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State of Digital & Content  
Marketing Survey 2015

Law firms are producing lots of content, and they intend to produce a  
lot more. But will anybody read it? That’s the crucial question raised by  

results of the 2015 State of Digital & Content Marketing Survey, which shows  
that while firms are producing content in increasing quantities, they may be 

neglecting the quality of what they’re producing. The survey results also raise 
serious, related questions about whether firms are taking adequate strategic 

steps to support their investments in content.

EXECUTIVE SUMMARY

In-House Counsel
• 5th generation of inaugural 2010 survey

• 167 in-house respondents (GCs, Deputy GCs, etc.)

• How are you using social? What content do  
you value most?

Law Firm CMOs/Marketers
• 2nd year of law firm CMO/Marketer survey

• 81 law firm CMO/Marketer responses  
(top 350 firms)

• How are you managing content at your firms?
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2015 Survey Highlights

HIGHLIGHTS

• The percentage of in-house counsel who  
read blogs regularly has plateaued since 2014, 
as has the percentage of in-house counsel who 
ranked blogs as the most valuable law-firm-
generated content.

• In a related finding, it seems that nearly a third 
of in-house lawyers aren’t reading firm blogs, 
period. We asked how often in-house counsel 
visit different types of blogs — from law-firm-
attorney-authored blogs to industry-focused 
blogs from other sources. In every case, at least 
30 percent of in-house counsel said they don’t 
visit those blogs at all.

• The importance of blogs in influencing hiring 
decisions also fell slightly. Only 38 percent of 
respondents said they could envision a future in 
which a high-profile blog would influence them to 
hire a firm — down from 50 percent in 2014 and 
55 percent in 2012.

• Most noteworthy, the percentage of in-house 
counsel who rate firm blogs as somewhat or very 
credible fell significantly — from 75 percent last 
year to 65 percent this year.

• But, curiously, 74 percent of in-house counsel 
still said they find law-firm blogs valuable.

What follows are some key highlights from this year’s report. The full results of the survey are  
available for purchase at www.digitalandcontentsurvey.com

http://www.digitalandcontentsurvey.com
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What types of law-firm-generated content
do you find most valuable? 

Client alerts

Practice group newsletters

Website content

Blogs

Social media (Twitter feeds,
LinkedIn groups, etc.)

Video

Other

77%

76%

39%

35%

12%

2%

2%

Which of the following describes
how you are using Wikipedia?

To conduct research on outside counsel

To conduct research on prominent business professionals

To conduct company and industry research

To conduct research on topics of personal interest 82%

71%

21%

6%

OTHERYOUTUBETWITTERBLOGSWIKIPEDIAFACEBOOKLINKEDIN

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

PAST 24 HRS

PAST WEEK

NEVER

34%34%

8%

22%
15%

41%

20%27
%

17% 17%21%
28%

14%

10% 13%15%

58%

37%

2%4%

73%
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WIKIPEDIAONLINE LAWYER
LISTING SERVICES

(L AW YERS.COM, FINDL AW.COM, AV VO, ETC.)

LINKEDINLEGAL NEWS
AGGREGATORS

(JD SUPRA, LEXOLOGY, ETC.)

TRADITIONAL
MEDIA

(WALL STREET JOURNAL,
THE ECONOMIST, ETC.)

TOP 5 CREDIBILITY
VERY CREDIBLE SOMEWHAT CREDIBLE NOT AT ALL CREDIBLE DON’T KNOW

Please rate the following in terms of their credibility as 
sources of legal, business and industry news and information.

71%

OTHER VIDEO
PLATFORMS

(V IMEO, MEERK AT, PERISCOPE)

TWITTERFACEBOOKYOUTUBEBLOGS

BOTTOM 4 CREDIBILITY

7%

58%

18%

16%

4%

35%

29%31%
37%36%

25%
33%

23%

2%

41%

14%20
%

1%

65%

2%

40%

24%

63%

7%6%

20%

14%

51%
65%

12% 16%

6%
14%

30%

28%

2%

27%

2%

0%
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1%

YES

NO

BUDGET HAS
INCREASED

BUDGET HAS
REMAINED
ABOUT THE SAME

BUDGET HAS 
DECREASED

Does your firm 
actively engage in 

content marketing?

Is your budget for
content marketing 

in 2015 different 
from 2014?

98%2%

43%56%

1%

YES, THE AMOUNT OF 
CONTENT WILL GROW

THE AMOUNT OF 
CONTENT WILL STAY 
ABOUT THE SAME

NO, THE AMOUNT 
OF CONTENT 
WILL DECREASE

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.)

DON'T
KNOW

MORE
THAN 20%16 - 20%11 - 15%6 - 10%0 - 5%

5%

15%

7%

23%23%
27%

Do you expect that your department or firm will
produce more content in 2015 than it did in 2014?

13%

87%
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OTHER

GENERAL MARKETING BACKGROUND

PUBLIC RELATIONS

JOURNALISM
(E.G., REPORTER)

NO

YES

19%

47%

19%

16%

Do you currently have a single person who oversees 
content-marketing strategy and implementation

at your firm (e.g., director of content strategy)?

What background does this person have?

60%40%

YES

NO

NOT SURE

YES

NO

NOT SURE

YES

NO

NOT SURE

Are you currently 
investing in third- 
party resources

to help distribute 
the content your 
firm produces?

Does your firm have 
a social media policy 
in place that guides 
what those within 
the firm can post 

and share?

Do you have plans to 
create new and 

innovative content 
vehicles in 2016?

(e.g., launch a digital newsroom 
such as GE's GE Reports or 

Chevron’s Richmond Standard)

4%

4%

76%
20%

81%

46%

33% 21%

15%
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About

About Greentarget
Greentarget is a strategic communications 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 
the conversation 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.

http://greentarget.com/
https://www.consultzg.com

