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Competitive Intelligence Resources for Law Firms
by Kelly Fanning

C
ompetitive intelligence (CI) is the practice of using public
information about competitors to gain a tactical business
advantage.1 Although it is reasonable to expect significant

transparency when investigating publicly held entities, information
concerning private companies, including law firms, can be more
difficult to attain.2 This article is designed to help law firms focus
their CI efforts. It provides the steps for establishing a CI project
plan, along with a variety of CI resources for conducting research
on competing law firms.

Creating a Project Plan
A firm should devise a CI project plan before conducting related

research. The plan should establish the project’s objective, as well
as the activities needed to fulfill that objective.3 This will assist the
firm in conducting its research as efficiently as possible.

The Objective
The first step in this process is determining the firm’s overall ob-

jective in conducting CI. Some example objectives include: track-
ing law firm growth; establishing competitive billing rates; under-
standing opposing counsel’s professional experience prior to litiga-
tion; and discovering the litigation trends of similarly sized firms
within a limited geographic area.A recent article published in Law
Practice Magazine listed these additional objectives: identifying
“warm prospects,” which involves considering such factors as the
firm’s capabilities and the clients’ legal needs to pinpoint prospec-
tive new clients; “litigation-spotting”for existing and potential fu-
ture clients to identify and alert clients about lawsuits filed against
them; and tracking emerging client and industry needs to identify
new practice areas.4

Action Steps
After pinpointing the objective of its CI project plan, the firm

should identify the actions required to carry out the objective. For
example, if the firm’s objective is to investigate the legal market in a
particular city prior to opening a new office location, the firm will
need to:

identify the top law firms in the region;
investigate the legal climate;
locate information regarding prevailing billing rates;
uncover potential clients based on the location;
identify firms with similar practice areas;
find out whether firms have recently hired or downsized;
explore the reputations of the top law firms in the legal com-
munity; and
discover if these firms attract the most talented attorneys and
staff through flex time, telecommuting options,or other inno-
vative approaches.

A timeline and a budget for the project also should be established.A
timeline assists in staying on task,and a budget is essential in helping
the firm determine which combination of CI resources to use.

CI Resources
Once the firm has established its objective and the activities

needed to achieve that objective, the firm can determine the best
resources to conduct its CI research.There are a multitude of free,
low-cost, and premium CI resources currently available in print
and online.

Free and Low-Cost Resources
The following list includes free and relatively low-cost resources

that are helpful in conducting law-firm-related CI:
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AmericanLawyer.com maintains “The Layoff List,” which
keeps a record of large firms nationwide that have significantly
downsized.5

Every few years, the Colorado Bar Association publishes an
economic survey that lists attorney billing rates based on several
factors, including years of experience, firm size, and location.6 

The Colorado Secretary of State website allows searches for
business filings such as articles of incorporation.7 After registering
for a free account, users may search for liens by debtor name, se-
cured party name, or assignee name.8

The Denver Business Journal Book of Lists provides directories
of businesses in the Denver area, including law firms.9 Law firms
are listed according to the number of local attorneys employed.

The Hoovers website offers some free information on law
firms and has a variety of reports available for purchase.10 Free in-
formation may include a brief company description, office loca-
tions, limited executive information, and some financial and com-
petitive landscape information.

Law firm rankings are available through numerous resources.
Each year, The American Lawyer publishes the Am Law 100 in
May and the Am Law 200 in June.11 These annual rankings offer
lists of the top law firms in the nation,broken down by such factors
as revenue, profits per partner, and number of lawyers. Every fall,
the National Law Journal (NLJ ) offers a similar list—The NLJ
250.12 American Lawyer Media, which publishes both journals,
presents a variety of additional law firm and legal ranking lists on-
line.13 Some of this data is free, but there also are full reports and
individual law firm reports available for purchase.14 In addition to

these national rankings, Law Week Colorado has announced it will
soon be publishing the “Colorado 200,”which will list the top 200
law firms in Colorado “sliced and sorted in all sorts of interesting
ways.”15

Lexisweb.com is a free, legal-oriented Web search engine
managed and vetted by LexisNexis® personnel. Results include a
LexisNexis Recommended Documents section and a tool bar that
can be used to narrow results by such criteria as legal topic, cita-
tion, legal terms, and jurisdiction.16

The Martindale-Hubbell Law Directory can provide a quick
overview of a firm and its practice.17 This resource even offers a
tool to compare up to four law firms side by side,using criteria such
as number of attorneys and offices, and practice areas.

The Muzeview Law Firm Web Presence Index compares law
firms based on “the strength of their presence on the Internet.”18

PACER provides information about the billing fees used by
law firms that practice before bankruptcy courts.19 Petitions can be
downloaded from the PACER website for a small fee.20 

The U.S. Patent and Trademark Office allows free searches
for patent and trademark registrations, including related firm
and/or attorney representations.21 Google Patents also allows free
searches in this area.22

The ZoomInfo website offers profiles of approximately 5 mil-
lion companies, including many law firms and their attorneys.23

ZoomInfo’s Power Search results may include a firm overview, a
list of key people in the firm, and links to top competitors of the
firm. A paid subscription is required to use this service.

In addition to these resources, firm and attorney information
can be found by visiting firm websites, subscribing to listservs, and
searching social networking sites. Law firm websites often include
attorney biographies, blogs, and publications, as well as lists of at-
torney practice areas and press releases.Changes to a particular law
firm’s website can be tracked at little or no cost using website mon-
itoring tools such as www.watchthatpage.com and www.track
engine.com.24 Social and professional networking websites such as
LinkedIn, Facebook, and MySpace can be good resources for lo-
cating information about law firms and their associates.25

Premium Resources
The following list includes resources that firms with a larger

project budget might wish to consider using when implementing a
CI project plan.



Lexis atVantage enables a firm to monitor its own growth, as
well as that of competing firms.26 Reports sort information using
criteria such as litigation activity, geographical location, revenue,
and size, and include easy-to-read charts and graphs.

Lexis Courtlink provides helpful Strategic Profiles,which can
include profile reports on a firm’s court cases from available state
and federal courts.27 Information can be broken down by the na-
ture of suit, caseload, judge appearances, clients, and capacity
served. Case lists, pie charts, and graphs also are available.

A Lexis Dossier report on a law firm can include a snapshot
of the firm, related news, available executive and financial informa-
tion, intellectual property data, and other company details pulled
from Hoovers, Standard & Poor’s (publisher of financial research
and analysis on stocks and bonds, as well as stock market indices),
and Dun & Bradstreet (provider of credit information on busi-
nesses and corporations).28

Lexis Mega News searches may yield articles dealing with re-
cent representations by a law firm, presentations and publications
by a firm’s attorneys, and recent hiring or downsizing by a firm.29

The Merger Market website offers information on law firms
and lawyers in the context of target and bidder representation.30

The Securities Mosaic website has a “law firm relationships”
search for Securities and Exchange Commission filings.31 Searches
may yield results by firm name, company filer, company city and
state,Standard Industrial Classification code, and filing date range.
Similarly, Morningstar Document Research offers a “word search”
by firm name and a more narrow search by filing agent.32

West’s Monitor Suite offers customized reports of trends and
analyses regarding firm litigation, firm practice areas, presiding
judges in firm cases, firm legal roles, company distribution infor-
mation, patent applications, U.S. trademark filings, and more.33

The reports include helpful charts and graphs.

Conclusion
A CI project plan can help firms gain and maintain an edge in

the increasingly competitive legal practice industry in Colorado.34

Fortunately, there are a multitude of CI resources available to meet
the varying needs of solo practitioners, boutique firms, and large
firms, as well as research and marketing personnel. Developing a
sound CI project plan is the best first step toward determining
which of these resources will best suit your firm’s CI needs.
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