video
Some people learn better by seeing, or
hearing. Everyone learns more from visual
aids. Whether you use pictures, videos,
or diagrams, they will help illustrate your
point. Whatever you’re writing about, add
pictures. No one wants to look at lengthy
paragraphs of text. Remember, you need
to tell interesting stories but you’re
NOT writing a book.

It’s what you leave
out that matters
The best content writers eliminate words.
It’s hard work and takes time but it makes
for better copy. Nothing beats a brief, tothe-point blog post or article that is filled
with great ideas and information. A longer
blog does not mean a better blog.

Continually update
your content
A blog is for life; not just Christmas.
Starting a blog or website is a long term
commitment. Sure you can write a couple
of posts, start up a LinkedIn channel and
then abandon the project, but you won’t
get many readers, followers or new leads.
Search engines don’t like dormant sites so
you need to update your site regularly with
quality content. Those sites that post new
content more frequently have stronger
traffic. How often should a blog or website
be updated? It’s up to you; everyone has
different resources and priorities. But try
to add updates and new content at least
every couple of days.

Do the hard yards
Don’t treat content lightly. It’s difficult,
and great content takes time to gather,
research and write. Ask yourself; is it
memorable? Is it relevant? Is it attractive?
Is it useful? Would I read it? If the answer
is yes, yes and yes, your readers will thank
you by returning to your site again and
again and by sharing your content across
the globe.

The digital intelligence of the world’s leading law firms – 2017
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1

Case studies

Bryan Cave

A singular user experience.
Bryan Cave’s clear determination to put their
users at the heart of their fully responsive
web experience continues to place them at
the very top of our rankings. Their highly
predictive search (What are you looking
for?) takes centre stage on the homepage.
It enables users to access premium content
at warp speed. Every element of content is

Bryan Cave

managed in line with their core purpose. It’s
designed to foster relationships, promote
their expertise, demonstrate the power of
innovation, and build collaboration.
As an exercise in content marketing Bryan
Cave’s digital presence has few peers.
Wherever there’s great content, in their
stunning blog suite, engaging careers
section (Treating our colleagues like our best

clients) or enhanced partner bios,
it’s been written and designed to be shared
among a wider audience. Despite this rich
source material, they avoid the temptation
to blitz social media; a relatively small
suite of social media channels is used to
maximum effect, with Twitter and LinkedIn
their primary feeds.

100% —

www.bryancave.com
80% —

60% —

Score

96.40%

40% —

20% —

Evidence —

Engagement —

Social media content —

Website content —

Average

Social media presence —

Bryan Cave

Website functionality —

•
•

0% —

Images © Bryan Cave
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2

Case studies

Perkins Coie

A digital user experience to
match industry leadership.
Perkins Coie, the global 100’s ‘Counsel
to great companies’ sits just a couple of
percentage points behind our leader. This is
a site that shines with the confidence gained
from an in-depth understanding of users and
audience requirements. The effect on user
experience is to create a seamless and peerless
journey through a wealth of useful content.

Perkins Coie

Outstanding content planning places
great writing, great insight and great
photography throughout the site. It is a
high definition viewing experience with a
density of quality infographics, blogs and
imagery that supports their industry expertise,
practice areas and professionals.

has been designed to share. Comprehensive
partner biography pages are rich in expertise,
publications and presentations. Careers
pages are full of insight and advice on how
graduates can make the most of an interview
opportunity. News and insights features a
video gallery with quality films across a host
of categories. Perkins Coie is frequently
recognised for its leadership in the legal
profession – now it’s recognised for leadership
in digital communication.

Every element of Perkins Coie’s digital real
estate features outstanding material that’s
written well and beautifully presented – it

100% —

www.perkinscoie.com
80% —

60% —

Score

94.72%

40% —

20% —

Evidence —

Engagement —

Social media content —

Industry leader

Website content —

Average

Social media presence —

Perkins Coie

Website functionality —

•
•
•

0% —

Images © Perkins Coie
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3

Case studies

Dentons

Challenging the status quo.
The legal profession is changing rapidly
and Dentons is one of a select few firms
that are leading the way with a future
focused, client-centric digital experience.
As befits its core purpose – to challenge the
status quo – this is a website that combines
original digital design features, innovative
navigation, state of the art search, and
streamed social media, delivering consistent
and uncompromising quality and value to

Dentons

their users. Despite the size of the firm, and
the scale of the website, Dentons has built
an agile digital experience with expertly
curated content to meet the local, national
and global needs of clients of widely
differing size and scale.

Biography pages (top tier talent found at
the intersection of geography, industry
knowledge and substantive legal expertise)
are engaging, vibrant and full of crucial
detail on partners’ experience, recognition,
activities and affiliations. Their digital
determination is maintained across social
media too, with a blockbuster Twitter feed
that also signposts partners’ LinkedIn pages
and the company website. Dentons is clearly
a law firm that’s embracing connected
digital communication.

This expert content is available by
geography, industry knowledge and
substantive legal expertise. High quality
copywriting ensures that every aspect of
Dentons’ offer is carefully differentiated.

100% —

www.dentons.com
80% —

60% —

Score

94.48%

40% —

20% —

Evidence —

Engagement —

Social media content —

Industry leader

Website content —

Average

Social media presence —

Dentons

Website functionality —

•
•
•

0% —

Images © Dentons
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4

Case studies

Goodwin

An unprecedented
mastery of digital.
Shortly after we launched our last analysis of
the legal sector Goodwin Procter LLP adopted
‘Goodwin’ as its brand name and launched
‘Unprecedented’ as its brand promise.
According to Goodwin, unprecedented
embodies a resolve to practice law with
integrity, ingenuity, agility and ambition.
Their new website certainly fulfils their
promise. It rates highly in every respect.

Goodwin

From copy to photography, from navigation
to content planning, everything appears to
have been borne of a desire to break from
the past. Case studies (Goodwin Impact)
stand out because words and pictures
combine like the very best advertising.

However far you travel through their
website, it’s the same consistently excellent
user experience. Functionality; check.
Content; check. Social media; check.
Infographics; check.
Take a look at the infographic drawn from
the new visual identity in the Approach /
Client value section. Here’s proof that the
strongest ideas come from the simplest
of concepts. Goodwinlaw.com represents
digital design at its very best.

By embracing the latest functionality
techniques, they make every user interaction
a positive and valuable experience. Information
is enhanced by design and innovative scrolling
– positive attributes abound.

100% —

www.goodwinlaw.com
80% —

60% —

Score

91.13%

40% —

20% —

Evidence —

Engagement —

Social media content —

Industry leader

Website content —

Average

Social media presence —

Goodwin

Website functionality —

•
•
•

0% —

Images © Goodwin
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5

Case studies

Bird & Bird

There are law firm
websites… and then
there’s Bird & Bird.
It is clear that where twobirds.com broke
new ground in the digital space in the last
few years, others have followed their brave
lead and excelled in the process. Their
original visual identity aligned with a fresh
approach to typography, digital design, and
smart copywriting, though it is not as unique
as it once was – it’s still a stand out digital
experience.

Bird & Bird

As a showcase for client-centric digital
content it has few equals. It’s no surprise that
every aspect of their digital real estate has
been presented with the user top of mind.
‘Supporting innovation… in business sectors
where technology plays a key role’ is a key
component of Bird & Bird’s core purpose.

in depth coverage of Bird & Bird’s specialist
practices and industries. Bespoke infographics
bring potentially dry subjects – energy storage
or unmanned aerial systems – to life and they
demand to be read. Up-to-date news and
events content is enhanced by thoughtful
typography, is well presented and designed
to be shared. Visit the ‘spotlight on’ section
to see how stylish illustration, powerful
photography and considered copywriting can
enhance the digital experience. It’s a digital
design skill that Bird & Bird use better than
many of their peers.

The whole experience, from twobirds.
com to @twobirds on Twitter is quirky and
lively yet still comes across with gravitas and
professionalism. Wherever you click, market
insights abound and expert content offers

100% —

www.twobirds.com
80% —

60% —

Score

90.17%

40% —

20% —

Evidence —

Engagement —

Social media content —

Industry leader

Website content —

Average

Social media presence —

Bird & Bird

Website functionality —

•
•
•

0% —

Images © Bird & Bird
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Section 10

The importance of
determined digital
communication
The rationale for building a determined digital brand is the same in any sector.
The legal industry is no different. Law firms that actively invest in and resource the
creation of quality digital experiences do so in order to positively engage with their
audiences. These firms build an aura – their brand – that adds value. This brand
value is magnetic. It attracts new clients, grows existing ones and draws in the most
talented and forward-thinking lawyers and legal trainees.

Those at the bottom of our ratings, the firms
that are failing to invest in a quality digital
experience, either have an ageing digital
footprint, no clear content strategy or are
under the misapprehension that creating a
website with vast quantities of content is an
effective substitute for communication. Like
digital lava, this content oozes relentlessly
across every available digital channel, with
no direction or purpose.

Lacklustre digital law
firms talk ‘About Us’
It’s their idea of a core purpose. Little
digital space is given over to market
insight or thought leadership. Without
substantive content there’s a risk that no
one will bother with your website.

Determined digital law firms
build experiences for their users

1

Engagement
(Useful functionality)
Determined digital law firms
recognise the potential of useful
digital functionality backed by a
client-focused channel strategy.
They can then create appealing
and relevant content on a variety
of media, including stimulating
graphics, audio, animation and video.

2

The risks of lacklustre
digital communication
Without strong digital brands, firms
are in danger of becoming commodities,
selected purely on price. After all, if one
firm’s lawyers have the same skills as
another, why pay more?

Evidence
(Substantive content)
Determined digital law firms promote
clear purpose. They offer the user
informative messaging, relevant
subject matter and the kind of
insight that shows a deep
understanding of client issues
and interests. This demonstrates
the ability to help clients succeed.

Law firms that take a determined
approach to digital engagement have
a relentless client focus. Their successful
formula combines two key elements:
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About Living Group
At Living we blend our deep sector knowledge, uncompromised thinking and
award-winning creativity to help our clients in the financial, professional
services and technology sectors create difference through engaging branding,
disruptive digital experiences and powerful integrated campaigns.
Deep sector knowledge
Our specialists’ deep understanding of our
clients’ sectors means we challenge thinking,
inspire ambition, and deliver meaningful
results across their organisations.
In a world that is always changing, content
rich and visually crowded – we help our
clients communicate their difference and
stay ahead.

What we do
Engaging
branding
Our creative teams in London, Hong Kong
and New York connect award-winning
ideas with proven brand results. Driving
your business performance with strategic
thinking, brand creation and cut-through
messaging, we fuse these key elements
together to create highly effective results.

Disruptive
digital
Our digital team connect your brand
and your audiences. Around the world.
Around the clock. We build seamless
brand experiences online, using bespoke
IA, engaging design and cutting-edge
technology across multiple devices
and platforms.

Integrated
campaigns
We can help transform your brand objectives
into tangible business benefits – lifting
your profile, prompting consideration and
stimulating dialogue. Researching, planning
and executing integrated campaigns
worldwide, we use cut-through ideas and
creative, backed by proven analytics to
measure your success.

Creating difference for our
people and communities
But, we don’t just make a difference for
our clients, we also make a difference for
our people, and the communities we work
within. We have an open and collaborative
culture that gives our people room to thrive.
We encourage passionate freethinking,
ideas that challenge the conventional, and
celebrate individualism and diversity.

Find out more at:

www.living-group.com
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Get in touch

London
Greg Hobden
Tea Building, Studio 2.10
56 Shoreditch High Street
London E1 6LL
t +44 (0)20 7739 8899
e greg.hobden@living-group.com

Living Ratings provides
the evidence-based insight
you need to develop your
digital and social media
communications, enhance
your digital brand and
improve your return
on investment.

Hong Kong
Aliena Lai
Centre Hollywood, Studio 12/F
151 Hollywood Road
Sheung Wan, Hong Kong
t +852 3711 3100
e aliena.lai@living-group.com

New York
Kate Shaw
115 West 18th Street,
2nd Floor
New York, NY 10011
t +1 (646) 453 7056
e kate.shaw@living-group.com

What’s your score?
Maybe you’d like a more detailed
analysis of your firm? Or you feel you
could benefit from a new website,
relevant content or a more effective
social media strategy? If so, we’d
love to hear from you.

@livinggroup

lifeatliving

living-group

We are already working on our next ratings
report. If you have any recommendations on
data you would be interested to see in our
analysis, please let us know.

Living Group owns and controls all the copyright and other intellectual property rights in this document unless otherwise stated. The content in this document may
be freely redistributed in other media and non-commercial publications as long as the following conditions are met:
• The redistributed content may not be abridged, edited or altered in any way without the express consent of the author.
• The redistributed content may not be sold for a profit or included in another media or publication that is sold for a profit without the express consent of the author.
The content in this document may be included in a commercial publication or other media only if prior consent for republication is received from the author.
While we have made every attempt to ensure that the information included in this document was accurate at the time of publishing we assume no responsibility or
liability for any errors or omissions in the content. The information contained in this document is provided on an “as is” basis with no guarantees of completeness,
accuracy, usefulness or timeliness.
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