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St reamlin ing Advert is ing for 
Effect ive Case Genera t ion
L E G A L  E D I T I O N



Ou r  g o a l is  t o  h e lp  YOU
Marina & Matt :

With over 30 years of combined advertising experience, we’re here to help your 
Law Firm grow!

Quick Snapshot:
 OVER 1,200 campaigns ran

 OVER 800 M impressions delivered 

Our Company, TEGNA:
 64 stations across 51 markets

 Committed to your success

M



Th e  ‘Funnel ’

Everything else 
works better if 
the foundation 
is done right.

TOP
Lead Generation

Lead Nurture

Sales

ATTENTION

INTEREST

DESIRE

ACTION

LOYALTY

MIDDLE

BOTTOM
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Need Based VS Want  Based
L E G A L  S E R V I C E S  

Do You Just  Want  The Click Or You Want  To Get  the  case? 

MF



Attent ion  Down Media  Opt ions Up
T H E  A T T E N T I O N  E C O N O M Y

How Do You Naviga te  This  Difficult  Market ing Landscape? 

M



MagazinesNewspapersPrintRadioSocial NetworksMobile DevicesTotal TV Time

Fragmenta tion of Media  Consumption

Sources: eMarketer, Average Time Spent Per Day With TV vs. Connected TV (CTV) by US Adults, 2021-2025, February 2024. Note : ages 18+; includes connected TV devices such as Apple  TV, Xfinity Flex, connected Blu-ray devices, connected game  console s, Google  
Chromecast, Roku, and smart TVs; eMarke te r, Ave rage  Time  Spent Pe r Day with Mobile  Device  by Adults, 2021-2025, February 2024. Note : ages 18+; includes all time  spent with inte rne t activitie s on mobile  devices (smartphones, feature  phones, and table ts); eMarke te r, 
Ave rage  Time  Spent with Social Ne tworks by US Adults, 2021-2025, February 2024. Note : ages 18+; includes all time  spent on social ne twork platforms; includes usage  via any device . Copyright ©2024 Inside r Inte lligence  Inc. All Rights Rese rved.

STREAMING TV

2hr 16m

TV
2hr 55m

3hr 59m

1hr 25m 1hr 18m
16m 8m8m

Among Time Spent Per Day 
With Other Media Types 20245h 11m

T O T A L T V  T I M E

ATTENTION ECONOMY
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TELEVIS ION IS  

KING
BRAND

SAFETRUSTED PREMIUM
CONTENT ENGAGING
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MEDIA INFLUENCE

Source: 1) MRI-Simmons March 2024 Cord Evolution Study - Target Used Lawyer/Paralegal Past 12 Months; 2) GfK TVB 
Media Comparisons 2024 - Legal

LEGAL SERVICES  ///  INSIGHTS & OUTLOOK

18% 45% 30%

Only Reachable  On
Traditional TV

Reachable  On
Traditional TV + Streaming TV

Only Reachable  On
Streaming TV

93% of Legal Services Customers Are  Reachable  On 
Traditional TV + Streaming Total TV Stra tegy1

+9%
Legal Se rvices customers are  9% more likely* to 
think of streaming as an addition to watching 
traditional TV. Overall, 2  in 5  of these  customers  
think of s treaming as  an addition to watching 
traditional TV, not as a replacement.1

STREAMING AD-
SUPPORTED TV

2hr 34m

TRADITIONAL 
BROADCAST TV

3hr 42m6h 16m
L E G A L  S E R V I C E S  

C U S T O M E R S

T O T A L T V  T I M E

AVG. DAILY TIME SPENT2
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Th e y  w o r k  BES T h a n d -in -h a n d

When to use  BROADCAST & When to use  STREAMING

BROADCAST
Broad audience with 

efficient cost

STREAMING
Target a  precise  

audience

M



MEDIA INFLUENCE

Source: 1) MRI-Simmons March 2024 Cord Evolution Study - Target Used Lawyer/Paralegal Past 12 Months; 2) GfK 
TVB Purchase Funnel Study 2024; 3) GfK TVB Media Comparisons 2024 - Legal

LEGAL SERVICES  ///  INSIGHTS & OUTLOOK

Television is the #1 most influential medium  across 
all phases of the  purchase  funne l2

An impressive  68% of legal services customers 
indica te  tha t TV ads influenced the ir online  
searches3.

+7% Legal Se rvices customers are  7% 
more likely than the  average  adult to 
believe TV ads provide useful 
information about products/se rvices1

3 in 5 Legal Se rvices customers pre fe r 
streaming free video content with 
ads/commercials  instead of paying 
for a subscription

1 in 2 Legal Se rvices customers 
personally define TV as anything 
they can watch on their TV set 
whether it’s streaming, cable , 
sate llite , or antenna1

M



Reach AND High Conversion Rates

Power of Hand-in-Hand

$ 10 K
STREAMING 

Targeted Audience 

$ 10 K
BROADCAST 

Broad Audience  

4 0 0 K
IMPRESSIONS 

Broad Audience  

25 0 K
IMPRESSIONS 

Targe ted Audience  

750 -8 0 0
VISITS

$ 12-$ 13  Cost  
PER VISIT

MF 



PREMION CASE STUDY  | 2023  |

Persona l In jury Law Firm

People injured in an accident often don't know where to 
seek legal help in their time of need. A prominent law firm 
wanted to expand its awareness as a trusted legal 
resource and grow their clientele. They challenged 
PREMION to reach new audiences through a streaming TV 
campaign largely not exposed by their broadcast TV 
efforts while driving qualified prospects to the website 
looking for legal representation.

LEGAL PRODUCT FEATURE

PREMION CAMPAIGN RESULTS:

CLIENT CHALLENGE: PREMION STRATEGY:

PRECISION LEGAL INTENDER
TARGETING

WEBSITE 
ATTRIBUTION

REACH EXTENSION

WEBSITE ATTRIBUTION + REACH EXTENSION

W E B S I T E  A T T R I B U T I O N  (within 7 days of PREMION exposure ) R E A C H  E X T E N S I O N

8 5 %
of OTT/CTV HHs reached by 
this campaign never saw a 

local TV spot

Premion drove incremental 
campaign reach1,991 100%

Exposed Website Visits Website traffic growth in < 90 
days of campaign start

301 $38.35 
Contact Us Page Visits/

Form Fills
Cost Per Website Visit

(includes OTT retargeting efforts)

2.95M IMPS 1 DMA 6 MONTHS

RELEASE DATE: 10/30/23
CAMPAIGN DATE: FEB 13 – JUL 31, 2023



CLAXTON LAW

STANDING OUT BY EDUCATING

How to s tand out  from the big guys? 
It’s all about the creative!



STANDING OUT BY SERVICE

How to s tand out  from the big guys? 
It’s all about the creative!

ATTORNEY MICHAEL SANTOS



MIKE LEWIS ATTORNEY

STANDING OUT BY EDUCATING

How to s tand out  from the big guys? 
It’s all about the creative!



BRANDING CASE GEN
 Brand Recognition

 Customer Loyalty

 Market Differentiation

 Emotional Connection

 Compelling Offer

 Incentivized  

 Quick Engagement

 Data Collection

M



Ho w  d o  yo u  t r a ck  yo u r  ROAs ?
Track Viewership TV is Measured Measure Outcomes

A homeowner is watching 
programming on their connected tv. 

STARTS IN THE HOME YOUR AD IS MEASURED

A homeowner sees your ad during 
their program viewing

ATTRIBUTION OF YOUR AD

WEBSITE

SALES

BRAND LIFT

There  are  numerous ways your 
video ads can be  measured

MF



Now Possible  for Broadcast  and St reaming

Mapping Customer Journey with  At t ribut ion

Sales Attribution

Website 
Attribution

Reach, 
Frequency, 
Viewability

Brand Lift

AWARENESS

CONSIDERATION

CONVERSION

Referral Source

MF



The PERFECT TV Campaign is….
NOT PERFECT!

Get Your Message Out to Your 
Audience and Start Rapid Testing

MF



Connect with 
Marina

Connect with 
Matt

Q&A 
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