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The market for legal services faces a critical paradox. On one
hand, the vast majority of law firms say they want to increase
their revenues, yet they have trouble finding business. On the
other, clients struggle to get help with their legal problems.

This paradox represents a market gap that shouldn’t exist—and one that presents an enormous opportunity

for firms that can build a strong business approach for their legal practice.

Many high-growth firms are getting it right. We call these “thriving” firms because they've been able to achieve
substantial year-over-year revenue growth that is both consistent and predictable. We believe these firms have
achieved high growth over a sustained period of time due to two critical factors: a focus on client experience

and firm efficiency. We've illustrated this growth path in a new format: the Law Firm Maturity Model.

O Law Firm Maturity Model

Client Experience

\ 4

Firm Performance
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In the bottom-left quadrant are new firms or firms that have either struggled or have yet to achieve the
success they want. Firms that progress along the client-experience axis are those that become responsive to
client needs. These are the firms that know how to attract new business and earn strong satisfaction among
their clients. Firms that progress along the firm-performance axis put more time toward revenue-generating
tasks for clients, while keeping overhead costs low and investing in productivity initiatives. Thriving firms
progress along both axes. These firms consistently increase the amount of business they bring in while

capturing the full value from all of the client-facing, revenue-generating work they perform.

We can learn a lot from high-growth firms—and we believe more law firms should. Not only are these firms
achieving major success in the form of rapidly expanding revenues, they 're doing it while closing the market

gap and delivering more legal services to the clients who need them.

In the pages that follow, we've created the most extensive, in-depth analysis on how lawyers can drive

new business and achieve greater success for their firms.

Thriving firms achieve
predictable, high
growth over time

New this year

Since 2016, the Legal Trends Report has uncovered the most groundbreaking insights into the business of legal
practice in the 21st century. Now in its fourth year of publication, we've expanded the scope of our research
to include new approaches to understanding some of the most pressing realities that lawyers—and their

clients—face today.

Determining what drives law firm success

We conducted the first-ever longitudinal data analysis to determine how thriving firms achieve consistent,
long-term growth in revenue over time, and what distinguishes them from firms that haven’t seen any growth or
have shrunk over the same period. By comparing growing, stable, and shrinking firms over a five-year period,

, _
we're able to show how key performance metrics impact success.

What clients really look for when hiring a lawyer

We surveyed consumers to shed more light on how they look for a lawyer, what they expect when reaching
out, and what drives them away. Our findings show that referrals aren’t the only means clients use to seek

a lawyer, and that clients have a high bar for deciding who to reach out to—and who to ultimately hire.

Putting law firm responsiveness to the test

What's it like shopping for a lawyer in 2019? To answer this, we emailed 1,000 law firms, and phoned 500
from the same group, to determine just how prepared lawyers are to earn the business of potential clients
when they reach out. In doing so, we've collected the largest primary data set on law firm responsiveness

—which puts a spotlight on key opportunities for law firms to be truly competitive in acquiring new clients.
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Data sources included in the 2019
Legal Trends Report

We use a range of methodologies and data sources to build a comprehensive understanding of how lawyers
run their firms in today's market for legal services. This year, we've expanded the scope of our data sources

even further fo uncover new insights unlike any before.

Clio data

The Legal Trends Report uses aggregated and anonymized data from tens of thousands of legal professionals
in the United States. This includes data from January 1, 2013 to December 31, 2017, which was used to
conduct our longitudinal analysis of law firm success. In reviewing actual usage data, we identify large-scale

industry trends that would otherwise be invisible to law firms.

Law firm survey

We surveyed 2,507 legal professionals, representing both Clio users and non-Clio users. By assessing the

existing needs and strategies of law firms, we're able to better align our data analyses with real law firm goals.

Consumer survey

We surveyed 2,000 consumers to understand what they look for when searching for professional legal
services and what types of experiences they expect. Our sample was representative across all adult age

groups, genders, and geographic regions in the United States.

Email and phone outreach

We emailed a random sample of 1,000 law firms in the United States, and then phoned 500 of these firms, to
assess responsiveness and quality of service. Our sample had equal representation across five practice areas,

including Family, Criminal, Bankruptcy, Business Formation, and Employment, and comprised firms of all sizes.

Aggregated and anonymized data from
tens of thousands of legal professionals

2,507 legal professionals surveyed
2,000 consumers surveyed
1,000 law firms emailed for legal services

500 law firms phoned for legal services
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For the first time, we’ve significantly expanded the scope
of our data analysis to look at longitudinal, multi-year trends.

Over the last 11 years, Clio has established itself as the system of record for the legal profession,
benchmarking key business insights across tens of thousands of law firms—which we've reported in the
Legal Trends Report for the past four years. Now, in formulating the industry’s first longitudinal research,

we've further validated the critical business metrics that ultimately contribute to law firm growth.

Through this analysis, we illustrate how thriving law firms increase their revenues more and more over time
—and why struggling firms see their revenues decline. From the data in this section, we discuss how critical
business inputs contribute to exceptional, long-term growth in firm revenue —serving as a roadmap for

any law firm to follow.
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Building our analysis

To better understand what distinguishes thriving law firms from others, we leveraged aggregated and
anonymized data from thousands of law firms to design a comparative analysis that zeroed in on three

distinct groups defined by their total revenue growth between 2013 and 2017:

e Growing firms. Firms that grew their revenues by at least 20% over five years.

e Stable firms. Firms that neither grew nor declined by more than 20% over five years.

e Shrinking firms. Firms that saw their revenues decline by at least 20% over five years.
Why did we focus on revenue? Aside from being an objective and quantitative benchmark for success,
71% of lawyers say they consider revenue their most important indicator for law firm growth. Revenue is

also a standard measure for the overall health of a business—from small private entities to the very largest

—and is a key output for the other business metrics that we compare.

O Lawyers ranking revenue as an indicator of growth

3%

15%

71%

Ranked revenue as
the most important
indicator of growth

Refer to page 40 for detailed
Least important —O_O_O Most important analysis on other indicators.
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Growing firms grew 20% to 30% year
over year

When looking at the total increase in revenues, we determined that growing firms actually grew by 20%
to 30% year over year to achieve an average of 112% growth between 2013 and 2017 —making them
a prime example of the thriving firms described within the Law Firm Maturity Model (see page 4).

On the other hand, shrinking firms saw their revenues decrease by 54%, meaning they took in less than half
the revenue in 2017 as they did in 2013. Stable firms maintained approximately the same level of revenue

over the same period.

Each group has their own distinct patterns for growth—and these trends stayed consistent even when

we controlled for firm size and practice area.

O Revenue growth

120% .
) Growing

100%
O—O Stable

80%
O—O Shrinking
60%

40%

20%

0% -0
-20%
-40%

-60%
2013 2014 2015 2016 2017

Shrinking firms saw revenues
decline by more than 50%

10.
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More lawyers and clients explain part
of revenue growth

So what drives growth? The first two metrics we looked at were the average number of lawyers within

each firm and the overall number of cases and matters worked among growing, stable, and shrinking firms.

At the start of our analysis, we expected that total revenue earnings would correlate strongly between
the number of lawyers hired and the number of clients and matters worked. For example, if a firm were to
double the number of lawyers at the firm, it would follow that the firm’s capacity for work would also double.

Similarly, if that firm worked twice the number of cases, they would essentially double their earnings.

It turned out this wasn't exactly the case. In fact, growing firms took on proportionately more cases and clients
relative to the number of lawyers they brought on. While growing firms increased their number of lawyers by

32% over five years, the number of cases they worked increased by an impressive 57 %.

The same goes for the gravity-defying revenue growth among these firms, which saw their total revenues jump
by over 100%. To put this in perspective, revenue growth for these firms increased at three times the rate at

which they brought on new lawyers, and casework increased at twice the rate.

In other words, these firms increased the number of clients they worked with while also increasing the amount
of revenue collected from the work they performed. Meanwhile, shrinking firms saw the reverse compounding
effect. These firms reduced the number of lawyers they had by 17% and reduced their total number of cases

by 40%, resulting in a drop in revenue of 54%.

While revenue growth correlated with an increase in the number of lawyers and cases worked by each firm,
this growth was vastly disproportionate, which indicates that other factors are contributing to the success of

these growing firms—and which may also explain the negative performance of shrinking firms.

11.
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O Comparing revenue growth to clients, matters, and lawyers

Growing firms

120%

122%

Revenue growth  Client growth

Matter growth Lawyer growth

100%

60%

9, .
e Revenue Clients

O—O Matters O—O Llawyers
20%

0%
2013 2014 2015 2016 2017

Growing firms took on
increasingly more cases and clients

Revenue growth Client growth

Stable firms

100%

75%

Matter decline Lawyer decline
25%
0% = Revenue Clients
O—O Maitters O—O Llawyers

-25%

-50%
2013 2014 2015 2016 2017
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Shrinking firms
0%
-34%Q-39%
10% Revenue decline  Client decline
-40% R-17%
-20% o o
Matter decline Lawyer decline
-30%
0% Revenue Clients
o O—O Maitters O—O Llawyers
-50%
-60%
2013 2014 2015 2016 2017
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The power of utilization

Since first publishing the Legal Trends Reportin 2016, we've benchmarked several critical business metrics
for the legal industry, which include utilization, realization, and collection rates. These metrics are discussed
in more detail—and with updated figures for 2019—in Section 6 of this report. These critical business metrics

also make up a significant portion of our analysis of growing and shrinking law firms.
Utilization rates turned out to be a key driver for revenue growth among growing firms.
Utilization is a measure of how many hours a lawyer puts toward billable work on a given day.

The average utilization rate for law firms this year was 31%, which means the average lawyer spent only 2.5

hours on billable work each day—a trend that's stayed relatively consistent over the last four years of reporting.

When looking at individual cohorts, we see that stable firms have the highest rate of utilization compared to
early data from growing and shrinking firms. Over time, however, growing firms increase utilization rates to
33%, surpassing stable firms. Meanwhile, the opposite is true for shrinking firms, which see utilization rates
steadily decline each year, falling from 28% to 21%.

The impact of utilization on firm revenue can’t be understated. High utilization rates indicate that firms are
able to bring in more business, and that lawyers are more focused on performing billable work. Boosting

productivity per lawyer was at least as important as adding more lawyers to the firm.

Growing firms therefore have the highest earning potential, while shrinking firms struggle to build their revenue
opportunities. To put this into perspective, the difference between 21% and 33% utilization is 12% of a day,
which equals about a full hour’s work—or five hours every week. Compound that difference week after week,
for every lawyer at the firm, and it's clear why growing firms are in a much better earning position

than shrinking and even stable firms.

14.
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S 0/\ Growing
O—O Stable
32% \o

O—O Shrinking

30%
28%
26%
24%
22%

20%
2013 2014 2015 2016 2017

Thriving firms achieve
predictable, high growth over time

Growing firms get more out of their work

Realization and collection rates are two other key business metrics we looked at, both of which show

major divergence between growing and shrinking firms:

e Realization measures the amount that a firm invoices compared to the amount of billable work

performed.

e Collection measures the amount that a firm collects compared to the amount invoiced.

Both of these are critical metrics for business performance, as they assess how much value a firm brings
in based on the amount of work performed. If realization and collection are high, it means that firms are

getting the full value of the work performed.

15.
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Growing firms start out with 90% realization, while shrinking firms start at a lower realization of 86%, which
steadily declines to a shockingly low 77% over time. This means that shrinking firms increasingly don’t charge

for the work they do.

Stable firms show the highest realization of all three groups, reaching as high as 92%. This indicates that
growing firms are more likely to conduct billable work that never actually gets invoiced when compared to

stable firms—though, both maintain high realization above approximately 90% at all times.

When it comes to collecting payments from clients, growing firms track nearly identically with stable firms,
and both maintain higher collection rates above 90% at all times. Shrinking firms, on the other hand, see
drastically diminishing collection rates to 81% over time. This suggests either they don’t have proficient

processes in place for collecting payments reliably, or they aren’t able to find the types of clients that are

more likely to pay them.

The result on overall business revenues is that shrinking firms earn increasingly less over time from the work they

perform, while growing and stable firms are able to maintain relatively high earnings for every hour worked.

O Realization

95% q
% Growing

o% % s 77 O—O Stable

1% O—O Shrinking

8% — — — T

87% —0—9mm e iz

85%

83%

81%

79%

77%

s% — 000000000000O0O0O0O0O0O0O0O0O0O0O0O0O0O0O0O0O0O0O0O0OoOoOo0o0ooo Tz
2013 2014 2015 2016 2017

Shrinking firms fail to charge for the
work they do at an accelerating rate
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O Collection

96%
94%
92%
90%
88%
86%
84%
82%

80%
2013 2014 2015 2016 2017

Factors not associated with growth

We compared the results from this analysis across different types of law firms to determine whether factors
such as practice area or firm size would yield unique trends, but the data followed similar trajectories—and

any dissimilarities were minimal.

Average hourly rates were another factor that we compared. We wanted to see if firms that grow their
revenues increased their hourly rates at a higher rate than others, but this wasn't the case. When comparing
hourly rates across each group, all three followed a very similar trend in line with the data outlined in the

Billable Hour Index, which is discussed in detail in Section 6.

Growing
O—O Stable

O—O Shrinking

17.
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O Average hourly rates
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What does this mean for lawyers?

It's clear that there isn’t one specific factor that defines the type of substantial increase in revenue that we
see in growing firms. And, in fact, simply increasing hourly rates—which might seem like an obvious strategy

—is not effective in driving long-term growth. Instead, real growth is a result of two factors:

* Generating more business. Growing firms increase the amount of work they bring in compared

to the number of lawyers they have.

e Strong business metrics. Growing firms improve utilization rates over time while maintaining

high realization and collection rates.

In other words, growing firms know how to bring in more business while also increasing the capacity of

their lawyers to do more work and collect more revenue for every case and client they bring in. Both of these
factors align with the firm-performance axis of the Law Firm Maturity Model, outlining a critical measure for
how firms should focus their business strategies for success. The sections that follow illustrate key factors that

contribute to better client experiences.

18.
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In Section 1 of this report, we determined that growing firms
know how to consistently bring in new business. A critical
component to bringing in new business is to understand how
today’s client looks for a lawyer.

But what are potential clients really looking for when seeking legal help? To find out, we surveyed 2,000
consumers to learn how clients ultimately choose one lawyer over another. One of the most interesting things
we learned is that—despite being recognized as the primary driver for new business—not all clients rely on

referrals to find a lawyer. In fact, many opt to search on their own.

When comparing these methods of looking for a lawyer, 59% of clients sought a referral from someone they know

or have been in contact with, but 57% searched on their own through some other means—and 16% did both.

Clients seeking a referral versus searching on their own

99% BLY 57 %

sought a referral searched on their own

20.
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How clients shop for a lawyer

When we look at how clients shopped for a lawyer, we see that 59% sought a referral of some kind. Friends
and family members were the most common source for a referral (32%), followed by referrals from a lawyer
(16%) or another non-legal professional (9%). (A non-legal professional could include an accountant, real

estate agent, or someone else working in a profession related to a certain type of issue.)

Additionally, 18% of clients said they would never seek a referral from a friend or family member, 17% said
they would never get a referral from a non-legal professional, and 14% said they would never get a referral

from another lawyer.

But referrals aren’t the only way to find a lawyer—57% (about the same number that sought a referral)
looked for a lawyer on their own. Methods such as using an online search engine (17%) and visiting a

lawyer’s website (17%) were the most common among those who have ever shopped for a lawyer.

These findings suggest that lawyers who focus on building their business from referrals only—while

neglecting the many other sources out there —are missing out on significant business opportunities.

How clients searched

Referral from a friend or farnily member [ MM—

Referral from o lawyer [
Referral from a non-legal professional _

Lawyer’s website

Online search engine

Online reviews

Phone book

Lawyer directory

Lawyer blogs, articles, videos
Advertisement

Social Media

Online map service or app

0% 5% 10% 15% 20% 25%

Used a referral

Searched on their own

30%

35%

18% of clients said they would never seek a
referral from a friend or family member
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Referrals aren’t the only way to find a lawyer

Is one method of searching for a lawyer better than the other? To answer this question, we identified which
methods clients were most likely to use first—and then looked at whether those clients were likely to use other

methods afterwards.

If clients find what they ‘re looking for using one method, there would be no reason to use another method
later on. Conversely, if clients can’t find what they are looking for using one method, this would indicate that

these methods aren’t as useful to potential clients—and potentially less fruitful for law firms.

It turns out that clients are nearly just as likely to search for a lawyer through their own means first (39%) as
they are to first seek a referral of any type (45%)—and 16% indicated they couldn’t remember. Online search
engines were the most common first step for clients who didn't first seek a referral, but potential clients may use

a range of resources as their first step to seeking a lawyer.

When we look at how mutually exclusive these two groups are to each other, the results show that there is
relatively little overlap between those who seek a referral first and those who seek on their own through

some ofher means:

e Of those who sought a referral first, only 16% also looked on their own.

e Of those who looked on their own first, only 17% also sought a referral.

While those who looked on their own were more likely to use more than one method, they didn't feel the need
to also seek a referral. In other words, consumers tend to either seek referrals or do their own research to find

a lawyer. Rarely do they do both.

Consumers tend to either
seek referrals or do their own
research to find a lawyer

Clients want information more than anything

In fact, 45% of consumers who have experienced a legal issue agree that their challenge is finding a lawyer
they are confident is right for them. Regardless of how they search for a lawyer, the majority of consumers

indicated that each of the following were important to them:

e 77% want to know a lawyer’s experience and credentials (also ranked the most important).
e 72% want to know what types of cases they handle.
e 70% want a clear understanding of the legal process and what to expect.

¢ 66% want an estimate of the total cost for their case.

22,
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While potential clients say they want an estimate of total cost for their case, that doesnt mean they don't see
the value in hiring a good lawyer. 62% who have ever hired a lawyer say it's worth paying a high price for

a lawyer if they are very good.

Millennials are shifting attention online

When we look at the differences between younger generations compared to older ones, we can also

see that perceptions and behaviors shift with younger generations.

For example, younger generations and those who have never hired a lawyer before find the whole
experience of searching for a lawyer more challenging and intimidating. 39% of Gen Z and 40% of

Millennials admit to being intimidated by lawyers compared to 30% of Gen X and only 20% of Boomers.

*  Younger generations are more likely to care about a lawyer’s website (49% of Gen Z
and 48% of Millennials compared to 34% of Gen X and 21% of Boomers).

*  Younger generations are more likely to care about a firm’s brand and image (45% of Gen Z
and 36% of Millennials compared to 28% of Gen X and 19% of Boomers).

*  Younger generations are more likely to care about a firm’s online reviews (46% of Gen Z
and 53% of Millennials compared to 39% of Gen X and 25% of Boomers).

* Younger generations are less likely to value referrals from lawyers (47% of Gen Z
and 46% of Millennials compared to 56% of Gen X and 60% of Boomers).

The takeaway? Firms looking to attract younger clientele, who likely have more potential for repeat business

and long-term referrals, should consider focusing on digital channels where brand and image are important.

What does this mean for lawyers?

When it comes to shopping for a lawyer, consumers follow many paths. Seeking a referral may be the most
common means, but many rely instead on other methods that focus heavily on online search and a firm’s web

presence. Increasingly, we also see younger generations prioritize electronic methods over referrals.

In other words, firms that focus only on building their referral network to find new business will miss out on
growing opportunities to find new clients across other channels. Firms that want to maximize their opportunity
for new business should look at marketing their firm across as many channels as possible —especially through

online search and with their website.

Regardless of how firms promote their services, lawyers must ensure they provide the right information to
prospective clients by highlighting their range of experience, making it clear what types of cases they handle,

and providing a clear understanding of what to expect from a case and how to proceed.

23.
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Technology is making it increasingly easier to research law firms online—and firms that adapt to how clients
look for their lawyer today, and in the future, will have the fullest opportunity for growing their business.

Those that don’t adapt will miss out on expanding their opportunities for finding new clients.

The next step is to do everything right when these clients eventually reach out—helping ensure better success

in actually getting hired.

Technology is making it increasingly
easier to research law firms online

24.
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Marketing to potential clients is only part of the work required
to actually get hired, and regardless of how clients look for a
lawyer, there’s a good chance they’ll reach out to more than one.

44% of clients believe that they need to shop around and talk to more than one lawyer to find one that's right

for them, and 57% of those who have ever shopped for a lawyer say they contacted more than one law firm.

Even though clients are likely to shop around, firms that focus on client experience will have a better chance
at making a great first impression—and deter them from looking any further. 42% of consumers surveyed say

that if they like the first lawyer they speak with they won't need to speak with any others.

An initial conversation with a law firm marks the beginning of that client's journey with the firm—and clients
view that first interaction as an indicator for the overall experience of working with the firm. Leaving a bad

impression will only drive potential clients away.

42% of consumers surveyed say that if they like the first lawyer

they speak with they won’t need to speak with any others

What do clients look for when first
contacting a lawyer?

Making a good impression isn't just about picking up the phone or answering an email—clients need to have

reason to believe that the lawyer they contact is the right lawyer for them.

Of those who have ever experienced a legal issue, 82% agreed that timeliness was important to them. Clients

also have an appetite for knowledge and want to get as much information about their case as possible:

e 81% want a response to each question they ask.
e 80% say it's important to have a clear understanding of how to proceed.
e 76% also want to get a clear sense of how much their legal issue could cost.

e 74% want to know what the full process will look like for their case.

The friendliness and likeability of a lawyer’s tone is also important to 64%, but this isn't as common as

the need to have a solid foundation for understanding their case and how to proceed.

When we asked consumers to rank what factors were most important to them when speaking with a law firm,
responsiveness was ranked highest overall. But there was a relatively even distribution across each factor,

suggesting that clients are conflicted on which is most important—and that they are in fact all important.

Lawyers need to give equal weight to how quickly they respond and how well they respond.

26.
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O Importance to clients

Many factors rank high among clients

50%
O Most important 2nd most important
40%

30%

20%

Timely Easy to Understanding Knowing Answering each Cost Friendly tone

response understand process next steps question expectations

Law firms should respond within 24 hours

How quickly do potential clients expect firms to respond when leaving a phone message or email?
10% expect a response within an hour, 24% within a few hours, and 45% within 24 hours. In other words,
responding beyond 24 hours means missing the expectations of 79% of those who reach out. Only 5% of

clients said they would expect a response beyond 72 hours.

Given that clients are likely to reach out to more than one firm when experiencing a legal problem, being

the first to respond will help make a better impression.

]O% I I I I I I
0% . l

3rd most important

Getting a meeting
request
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O Expected response times
100% o
79%

of consumers expect
75% a response within

24hrs

50%

25% .
% of clients

expecting a response

O—O % of expectations met
0% when firms respond

1 hour Few hours 24 hours 48 hours 72 hours 1 week More than a week

Phone is the most important channel, but email and in-person are significant
Of those who indicated how they first reached out to a law firm, 68% said they reached out by phone,

25% by email or an electronic form, and 26% in person.

Clients have diverse preferences for how they reach out to a lawyer. Firms that want to make the most of every
potential opportunity for business should be prepared to deliver a great client experience from the start of

every interaction, across a variety of method:s.

28.
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Lawyers actually drive clients away

We asked clients what reasons they had for not hiring the lawyers they reached out to. 64% indicated they
contacted a law firm that never responded—either through phone or email. For any firm looking to find new

business, not responding to potential clients means not getting hired.

But clients also agreed that there were many other reasons for not hiring some of the law firms they corresponded
with, and these align with our findings in Section 2 of this report. Clients need information that confirms a firm can

help them with their particular problem, and they need to know that the firm is ready to help.

*  65% didn't get any indication on what to do next.
*  64% didn't get a sense of how much their case would cost.
*  62% didn't understand the process for their case.
*  61% didn't get enough information they could understand.

e 52% said the lawyer they spoke with wasn't likeable or friendly enough.

64% contacted a law firm

that never responded

What does this mean for lawyers?

Most lawyers want more clients, yet many law firms are failing to convert the clients that reach out to them
—specifically through phone or email. According to the consumers we surveyed, the law firms that aren’t
getting hired are the ones that do a poor job of responding to client inquiries or that don't provide the type

of information that clients are looking for.

The consumer data in this section is illustrative of how firms can align their business strategies to focus on
the client-experience axis of the Law Firm Maturity Model. Firms that want to increase how much they get
hired should look at those first client interactions, as each one is a valuable sales opportunity for earning
new business. Given that many clients shop around and speak to multiple law firms, firms that prioritize
responsiveness with potential clients are likely to make a good impression. Firms that can demonstrate both

responsiveness and provide quality experiences are the ones that will get hired.

To better understand just how well law firms respond to clients, and how they can improve, we put

together an in-depth market analysis, which is explained in detail in the next section.

Firms that provide responsive,
quality service will get hired more
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It’s not easy shopping for a lawyer in 2019. Our survey research
shows that 32% of clients who have ever shopped for a lawyer
don’t expect a law firm to get back to them, and 64% of those
who contacted a lawyer they didn’t hire said a law firm didn’t
respond to their phone or email. Yet, 89% of legal professionals
we surveyed said that they respond to phone and email inquiries
within 24 hours.

To assess how well law firms are prepared to meet the needs of potential clients today, we put them to the test.
We emailed 1,000 law firms and phoned 500 randomly selected from the same group.

Designed to evaluate the responsiveness and quality of service provided by each firm, we hired a third-party
research company to contact each firm with a brief list of questions that a typical potential client would have
when they first reach out. The questions pertained to a particular legal issue tailored fo the firm's practice areas

and inquired about overall cost and options for booking a consultation.

The data from this analysis represents the first and only primary assessment of law firms of this magnitude,
and the results provide strong implications for the state of client services—and indicate there is plenty of
opportunity for firms to distinguish themselves from competitors.

We emailed 1,000 law firms and phoned
500 randomly selected from the same group

Building our sample

Our analysis assessed the client services provided by 1,000 randomly selected law firms in the United States. We
tailored our outreach to correspond with the type of law practiced by each firm, across five different issue types:

e Family (child custody)

e Criminal (domestic abuse charge)

* Bankruptcy (debt elimination)

* Employment (racial discrimination)

* Business (incorporation)
To be eligible for our analysis, firms needed to have:

*  An active web presence (such as a live website, a social page with activity in the three months
prior to the study, or an active directory page).

* A publicly available email and phone number.

* Information available that indicated they handle legal issues related to the ones used in our study. 31



Part 4 : Putting 1,000 law firms to the test Legal Trends Report 2019

o000 000O0O0

We also confirmed that all 1,000 law firms in our analysis received our email communications. For any emails
that resulted in an email bounceback, we removed the associated law firm from our sample and replaced it

with another to ensure that we achieved 1,000 successful email deliveries.

Law firms struggle with email

The results from our study show that the maijority of law firms are unable to follow up with clients who reach

out via email. 60% of law firms didn’t respond to our emails at all.

Given that this is the preferred method of initial outreach for 25% of potential clients, this means that these
p p

firms are missing out on a sizable portion of their potential market.

The 24-hour window
Of those who did respond, 82% did so within 24 hours. 11% responded after 24 hours, and 7% after 72

hours. There are a couple of takeaways from this. First, if a law firm is going to respond to a client inquiry,
they'll likely respond in a day. Second, if a firm doesn’t get back to their client inquiry in a day, there's a

good chance they won't respond at all.

60% of law firms didn’t

Getting information through email is hard

Few firms seem able to provide more than a brief response when communicating via email. Only 29% of law
firms that responded via email were able to provide a response that was timely, clear, answered at least one

question, and provided some information on either booking a consultation or cost.

*  58% had a likeable tone.

*  57% provided information that was clear and easy to understand.

*  28% provided clear next steps.

*  27% referenced similar legal situations or demonstrated knowledge of the issue.
*  27% provided some information on rates or overall cost.

e 13% provided information on what to expect from the legal process.

While most email responses were still timely and within 24 hours, 71% were unsatisfactory

in terms of the information provided.

Only 28% of firms
provided clear next steps
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Lawyers prefer the phone

Even the firms that responded to us wanted to avoid email:

e 53% of all the emails we received requested that we phone the office instead of communicating through email.

e 15% of emails didn’t provide any information and asked only that we phone them instead.

O Law firm email scorecard

% Firms Evaluation

0.5%

Excellent
(2 law firms)
o
5% Good
(20 law firms)
o
23% Adequate

(93 firms)

71%

Unsatisfactory
(284 firms)

Criteria

Responded within 24 hours

Professional and courteous

Clear and easy to understand

All questions answered regarding the matter and the lawyer’s ability to help
Detailed information on what to expect from the process and next steps

Detailed information on consultations and overall rates or cost

Responded within 24 hours

Not confusing

At least half the questions answered regarding the matter and the
lawyer’s ability to help

Some information on what to expect from the process and next steps

Some information on consultations and overall rates or cost

Responded within 24 hours
Not confusing

At least one question answered regarding either the matter or the
lawyer’s ability to help

Minimal information on either consultations or overall rates or cost

Did not meet the criteria for an adequate response
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Law firms are better at answering their
phones but rarely return calls

Compared to email, law firms were more responsive through phone, but not by much:

¢ 56% of law firms answered our calls.
e 39% of our calls went to voicemail—of which 57% didn’t return our call within 72 hours.

¢ 5% of our calls were unanswered.

In total, 73% of firms either picked up or phoned us back—meaning that, we were unable
to reach 27% of law firms by phone.

57% of law firms never
phoned us back

Law firms don’t provide enough information over the phone

While many firms picked up the phone to speak with us, few were able to provide a lot of key information,

and even fewer were able to demonstrate their knowledge and experience in working with similar types of
cases. Many firms would only discuss information related to a case or questions related to rates and cost in
a follow-up meeting.

e 56% provided rate information (hourly or fixed fees) —9% provided a total cost estimate.

e 50% explained the legal process and indicated next steps.

*  49% answered most questions asked. 11% would only answer questions in a follow-up appointment.
*  43% would not discuss rates or cost over the phone.

*  11% referenced case examples with contextual information.

43% of firms wouldn’t discuss
rates or cost over the phone

34.



Part 4 : Putting 1,000 law firms to the test Legal Trends Report 2019

o000 000O0O0

O Law firm phone scorecard

We calculated an overall conversation score that takes into account how well each firm we spoke

with handled our communications. This score was calculated by averaging performance scores for:

*  Number of questions answered
* Demonstrated experience with the particular case
e Information on rates or overall cost

* Information on next steps

% Firms Evaluation Criteria

7% These firms were able to provide detailed information on nearly all content criteria

Excellent

(20 law firms) (scoring 80% to 100%)
9% Good These firms did not meet all requirements but provided detailed information for
00
(26 law firms) approximately 75% of our criteria (scoring 70% to 80%)
22% Ad . These firms provided the minimum amount of information to be deemed adequate
equate
(62 law firms) § (scoring 50% to 70%)
61% Unsafisfact These firms did not meet the criteria for more than half of our performance drivers
nsati F
(171 law firms) SeHREEEY (scoring less than 50%)

Lawyers provide more information than assistants

Lawyers generally provided more information when they answered the phone compared to assistants.

*  66% of lawyers who we spoke to over the phone were able to answer the majority of questions

we asked them compared to 43% of assistants.

e 38% of lawyers provided detailed information about the firm’s experience handling similar types

of cases compared to 13% of assistants.

*  66% of lawyers provided rate information (either hourly or fixed fee) compared to 54% of assistants.

Lawyers picked up the phone 24% of the time compared to 71% of calls that were answered by an assistant (5%
were answered by an automated phone system). While lawyers are likely much better equipped to provide this type
of information over the phone to a potential client, there were still a large number of calls answered by an assistant

that were able to provide this information—either by the assistant or by transferring directly o someone else.
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While many lawyers have room to improve their initial communications, equipping assistants with the ability to better
answer questions and provide information is a major opportunity for the legal industry to improve client services.

Making lawyers more available to potential clients will also help get them the information they need quicker.

Little gets communicated through voicemail

Only 43% of law firms responded to our voicemails. For our analysis, all returned calls were forwarded to a
voicemail system of our own, of which 86% of responding firms left messages (14% ended their call without
leaving a message). Similar to email, most of these responses (86%) came within 24 hours, indicating that

firms are either likely to get back to their clients within a day or not at all.
When leaving a voicemail, few firms provided information in response to the questions we asked.

e 36% provided rate information (hourly or fixed fees)—0% provided a total estimated cost.
*  14% explained the legal process and provided next steps.
* 4% answered most of our questions.

e 0% referenced cases with contextual case information.

We calculated voicemail scores based on the same criteria as our phone conversation scorecard. From
the data we collected, it's clear that being able to answer when a client calls gives the firm a much better
opportunity to provide information and service. Missing the call and having to deal with voicemail is

unproductive for everyone.

O Law firm voicemail scorecard

% Firms Evaluation Criteria

These firms were able to provide detailed information on nearly all content criteria

0%

Excellent ]
(O law firms) (scoring 80% to 100%)
0% Good These firms did not meet all requirements but provided detailed information for
00
(O law firms) approximately 75% of our criteria (scoring 70% to 80%)
4% Ad r These firms provided the minimum amount of information to be deemed adequate
equate

(3 law firms) (scoring 50% to 70%)

These firms did not meet the criteria for more than half of our performance drivers

96%

Unsatisfactor
(81 law firms) v

(scoring less than 50%)
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Comparisons between email and phone

Not surprisingly, firms that responded to our emails were more likely to provide better phone service

—but not by much.
Of those who answered our emails:

e 60% picked up the phone, compared to 54% for those who didn’t answer our email.
e 36% went to voicemail, compared to 41% of those who didn’t answer our email.
e 58% answered our voicemail, compared to 34% of those who didnt answer our email.

e 3% didn't get answered by a person or voicemail, compared to 5% of those who didn't

answer our email.

Those who didn't respond to our emails were slightly more likely to have a poor conversation
score (73%) than those who did respond to their email (63%).

What does this mean for lawyers?

Based on our surveys, client expectations for law firms are low—and data from our email and phone analysis
suggests this is rightly so. When it comes to bringing in new clients, firms that exceed these fairly reasonable

expectations are the ones more likely to get hired.

In the context of the Law Firm Maturity Model, this assessment suggests that the majority of firms have a long
way to go in progressing along the client experience axis to becoming a responsive firm. Firms that are too
busy to respond or to take the time to deliver quality communications may also be suffering from a lack of

efficient processes that allow for this type of focus.

Regardless of the reason for not providing better client experiences—whether it's that firms aren’t willing or
aren’t able to focus more on this aspect of their firm—these types of service experiences will undoubtedly

hold back firms from achieving high-growth success.

At the same time, this deficiency presents a major opportunity for law firms to innovate and differentiate
themselves within their markets. Firms that meet—or exceed—expectations will capture more clients as they
reach out. Firms that are able to then fulfill their client work in a similar manner will also grow their referral

opportunities down the road.

71% of firms didn’t meet the criteria
for an adequate email response
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When it comes to ensuring their firm’s success, how prepared
are today’s legal professionals? To learn more about how lawyers
think about success—and where they struggle—we surveyed
over 2,500 legal professionals to learn more about how they
think about and plan their success.

It turns out the vast majority of law firms are focused on growth.

87% of lawyers agree they want their firms to grow over the next three years—and 67 % say they want to
grow more than a little. And when it comes to growth, lawyers rank revenues and client base as the top two

areas they want to see grow. But how prepared are lawyers to achieve these goals?

There is no question: being a lawyer is a tough occupation. 76% of lawyers say they are overworked and
68% say they are underappreciated. On the bright side, the majority love being a lawyer (69%) and really
like working with clients (82%).

But, as the Law Firm Maturity Model illustrates, there are two critical components—beyond having expert
knowledge of the law and giving great legal advice —to running a successful business in legal. One
component is the effort that goes into understanding and delivering quality client experiences. The other
is organizing everything in the firm to be productive and making sure everything gets done in an efficient

manner. Both are essential to achieving the type of growth law firms strive for.

87% of lawyers want
their firms to grow
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O Factors representive of firm growth

100%

O Mostimportant 2nd most important 3rd most important
90%
80%
70%
60%
50%
40%
30%

20%

10%

Revenue Clients Lawyers Non-lawyers Practice Geographical
areas locations

0%

Half of managing lawyers aren’t confident
in managing their business

When it comes to those responsible for managing the business aspects of a firm, our research shows that

a significant proportion of managing lawyers don't feel prepared to handle the business side of a law firm.
While 92% are very confident in their skills as a lawyer, only 53% are confident in running
the business side of their firm.

Despite being a critical component to the growth and overall health of a firm, lawyers are rarely trained in the
management side of running a practice as part of their education or licensing. In fact, only 7% agree that law
school prepared them to run the business side of their firm. Bar associations are a slightly better resource, but

not by much: only 23% agree that their bar association provides adequate business training.

Only 53% of managing lawyers are confident in running their business
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Training and experience brings confidence

To better understand what makes some lawyers more confident than others, we looked at the range

of training and experience between each group.

As it turns out, those who are confident are much more likely to have some prior business training or experience
—which may include having an MBA (14%), owning or running a business prior to becoming a lawyer (21%),
majoring in business in college (22%), taking business classes outside a formal school setting (25%), or taking

business-management classes in law school. 41% say they have no prior training or experience.

O Education and experience

Confident

None of the above
Not confident

Business classes outside of school

Business degree

Owned or managed a business
before becoming a lawyer

Law school business classes

MBA
0%

0% 10% 20% 30% 40% 50% 60% 70%

Of those who arent confident in running the business side of their firm, 69% report having no business

training at all. Additionally, 72% say they don’t know enough about running a business.

Those confident in running the business side of their practice are also much more prepared and more likely to
invest fime and resources into their learning. 62% of those confident in managing the business side of their firm
frequently read books or articles related to running or growing a business and 36% frequently take courses. Only

43% of those not confident spend time reading about running their business better, and only 18% take courses.
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What differentiates those who know how to
run a business?

Lawyers who are confident about managing the business side of their firm tend to worry a lot less about it.
Only 32% are worried about something falling through the cracks compared to 78% who aren't confident

about their business.

To get a better sense of how lawyers prioritize their work in managing their firm, we asked lawyers how often
they perform various tasks or duties and compared responses between those confident in running their firms

to those who aren't.

The responses show that those confident in running their firm are more engaged in some key business aspects

of their firm than lawyers who aren’t confident in managing the business aspects of their firm.

Two areas in particular show a significant disparity in how those who are confident spend their time compared
to those who are not confident. For one, even though both cohorts indicated they spend generally less time on
long-term financial planning, only 25% of those not confident did at least sometimes, compared to 46% of

those confident in running their business. The other area to call out is marketing, which more confident lawyers

(70%) indicated spending time on compared to those not confident (49%).

O Business areas firm managers often engage in

Consultations

Office management

Networking

Marketing

Day-to-day accounting

IT

Long-term financial planning

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Confident Not confident
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What does this mean for lawyers?

A famous study showed that 93% of Americans believe they are above average when it comes to driving
ability (an obvious statistical impossibility, since only 50% can be above average). The study is illustrative
of a cognitive bias known as illusory superiority, which sees individuals overestimate their own abilities in

relation to others.

Those confident in running their firm
are more engaged in the business

What's interesting is that when it comes to the practice of law, lawyers don’t have this same overconfidence.
While 73% of lawyers agree that they 're different than most lawyers, only 56% agree that they are better
than most lawyers. In an industry where success is often dictated by the facts of a case and the judicial system
outside of any one lawyer's control, it's often most practical to focus on what a lawyer can control: achieving

the best possible outcome for a matter.

The same goes for running a successful business. While 87% of lawyers want to see their firm grow over the
next three years, not every lawyer knows how. Focusing on success and increasing revenues on their own are
outcomes that may be at least partially outside of the firm’s control. Instead, focusing on key inputs discussed
in this report provide important leverage points that are both controllable and impactful. The client experience

and firm performance axes within the Law Firm Maturity Model provide two critical vectors to prioritize.

As discussed in the first section of this report, some firms know how to achieve year-over-year growth, while
others see their prospects dwindle. Knowing how to earn clients and maintain high standards for business are

two key factors to success.

Sections 2 and 3 in this report outline a comprehensive look at how clients shop for a lawyer and what they
look for when they reach out. Ultimately theyre looking for clear information and responsiveness. As Section

4 shows, these are qualities that many firms lack.

Managing a business effectively means getting the most opportunity out of the resources available. Those who
have training or experience in running a business are much more prepared to spend time learning about and

applying themselves to the business side of their firm—for the betterment of both the firm and their clients.

Confidence alone may not be enough to grow a firm’s business, but there’s a good chance that future analysis
will show that improving the business side of a law firm—not just the ability to practice law—leads to greater

firm success in the long term.

Key business inputs are both
controllable and impactful
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For the past four years, the Legal Trends Report has provided
benchmarking data on some of the most critical business
metrics that determine law firm performance. In this section,
we’ve updated the data for 2019 and included new discussions
on why this data is relevant to firms today.

Hourly rate and the Billable Hour Index:
How much does a lawyer typically charge
per hour?

As a service-based profession, any revenue earned by a law firm almost exclusively comes from the time a
lawyer puts toward billable work on behalf of their clients—and hourly billing is still the predominant method
for billing among law firms. As such, we analyze hourly billing rates to determine how revenue-earning

potential changes over time.

In what we call the Billable Hour Index, we see that after remaining relatively flat up until 2014, hourly

rates have steadily increased on average to $253 in 2019.

This trend follows closely with the Consumer Price Index, which we use as a benchmark indicator

corresponding to the actual purchasing power and living wages in the United States.

Similar to previous years, non-lawyer rates have remained relatively stagnant.
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OBillable Hour Index
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Regional rates adjusted for cost of living

Similar to how we compare lawyer rates to the Consumer Price Index, we also compare average regional rates
to estimations on the overall cost of living within each state. “Actual” rates are the rates that a lawyer charges,
and “adjusted” rates have been adjusted to reflect cost of living data—providing a better point of comparison
in terms of how much a lawyer earns relative to their purchasing power within each state.
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Hourly rates for large metropolitan areas

Los Angeles

ouston

Key business metrics for firm performance

Since 2016, we've defined specific business metrics to reflect how efficient law firms are at performing billable
tasks in relation to invoicing and collecting payment. Utilization, realization, and collection rates provide

powerful insights into how productive a firm is in generating revenue.

Utilization rate: How much of a day is dedicated to earning money for the firm?
Utilization rate measures the average time a lawyer puts toward billable work on a given day. When

compared to the total number of hours available in a day, we get a percentage that we call a utilization rate.

Based on aggregated and anonymized data from tens of thousands of lawyers, we determined that the
average lawyer worked just 2.5 hours of billable work each day in 2018. When we compare this to a
standard 8-hour workday, we calculate a national average of 31% utilization for the typical lawyer.
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Average utilization rates for the legal industry have stayed consistent in the four years we've been publishing
the Legal Trends Report. While this number is much lower than what other industry reports publish, other
reports are based on self-reported survey data, which can often suffer from social desirability biases when

it comes to reporting sensitive information like earnings. People are also more likely to report on the good

times or fail to take into account the ups and downs of a broader time scale for a full working year.

The benefit of this analysis is that it looks objectively at data trends across tens of thousands of legal

professionals over the course of a full year.

O Utilization rate O Readlization rate O Collection rate

O

Number of billable Number of billable Number of hours
- (o] o (o] . o
hours worked 5 number (o) hours invoiced = number (o) collected = number (o)

of hoursinaday = of hours worked = of hours invoiced =

The average lawyer worked just 2.5 hours
of billable work each day in 2018

Realization rate: How much billable work makes it to an invoice?

Realization measures the amount that a firm invoices compared to the amount of billable work performed

at a law firm.

We know that not every hour worked gets billed for. In fact, 19% of the time lawyers work doesn’t make it to
a bill. There could be a number of reasons for this. Last year’s report suggests the most common reasons for
lawyers discounting billable work are: empathy for the client, the client’s ability to pay, or the belief that too

12018 Legal Trends
much time was tracked to begin with.! Report, page 61.

Regardless of the reason behind the loss in realization, the data suggests that a significant amount of time is wasted
on work that doesn’t earn any revenue. Firms can improve realization by ensuring the work they take on will be

billable in the first place, or making sure they have the processes in place to ensure that work makes it to a bill.
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Collection rate: How much billed time gets collected?

Collection measures the amount that a firm collects compared to the amount invoiced at a law firm.

Not every hour billed gets collected upon. Of all hours invoiced to clients, 14% never get paid. This could
mean that clients just aren’t able to afford their legal bills, or it could mean that law firms don’t do a good job
of following up on their invoices. Regardless of the underlying cause, low collection rates mean money earned

gets left on the table, leading to firms suffering costly revenue shortfalls.

One way to make fee payments easier for both clients and firms is to use electronic payments. According
to survey data from last year's Legal Trends Report, 50% of clients are more likely to hire a lawyer who
takes electronic payments, 47% are more likely to hire a lawyer who accepts automated payments or fund

transfers, and 40% would never hire a lawyer who didn’t take credit or debit cards.

Electronic payments also get paid faster, making collections easier and saving follow-ups when bills are past due.

In fact, 57% of electronic payments get paid within the same day they are billed, and 85% get paid within a week.

O How quickly electronic payments get paid after billing

Same day

Next day

2 days

3 days

4 days

5 days

6 days

7 days

8 to 14 days

15 to 30 days Data provided

by LawPay

LAawPAy

0% 10% 20% 30% 40% 50% 60% Powering (D Clio Payments

31+ days

57 % of electronic payments
get paid within the same day
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The lawyer’s funnel

When put together, these utilization, realization, and collection rates make up the lawyer’s funnel to
earning revenue for the firm. The largest potential for earning is at the top, and that potential shrinks at

each stage—which means that each stage is a critical opportunity for improving firm earnings.

To illustrate the devastating effect that the funnel can have on law firm revenue, we can calculate an

average effective rate based on industry averages.

Based on an average industry rate of $253, a lawyer can expect to bring in $2,024 of revenue for
the firm if they billed for a full 8-hour day.

Since the average lawyer only puts 31% of an 8-hour day toward billable work, this reduces maximum

potential daily earnings to $627.
When we apply an 81% realization rate, average daily earnings shrink to $508.

Finally, when factoring in an 85% collection rate, average effective daily earnings fall to $432.

O The lawyer’s funnel

2.5

hours utilized

2.0 6.0

hours realized hours missing

1.7 6.3

hours collected hours missing

Earning potential shrinks at
each stage of the funnel
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o
Hourly rates by state

State Law firms Lawyers Non-lawyers State Law firms Lawyers Non-lawyers
AL $188 $198 $110 NC $217 $241 $122
AR $219 $234 $121 ND $228 $246 $160
AZ $228 $257 $135 NE $195 $202 $182
CA $295 $323 $172 NH $224 $240 $126
co $229 $254 $133 NJ $288 $302 $218
CT $304 $321 $202 NM $212 $230 $122
DC $321 $348 $169 NV $275 $308 $166
DE $272 $309 $170 NY $327 $346 $204
FL $259 $288 $146 OH $208 $220 $127
GA $251 $269 $152 OK $207 $226 $107
1A $155 $159 $126 OR $222 $244 $122
ID $206 $217 $118 PA $258 $268 $183
IL $270 $288 $158 RI $173 $195 $89
IN $212 $226 $125 SC $208 $240 $107
KS $201 $208 $132 SD $189 $192 $105
KY $199 $210 $112 TN $206 $221 $110
LA $216 $231 $95 X $247 $280 $137
MA $254 $262 $169 Ut $216 $239 $123
MD $276 $299 $172 VA $255 $273 $166
ME $159 $169 $108 \"A} $205 $215 $89
Ml $241 $259 $134 WA $238 $266 $135
MN $233 $251 $139 wi $205 $214 $151
MO $208 $231 $120 wVv $154 $158 $m
MS $185 $203 $115 wY $215 $226 $142
MT $183 $195 $103
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Adjusted rates by state

State Law firms Lawyers Non-lawyers State Law firms Lawyers Non-lawyers
AL $214 $225 $126 NC $237 $263 $133
AR $250 $268 $138 ND $249 $269 $175
AZ $237 $266 $140 NE $215 $223 $201
CA $263 $287 $153 NH $213 $229 $120
co $225 $249 $130 NJ $252 $264 $191
CcT $280 $295 $185 NM $223 $242 $129
DC $272 $295 $143 NV $282 $316 $170
DE $267 $303 $166 NY $282 $299 $177
FL $261 $291 $147 OH $232 $247 $142
GA $272 $293 $165 OK $230 $251 $119
1A $172 $176 $139 OR $224 $247 $123
ID $220 $233 $127 PA $263 $273 $186
IL $268 $286 $157 RI $176 $198 $90
IN $232 $248 $136 SC $230 $265 $118
KS $222 $229 $145 SD $215 $218 $120
KY $224 $237 $126 TN $229 $245 $121
LA $236 $253 $104 X $256 $290 $142
MA $237 $245 $158 Ut $223 $246 $126
MD $250 $271 $156 VA $248 $266 $162
ME $163 $174 $112 \"A} $202 $213 $88
Ml $256 $275 $142 WA $230 $256 $130
MN $239 $257 $142 wi $220 $229 $162
MO $232 $258 $134 wv $173 $178 $125
MS $213 $234 $132 wY $223 $235 $147
MT $194 $207 $110
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Hourly rates by practice area

Practice area

Administrative

Appellate

Bankruptcy

Business

Civil Litigation

Civil Rights/
Constitutional Law

Collections

Commercial /
Sale of Goods

Construction

Contracts

Corporate

Criminal

Elder Law

Employment/
Labor

Family

Law firms

$206

$272

$307

$281

$258

$298

$212

$289

$238

$251

$304

$161

$225

$296

$234

Lawyers

$260

$283

$340

$295

$276

$332

$239

$299

$260

$259

$318

$163

$246

$311

$261

Non-lawyers

$12

$120

$158

$151

$136

$135

$132

$135

$118

$151

$158

$134

$145

$164

$139

Practice area

Government

Immigration

Insurance

Intellectual
Property

Juvenile

Mediation/
Arbitration

Medical
Malpractice

Personal Injury

Real Estate

Small Claims

Tax

Traffic Offenses

Trusts

Wills & Estates

Worker's
Compensation

Law firms

$168

$271

$209

$326

$86

$286

$192

$200

$273

$194

$301

$255

$281

$255

$162

Lawyers

$170

$299

$226

$340

$87

$313

$225

$236

$286

$200

$325

$275

$319

$289

$155

Non-lawyers

$99

$201

$100

$190

$74

$88

$109

$ns

$186

$160

$176

$179

$158

$150

$193
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Utilization by state

State Lawyers Non-lawyers State Lawyers Non-lawyers
AL 34% 19% NC 28% 19%
AR 27% 15% ND 35% 17%
AZ 29% 23% NE 36% 34%
CA 32% 25% NH 25% 13%
co 33% 25% NJ 32% 24%
CT 28% 16% NM 33% 15%
DC 30% 27% NV 34% 25%
DE 35% 22% NY 29% 22%
FL 30% 22% OH 33% 22%
GA 27% 18% OK 32% 17%
1A 38% 21% OR 30% 18%
ID 34% 15% PA 31% 19%
IL 34% 21% RI 33% 32%
IN 32% 17% SC 32% 22%
KS 31% 10% SD 32% 9%
KY 29% 16% TN 27% 16%
LA 27% 17% X 30% 25%
MA 30% 20% UT 36% 29%
MD 28% 21% VA 29% 22%
ME 37% 19% VT 28% 19%
MI 30% 19% WA 34% 25%
MN 30% 17% WiI 36% 23%
MO 31% 22% WV 34% 12%
MS 26% 16% WY 28% 16%
MT 35% 18%
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Realization and collection by state

State Realization Rate Collection Rate State Realization Rate Collection Rate
AL 78% 84% NC 79% 84%
AR 80% 88% ND 88% 91%
AZ 81% 84% NE 72% 87%
CA 80% 86% NH 85% 90%
co 88% 89% NJ 79% 82%
CT 85% 83% NM 80% 90%
DC 66% 83% NV 80% 85%
DE 72% 89% NY 74% 80%
FL 74% 86% OH 82% 87%
GA 80% 87% OK 85% 85%
1A 81% 83% OR 86% 89%
ID 89% 86% PA 80% 86%
IL 83% 83% RI 79% 91%
IN 73% 84% SC 89% 88%
KS 76% 89% SD 84% 89%
KY 86% 87% TN 74% 85%
LA 74% 87% X 83% 87%
MA 83% 88% UT 89% 83%
MD 79% 88% VA 85% 87%
ME 87% 89% VT 87% 90%
MI 82% 86% WA 89% 88%
MN 86% 90% WiI 81% 88%
MO 81% 85% wVv 61% 83%
MS 75% 81% WY 92% 87%
MT 21% 88%
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Realization and collection by practice area

Practice area

Administrative

Appellate

Bankruptcy

Business

Civil Litigation

Civil Rights/
Constitutional Law

Collections

Commercial /
Sale of Goods

Construction

Contracts

Corporate

Criminal

Elder Law

Employment/
Labor

Family

Realization rate

53%

83%

71%

90%

82%

14%

87%

87%

95%

78%

89%

70%

75%

70%

91%

Collection Rate

86%

84%

72%

88%

85%

82%

88%

88%

90%

90%

88%

83%

73%

91%

83%

Practice area

Government

Immigration

Insurance

Intellectual
Property

Juvenile

Mediation/
Arbitration

Medical
Malpractice

Personal Injury

Real Estate

Small Claims

Tax

Traffic Offenses

Trusts

Wills & Estates

Worker's
Compensation

Realization rate

95%

73%

61%

86%

80%

88%

63%

44%

87%

87%

86%

71%

86%

79%

75%

Collection Rate

98%

79%

86%

91%

86%

90%

87%

91%

89%

83%

89%

85%

92%

89%

96%
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Average case value by practice area

Practice area P10 P50 P90 Mean
Administrative $150 $774 $6,000 $2,982
Appellate $428 $2,380 $21,038 $8,556
Bankruptcy $400 $1,295 $3,590 $2,390
Business $184 $709 $4,013 $2,063
Civil Litigation $218 $1,284 $10,402 $5,021
Civil Rights/ Constitutional Law $285 $2,736 $31,923 $12,251
Collections $150 $488 $2,843 $1,353
Commercial/Sale of Goods $200 $990 $6,375 $3,181
Construction $300 $1,500 $10,940 $5,552
Contracts $158 $600 $3,000 $1,543
Corporate $200 $860 $5,348 $2,882
Criminal $165 $756 $3,500 $1,567
Elder Law $199 $925 $7,000 $2,614
Employment/Labor $220 $1,251 $9,345 $4,367
Family $280 $1,675 $8,019 $3,575
Government $152 $500 $3,21 $1,919
Immigration $150 $900 $3,690 $1,510
Insurance $316 $1,960 $9,900 $4,298
Intellectual Property $200 $750 $3,000 $1,985
Juvenile $170 $561 $2,422 $1,126
Mediation/ Arbitration $180 $676 $2,925 $1,493
Medical Malpractice $405 $6,000 $18,887 $8,981
Personal Injury $281 $1,901 $8,333 $3,728
Real Estate $175 $582 $3,218 $1,520
Small Claims $150 $500 $1,675 $817
Tax $125 $490 $4,496 $1,924
Traffic Offenses $122 $300 $2,000 $727
Trusts $250 $1,400 $5,977 $2,867
Wills & Estates $210 $800 $3,345 $1,592
Worker's Compensation $432 $2,188 $9,214 $3,970
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App data collection

The Legal Trends Report uses aggregated and anonymized data collected from the Clio platform, which
gives us the foundation to identify informative and interesting patterns to observe and investigate. By

synthesizing actual usage data, we're able to identify trends that would be otherwise invisible to most firms.

The Legal Trends Report has been prepared using data aggregated and anonymized from the usage
activity from tens of thousands of legal professionals. These customers were included in our data set using
the following criteria:

* They were paid subscribers to Clio. Customers who were evaluating the product via a

free trial or were using Clio as part of our Academic Access Program were not included.

e They were located in the contiguous United States. This includes the District of Columbia

but excludes Hawaii and Alaska. No customers in other countries were included.
* Any data from customers who opted out of aggregate reporting were excluded.

e Outlier detection measures were implemented to systematically remove statistical anomalies.

Data usage and privacy

The security and privacy of customer data is our top priority at Clio. In preparing the Legal Trends Report,

Clio’s data operations team observed the highest standard of data collection and reporting.

Data collection

e All data insights were obtained in strict accordance with Clio’s Terms of Service (section 2.12).
e All extracted data was aggregated and anonymized.

*  No personally identifiable information was used.

* No data belonging to any law firm’s clients was used.

Reporting
Aggregate data has been generalized where necessary to avoid instances where individual firm data

could be identified. For example, to avoid reporting data on a small town with only one law firm, which

would implicate all of this town'’s data to this firm, we only report at country, state, and metropolitan levels.

Additionally, raw data sets will never be shared externally. Clio is effectively a tally counter for user
interactions—much like stadiums use turnstiles to count visitors without collecting any personally identifiable
information from their customers. Similarly, as users interact with the Clio platform they trigger usage signals
we can count and aggregate into data sets. We can identify trends without collecting information that reveals

anything specific about individual customers.
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