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Making online reviews work for your firm
By FindLaw Legal Marketing Experts

If you’re anything like the average American consumer,
you almost always look at online reviews. You probably skim
a few before making a small purchase and read a larger
amount more thoroughly before making a bigger one. 
And, if you’re anything like the average law firm, you

aren’t taking online reviews as seriously as you should, and
are letting their very real and very powerful business
development benefits go unrealized. Especially since 35
percent of consumers with a legal need used online reviews
to help make their choice, according to the most recent U.S.
Consumer Legal Needs Survey. That makes online reviews
second only to search engines. 
If you’re reading this piece, then you’re already a significant

step ahead of many of your competitors, because you already
know, on some level, that online reviews are not something
you can ignore. What you may not know is how to channel
their power into a useful and efficient business development
tool for your practice – or how to do that smoothly and
seamlessly so maximum effect is earned with minimum
effort. 
This guide is designed to help you take advantage of

reviews and use them to attract new clients before a competing
firm does. We’ll take a very quick look at some positive
attributes of online reviews you might not be aware of before
then exploring techniques for cultivating a critical mass of
reviews. We’ll then present you with options for tools you can
use to maximize their positive effect and walk you through a
high-level plan for implementing a process for collecting and
promoting reviews.

Unexpected advantages of a robust body of reviews 

The chief benefit of reviews is that they show a potential
client what it’s been like for other people in his or her situation
to work with you (and win that potential client over before
another firm does). However, the list of benefits that flow
from a strong body of online reviews doesn’t stop there. Here
are three more positive effects of reviews you may not have
realized: 

1. Reviews enhance online visibility 
The tools search engines use to determine which results

are most relevant to a given query grow more sophisticated
every day. Google has confirmed that online reviews are one

of the more than 200 factors it takes into consideration when
determining where on a search engine results page (SERP) a
result lands. Landing atop the SERP isn’t the marketing
magic bullet some people once thought it was, and the companies
behind search engines have been very clear that there’s no
way to guarantee you’ll ever nab the top organic spot. Even
so, a beneficial SERP position is a strong reason to court
online reviews.

2. Reviews generate consumer interest 
Have you ever noticed that if you see that a restaurant is

crowded, you find yourself more interested in going there
yourself? The opposite side of the coin is also true. A café
seems less appealing if there are too many empty tables.
There’s a reason for this. It’s called “social proof.” We want
what others have, especially after we see that they have it,
and it’s a major driver of business for retail stores, vacation
destinations, entertainment venues – and law firms. If a
potential client sees that many people have reviewed you,
that’s evidence that they have worked with you, and so
validates his or her choice of working with you. Likewise, a
scant number of reviews might look a little suspicious, like
other people are avoiding working with you for some reason.

3. Reviews help you shape client perception of you 
A positive review speaks for itself, but even a less-than-

flattering review has value. That’s because it gives you the
opportunity to provide a clear, thoughtful response, and thus
to show yourself as a poised and professional person. (And 97
percent of customers say they’d read a businesses’ response
to a negative review, according to one study by digital
marketing firm BrightLocal, so potential clients are indeed
paying attention.) This doesn’t just help you manicure your
image. It helps manifest positive, future working relationships
by influencing a potential customer’s perception of you. It’s
almost a self-fulfilling prophecy – if a client sees that you
responded to an unsatisfied customer with fairness and
dignity, he or she will go into the working relationship with
an impression of you that’s already positive. That’s one more
positive customer for you, and one less for the other firms
who want the same kind of business you do.

Three approaches to cultivating reviews 

There’s no single right way to go about garnering online
reviews for your potential clients to see, but one approach
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will likely work better for your practice than others. Here
are three common ways to collect reviews, with a pro and
con for each so you can fully consider them. 

1. The hands-off approach 
Regardless of whether they make any effort, most

businesses will accumulate at least a few online reviews
over time. People seem to love writing them almost as much
as they love reading them (in one BrightLocal survey, 60
percent of respondents said they had written a review after
a positive result and 25 percent said they’d written one after
a negative result), so it’s almost inevitable that a few reviews
will trickle in, even if you do nothing to encourage them. 
Pro: You have plenty on your plate at any given time. Sitting

back and letting reviews happen on their own keeps there
from being one more item on your to-do list. 
Con: Taking a passive approach like this means you can’t

have any expectation as to what kind of reviews you’ll get,
how many, or when they will be posted. In one survey, 48
percent of consumers said they only pay attention to reviews
written within the past two weeks, so a slow drip of reviews
might not be enough to ever generate any meaningful benefit.
Furthermore, if you aren’t engaging with clients whom you’d
guess to have had a positive experience, you’re very much at
the mercy of whatever people feel like writing. Most attorneys
have too low a risk tolerance for that kind of attitude. Lastly,
if another firm is out there working reviews to its advantage,
then it’s eating your lunch. You can’t let that happen for too
long or you’ll have to take down your “Open for Business”
sign.

2. Make it a matter of course 
A less passive way to nurture online reviews is to politely

ask a client for one as you’re closing up his or her matter. In
one survey by marketing agency BrightLocal, 85 percent of
customers said they’d write a review if they were asked, so
this is an effective technique, even if it feels odd at first. 
Pro: If you’re able to be consistent about asking for

reviews, it will quickly become second nature. You’ll also
generate a significant number of reviews much more quickly
than you would if you sat back and let them come in on their
own. 
Con: FindLaw has been studying how law firms behave

for many years, and the feedback is very clear – even the
best-intentioned law firms fall behind on follow-up sooner or
later. It’s understandable, because work gets hectic and
priorities change, but it’s a shame that reviews have to
suffer when you get caught up in other elements of running
a law firm. This tactic puts you at risk for building up very
good momentum, but then getting pulled away to deal with
other tasks before your strategy can reach fruition.

3. Automate the process 
Software programs can automatically prompt a client to

write a review. As long as that prompt is short and polite,
consumers don’t seem to mind them. And again, with as
many as 85 percent of consumers reporting they’d be willing
to write a review if asked, it’s a technique that pays off. 
Pro: The software takes care of requesting a review for

you, so you don’t have to take any extra steps, and you’re
almost assured to quickly get to a point where you have
enough positive reviews to meaningfully impact consumer
behavior. 
Con: Of the three, this approach is the only one that

requires an extra expense, and with the ebbs and flows of
income in many areas of practice, that isn’t always easy to
get approved.

Tools to enhance online reviews’ efficacy 

Using the right tool for the job makes any task easier and
every result better. If you’re interested in putting some effort
into generating positive online reviews, here are three
instruments you can use to get going on the right foot. 

1. Ratings & Reviews Analysis
This is an excellent entry point for attorneys who want to

get going with using reviews to gain a leg up on their
competition but find themselves still at the starting line. This
offering begins with a complimentary 30-minute consultation
with a FindLaw digital marketing expert in which the two of
you will explore how your online presence measures up and
discuss how you can start building, monitoring, and managing
your online reputation. 

2. FindLaw Review Platform
For customers with an existing FindLaw website, the

FindLaw Review Platform is a smooth and sensible option. A
review button is installed on your site and, when clicked,
guides the user through the review process. A custom
webpage is also provided so an attorney can send it directly
to clients to request a review at his or her discretion. In
addition, FindLaw provides a dashboard, so that an attorney
can see in real time what the review situation is looking like,
and a FindLaw Digital Marketing Expert has an e-mail check
in on a quarterly basis to analyze the results and make
recommendations. 

3. Client Pulse Survey
FindLaw’s Client Pulse Survey is a great option if you

want to let someone else handle the process of nurturing
reviews, but would like a helping hand, rather than technology,
to guide you through the process. Here’s how it works: On a
quarterly basis, you provide FindLaw with a list of clients to
whom it should reach out, and a FindLaw marketing
professional will contact them on your behalf to gauge their
experience. That feedback is collected into a report, which is
then shared with you on a quarterly phone call with a FindLaw
Digital Marketing Expert. Clients who are “net positive” are
directly asked to write a review, thus nurturing a pipeline of
favorable reviews to enhance your digital profile.

Getting going while the going’s good 

By now, we’ve pointed out three benefits of online reviews
that may be news to you and looked at three means of
collecting reviews. After our overview of tools at your
disposal, you might now be asking yourself, “What should be
my first step?” To answer that, here’s a general battle plan
that makes sense for any practice area or firm size. 

1. Review your budget 
You can work on maximizing online reviews without any

additional expense, but investing in tools or services to make
it easier may be worth it. Take a look at what, if anything, you
have available and decide if this is how you would like to use it. 

2. Determine your comfort level 
Many attorneys shy away from asking for reviews because

it seems strange. Before you go any further, try to do some
thinking about whether the plan you’ve designed for yourself
is in any way influenced by discomfort you expect to feel. If
you can mitigate the influence of this (natural, but probably
unfounded) hesitation, you’ll be better able to fully embrace
the process of seeking out online reviews.



3. Set realistic expectations 
A body of positive reviews isn’t going to happen overnight.

Think about how long an average case runs from intake to
completion, and use that as a framework for setting an
achievable number of reviews for the next quarter. 

4. Assess 
At the end of the quarter, take a look at the reviews you

got. Do you think they were worth whatever effort and
expense it took to get them? Did what people have to say
about your firm teach you anything, either about customers
themselves or the way you interact with them? Is there
anything you’d like to try differently next quarter? Take the
answers to these questions and use them to shape your
approach to online reviews for the coming quarter. 
It may take you a while to feel you have gotten the hang of

asking for and managing online reviews, but hopefully, you
don’t doubt the value of what you’re doing. Online reviews
are an excellent way to reach potential clients before your
competitor firms do, and furthermore, they aren’t a tool most
law firms are utilizing fully. That means if you take advantage
of them, you’ll be a significant step ahead in the race to draw
in new business. If you’re interested in learning about
building your online reputation with more 5-star reviews,
more information is available on FindLaw’s Ratings and
Reviews page. n


