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Introduction

In the era of content marketing, law firm websites are increasingly similar to news websites like
NYTimes.com and Bloomberg.com. Both types of website are chock full of smart, insightful writing.
And both types are most effective when their visitors are highly engaged—consuming one page
after another.

There is, however, one big difference. Unlike law firm sites, media properties like NYTimes.com and
Bloomberg.com are designed to maximize engagement. These “high engagement” websites have
teasers like “editors’ picks” and “related content” on nearly every page. They've made it virtually
impossible to resist the temptation to click to another page.

In contrast, most law firm websites are not built for engagement. Despite having a great deal of
content, most law firm websites are full of lonely pages and dead ends. Even sleek, modern, large-
firm websites typically lack robust content-teasing tools that could engage visitors and keep them
surfing the site.

The User-engagement Toolbox

At Great Jakes, we regarded the lack of engagement tools on law firm websites as a major deficiency
—so we decided to build CMS (content management system) tools to address it. We call our content-
teasing tools the “User-engagement Toolbox,” and they allow website editors to add a variety of
widgets to underutilized areas of web pages (such as sidebars and footers), to tease content and
highlight key messages in a way that keeps users engaged and informed.

A firm’s best content is often buried deep within its
website. In most cases, visitors to a law firm website
wouldn’t know that a new or valuable piece of content

existed unless they were specifically directed there via

email or social media.
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About This Whitepaper

This whitepaper explains how leading news and professional firm websites (such as NYTimes.com
and McKinsey.com) are built to maximize engagement—and how law firms can leverage similar
techniques. It also describes the major features of our User-engagement Toolbox, a toolset built by
Great Jakes to make law firm websites behave more like leading news sites.

More Information

This paper is just an overview and might not answer all of your questions. If you would like additional
information, please contact Robert Algeri (ralgeri@greatjakes.com) to discuss and/or to see a demo.

Part 1: High-engagement Websites

Overview

A website can be described as “high-engagement” if it is purposefully designed to keep people
engaged and surfing additional pages. Most content-focused, advertising-driven websites (e.g., Vox.
com and TheAtlantic.com) are great examples of high-engagement sites. Sites like these make money
selling advertising impressions. Therefore, the more pages they get users to view, the more money
they make.

As a result, these content sites work hard to make their sites “sticky.” So, from header to footer, their
pages are peppered with teasers and calls-to-action that are designed to keep you clicking. On a
single article page of NYTimes.com, we recently observed 31 teaser links (not including navigation or
advertisements) listed under eight headings:

» Trending on NYTimes

» Editors' picks (in right sidebar)

» Comments

» Other articles by this author

» Additional opinion pieces

» Editors’ picks (a second, longer list in the footer)
» Email list signup

» Play the crossword
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Are Accounting and Consulting Firms Doing This?

Large media websites aren't the only ones working hard to engage users. B2B professional service
sites, like McKinsey.com and EY.com, also employ high-engagement techniques. Unlike NYTimes.
com, these firms aren’t in the business of selling advertisements on their websites. Rather, they seek
to have prospective clients read more of their thought-leadership content.

Firms like McKinsey and EY dedicate tremendous resources to creating reputation-enhancing content
like articles, blog posts, and whitepapers. Like law firms, they create this content to reinforce their
reputation for having expertise in their particular areas of service. And having gotten a visitor to

their website to read an article, it's in their interest to have that visitor stick around to read more and
learn how they are different from and better than their competition. They do this by teasing related
content and highlighting key facts that demonstrate their knowledge and expertise.

By eliminating dead ends (which are so common on

law firm websites), you can keep visitors engaged and
learning about your firm’s capabilities.
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graphics to highlight key pieces
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What about Law Firm Websites?

Oddly, law firm websites have not typically been built with robust content-teasing tools.
Why? Historically, the dissemination of thought-leadership content has not been the focus of

law firm websites.

Until recently, law firms viewed their websites as an electronic version of the firm’s old printed
brochure. In this “brochure” model, bios and practice area descriptions were considered to be the
primary content—and thought-leadership content like articles, blog posts, and whitepapers

were ancillary.

Even today, many law firms don't publish their best thought-leadership content on their websites.
Rather, their best content appears on the firm’s blogs, which are located on different servers and
accessible at different domain names.

However, this is changing. As the market for legal services has become more competitive, law firms
have begun creating more content as a means of distinguishing themselves from their competitors.
As a result, they are now seeing their websites as “publishing platforms” that are meant to (a) be

a repository for all of their reputation-enhancing content, including their blog posts (see the Great
Jakes blog post What's Next for the Law Firm Blog?), and (b) maximize the exposure and impact of

that content.

In short, as firms invest in developing more content, they are looking to maximize the return on that
investment. So, it only makes sense that there is now increased interest in content-teasing tools that
help to maximize the chance that visitors will read the firm’'s best reputation-enhancing content.

Part 2: The User-engagement Toolbox

In 2018, Great Jakes set out to develop a toolset that would make law firm websites more “sticky” and
thus more effective. We call it the “User-engagement Toolbox,” and it allows website editors to easily
tease content and highlight key information in a way that keeps visitors engaged and informed.

Below is a breakdown of its key characteristics.

Placement

The User-engagement Toolbox allows firms to place teasers on areas of a web page that are often
underutilized. Typically, this means two places:
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1. The Right Sidebar - To the right of the main body text, spanning the full length of the page.

2. The Footer - Below the body text and above the footer links. These teasers generally appear
on every page of the site.
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Widget System

The User-engagement Toolbox is set up as a system of widgets. The tools are simple, so new widgets
can be created in seconds by non-technical website editors. An unlimited number of widgets can be
applied to any website page, and widgets are managed using simple drag-and-drop tools.

The widgets have a variety of forms and functions, but they fall into three main categories:

» Suggested Content Teasers - These widgets allow you to promote your best reputation-
enhancing content such as articles, blog posts, and case studies. You can manually curate these
teasers or select “automatic mode,” which enables the system'’s algorithm to automatically tease
relevant content. (More about “auto” mode in a bit.)
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> Calls-to-action - These widgets encourage people to take an action like register, subscribe, or
contact someone for more information.
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» Information Highlights - These widgets can draw attention to the most important information
on a page. With just a few clicks, you can add content highlights such as videos, photos,
pull-quotes, and testimonials.
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Auto-teasing Algorithm

One of the most powerful features in the User-engagement Toolbox is auto teasing. If you set teasing
to “auto,” a proprietary algorithm will automatically select related content to promote on that page.
The system allows the cross-promotion of various content types. For example, an article about
nanotechnology will include teasers to events and case studies about the same subject.

The content-selection algorithm has over 200 rules to ensure that the most appropriate content is
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selected for promotion on each page of your website. However, the algorithm is focused around four
primary factors:

» Timeliness - The newest content is prioritized for promotion. Each content type (e.g., news,
articles, blog posts, events, case studies) has a different “expiration date” on which that content
will no longer be displayed. For example, the algorithm will not promote firm news older than
three months. However, it will display a relevant case study that is two years old.

» Relevance - Relevance is determined primarily by the people, practices, and industries that are
associated with that item. So, if a news item is associated with Financial Services, the algorithm

teases other content (e.g., events and case studies) also associated with Financial Services.

» Placement on Site - If you're on an attorney’s bio, the system will tease content written by
that person. Likewise, if you are on a practice area page, it will display content from within that
practice area.

» Exclusions - The CMS allows you to easily exclude any specific piece or type of content from
the algorithm.

Auto-teasing is very convenient but might not be appropriate for every circumstance. If you ever
want to promote a specific piece of content, you can use the “manual” mode and designate that
content for teasing.

Other Powerful Features

The User-engagement Toolbox has many other powerful features. Here are just a few:

» Personas - Are you looking to target several categories of visitor? The Toolbox allows you to
promote certain articles, case studies, and events to a specific type of visitor—and different
collections of content to each visitor persona.

» Global Widgets - You can place the same widget on lots of pages—and then edit it centrally.
This is extremely valuable for law firm websites, which can have thousands of pages.

» Rotating Content - A single widget can be configured to promote multiple pieces of content
(e.g., articles, case studies, blog posts, video, pull-quotes). Each time the page loads, it will
randomly display one of those pieces of content.
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» Widget Templates - The system has nine pre-configured widget templates, which makes it
very easy to deploy a widget that makes your page look great. For example, you simply select a
person's name, and the “contacts” widget is automatically populated with that person’s photo
and contact information.

Benefits of Teasing Functionality

So, what benefits could law firms derive from using tools like those we've developed in the User-
engagement Toolbox?

1. Increased Visibility for Content
A firm’s best content is often buried deep within its website. In most cases, visitors to a law
firm website wouldn't know that a new or valuable piece of content existed unless they were
specifically directed there via email or social media. Teasing functionality will direct visitors to
your best stuff.

2. Elimination of Dead Ends
When a visitor finishes reading an article, teasing functionality allows you to spoon-feed them
the next piece of “suggested content.” By eliminating dead ends (which are so common on law
firm websites), you can keep visitors engaged and learning about your firm's capabilities.

3. Cross-selling of Services
Teased content offers firms a way to cross-promote practices and communicate new areas of
service. For example, a case study about a big victory on a false claims matter would obviously
appear on your False Claims practice page. But it might also make a lot of sense to promote in
other practice pages, like Alternative Dispute Resolution or Litigation.

4. Enabling Calls-to-action and Lead Generation
Sidebar widgets can be configured as calls-to-action. For example, you can prompt visitors to
“Subscribe to Alerts,” “Register for a Webinar,” or “Download Our Whitepaper.” These actions
would allow you to capture the contact information of your prospective clients, so that you
could consider sending them your recent whitepaper or inviting them to an upcoming event.

5. Facilitating Advanced Visitor Tracking
Marketing automation tools (e.g., Marketo and HubSpot) allow you to know the names
and page-visit histories of your website visitors. This can provide actionable insights into a
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prospective client—provided that you've gathered enough page-visit data. Content teasing and
calls-to-action help maximize clicks, which produces a greater volume of actionable data.

6. Making Pages Look More Compelling
Text-heavy pages can often make law firm websites feel lifeless. In contrast, sidebar items,
especially those containing graphics, can highlight key reputation-enhancing messages and
bring visual interest to every page.

7. Increasing Page Views
Teased content will increase the number of pages a visitor sees on your site. Sites that make it
a priority to promote their content via teasers in sidebars and footers typically see a 10%—-25%

increase in page views.

The Bottom Line

The User-engagement Toolbox is built to maximize a visitor's engagement with your website. It's
meant to keep them glued to your website for as long as possible, so that they will read more of your
best content and do things like register for your events and subscribe to your newsletters.

Why is this important? Because your website visitors are a highly targeted audience. They have gone
out of their way to learn more about your firm. So, you want to keep them engaged and surfing your
site as long as you can. If you keep visitors engaged, they will

» Gain a greater understanding of your services.
» Learn the breadth of your experience.

» Appreciate why you are different and better.

» Develop an emotional connection to you.

» Be more likely to use your services when the need arises.

Simply put, using the most advanced tools available, a law firm website can achieve a level of
engagement that improves reputation and generates new business.
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