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Abstract
Within this paper, the author attempts to discern how brand personality is performed
within the written content of law firm websites, how that brand personality performance changes
with regard to contextual variables and how the performance of brand personality correlates to
conversion rates for the websites examined. Research within this paper is conducted under the
lens of the brand personality model posited by Jennifer Aaker (1997), supporting the concept that
the personality of a brand can be characterized by five dimensions: competence, excitement,
ruggedness, sincerity and sophistication. Primary research for this paper included a computerassisted content analysis of text pulled from the homepage, primary and secondary-level pages of
500 law firm websites. Secondary research included analysis of website conversion data from
303 of the 500 sites initially analyzed, sites for which conversion data was available at the time
this research was conducted.
Throughout this paper, the research conducted consistently demonstrates a reoccurring
brand personality profile observed within the analyzed sites, with competence, excitement and
sincerity being the most dominant dimensions, ruggedness being performed at a secondary level
and sophistication being the least present. With regard to brand personality impacting the
conversion rate of website audiences, no significant evidence was found linking the two. This
paper concludes with recommendations for content creators of law firm websites and law firm
website stakeholders, regarding how to use this research in the development of website content.
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Introduction
Law firm websites are big business. Within the law firm directory of FindLaw.com,
websites for an estimated 20,000 law firms are listed, allowing potential customers to find,
compare and purchase legal services. Prior to 1977, law firms were prohibited from advertising,
but following the Supreme Court ruling in Bates v. State Bar of Arizona, lawyer advertising was
deemed commercial speech protected under the 1st amendment, and the legal industry was wellprimed for the advent of internet advertising nearly 30 years later. Now, in addition to the
thousands of websites designed, produced and listed by FindLaw.com every year, companies like
Scorpion, JurisPage and Postali also work to position lawyers competitively within the Internet’s
legal marketplace. Now, with so many sites vying for the attention of legal consumers, law firms
benefit from communicating as effectively as possible, with effective communication allowing
them to compete in such a crowded marketplace.
Within this paper, the researcher has addressed the question of how brand personality is
performed via the written website content found within law firm websites, controlling for
variables that include: the primary practice area of the law firm, the geographic region within
which the firm is located, the population of the city or town within which the firm is located, and
the firm size – or the number of attorneys practicing with the firm. Additionally, the researcher
has addressed how brand personality correlates to website traffic and conversion rates,
demonstrating whether or not a relationship exists between higher conversion rates and spikes in
the performance of any particular brand personality dimension.
The author hypothesized that by understanding how brand personality profiles are
impacted by the variables listed above, customers within the legal website industry can make
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informed decisions about what brand personality profile to craft for themselves, as well as how
to best use website content to strategically communicate with their customers and audiences.
In order to analyze the performance of brand personality across law firm websites, the researcher
used a computer-assisted content analysis technique, developed by Opoku, Pitt and Abratt
(2007).
This computer-assisted technique involved using WordStat, a computer-assisted content
analysis tool, to define a dictionary of terms that indicated the presence of Aaker’s five
personality dimensions, code collected content using that dictionary and output statistics that
demonstrate the performance of brand personality profiles. While Opoku, Pitt and Abratt initially
applied their technique to the analysis of author biography website pages, within this paper the
researcher echoed this methodology by applying a similar system to produce a content analysis
of written content from law firm websites. Additionally, within this paper, the researcher has
controlled for variables, allowing insight into the performance of brand personality profiles
across geographic region, surrounding population density, primary type of law practiced and the
number of attorneys at each firm
By using Opoku, Pitt and Abratt’s methodology to measure dimensions of Aaker’s brand
personality model within the websites of different law firms, the researcher was then able to
generate a descriptive dataset that modeled brand personality performance. In doing so, the
researcher was able to demonstrate how the competitive landscape of law firms position their
brand personalities in numerous contexts and provide insight for strategic decision making as
firms develop or reevaluate their website content. Lastly, by comparing brand personality
performance to collected website traffic data and conversion rates, the researcher was able to
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identify whether or not a correlation existed between dominant brand personality dimensions and
increased website effectiveness.
Literature Review
Research in the field of branding indicates that communicating brand personality is an
effective way to engage and communicate with audiences via website content, potentially giving
legal brands an advantage or helping them to more effectively reach their customers (Freling &
Forbes, 2013; Keller & Richey, 2006; Merrilees & Fry, 2002; Papania, Campbell, Opoku, Styven
& Berthon, 2008; Sung & Kim, 2010).
The brand personality construct, detailed by Aaker (1997), is formally defined as “the set
of human characteristics associated with a brand” (p. 347), and Aaker describes brand
personalities as vital to the branding process due to the human tendency to “imbue brands with
human personality traits” (p. 347). As such, audience members may perceive brands as
manifesting personalities like rebelliousness, as seen in Harley-Davidson Motorcycles;
responsibility, as seen in Edward Jones Financial; or wholesomeness, as seen in Quaker Oats.
Branding research shows that as audience members detect congruence between a perceived
brand personality and their own ideal self-image, preference for and loyalty to that brand
increases (Malhotra, 1988; Sirgy, 1982), thus demonstrating evidence for thoroughly performing
a well developed brand identity.
Within Aaker’s model, five dimensions make up brand personality: sincerity, excitement,
competence, sophistication, and ruggedness (p. 352), and research has demonstrated that brands
can use these dimensions to effectively communicate brand personality via websites (Chapleo,
Carrillo Durán & Castillo Díaz, 2011; Okazaki, 2006; Opoku, Hultman & Saheli-Sangari, 2008;
Opoku, Pitt & Abratt, 2007).
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According to Aaker, “perceptions of brand personality traits can be formed and
influenced by any direct or indirect contact that the consumer has with the brand” (p. 348).
Because website content is a major point of contact between prospective customers and law
firms (Keller, 2009; Rowley, 2004), it can logically be construed that law firms benefit from
website design reflecting an intentionally developed brand personality. In addition, it follows that
law firms stand to benefit from understanding how competing lawyers and law firms are
positioning themselves within the competitive marketplace with regard to brand personality, in
order to either conform with the marketplace norm or differentiate themselves from the
competition and make informed decisions with regard to marketing, branding and
communication.
Further demonstrating the value of law firms understanding and utilizing brand
personality within website content, the performance of brand personality has been consistently
shown to have a strong positive impact on audience perceptions (Malhotra, 1988; Sirgy, 1982),
loyalty and trust (Aaker, 1997). Brand personality performance has also been described as
providing the benefit of demonstrating to an audience who the brand would be if it were a
person, how it would act and what it would do (Hawkins, Best & Coney, 2004).
Within a review of literature relevant to the development of law firm websites, no
literature specifically addressed the utilization of content to perform brand personality, or even
the topic of brand personality in general. Rather, literature within this area focused mainly on the
ethical issues relevant in advertising legal services (Backer, 2001; Browne-Barbour, 2002), as
well as small amounts of outdated and irrelevant literature making up basic best-practice guides
to the development of website content (Krieger, 2006; Lore, 2006; Nisbet & Glen, 2008).
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Without any literature focusing on brand personality as applied to law firm websites,
questions remained unanswered. Specifically, how have law firms on average positioned their
brand personality via website content, and how have the brand personalities performed by law
firm website content across the legal industry changed when considering different variables,
specifically: geographic region, population density, firm size, and the primary type of law
practiced? Additionally, how does brand personality affect the effectiveness of a site, driving
audience to convert by moving from viewing a website to contacting the firm?
While never applied specifically to law firm websites, several studies have made use of
Aaker’s brand personality model to gauge the performance of brand personality across websites
within other industries, such as higher education (Chapleo, Carrillo Durán & Castillo Díaz, 2011;
Opoku, Hultman & Saheli-Sangari, 2008) and the governmental websites of African nations
(Opoku, Pitt & Abratt, 2007), demonstrating that websites can effectively convey brand
personality. Additionally, Okazaki (2006) went as far as to study 240 websites created by 64
America-based multinational brands, ranging across categories like consumer durable goods,
consumer non-durable goods, services and industrial products. Okazaki’s 2006 study
demonstrated that brands were effectively able to create consistent, uniform brand personality
across global markets, and the variety of websites needed to support such a network. Though
none of the research reviewed dealt specifically with the legal industry, the variety of industries
and areas studied imply that Aaker’s model would also provide insight into the legal industry.
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Methodology
It should be noted that the researcher responsible for this paper is employed by FindLaw,
and as such, made every effort to maintain impartiality and avoid any biased data collection.
However, FindLaw.com contains one of the largest, most extensive and varied directories of law
firms. As such, within this paper, 500 law firm websites were gathered from the FindLaw.com
legal directory, found at http://pview.findlaw.com/profiles/lawfirm/a/1.html. This sample
comprised the first 50 non-replicating entries from the A through J sections of FindLaw’s legal
directory. This collection method was executed to provide a random sample, potentially
sacrificing balance along variables in order to provide an accurate representation of FindLaw’s
legal customer base.
From each law firm directory entry, information was gleaned pertaining to the firm's
website URL, geographic location, primary practice area, and number of attorneys within the
firm. See Appendix A for a FindLaw.com directory example. Within each website analyzed, all
written content was captured from the homepage, as well as all pages at the primary and
secondary navigation levels. This content was then added to WordStat computer-assisted content
analysis software. Though the numerous forms of design and site architecture presented a huge
diversity of navigation styles and page quantities, several examples of primary and secondary
navigations levels are demonstrated in Appendix B, C and D.
Following content collection by the researcher, coding then ensued using the code book
developed by Opoku, Pitt and Abratt (2007). To create their code book, Opoku, Pitt and Abratt
extrapolated synonyms for Aaker’s five brand personality dimensions, eliminating synonyms
with inappropriate meaning, like ruggedness synonyms “hairy” and “rude” (pg. 24). After an
initial round of test coding on law firm content for this paper, the researcher also removed
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additional synonyms possessing inappropriate meaning within the legal industry context. For
example, the excitement synonym “juvenile” and the competence synonym “firm” were
removed. The exclusion and stemming functions of the WordStat software were also utilized to
remove words with little value, like pronouns and conjunctions, convert plurals into singulars,
and reduce adjectives, verbs and adverbs to a common form. The final code book used in this
study is available in Appendix E.
Following the coding phase of the research, in order to control for additional variables,
further data was also added, elaborating upon and supplementing the initial variable information
gathered throughout the first phase of the research process. Specifically, 2013 United States
census data was used to provide population numbers for the city within which each law firm was
located. Additionally, for use in informing content creators within FindLaw, the FindLaw’s
geographic sales regions were used to divide the final list of sites into macro-level geographical
regions. FindLaw’s regional sales map is available in Appendix F. Lastly, the researcher
categorized the population data from each law firm’s city into population range groups, including
those in the final data set for the purpose of more broad variable brand personality
categorization. It should be noted that the groupings applied to population density in this paper
were created solely by the researcher, anecdotally formed around best-fit. These groupings were
not informed by the source data used to find population numbers.
After all collected website content was coded using the WordStat software along the
guidelines set by the codebook, a table was developed, delineating each site analyzed, the
percentage of each brand personality dimension found within each piece of content, the primary
practice area of each firm, the number of attorneys practicing at each firm, the region, state and
city each firm was located within, and the population of each firm’s city or town.
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FindLaw’s internal metrics system was then used to gather 12 months of site traffic data
and conversion information for each site, beginning in June of 2015. Traffic data included the
number of unique visits to each site, the total number of page views on each site and the number
of visits to each site originating from a search engine. Conversion data for each site included the
number of contacts each law firm received from their website, indicated by unique email
addresses and unique telephone numbers specific to the digital presence of each firm. The full
table, demonstrating all data collected, is available within Appendix G.
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Results & Discussion
After initially reviewing the data, pivot tables were utilized to sort the information
gleaned through the content analysis process into more
easily comprehendible subsections. Through this process,
graphs and tables were created to help visualize the
averaged brand personality profile, controlling for
different variables. The holistic profile, an average of the
brand personality performance of all sites with no
variables taken into account, showed dominant traits

Figure 1: Average brand personality profile of all
content analyzed.

along the vectors of competence, excitement and
sincerity. This profile can be seen in Table 1 and demonstrated in Figure 1, and this model,
demonstrating competence as the primary brand personality dimension performed, with
excitement and sincerity as secondary dimensions, ruggedness at a tertiary level, and
sophistication represented as the most minor dimension, would continue throughout the research,
largely holding steady across all variables.
Competence
34%

Excitement
24%

Ruggedness
12%

Sincerity
27%

Sophistication
4%

Table 1: Average brand personality profile of all content analyzed.

One of the most irregular variables seen within this research was the primary practice
type of the firms being analyzed. While many of the variables considered within the study were
fairly balanced, primary practice type was skewed with dominant practice areas like personal
injury, family law and general practice. Due to this notable irregularity, firms with primary
practice type records totaling less than 15 were grouped into the specialty category, and only
analyzed as a batch, with primary practice type records totaling 15 and over being grouped as
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common and analyzed individually. This imbalance, and subsequent grouping is visible within
Figure 2.
Under these designations, content analysis with the
primary practice type variable being taken into account
generated brand profile data visible in Table 2. While the
number of firms analyzed in each primary practice type
grouping does not represent a valid sample size for all of
FindLaw’s customers, and does not give a representative
rendering each specific sub-industry’s brand personality,
this sample does provide additional insight into the
customer base of FindLaw.com legal marketing service,
which is directly tied into their listing directory.
Analyzing brand personality profiles along this
variable, as seen in Figure 3, some small differences were
observed in how each industry subset performs its
respective brand personality. However, while these
differences were fairly insignificant, it was worth noting
that the three dominant traits evidenced within the holistic
profile of Figure 1 remained constant throughout, with
competence, excitement and sincerity appearing in much
higher percentages than ruggedness and sophistication.

Figure 2: All firms analyzed, by primary practice
area.
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While the general trend described
above did remain the same with regard to the
primary practice type variable, several
outliers did appear within analysis. For
example, while the dominant three
dimensions of competence, excitement and
sincerity maintained the role as the primary
components of these profiles, several primary
practice types show significant increases in
levels of sincerity, including estate planning

Figure 3: Brand personality profiles by primary practice area.

and family law. Additionally, employment and personal injury showed increased levels of
ruggedness, potentially due to the emphasis placed on danger, liability and accidents.
Competence

Excitement

Ruggedness

Sincerity

Sophistication

34%

23%

12%

27%

4%

Bankruptcy

36%

28%

10%

24%

2%

Business & Commercial

36%

27%

8%

25%

4%

Criminal Defense

37%

21%

13%

24%

4%

Employment

30%

21%

16%

29%

4%

Estate Planning

33%

22%

9%

33%

4%

Family Law

30%

23%

12%

31%

4%

General

35%

24%

10%

28%

3%

33%
37%

23%
24%

16%
10%

25%
25%

5%
3%

Common

Personal Injury
Specialty

Table 2: Average brand personality profile by primary practice areas.

The trends of competence, excitement and sincerity as the dominant brand personality
dimensions continued as the research turned to additional variables. Examining each firm’s
geographic region - seen in Table 3 - as well as when considering the firm size, grouped by the
number of attorneys staffing each firm – seen in Table 4 – the trend of these three dominant traits
held firm.
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Region
Midatlantic

Competence
33%

Excitement
22%

Ruggedness
13%

Sincerity
29%

Sophistication
4%

Midwest
North East

34%
33%

24%
27%

11%
13%

26%
24%

4%
4%

South
South East
South West

34%
37%
33%

25%
21%
24%

12%
10%
11%

26%
28%
26%

3%
3%
5%

West

35%

24%

12%

25%

4%

Table 3: Average brand personality profiles by geographic sales region.

It should also be noted that with regard to firm size, examining the number of attorneys
practicing at each firm, the data was grouped in three sets: large, medium and small. These
groupings reflected firms with eight or more attorneys practicing, four to seven attorneys
practicing, and one to three attorneys practicing, respectively. A null group is also included, for
firms that did not report the number of attorneys practicing. For a full list of all states and cities
included in each geographic region, as well as their respective counts and brand personality
profiles, see Appendix H.
Firm Grouping

Competence

Excitement

Ruggedness

Sincerity

Sophistication

Large (>8)

38%

21%

11%

24%

5%

Medium (4 to 7)
Small (1 to 3)

33%
34%

26%
23%

12%
12%

26%
27%

4%
4%

NULL

38%

24%

12%

24%

4%

Table 4: Average brand personality profiles by firm size (number of attorneys practicing).

Lastly, the final variable analyzed
within this paper, the population density in
the city or town surrounding each firm was
analyzed, as seen in Table 5. While the
general trend of competence, excitement and
sincerity as dominant dimensions remained
consistent in this variable, notable variation
was observed within a sizeable increase of
competence and ruggedness, at the expense

Figure 4: Average brand personality profiles by population
density.
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of a decrease in sincerity, within the 250,001 to 500,000 grouping. This unique brand personality
profile is visible in Figure 4. Additionally, though less dramatic in visibility, firms located within
the small towns of the 0 – 10,000 range demonstrated a higher percentage of sincerity within
their brand personality profiles, with a decrease in ruggedness to accommodate.
Population Density

Competence

Excitement

Ruggedness

Sincerity

Sophistication

Count

0 - 10,000

33%

10,001 - 50,000

36%

23%

9%

32%

4%

24

23%

12%

27%

3%

50,001 to 100,000

77

34%

25%

13%

25%

4%

55

100,001 to 250,00

33%

25%

13%

26%

3%

72

250,001 to 500,000

40%

22%

16%

19%

3%

26

500,001 to 1,000,000

37%

26%

11%

24%

3%

25

>1,000,000

38%

24%

11%

23%

4%

24

Table 5: Average brand personality profiles by population density.

In an effort to observe any correlational or causational relationship between the variables
discussed in this paper and the eventual conversion of website viewers into participatory
communicators with the various law firms examined, internal FindLaw resources were used to
pull data reflecting how many communications each law firm received via email and telephone
during the past year, with data reflecting 12 months beginning in June, 2015. As part of a
purchasable analytics package for customers, FindLaw provides unique and trackable email
addresses and phone numbers, allowing specific analysis of communication originating from
firm websites. Of all 500 firms analyzed, 303 firms had conversion data on file, indicating that
they had purchased such analytics tracking services from FindLaw and that the website of the
firm had been operating with analytics tracking package for at least a year. For firms that did not
return data, either due to the absence of an analytics package or due to a lack of data spanning at
least 12 months, annotation was made within the overall data table, available in Appendix G.
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Once collected, the conversion
data from each firm was then divided
into quintiles along each examined
variable: primary practice type, firm
size, population density and geographic
region. Full conversion data, divided by
research variable and conversion
quintile, is available for review within
Appendix I, and the top converting
quintile from each variable can be seen
within Table 6 and demonstrated in
Figure 5.

Figure 5: Top converting quintile of all variables examined.
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Common Practice Areas
Bankruptcy
Business & Commercial
Criminal Defense
Employment
Estate Planning
Family Law
General
Personal Injury
Specialty Practice Areas
Firm Size
Large (>8)
Medium (4 to 7)
Small (1 to 3)
NULL
Population Density
0 - 10,000
10,001 - 50,000
50,001 to 100,000
100,001 to 250,00
250,001 to 500,000
500,001 to 1,000,000
>1,000,000
Geographic Region
Midatlantic
Midwest
North East
South
South East
South West
West
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Competence
37%
41%
37%
51%
40%
27%
33%
33%
30%
35%	
  

Excitement
24%
38%
25%
17%
29%
21%
22%
20%
22%
24%	
  

Ruggedness
10%
5%
8%
13%
2%
10%
11%
14%
17%
17%	
  

Sincerity
27%
15%
26%
16%
27%
41%
32%
30%
26%
22%	
  

Sophistication
3%
0%
3%
3%
2%
1%
2%
4%
5%
2%	
  

Count
54
2
7
7
1
4
13
5
15
8	
  

37%
44%
34%
36%
34%
38%
40%
34%
36%
33%
38%
36%
51%
35%
40%
32%
38%

26%
26%
28%
22%
30%
22%
21%
20%
22%
28%
21%
22%
19%
23%
19%
25%
25%

11%
5%
11%
14%
14%
13%
4%
18%
14%
13%
26%
14%
5%
13%
13%
9%
10%

23%
26%
24%
24%
16%
23%
35%
27%
21%
23%
14%
21%
19%
25%
27%
26%
23%

3%
0%
3%
3%
5%
4%
0%
1%
8%
2%
1%
8%
7%
4%
1%
7%
4%

59
2
9
44
4
69
4
17
11
16
6
11
4
59
17
7
4

39%
37%
31%
31%

23%
20%
26%
25%

11%
12%
15%
19%

25%
28%
24%
22%

3%
3%
4%
3%

15
5
2
9

Table 6: Top converting quintiles of all variables examined.
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Competence

Excitement

Ruggedness

Sincerity

Sophistication

Count

Common Practice Areas

33%

28%

10%

25%

4%

54

Bankruptcy

34%

32%

10%

22%

1%

3

Business & Commercial

37%

30%

6%

26%

1%

6

Criminal Defense

33%

26%

16%

20%

4%

8

Employment

27%

31%

15%

20%

7%

2

Estate Planning

44%

17%

8%

28%

4%

4

Family Law

25%

24%

13%

34%

3%

12

General

30%

32%

6%

27%

4%

6

Personal Injury

35%

30%

9%

20%

7%

13

Specialty Practice Areas

33%

27%

19%

18%

3%

6

Firm Size

38%

23%

10%

25%

3%

61

Large (>8)

48%

18%

12%

19%

3%

3

Medium (4 to 7)

32%

31%

6%

27%

4%

10

Small (1 to 3)

34%

27%

11%

24%

4%

44

NULL

39%

18%

12%

29%

2%

4

Population Density

34%

27%

10%

25%

4%

60

0 - 10,000

24%

31%

10%

33%

2%

5

10,001 - 50,000

37%

21%

9%

30%

3%

15

50,001 to 100,000

31%

31%

8%

26%

5%

11

100,001 to 250,00

33%

24%

14%

25%

4%

14

250,001 to 500,000

52%

19%

11%

14%

4%

5

500,001 to 1,000,000

30%

32%

5%

27%

5%

5

>1,000,000

32%

31%

15%

18%

5%

5

Geographic Region

37%

25%

11%

Midatlantic

31%

26%

8%

32%

4%

16

Midwest

39%

29%

10%

20%

3%

9

North East

40%

21%

8%

26%

5%

4

South

36%

24%

13%

25%

3%

14

South East

44%

21%

14%

19%

2%

5

South West
West

30%
38%

27%
27%

14%
9%

26%
23%

3%
2%

3
10

Table 7: Lowest converting quintiles of all variables examined.

24%

3%

61
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By comparing data on the top converting
quintile of each variable with data on the lowest
performing quintile, key differences from variable
to variable had the potential to emerge. Differences
between the top and lowest performing quintile are
demonstrated with Appendix J, with a sample in
Figure 6. Additionally, a side by side comparison
of the highest and lowest conversion rate quintiles
is also available within Appendix K, and

Figure 6: Comparison of highest and lowest conversion
rate quintiles for the bankruptcy variable.

demonstrated within Figure 7. As the brand
personality profiles of the highest and lowest
conversion quintiles were compared, competence,
excitement and sincerity remained constant, but no
results were conclusively found linking the
performance of a brand personality dimension to
increased conversion rates.
Lastly, the sites collected were divided into
quintiles indicating the highest and lowest
performance of each brand personality dimension,

Figure 7: Side by side comparison of the highest and lowest
conversion rate quintiles along three variables.

with the conversion rate of the top and bottom
quintile demonstrated in Figure 8. Within this data, sites in the highest performing quintile of the
ruggedness dimension were observed to convert at 4% higher than the lowest performing
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quintile. Additionally, sites in the lowest
converting quintile of sophistication were
observed to convert at 3% higher than sites
within the highest performing quintile. This
observation represents up to a 7% swing on
conversion rates, and represents the
potential for tremendously increasing the
effectiveness of law firm websites.
Figure 8: Conversion rates of the highest and lowest
performance quintiles of each brand personality dimension.
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Conclusion
When this research project was designed, the intention was to divine whether unique
subsections of the legal industry performed the construct of brand personality differently via
website content, based on variables like geographic region, population density, staff size and
primary law type practiced, and whether differences in that brand personality performance
impacted the conversion of website audiences. At the outset of this project, the researcher hoped
to be able to use findings from this study to generate strategic recommendations for legal
professionals striving to brand their digital presence, using the concept of brand personality to
lend a competitive advantage.
Throughout this study, a strong pattern of competence, excitement and sincerity brand
personality dimensions being almost uniformly dominant across all law firms and variables
analyzed was observed, with ruggedness holding a secondary performance position, and
sophistication being the least dominant dimension. With regard to the conversion of website
audiences, this pattern held consistent, with higher converting quintiles of the research sample
showing no significant change in their performance of brand personality from the lower
performing quintiles. Also, with regard to specific analysis of each variable, no trend was
observed linking higher performance percentages of any specific brand personality dimension to
increased conversion rates.
The secondary goal of this research was to use dominant marketplace trends to inform
customers seeking a web presence on how to best position themselves to either resist or comply
with industry norms. By exposing a uniform trend in the legal industry, customers developing or
refreshing their digital content could potentially use this research to operate with a more robust
and comprehensive understanding of how their competition position their firms. Additionally, as
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described within the literature review of this paper, audiences who perceive a brand as
demonstrating a personality consistent with their ideal outcome demonstrate increased loyalty
and trust, thus making a strong argument for the strategic positioning of legal websites in line
with audience expectations and goals. Lastly, the research indicates that by strongly performing
ruggedness and minimizing the performance of sophistication, websites could potentially
increase their conversion rates by up to 7%, dramatically increasing their effectiveness.
Overall, this research exposed a trend of successful law firm websites demonstrating
major dimensions of competence, excitement and sincerity, while increasing conversions while
performing ruggedness strongly and sophistication weakly. Because the literature around brand
personality shows increases in preference and loyalty to brands that mirror the ideal selves of the
audience, the researcher believes that this anecdotally indicates that audiences prefer a lawyer
conforming to the everyman caricature, a smart, genuine professional who can relate to the client
and will tenaciously go to bat against the opposition. As such, it is the recommendation of the
researcher that law firms, content creators and web designers should position legal brands within
this personality, provided that it is genuine to the customer.
With regard to writers, web designers and legal industry stakeholders, by outlining and
customizing the code book used within this study, this paper has provided content creators with a
guidebook to perform brand personality for their clients. By incorporating the terms within the
respective sections of the code book and analyzing their own content to identify the brand
personality profile being performed, content creators can now operate with a clear directional
vector as they guide customers in the creation of web content. This resource could also prove
useful in assessing the inherent brand personality of any given law firm or customer, with
communication professionals comparing this codebook to customer-supplied text describing
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their firm, using the resulting brand personality profile to strategically advise customers on how
to position websites to genuinely reflect the personality of the firm.
Though this study provided many insights into the brand personalities being performed
across legal websites, more work has yet to be done within this area. This research was based on
a smaller pilot study, and taking into account the limitations of that work, the sample size was
scaled up from 150 sites to 500. Based on the results of this analysis, it is the belief of the
researcher that increasing the sample size further would provide additional detail, especially with
regard to less robustly represented variables, such as the lower numbering primary practice types
like employment (N=15) and bankruptcy (N=26). It is also the belief of the researcher that
broadening the sample size further would increase statistical stability and reinforce the validity
of resulting findings.
Additionally, it is the belief of the researcher that broadening content collection to
examine additional pages of firm sites could provide a deeper dive into the brand personality of
firms, and that content collection extending beyond the homepage, primary and secondary
navigation would provide a fuller and complete answer to the research questions. Legal blogs,
for example, provide an opportunity to examine content at much greater depth and breadth, as
well as an opportunity to analyze content written with a much more personal touch that goes
beyond the straightforward selling proposition of homepages. Examining sites like these may
provide additional levels of insight beyond what is explored in this paper.
Lastly, though the primary goals of this research were accomplished within the scope of
this paper, examination indicates that further research is warranted to confirm that the brand
personality findings indicated hold true when accounting for the visual impact of websites. For
instance, answering the question of whether or not a content-based brand personality profile
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remains an accurate representation of a given website when the site is coded to include graphics,
images, icons, colors, typography and the myriad other elements that make up visual impact. As
a suggested direction for future research, a representative sample of the sites examined within
this paper could be pulled, and tested using either content analysis coding, focus group testing or
surveys to indicate the perceived brand personality of the site; findings then being compared to
test for accuracy and confidence.
In addition to serving as a Capstone project within the Strategic Communications masters
program at the University of Minnesota, this research has also served as an internal content audit
of how brand personalities are represented across websites created by Findlaw. However, in
order to chart industry trends beyond the auspices of FindLaw, investigating additional legal
directories and digital marketing companies serving the legal industry could also provide
additional diversity to the content gathered. Because FindLaw uses a centralized pool of
approximately 70 writers to generate content, the possibility exists that the trends exposed in this
paper are due to their influence, not the customer interaction and editing that also impacts the
final product. Expanding the sourcing of legal website content used in the research sample
beyond those found within the FindLaw.com directory would assist in clarifying that question.
While the variables in this study examined the percentage frequency with which each
brand personality trait was tapped in a given website, further examination could be carried out to
understand the specific number of times different terms from the code list are being tapped,
compared to each other. For example, what terms comprise the majority of contributions to each
brand personality trait? By being able to clarify what is ostensibly industry jargon and normative
language, clients would be better informed in their process of content creation.
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In applying Aaker’s model of brand personality to the written content of law firm
websites, this research has demonstrated the strong industry trends towards performing the brand
personality of law firms via traits like competence, sincerity and excitement. Ruggedness and
sophistication were also observed as contributing consistently to the brand personality profile of
law firms, but at much lower percentages than the primary three dimensions. It is the belief of
the researcher that these findings position attorneys, law firm stakeholders and content creators
alike to make informed, strategic decisions with regard to the creation of their website and
marketing content; whether to conform to this industry norm, differentiate themselves or focus
their branding into a more specific sub-industry norm as detailed by the firm’s primary practice
type, geographic region, staff size, or surrounding city’s population density.
Finally, based on the research within this paper, it is the conclusion of the researcher that
it would be logical for professional content creators to generate and utilize a brand personality
inventorying tool, with which to gauge the inherent personality of their clients. While examining
relevant literature around the topic of brand personality for this paper, no inventorying or
application systems were found that were designed to assist in the development of a brand
personality for a new or rebranding company or organization. Numerous resources were
available reflecting on how brand personality had been performed after the fact, once brands
were fully operational and communicating, but current literature did not provide a basis of best
practice for developing or testing such a model. Within the context of FindLaw, it is the belief of
the researcher that such a tool could be incorporated into the script used during initial calls with
customers, quickly gauging where each firms sits within the performance of brand personality.
Additionally, such a tool could be used to gauge the desired ideal brand personality of the firm,
allowing customers to fine-tune the positioning of their brand. It is the belief of the researcher
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that the development of such a tool would necessitate substantial development and testing,
ensuing the accurate assessment and measurement of brand personality. As such, the
development of a brand personality inventorying tool is out of scope for this research, but
demonstrably merited and deserving of future study.
Within the above paper, the researcher alluded to informally querying customers to
generate descriptions of their brand, and interrogating these descriptions through the lens of
brand personality could constitute one such inventorying tool that would be useful in helping
brand stakeholders understand what dimensions may be central to their brand personality. As
indicated by the literature review within this paper, by performing a genuine and intuitive brand
personality, law firms would be better positioned to connect with audiences, engage toward
audience-to-customer conversions, and positively utilize their website content for marketing and
communication purposes.
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Appendix A
FindLaw.com Legal Directory Example Page
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Appendix B
Primary and Secondary Navigation Example: Ball & Morse
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Appendix C
Primary and Secondary Navigation Example: Balough Law Office
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Appendix D
Primary and Secondary Navigation Example: Ballou & Bedell
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Appendix E
WordStat Brand Personality Content Analysis Code Book
Competence: ABLE, ABLE_BODIED, ADEPT, ADROIT, ASSIDUOUS, ASSURED, ASTUTE, AWARD_WINNING, BLOOMING,
BOOMING,BRAINY, CELEBRATORY, CERTIFIED, COMPETENCE, COMPETENT, COMPLETE, COMPREHENSIVE, CONCERN,
CONCLUSIVE, CONFINED, CONGLOMERATE, CONQUERING, CONSCIENTIOUS, CONSISTENT, CONSTANT, CRAFTINESS,
CRAFTY, CUNNING, DEPENDABLE, DEXTEROUS, DILIGENCE, DILIGENT, DOINGWELL, DOMINANT, ENTERPRISE,
ENTERPRISINGNESS, EQUIPOTENT, ESTABLISHMENT, EVERLASTING, EXHAUSTIVE, EXPERIENCED, EXULTANT,
FAIL_SAFE, FIRST_PLACE, FLOURISHING, FOOLPROOF, FOR_CERTAIN, FOREFRONT, GAINFUL, GENIUS, GET_AHEAD,
GIFTED, GLORIOUS, GOVERNANCE, GUARANTEE, GUARANTEED, HARDWORKING, HARD_WORKING, HI_TECH,
ILLUSTRIOUS, IMPERISHABLE, IN_FRONT, IN_CHARGE, INDUSTRIAL, INDUSTRIALISE, INDUSTRIALISED,
INDUSTRIALIZED, INDUSTRIOUS, NDUSTRIOUSNESS, INDUSTRY, IN_NO_DOUBT, INTELLECTUAL, INTELLIGENT,
JUBILANT, KNOWING, KNOWLEDGEABLE, KNOWLEDGEABLE_ABOUT, LASTING, LEADER, LICENSE, LOGICAL,
LONG_LASTING, LONG_LIVED, LONG_SUFFERING, LOYAL, LUCRATIVE, MANUFACTURE, MARKETABLE, MECHANICAL,
MERCANTILE, METHODOLOGICAL, METICULOUS, MONEYMAKING, MONEY_MAKING, OUTSTANDING, PAINSTAKING,
PARTNERSHIP, PERPETUAL, PERSEVERING, PERSISTENT, POISED, POTENT, PRIZE_WINNING, PROCEDURAL,
PRODUCTION, PROFIT, PROFITABLE, PROMISING, PROSPER, PROSPERING, PROSPEROUS, PROTECTED, PROUD,
PUNCTILOUS, RESPONSIBLE, PROFIT_MAKING, SAFE, SALABLE, SALEABLE, SCIENTIFIC, SECURE, SELF_ASSURED,
SELF_CONFIDENT, SELF_POSSESSED, SELLABLE, SHELTERED, SMART, SOLID, STAUNCH, STEADFAST, STEADY, STRONG,
SUCCESSFUL, SUPERIOR, SYSTEMATIC, TALENTED, TECHNICAL, THOROUGH, THOROUGHGOING, THRIVING, TIRELESS,
TOPPLACE, TRADE, TRANSNATIONAL, TRIUMPHAL, TRIUMPHANT, TRUSTY, UNATTACKABLE, UNBEATABLE,
UNBEATEN, UNBENDABLE, UNDEVIATING, UNFAILING, UNFALTERING, UNFLAGGING, UNFLUCTUATING, UNSHAKABLE,
UNSWERVING, UNWAVERING, UP_AND_COMING, VENDABLE, VENDIBLE, VENTURE, VICTORIOUS, WILY, WINNING,
WITTY
Excitement: ACTIVE, AGGRESSIVE, ARTISTIC, ARTY, AUDACIOUS, AUDACITY, AUTONOMOUS, AVANT_GARDE,
AWE_INSPIRING, AWESOME, BOLDNESS, BOOST, BRACING, BRANDNEW, BRAND_NEW, BRAVE, BRAVERY,
BREATHTAKING, BRISK, COLORFUL, COLOURFUL, COOL, COURAGE, COURAGEOUS, COURAGEOUSNESS, COURANT,
CRAZY, CREATIVE, CREATIVITY, CRISP, CURRENT, DARING, DAZZLING, DESIGNER, DETERMINED, EARLY,
ELECTRIFYING, ELEVATE, EMANCIPATE, EMANCIPATED, ENERGISE, ENERGISING, ENERGIZE, ENERGIZING, ENLIVEN,
ENLIVENING, ENTERPRISING, EXALT, EXALTING, EXCITATION, EXCITE, EXCITED, EXCITEMENT, EXCITING,
EXHILARATE, EXHILARATING, EXUBERANT, FEISTY, FORCEFUL, FRESH, FRESHNESS, GUTSY, HAPPENING, HEROIC,
HEROISM, HIGH_SPIRITED, HIP, IMAGINATIVE, INDEPENDENT, INDIVIDUAL, INNOVATIVE, INSPIRING, INTREPID,
INVENTIVE, INVIGORATING, IN_VOGUE, LATEST, LIBERATED, LIFTING, LIVEN_UP, LONE, MODERN, MODERN_DAY,
MODERNISTIC, MODERNNESS, MODISH, MOVING, NERVE, NEW, NEWLY_ARISEN, NIFTY, PLUCKY, PRESENT,
PRESENT_DAY, PREVAILING, PRISTINE, RECENT, REFRESHED, REFRESHEN, REFRESHFUL, REFRESHING, RESOLUTE,
RESOURCEFUL, RISKY, ROUSING, SHAKE_UP, SHARP, SMASHING, SOLE, SOLITARY, SOLO, SOVEREIGN, SPECIFIC,
SPINE_TINGLING, SPIRITED, STATE_OF_THE_ART, STIMULATING, STIRRING, STOUT, STRONG_WILLED, THRILLING,
TONIC, TRENDY, TURN_ON, UNCONSTRAINED, UNDEVELOPED, UNFETTERED, UNIQUE, UNMARKED, UNMATCHED,
UP_TO_DATE, UP_TO_THE_MINUTE, VALIANT, VENTURESOME, VIBRANT, VIBRATE, VITAL, VOUGE, YOUNG, YOUTHFUL
Ruggedness: AL_FRESCO, ALFRESCO, ANIMAL, ANIMALS, ARDUOUS, BEEFY, BOISTEROUS, BRUTAL, BUMPY, CALLOUS,
CHALLENGE, CHALLENGING, COARSE, CONFRONTATION, COWBOY, CRAGGED, CRAGGY, CRIMSON, CRUDENESS,
CRUDITY, CRUEL, DANGEROUS, DAUNTING, DAYBREAK, DAYSPRING, DEMANDING, DESERT, DIFFICULT, DURABLE,
EFFORTFUL, ENDEAVOR, ENDEAVOUR, ENDURE, EXTERNAL, EXTINCT, EXTREME, EXTREMUM, FEROCIOUS, FORCIBLE,
FRESCO, FRESHAIR, FRONTIER, FURROW, GODFORSAKEN, GRANITELIKE, GRANITIC, GRATING, GRAVEL, GRUELING,
GRUELLING, HARD, HARD_BOILED, HARDENED, HARD_HITTING, HARSH, HAZARDOUS, HEAVY_DUTY, HUNT, HUNTING,
HUSKINESS, INHUMANE, INSENSITIVE, IRREGULAR, JAGGED, JEANS, JERKING, JERKY, JOLTING, JOLTY, JUNGLE,
LABOURIOUS, LEATHERY, MACHO, MANFULLY, MANLY, MANNISH, MASCULINE, MAVERICK, MOUNTAINOUS,
MOUNTAINS, NERVE_RACKING, NERVE_WRACKING, OPEN_AIR, OUTDOOR, OUTDOORS, OUTDOORSY, OUTER,
OUT_OF_DOOR, OUT_OF_DOORS, OUTSIDE, PACHYDERMATOUS, PERDURABLE, PERILOUS, PHYSICAL, POINTY,
POTHOLED, PRAIRIE, PRECARIOUS, PROHIBITED, PUNISHING, RAMPAGEOUS, RESILIENT, RIGOROUS, ROBUST,
ROCKLIKE, ROCKY, ROUGH, ROUGHENED, ROUGHISH, ROUGH_TEXTURED, RUGGED, RUGGEDNESS, RUTHLESS,
RUTTED, SAFARI, SALOON, SAVANNA, SAVANNAH, SCRAGGY, SCRATCHY, SERRATED, SEVERE, SPARTAN, STONY,
STRAINING, STRAPPING, STRENUOUS, STRONG_ARM, STRUGGLE, STURDY, SUNRISE, SUNSET, SURVIVOR, TESTING,
THICK_SKINNED, TIMBERLAND, TOOTHED, TOUCH_AND_GO, TOUGH, TOUGHENED, TOUGHNESS, TREACHEROUS, TREK,
TREKKING, TRICKY, UNCHARITABLE, UNCIVILISED, UNCIVILIZED, UNCOMFORTABLE, UNCOVERED,
UNDOMESTICATED, UNEVEN, UNFORGIVING, UNKIND, UNMERCIFUL, UNPADDED, UNPLEASANT, UNPOLISHED,
UNREFINED, UNRELENTING, UNRESTRAINED, UNSMOOTH, UNSTEADY, UNTAMED, WEATHER_BEATEN, WEATHERED,
WEATHERWORN, VENTUROUS, WESTERLY, WESTERN, WILD, WILDLIFE, VIOLENT, WOODLAND
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Appendix E
WordStat Brand Personality Content Analysis Code Book
Sincerity: ABOVE_BOARD, ACCOMMODATING, ACCURATE, ACTUAL, AFFABLE, APPROACHABLE, APPROACHING,
AUTHENTIC, BENEFICIAL, BENEVOLENT, BENIGN, BLUNT, BONAFIDE, BRIGHT, BUOYANT, CANDID, CHARITABLE,
CHEERFUL, CIVIL, CIVILISED, CIVILITY, CIVILIZED, CLEAN_CUT, CLEAR_CUT, COMMON, COMMONPLACE,
COMPANIONABLE, COMPASSIONATE, CONGENIAL, CONVENTIONAL, CONVIVIAL, COOPERATIVE, CORDIAL, CORRECT,
COURTEOUS, CUSTOMARY, DECENT, DEFENSIBLE, DIRECT, DISTINCTIVE, DOWN_TO_EARTH, EARNEST, EBULLIENT,
EMOTIONAL, EVERYDAY, EXISTENT, EXISTING, FACT_BASED, FACTUAL, FAITHFUL, FORTHCOMING, FORTHRIGHT,
FRANK, FRIENDLY, GENEROUS, GENIAL, GENUINE, GLAD, GOOD, GOOD_HEARTED, GOOD_HUMOURED, GRACIOUS,
GREGARIOUS, GUILELESS, HALE AND HEARTY, HEALTHFUL, HEARTFELT, HEARTY, HELPFUL, HONEST, HONESTNESS,
HONESTY, HONORABLE, HONORABLENESS, HONOURABLE, HONOURABLENESS, HUMANE, HUMBLE, INDISPUTABLE,
INIMITABLE, INSPIRED, IRREPLACEABLE, JOVIAL, KIN, KIND, KINDLY, KINSHIP, LEGITIMATE, LEGITIMATISE,
LEGITIMATIZE, LEGITIMISE, LEGITIMIZE, LUCKY, MATCHLESS, MAUDLIN, MERCIFUL, MERRY, MODEST, NATURAL,
NOURISHING, NOVEL, OBLIGING, OLD_FASHIONED, OPEN, OPENHEARTED, ORDINARY, ORIGINAL, ORIGINALITY,
PERKY, PLAINSPOKEN, PLEASANT, PLENTIFUL, POLITE, POLITENESS, POSITIVE, PRACTICAL, PRAGMATIC, PROPER,
PROPERNESS, REAL, REALISTIC, RELATION, RELATIONS, RELATIONSHIP, RELIABLE, REMARKABLE, RESPECTABLE,
RESPONSIVE, SCRUPULOUS, SELF_EFFACING, SENTIMENTAL, SIMPLE, SIMPLE_MINDED, SINCERE, SINGLE,
SMALL_TOWN, SMILING, SOCIABLE, SPRIGHTLINESS, STANDARD, STRAIGHT, STRAIGHTFORWARD, STRAIGHTNESS,
SYMPATHETIC, THE_RIGHT_WAY, TRUE, TRUE_LIFE, TRUSTWORTHY, TRUTHFUL, TYPICAL, UNADULTERATED,
UNASSUMING, UNCHANGING, UNDERSTANDING, UNGLAMOROUS, UNGLAMOUROUS, UNINTERESTED,
UNOSTENTATIOUS, UNPRETENTIOUS, UNQUESTIONABLE, UNSPOILT, UP_FRONT, VALID, WARM, WELCOMING,
WELL_FOUNDED, WELL_MANNERED, VERITABLE, VERITY, WHOLESOME, VIGOROUS, VIRTUOUS, VIVACIOUS
Sophistication: A_LA_MODE, ALLURING, AMIABLE, ANGELIC, APPEALING, ARISTOCRACY, ARISTOCRAT, ARISTOCRATIC,
ARISTOCRATICAL, ATTRACTIVE, BARONIAL, BEAUTIFUL, BLUE_BLOOD, BLUE_BLOODED, BRUSH_UP, CAPTIVATE,
CAPTIVATING, CELEBRATED, CHARISMATIC, CHARM, CHARMING, CHERUBIC, CLASSY, COSMOPOLITAN, COTOURE,
COURTIER, CULTIVATED, CULTURED, CUTE, DANDYISH, DE_LUXE, DELICATE, DIGNIFIED, DISTINCTION,
DISTINGUISHED, DOWNY, DULCET, EDIFICATION, ELEGANT, ELOQUENT, ENCHANT, ENCHANTING, ENDEARING,
ENGAGING, ENNOBLING, ENRAPTURE, ENTHRAL, ENTHRALL, ENTHRALLING, ENTICING, ENTRANCING, EPICUREAN,
ESTEEMED, ESTHETIC, EXCELLENT, EXCLUSIVE, EXCLUSIVITY, EXPENSIVE, EXQUISITE, EXQUISITELY, EXTRAVAGANT,
EYE_CATCHING, FABULOUS, FANTABULOUS, FASCINATING, FASHIONABLE, FEMALE, FEMININE, FIRST_CLASS,
FIRST_RATE, FLOSSY, FLUENT, FRAGILE, FRAGRANT, FULGID, GENTEEL, GENTLE, GENTLEMANLIKE, GENTLEMANLY,
GENTLEWOMAN, GILDED, GLAMOROUS, GLAMOUR, GLAMOUROUS, GLIB, GLIB_TONGUED, GLITTERING, GLOSSY,
GOOD_LOOKING, GOOD_NATURED, GORGEOUS, GRACEFUL, HANDSOME, HAUTE_COTOURE, HIGH_BORN, HIGH_BROW,
HIGHBROWED, HIGH_CLASS, HIGH_PROFILE, HIGH_STATUS, IN_STYLE, IN_VOGUE, INDULGENT, LADY, LORD,
LUSTROUS, LUXURIOUS, MAGNANIMOUSNESS, MAGNIFICENT, MELLIFLUOUS, MELLISONANT, NICE_LOOKING,
NOBILITY, NOBLE, NOBLEMAN, NOBLE_MINDED, NOBLENESS, NOBLESSE, NOBLEWOMAN, PATRICIAN, PHOTOGENIC,
PICTURESQUE, PLEASING, POLISHED, POSH, PRECIOUS, PREEMINENCE, PRESTIGIOUS, PRETTY, PRINCELY, PROFLIGATE,
PROMINENT, QUEENLIKE, QUEENLY, REFINED, RENOWNED, RIGHTEOUS, ROYAL, SATIN, SATINY, SCINTILLANT,
SCINTILLATING, SEDUCTIVE, SENSATIONAL, SERAPHIC, SHINING, SHINY, SILK, SILKY, SILVER_TONGUED, SNOBBISH,
SOPHISTICATE, SOPHISTICATED, SOPHISTICATION, SPECTACULAR, SPLENDID, STRIKING, STUNNING, STYLISH, SUAVE,
SUGARINESS, SUPERFINE, TOP_NOTCH, UPMARKET, UPPER_CLASS, UPPERCLASSES, WELL_BRED, VELVET, VELVETY,
VOGUISH, VOLUPTUARY, VOLUPTUOUS, WOMANLIKE, WOMANLY
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Appendix F
Map of FindLaw Geographic Sales Regions
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Appendix J
Comparison of Highest and Lowest Converting Quintiles Along All Variables
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Appendix K
Side by Side Comparison of Highest and Lowest Converting Quintiles

