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Online Legal MarketplaceOnline Legal Marketplace
Consumers have an episodic need for high-quality legal information, and demand 

for that information is highg

United States
1.Injury Lawyers For You $174.77 

Cost Per Click For “Personal Injury” (March 7, 2011)

United States 2.Personal Injury Claims  $61.31 
3.Accident Injury Claim $60.66 
4.Car Accident Injury Claim $60.51 
5. Injury Claim $60.43 

United Kingdom
1.Industrial Injury Claim $122.09 
2 Injury Claims $97 262.Injury Claims $97.26 
3.Whiplash Injury Claims $85.98 
4. Injury Claim Advice $79.26 
5 Injury Claim Solicitors $74 115.Injury Claim Solicitors  $74.11 

Germany
1.Injury Lawyers 4 U $243.10 
2. Injury Lawyers For You $212.73 
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3.Car Injury Claim $107.21 
4.Personal Injury At Work $88.54 
5. Industrial Injury $72.44 



Consumer NeedsConsumer Needs
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FindLaw ModelFindLaw Model
FindLaw connects consumers who experience legal issues with the attorneys who 

can meet their needs, helping law firms grow

Consumer AttorneyConnection Paths

p g g

Web Online Offline 
Search Media Media

Web 
Sites

Web
Advan-
tage

VideoDirectory

Law Firm Marketing SolutionsConsumer 
PortalFree legal information

Decision support

Benefits:

More clients

 Increased billings

Value Proposition:

gDecision support

Do-it-yourself tools

 Increased billings

 Lower marketing costs

Time to practice law

Super Lawyers Ratings

p

• 2M consumers / month • 14,000+ small law firm customers
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• $50B US Market • 250,000 small law firms in US



FindLaw comFindLaw.com
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Business PrinciplesBusiness Principles
FindLaw tries to incorporate subscription pricing into any new product offering, 

giving it 90% recurring revenue streamsg g g

Super Lawyers
UK / Canada

FindLaw Revenue Mix FindLaw focuses on products 
and services that have:

Display Advertising

UK / Canada

• Subscription pricing

• Understanding of consumer web 

Websites

Directories
behavior

• Complementary & sustained 
value-add to current productsWebsites value add to current products
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Super LawyersSuper Lawyers
With the Super Lawyers acquisition, FindLaw entered the magazine business, but 

we immediately looked for additional commercialization opportunities

Commercialization Opportunities

Website

Mobile
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FindLaw Directory



Adapting to Google: WebAdvantage LocalAdapting to Google: WebAdvantage Local
FindLaw has capitalized on a new Google technology to give attorneys an even 

more effective way to connect and convert customers 
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Blog ServicesBlog Services
FindLaw’s market-leading blogging solutions enable law firm customers to 

maintain an effective blog that drives targeted visibility and traffic

Blog Service Premium Blog Essential & Starter  
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Mobile ApplicationsMobile Applications
FindLaw has developed several independent mobile applications to keep up with 

market demand

FindLaw Lead LineMobile FindLaw Mobile Super Lawyers

iPhD id iP diPhoneDroid iPad
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Lessons for Digital PublishersLessons for Digital Publishers

• Connect customers with market-relevant contentB i M d l Connect customers with market relevant content

• Subscription pricing is viable for many different product sets

• Focus on delivering core value to retain customers

Business Model

Focus on delivering core value to retain customers

• Importance of speed to market

• Need to understand and adapt to consumer behavior on the 
web

Product Development

web

• Offer products & services that sustain value of subscriptions
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