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Corporate Counsel New Media Engagement Survey 
 
Executive Summary 
 
While at first blush, the French expression—“Plus ça change, plus c’est la même chose—
the more things change, the more they stay the same”—might seem an apt description of 
Greentarget’s recent research about the adoption of new media by the in-house legal 
community, a closer look confirms that change is more extensive than many pundits 
have appreciated to date.  In addition to confirming that referrals from trusted sources 
and credentialing activity (i.e., demonstrations of thought leadership) remain the two 
most important factors considered by corporate general counsel when they seek to hire 
outside lawyers, several of the survey’s findings convey significant new trends in the way 
that information is disseminated and shared by members of the legal community.     
 
In fact, the concept of credentialing among providers and purchasers of legal services is 
evolving almost as rapidly as the technology that is driving the change.  What does it 
mean to be credentialed in today’s legal marketplace—a marketplace in which real-time 
communication is critical, true dialogue is expected, and traditional sources of 
information are under constant pressure from emerging media?  It means that to a 
greater degree than they currently may realize, law firms have the potential to hasten 
the inevitable assimilation of new media tools by recognizing their value as information-
delivery and marketing tools and by crafting content for them that is authentic and 
relevant. 
 
While the more traditional marketing channels for law firm credentialing continue to 
dominate–publishing articles in trade journals, speaking at industry conferences, and 
being quoted in the press–in-house attorneys now are using new media platforms to 
deepen their professional networks; to obtain their legal, business, and industry news 
and information; and to enrich their social and personal lives.  Most importantly, they 
expect that trend to accelerate in the future. 
 
As law firms and their lawyers embrace social media technologies at an accelerated pace 
with wide-ranging levels of participation, adoption, and engagement, the Corporate 
Counsel New Media Engagement Survey was designed to explore the very degree to 
which in-house counsel, the primary purchasers of outside legal services, are listening. 
 
At a macro level, AmLaw-ranked firms have jumped on the new media bandwagon and 
are participating in the followings ways:  
 

• Blogs:  As of March 2010, 96 of the AmLaw 200 are blogging with 297 blogs 
among them, 245 of which are firm-branded.  This is up from 39 firms blogging 
as of August, 2007, representing a 147 percent increase.  (Source: LexBlog)  
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• LinkedIn:  Every AmLaw 200 firm has a Company Profile on LinkedIn, by 
default.  Most firms have Group Pages as well, mainly for alumni and recruiting, 
but also around specialized areas of law.  Of the 50 million users currently on 
LinkedIn, nearly 1.5 million are lawyers.  Approximately 5,000 firms have 
business profiles on the platform, and there are 4,000 Groups with “law” as part 
of the title.  (Source: Apollo Business Development) 

 
• Facebook:  31 of the AmLaw 100 have “Fan Pages” related to their firm on 

Facebook.  Most have a basic placeholder page with little content, and only a few 
are posting content via regular status updates.  To date, law firm efforts have 
been too tentative to deliver any real value.  But with 400 million users, the 
business potential of Facebook is hard to ignore.  (Sources: statistics—
TheByrneBlog; Stem Legal blog) 

 
• Twitter:  76 of the AmLaw 100 have a presence on Twitter, and just under half of 

those firms haven’t posted a single “tweet.”  39 firms are using the platform 
somewhat regularly, but not meaningfully in terms of aggregating and delivering 
targeted content to like-minded pools of followers at the practice group and 
industry level. (Source: statistics—TheByrneBlog; Stem Legal blog) 

 
But the bigger questions remain— Are in-house counsel frequenting legal and business-
focused blogs, as well as micro-blogging platforms like Twitter, to stay informed?  Are 
they using tools such as LinkedIn, Martindale-Hubbell Connected, and Legal OnRamp 
to deepen their professional networks and engage new communities?  On a more 
personal level, are they using social networking sites like Facebook to stay connected 
with friends and family? And more importantly, how do they expect their use of–and 
general attitudes toward–social media to change in the future? 
 
The answer to all of these questions is, if not a resounding “yes,” then at least a steady 
affirmation.  Almost half of the survey’s respondents use LinkedIn, and 68 percent use 
Facebook, although, for the time-being, the latter primarily for personal instead of 
professional reasons.  Blogs are an increasingly preferred mechanism for obtaining 
business and legal industry information, and among the most surprising findings of the 
research:  corporate counsel now are getting more of their business- and legal-industry-
related information online than from traditional print sources. 
 
And if that proof of the inexorable change associated with the digital age doesn’t 
surprise you, the fact that significant numbers of in-house counsel want that 
information available on their PDAs might.  There is new precedent developing in the 
legal space: the precedent of technologically sophisticated lawyers looking for truly 
efficient ways to navigate their way through the information overload that threatens all 
professionals’ productivity. 
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What stands between current levels of adoption and more robust use of social media 
tools?  Perhaps nothing more than law firms fully recognizing that Twitter, Facebook, 
and other social media channels are just one more way of delivering content to clients 
and other interested parties.  But to make maximum use of these tools, law firms will 
have to create information worthy of their audience’s time and attention, and 
acknowledge that social media communication is a community-driven and –
participatory activity, not a forum for “product push.”   
 
Just as some law firms have built “destination-worthy” websites as a value “add” for 
their clients and other constituencies, the law firms that figure out how to engage in-
house counsel and recruits, among others, through new media technologies will have an 
early-mover advantage. 
 
The following pages explore in detail what 164 members of the in-house community had 
to say. 
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Highlights of the Corporate Counsel New Media Engagement Survey: 
 
New Media Consumption, Familiarity and Use 
 
• 53 percent of in-house counsel expect that their consumption of industry news and 

information via new media platforms will increase over the next six months to a year.   
 
• 69 percent of counsel aged 30-39 expect that their consumption of business, 

industry, and legal news and information will increase over the next six months or in 
the next year compared to:  

 

– 57 percent of counsel aged 40-49  
– 47 percent of counsel aged 50-59 
– 52 percent of counsel aged 60+ years 

 
• The social networking and new media tools that in-house counsel most frequently 

use for professional reasons are LinkedIn, blogs, and Wikipedia.  
 
• The social networking and new media tools that in-house counsel most frequently 

use for personal reasons are Facebook, Wikipedia, and YouTube. 
 
Go-To Media Sources 
 
• While in-house counsel continue to rely on “traditional media” as their leading 

sources for business-related news and information, 43 percent cited blogs and 26 
percent cited social media Web sites (Twitter, Facebook, LinkedIn, etc.) among their 
top “go-to” sources. 

 
Credibility 
 
• New media platforms receiving the highest ranking by in-house counsel for their 

credibility as information sources include Martindale-Hubbell Connected, LinkedIn, 
Wikipedia, and blogs. 

 
• Of the 97 respondents who never use Martindale-Hubbell Connected for professional 

or personal reasons, 36 percent say it is somewhat or most credible which likely 
speaks to the strength of the Martindale-Hubbell brand. 

 
• While Martindale-Hubbell Connected is not used as widely as a more commonly 

used platform, such as LinkedIn, it is regarded as highly credible among the small 
number of in-house counsel who currently use it as well as by those who don’t. 
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Influence on Business Development 
 
• In-house counsel ranked the following activities as “most important” for helping 

them to research outside counsel for potential hire: 
 

1. Recommendations from sources you trust    73 percent 
2. Articles and speeches the lawyer has authored 38 percent 
3. Bios on the firm’s Web site    30 percent 
4. Blogs published by lawyers on relevant topics  27 percent 

 
• Half of in-house counsel agree or somewhat agree that in the future, high-profile 

blogs authored by law firm lawyers will influence the process by which clients hire 
law firms.   

 
• In contrast, only 10 percent of in-house counsel believe that a firm’s prominence on 

Twitter will drive business development.  
 
Law Firm-to-Client Communication 
 
• While the majority of in-house counsel aren’t accessing content from their law firms 

via new media tools (Twitter feeds, blogs, Facebook pages, LinkedIn discussion 
groups, etc.), 51 percent said that they would engage these channels to receive 
relevant information from their firms.  This revelation suggests that when law firms 
start developing content-rich communications, in-house lawyers will receive them 
more willingly via new media channels, but their interest will be piqued by the 
substantive information, not by the delivery mechanism. 

 
Wikipedia 
 
• Wikipedia ranked among the most credible sources of industry news and 

information (behind Martindale-Hubbell Connected and LinkedIn).   
 
• Consistent with its high scores in familiarity, professional and personal use among 

counsel of all age groups, Wikipedia maintains strong credibility with this audience 
as well, which is significant given that its open, uncontrolled platform often is 
criticized for its inaccuracy.  This finding may suggest that those respondents who 
use new media tools (such as Wikipedia) appreciate them as a “community-
generated” offerings,  willingly trading off questions about the validity of their data 
for  the “open” process by which they receive, share, update and/or correct their 
content. 

 
• Despite Wikipedia’s broad familiarity and professional use among in-house counsel, 

only 13 percent of in-house lawyers have viewed the Wikipedia pages of their current 
and prospective outside law firms.   
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Facebook: A Blurring of Professional and Personal Use 
 
• 37 percent of counsel aged 30-39 have used Facebook for professional reasons in the 

past 24 hours, and 48 percent – nearly half – have used it professionally in the past 
week.  This is significant on two levels.  First, it signals that tools law firm marketers 
may have deemed irrelevant up until now may, in fact, be very relevant in the near 
future.  Second, it shows a willingness among younger counsel to allow their 
professional lives to merge with their personal lives.  

 
• Facebook emerged as the third most frequently used new media platform among in-

house counsel from the largest companies ($1 to $10 billion in revenue), with 28 
percent having used the tool in the past 24 hours.   

 
Delivery 
 
• 62 percent of in-house counsel prefer to access their business and industry news 

online via publication web sites compared to 42 percent who prefer the print vehicle.   
While at first surprising data, a glance at a roomful of lawyers accessing Blackberries, 
IPhones, Kindles, and IPads helps put this shift from print to online in perspective. 

 
• 74 percent of counsel aged 30-39 prefer or somewhat prefer to use their smart phone 

or PDA (second to online) compared to: 
 

– 47 percent of counsel aged 40-49 
– 37 percent of counsel aged 50-59  
– 26 percent of counsel aged 60+ years  

 
A more detailed report of our survey of new media use by in-house counsel is contained 
in the following pages. 
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Word Cloud 
 
Respondents were asked “What three words or phrases best describe your general 
attitude toward and/or impression of social media tools?” 
 
The following cloud is a visual representation of the words and language used in 
response to the above question. The size of each word within the cloud corresponds with 
the number of times the word was used by in-house counsel. The larger the word, the 
more dominant the theme.   
 
For example, the words Time, Information, and Credibility – the three largest 
words in the cloud – reflect a collective voice among in-house counsel that engaging 
social media platforms is extremely time-consuming, that credibility is a serious barrier, 
and that the sheer abundance of information poses the difficult challenge of discerning 
between credible and non-credible content.  
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Verbatims 
 
When asked “What three words or phrases best describe your general attitude toward 
and/or impression of social media tools,” 75 percent of in-house counsel expressed 
critical views of social media while the other 25 percent said that it is the wave of the 
future.  Below is a sampling of verbatim responses. 
 
The Critics  
 

• Social media is not always a credible source of information. It is more time 
efficient to go directly to a trusted source. 

• I never check LinkedIn for a lawyer’s contacts and would think that a lawyer 
with a lot of connections on social media obviously spends a lot of time either 
marketing or on social activity, and won't spend it on my work. 

• Good for keeping in touch with old friends but not a credible source of business 
information or a valuable business communication tool. 

• Need to get on board with it, but be cautious.  Take what's stated on a social 
media site with a grain of salt as it is not always reliable. 

• The [business] use of such tools is questionable. Some blogs are informative and 
credible, but many are not.  

• Social media is not for business. 
• In most cases, [social media] are not disciplined enough to be a serious source of 

information. Much of the traffic is created by people who want to share their 
thoughts and the problem is their thoughts are not worth sharing. 

• Tendency for overlap between the personal and the professional (when 
individuals use). The wave of the future. 

• Unreliable.  Self-serving.  Too much.  Security risk.  Time drain.  Limited 
productivity. Manipulative.  Unverifiable. Too much irrelevant information 
with no easy way of filtering it out. 

 
The Champions 
 

• It is something that is growing and we will all have to use it to grow our 
business. 

• Ignoring social media makes a person or firm seem old school and not current 
on things. 

• Love blogs – I have one. 
• Interesting, revolutionary, the way of the future. 
• Innovative and informative. 
• Immediate, improving and usable by everyone. 
• Fundamental shift in the way we find out information. 
• In its infancy, but will provide more targeted content. 
• Here to stay.  



9 

 

            

Copyright 2010 All Rights Reserved  

  

Corporate Counsel New Media Engagement Survey 
 
Respondents were asked to complete the following questionnaire designed to measure 
the degree to which they are engaging social networking and new media tools.  The 
following charts represent the collective input of 164 respondents to the survey.  A full 
overview of survey methodology can be found at the end of this report. 
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Please rank your level of familiarity with the following social 
networking and new media tools: 

 
 
63 percent of in-house 
counsel are very familiar 
or somewhat familiar with 
Twitter, signaling growing 
awareness of the platform, 
which now has over 75 
million users. 
 
A breakdown by age reveals that, as 
expected, familiarity gradually 
decreases with older respondents. It 
is interesting to note the relatively 
high level of awareness among the 40 
to 49 demographic. 
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Please indicate how recently you used the following social 
networking and new media tools for professional reasons: 

 
The strong use of LinkedIn by in-house counsel reflects the overall legal community’s 
growing adoption of LinkedIn.  Lawyers currently represent 1.5 million of the platform’s 
50 million users. 
 
Our research also reveals that blogs are gaining broader acceptance as credible sources 
of information, a theme that will resurface throughout this analysis. 
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LinkedIn 
Younger in-house lawyers are much 
more active on LinkedIn than older 
lawyers, perhaps suggesting that 
counsel in the latter stages of their 
careers view professional networking 
and engaging communities online as 
less important than their younger 
counterparts. 
 

 “LinkedIn is much better 
for keeping track of people, 
but it is not a great 
information source.” – 
Verbatim 
 
Blogs 
Blog use, in comparison, is more 
consistent across age groups and 
company size, demonstrating broad 
acceptance of the channel as a  
viable source of news and information. 
 
Blogs are the most frequently used tool among in-house lawyers at the largest 
companies (revenue of $1.5 billion to $9.9 billion) with 35 percent having visited a blog 
in the past 24 hours, and 54 percent in the past week. 
 
Facebook 
37 percent of counsel aged 30-39 have used Facebook for professional reasons in the 
past 24 hours, and 48 percent – nearly half – have used in the past week.  This suggests 
that an increasing number of younger counsel are accepting “friend requests” from 
business contacts, thereby blurring the lines between professional and personal use of 
social media tools. 
 
Facebook emerged as the third most frequently used platform for professional reasons 
among in-house counsel from the largest companies ($1 to $10 billion in revenue) with 
28 percent having used the tool in the past 24 hours.  This could suggest that counsel at 
many large companies are monitoring and/or interacting with Facebook for a number of 
reasons, not the least of which might be from a legal risk-management point of view.  
 
Twitter 
26 percent of counsel aged 30-39 have used Twitter in the past 24 hours, and 31 percent 
in past week, demonstrating the platform’s gaining acceptance among younger lawyers.  
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Please indicate how recently you used the following social 
networking and new media tools for personal reasons: 

 

It is significant to note that half of in-house lawyers surveyed are using Facebook weekly 
for personal/social reasons 

 
68 percent of counsel aged 30-39 have 
used Facebook in the past 24 hours for 
personal reasons compared to 26 
percent of counsel aged 60+ years. 
 
As referenced earlier in our report, 37 
percent of counsel aged 30-39 have 
used Facebook for professional reasons 
in the past 24 hours, and nearly half (48 
percent) have used the tool in the past 
week.   
 
This stated usage underscores a 
blurring of lines between one’s personal 
and professional online persona, a 
significant development for legal 
marketers and communicators to watch.    
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Personal vs. Professional Use 
 

 
The above charts comparing personal vs. professional use of the “big 3” social 
networking and new media platforms serves to illustrate that counsel in the 30-39 age 
group are active users of these tools – both professionally and personally – and a key 
driver of the general results. 
 
New media engagement and adoption among this age group of counsel will only 
continue to grow in the future. 
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What sources do you rely on for your legal, business and 
industry news and information?  

 

Not surprisingly, in-house counsel 
identified the following traditional media 
channels as their top sources for legal, 
business, and industry news and 
information: 

1. Legal Industry Trades 93  
2. General Business Media 84  
3. Legal Industry Web Sites 80  
4. Vertical Industry Trades 58  

 
Blogs 
45 percent of companies with revenue of 
less than $10 million cited blogs among 
their top sources of information as did 48 
percent of companies with revenue of 
$1.5 billion to $9.9 billion. 
 

Survey data signals the 
consistent acceptance of 
blogging platforms across age 
groups and company size. 
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Social Media Web Sites 
53 percent of in-house counsel aged 30-39 – arguably increasingly the primary 
purchasers of legal services over the next ten years – cited social media Web sites as 
among their leading sources of information.  
 

. . .  “Smaller companies tend to have younger 
counsel who, in turn, engage social media Web 
sites more regularly for legal, business, and 
industry news.”  

 
47 percent of in-house counsel at companies with $10 million or less in revenue and 65 
percent of in-house counsel at companies with $10m to $100m in revenue cited social 
media Web sites as leading sources of news and information. 
 
This statistic compares to only 14 percent ($1 billion to $1.4 billion) and 19 percent ($1.5 
billion to $9.9 billion) of counsel at larger companies, thereby suggesting that smaller 
companies tend to have younger counsel who, in turn, engage social media Web sites 
more regularly. 
 
Only ten percent of in-house counsel at companies with 100+ lawyer legal departments 
consider social media Web sites to be leading sources of information, suggesting that 
these emerging tools aren’t as widely adopted within larger, more institutional legal 
departments. 
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Of the following news and information sources, what three do 
you use most frequently? Please choose three and then rank 
them by frequency of use. 
 

 
Blogs ranked 4th ahead of General 
Business Web sites, Web Sites 
Covering Your Industry, Broadcast 
Media, and Social Media Web Sites, 
again reflecting growing acceptance of 
the medium among in-house counsel 
as an increasingly important source of 
information. 
 

Older and younger 
generations of counsel alike 
have had equal exposure to 
blogs as the platform has 
gone mainstream during 
the last five years. 
 
Respondents with 100+ lawyers in 
their legal departments ranked blogs 
third (following a tie for 2nd), 
suggesting that counsel within larger 
companies and legal departments 
increasingly view blogs as viable and 
dependable sources of information. 
 
Throughout the survey, the data 
suggests a more even and consistent 
use of blogs across generations, 
suggesting that older and younger 
generations of counsel alike have had 
equal exposure to blogging platforms 
as blogs have become increasingly 
more mainstream information 
sources during the last five years.  
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Please rank the following in terms of their credibility as sources 
of legal, business and industry news and information. 

 

Martindale-Hubbell Connected 
Of the 97 respondents who never use Martindale-Hubbell Connected for professional or 
personal reasons, 36 percent say it is somewhat or most credible, which likely speaks to 
the strength of the Martindale-Hubbell brand. 
 
In-house counsel at the largest companies ($1.5 to 9.9 billion), within the largest legal 
departments (100+) and among almost all age groups, provided strong endorsement of 
the tool with regard to credibility. 
  
While Martindale-Hubbell Connected is not as widely used as more commonly used 
platforms, such as LinkedIn, it is regarded as highly credible among the small number of 
counsel who currently use it as well as those who don’t. 
 
Wikipedia 
In our view, the perceived credibility of Wikipedia with in-house counsel is a significant 
finding.  Consistent with the platform’s high scores in overall familiarity, professional 
and personal use among counsel of all age groups, it maintains strong credibility with 
this audience as well.  
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This response is significant when you consider that Wikipedia is among the oldest of the 
“big 5” (LinkedIn, Facebook, Twitter, YouTube and Wikipedia), and that its open, 
uncontrolled platform is often criticized for its inaccuracy.  This may be indicative of the 
future credibility curve for other new media platforms within the in-house legal 
community. 
    
It suggests that audiences for law firm communications increasingly want to express a 
reaction to or a point of view about the information they receive.  They acknowledge that 
most law firm websites, for example, are electronic marketing brochures, and as such, 
are not looking for information, the creation of which reflects multiple perspectives. 
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What makes a media source credible to you? Please rank in 
order of importance. 
 

 
 
As new media channels expand and evolve, in-house counsel continue to value the 
qualities inherent in traditional media–balanced, well-rounded reporting; outlet track 
record; and the role of editorial gatekeepers for ensuring credibility.  
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Please indicate the importance of the following in helping you to 
research outside lawyers and law firms for potential hire. 

 
 
In-house counsel ranked the following activities “most important” for helping them to 
vet and research outside counsel for potential hire: 

 
1. Recommendations from sources you trust    73 percent 
2. Articles and speeches the lawyer has authored  38 percent 
3. Bios on the firm’s Web site     30 percent 
4. Blogs published by lawyers     27 percent 
5. Rankings and directories     25 percent 
6. Twitter feeds from lawyers     22 percent 
7. Endorsements and connections on LinkedIn  18 percent 
8. Quotes by lawyers in relevant media outlets  15 percent 

 
37 percent of counsel aged 30-39 rated “blogs published by lawyers” as the second most 
important activity for helping them to research outside lawyers for potential hire, 
following “recommendations from sources they trust.” 
 
While LinkedIn is regarded by many as the most powerful new media platform for 
lawyers, endorsements on the platform do not carry the weight of recommendations 
from trusted sources of in-house counsel.   
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While lawyers often solicit the opinions of other lawyers before hiring new counsel, for 
example, unsolicited LinkedIn endorsements are not yet a significant credentialing 
device.  Twitter feeds, also currently used by less than a quarter of the survey 
respondents to vet outside counsel, however do provide law firm lawyers with a 
mechanism for showing their ability to synthesize and make available time-sensitive 
legal and industry information, and may prove a more valuable tool for demonstrating 
thought leadership over time. 
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To what extent do you agree or disagree with the following 
statements?  
 

a. I envision a future in which a law firm's prominence through a high-profile blog 
will play an important role in influencing clients to hire that law firm.  

 

b. I envision a future in which a law firm's prominence on Twitter will play an 
important role in influencing clients to hire that law firm.  

 

c. My perception of an attorney is negatively impacted when he/she has a low 
number of contacts on LinkedIn. 

Half of in-house counsel agree or somewhat agree that in the future, high-profile blogs 
authored by firm lawyers will play an important role in influencing clients to hire that 
law firm.   
 
In contrast, only ten percent believe that a firm’s prominence on Twitter will influence 
clients to hire that law firm.  
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Younger Counsel Bullish on Future Influence of Blogs;  
And Keep an Eye on Twitter 

 

 

 

 

 

 

 

 

 

 
 
 
 
63 percent of counsel aged 30-39 agree or somewhat agree that they envision a future in 
which a law firm's prominence through a high-profile blog will play an important role in 
influencing clients to hire that law firm. That compares to: 
 

• 52 percent of counsel aged 40-49  
• 54 percent of counsel aged 50-59  
• 32 percent of counsel aged 60+ years 

 
26 percent of counsel aged 30-39 agree or somewhat agree that a law firm’s prominence 
on Twitter will influence hiring decisions compared to zero percent of counsel aged 60+ 
years, demonstrating that the platform is in the very early stages of attorney adoption, 
similar to where blogs were three to five years ago. 
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Of the delivery methods for receiving business-related news and 
information listed below, please rate each based on preference. 

 

 

 

 

 

 

 

 

 

 
The survey reveals that the majority of in-house counsel (62 percent) prefer to access 
their news online via publication web sites compared to 42 percent who prefer the print 
vehicle.   
 
As we noted in the Executive Summary, the shift from print to digital as a preferred 
mode for accessing news from publications is a marked change in the way that in-house 
counsel are getting their business, industry, and legal news.  The ramifications of this 
shift are myriad, not the least of which is that writing for an online audience demands a 
more focused and condensed presentation style, a style with which law firms have 
struggled in the creation of their websites, and which increasingly seems to be the end-
users preferred style of communication. 
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PDA, Smart Phone Delivery on the Rise 

Depending on the age of counsel, there are varying degrees of preference for receiving 
business-related news and information: 

 
74 percent of counsel aged 30-39 prefer or somewhat prefer to use their smart phone or 
PDA (second to online) compared to 47 percent of counsel aged 40-49; 37 percent of 
counsel aged 50-59, and 26 percent of counsel over the age of 60.  
 
This finding is in keeping with the explosion of new applications, software, and 
platforms being developed to deliver professionally formatted content (newsletters, 
client alerts, Web sites, etc.) to the mobile devices of business professionals on the 
move.   
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To what extent do you access content from your outside counsel 
firms provided through new media tools (i.e., Twitter feeds, 
blogs, Facebook pages, LinkedIn discussion groups, etc.)? 

 

 

 

Presently, in-house 
lawyers aren’t 
receiving much 
content from their 
outside law firms via 
new media tools. 
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If the law firms you work with provided content that is 
specifically relevant to your business using new media tools (i.e. 
Twitter feeds, blogs, Facebook pages, LinkedIn discussion 
groups, etc.), would you use those tools? 
 

 
Slightly more than half (51 
percent) of in-house counsel said 
they would use new media tools 
to receive relevant information 
from their law firms. 
 

Younger counsel are 
very open to receiving 
relevant information 
from their law firms via 
new media tools. 
 
100 percent of counsel aged 30-
39 said they would use new media 
tools to access this information 
compared to: 
 

• 48 percent of counsel aged 
40-49  

• 47 percent of counsel aged 
50-59 

• 50 percent of counsel aged 
60+ years 

 
 
 
 
 
 

 
Note: This question was only asked of respondents who answered “not at all” or did 
not answer the previous question. 



29 

 

            

Copyright 2010 All Rights Reserved  

  

Have you visited the Wikipedia pages of your current and/or 
prospective outside law firms? 
 
 

Despite Wikipedia being among the 
most familiar, frequently used, and 
credible new media platform with 
in-house counsel, only 13 percent of 
respondents have viewed the 
Wikipedia pages of their current 
and/or prospective outside law 
firms.  
 
With younger counsel 
demonstrating their growing 
use of new media tools for 
professional reasons, it is 
likely that the Wikipedia 
pages of law firms will 
receive greater traffic in the 
future from current and 
prospective clients.  
 
This may suggest that lawyers 
typically access information 
through the web-based, free-
content encyclopedia given its 
extremely high search engine 
ranking position (SERP), which 
places Wikipedia content very high 
on most searches for information 
on a range of topics. 
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If you aren't actively tapping new media platforms (i.e., blogs, 
Twitter feeds, LinkedIn discussion groups) for business, legal 
and industry news and information today, what factors have 
kept you from doing so? Please rank in order of importance.  
 

 
 
These results serve to validate that the credibility and legitimacy of information, as well 
as the challenge of discerning between what is credible and what is not, has been the 
biggest barrier preventing in-house counsel from engaging new media platforms more 
fully for business, legal, and industry news.   
 

The topic of credibility likely will become less of an 
issue as younger counsel, who are growing in their 
influence and decision-making authority, congregate 
and interact more freely on these platforms. 

 
With younger counsel becoming increasingly savvy vis-à-vis Web 2.0 technologies, as 
evidenced throughout this survey, the topic of credibility likely will become less of an 
issue as the more obscure new media platforms become increasingly mainstream – akin 
to the emergence of blogs during the last three to five years – and counsel congregate 
and interact more freely on these platforms. 
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Do you expect that your consumption of industry news and 
information via new media platforms (blogs, Twitter feeds, etc.) 
will increase in the future? 
 

 
Despite the cited barriers and 
obstacles to new media adoption, 53 
percent of in-house counsel expects 
that their consumption of industry 
news and information via new media 
tools will increase in the next six 
months or in the next year. 
 

Responses reflect an 
understanding among in-
house counsel that new 
media is a growing 
phenomenon.    
 
96 of the Am Law 200 produce 297 
blogs, 250 of which are firm-branded 
(up from 39 in August 2007).  Of the 
50 million users on LinkedIn, nearly 
1.5 million are lawyers (up from 
118,000 in April 2008). There are 
400 million users on Facebook, and 
an estimated 75 million users on 
Twitter.   
 
Sources:  Blog data (LexBlog); lawyers on 
LinkedIn data (Apollo Business Development) 
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New Media Consumption on the Rise for Younger Counsel 
 

 
69 percent of counsel aged 30-39 
expects that their consumption of 
industry news and information via 
new media technologies will increase 
in the next six months or in the next 
year compared to: 
 

• 57 percent of counsel aged  
40-49  

• 47 percent of counsel aged 
  50-59 

• 52 percent of counsel aged  
60+ years  

 
“[Social media tools] are 
gaining popularity and 
strength.  We cannot 
ignore.” – Verbatim 
 
As in-house counsel expand their 
consumption of information through 
these channels, law firms have the 
opportunity to streamline their new 
media strategies at the “enterprise 
level” in order to help their 
organizations and individual lawyers 
more effectively engage counsel 
through these platforms. 
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Methodology 
 
In March and April 2010, Greentarget Strategic Communications, ALM Legal 
Intelligence, and Zeughauser Group distributed the Corporate Counsel New Media 
Engagement Survey via e-mail to a group of corporate counsel across the nation.  
Respondents identified themselves as GCs/Chief Legal Officers, Deputy/Assistant GCs, 
In-House Counsel, and related titles.  
 
Percentages in the question “What sources do you rely on for your legal, business, and 
industry news and information?” exceed 100 percent because respondents were asked to 
check all that apply. 
 
Due to rounding, all percentages used in all questions may not add up to 100 percent. A 
few minor edits were made to verbatim responses to correct spelling and verb tense.  
 
On average, what is the approximate gross revenue for your company or firm?
Responses Count % Percentage of total respondents 
Less than $10 million 38 23.17%  

$10 million to $99.9 million 26 15.85%  

$100 million to $999.9 million 24 14.63%  

$1 billion to $1.4 billion 14 8.54%  

$1.5 to $9.9 billion 27 16.46%  

$10 billion or more 27 16.46%  

(Did not answer) 8 4.88% 
Total Responses 164    20% 40%  60% 80%  100%
 
How many lawyers are in your company's legal department?
Responses Count % Percentage of total respondents 
1-10 101 61.59%  

11-50 27 16.46%  

51-100 9 5.49% 

100+ 20 12.20%  

(Did not answer) 7 4.27% 
Total Responses 164    20% 40%  60% 80%  100%
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How long have you been in your current position?
Responses Count % Percentage of total respondents 
Less than one year 9 5.49% 

1-2 years 20 12.20%  

3-5 years 52 31.71%  

6-10 years 35 21.34%  

11-15 years 23 14.02%  

More than 15 years 24 14.63%  

(Did not answer) 1 0.61% 
Total Responses 164    20% 40%  60% 80%  100%
 
Have you ever worked in a law firm with more than 250 lawyers?
Responses Count % Percentage of total respondents 
Yes 60 36.59%  

No 104 63.41%  

(Did not answer) 0 0% 
Total Responses 164    20% 40%  60% 80%  100%

Note: The following two questions were only asked of respondents who said in the above question that 
they had worked in a law firm with more than 250 lawyers. 

Approximately how many lawyers were at that firm?
Responses Count % Percentage of total respondents 
250-500 36 21.95%  

501-1,000 17 10.37%  

1,001-2,500 6 3.66% 

2,501 + 1 0.61% 

(Did not answer) 104 63.41%  

Total Responses 164    20% 40%  60% 80%  100%
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For how many years were you at that firm?
Responses Count % Percentage of total respondents 
Less than one year 4 2.44% 

1-3 years 25 15.24%  

4-7 years 24 14.63%  

8-10 years 4 2.44% 

11-15 years 2 1.22% 

More than 15 years 1 0.61% 

(Did not answer) 104 63.41%  

Total Responses 164    20% 40%  60% 80%  100%
 
What is your age? 
Responses Count % Percentage of total respondents 
Under 30 1 0.61% 

30-39 19 11.59%  

40-49 56 34.15%  

50-59 63 38.41%  

60+ 23 14.02%  

(Did not answer) 2 1.22% 
Total Responses 164    20% 40%  60% 80%  100%
 
What is your gender? 
Responses Count % Percentage of total respondents 
Male 94 57.32%  

Female 67 40.85%  

(Did not answer) 3 1.83% 
Total Responses 164    20% 40%  60% 80%  100%
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Please check the category that best represents your estimated pre-tax household employment income 
for 2009? 
Responses Count % Percentage of total respondents

$500,000 or more 15 9.15%  

$300,000 to $499,999 16 9.76%  

$200,000 to $399,999 50 30.49%  

$150,000 to $199,999 30 18.29%  

Less than $150,000 26 15.85%  

(Did not answer) 27 16.46%  

Total Responses 164    20% 40%  60% 80%  100%
 
What is the amount of money you had decision making authority to spend on legal services in calendar 
year 2009? 
Responses Count % Percentage of total respondents

Under $250,000 81 49.39%  

$250,001 - $500,000 15 9.15%  

$500,001 - $1,000,000 22 13.41%  

$1,000,001 - $5,000,000 18 10.98%  

$5,000,001 - $10,000,000 9 5.49% 

$10,000,001 - $100,000,000 6 3.66% 

Over $100,000,001 0 0% 

(Did not answer) 13 7.93%  

Total Responses 164    20% 40%   60% 80% 100%

 


