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FOREWORD

Innovators and thought leaders rethink everyday ordinary. 
True to that form, it was a unique request to have ten dif-
ferent lawyers write a single foreword to this book. However, 
in working with Dave and Guy over the last 18 months, we 
have become accustomed to rethinking the ordinary. The 
attorneys whose signatures follow have all contributed to 
its content and currently serve as the member advisory 
board of Lawyers with Purpose, LLC.

We represent practices of all different sizes, from solo 
attorneys with one or two staff in a single office to multi-
ple attorneys in multiple locations and many staff, across 
different geographic areas of the USA. We have had the 
fortune of working with Dave Zumpano, some of us for as 
few as two years and others as many as 20, and we have 
had the pleasure of working with Guy Remond over the 
past year and a half.

What you are about to read made us all reminisce on 
what occurred in our own lives over the last 18 months 
since being introduced to the concepts outlined in this 
book. As lawyers, we naturally are reticent to massive 
changes in any one direction in a short period of time. 
We’re always conscious of our obligations to our clients 
and, most importantly, our ethical responsibilities to them. 
That’s why so much of the information contained in this 
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book was so confronting when it was first presented to us. 
A diligent process since then, of identification of issues, 
research, ethics, opinions, implementation, testing, chal-
lenging, revising, and finalizing, has brought us to a place 
of confidence over these last 18 months; a place you will 
be asked to journey to over the next 60 to 90 minutes of 
reading. The good news is the journey will be worth it. The 
challenging part is remaining open to it.

As we look at the practice of law, there are so many things 
that have become predictable, but not. We learned to use 
the fax machine, only to be replaced by scanning. We 
learned how to have teleconferencing, only to be replaced 
by Zooming. We learned to submit written documents to 
courts, only to be replaced with online submissions. The 
legal world is changing. Each of us, as presented with the 
concepts discussed in this book, were challenged initially 
and naturally thought it was unrealistic. We have witnessed 
an 18-month journey from idea to reality that’s been cre-
ated by two individuals who never saw our obstacles as 
theirs. It gives us encouragement that the path ahead will 
continue to create changes and, as illustrated in this book, 
it’s important for us as lawyers to be at the forefront of the 
changes. We have to participate and collaborate to ensure 
the changes meet our needs as technology continues to 
shape the practice of law and have a direct impact on our 
individual practice of law.

Most of us finally opened our minds to the idea of comput-
ers having an ever-increasing influence on the practice 
of law. Initially, we believed we were way more valuable 
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than what technology could provide, but as the process 
evolved we realized the value in who we are is interpreting 
the law in each particular case, and we had to acquiesce 
that in many cases “boilerplate” is sufficient to meet the 
needs of our clients. While we saw technology as trying 
to replace us, by the time we completed our journey we 
realized technology will merely replace the roles we and 
our staff do because of its simplistic or repetitive nature. 
The more exciting, unexpected discovery is how technology 
can change how we communicate with our clients. That’s 
the essence of what we take away from what you will read 
in the following pages.

We as lawyers must become much more effective and 
efficient in communicating with our clients and prospective 
clients in ways they expect, not ways we have traditionally 
demanded. There has always been competition in the 
law, and now we have competition from far beyond the 
law, including the hundreds of non-legal self-help sites 
that promote eliminating the lawyer. Having lawyers front 
and center of the evolving technology is critical in order 
to emphasize our relevance/importance and ensure our 
clients’ needs are met and properly represented.

How we get there begins with the conversations you will 
read in this book. How you adapt to it will depend upon how 
you interpret the diffusion of innovation theory discussed 
in Chapter 3 and deciding when you engage with what is 
already occurring. Innovation is all around us, and the idea 
that we can be more effectively communicating with our 
clients 24/7, 365 days a year, without interfering with our 



FOREWORD | 11

personal time, when we prefer to be with our families on 
holidays and weekends, is a very appealing thought. It’s all 
about getting to the world of “and” instead of “or.” Tech-
nology, as you will see from the wisdom of this book, can 
serve us in addition to our clients. The authors acknowledge 
the challenge many lawyers have with technology and 
their willingness to embrace it; the conflicts, challenges, 
and barriers we naturally put up to protect ourselves and 
our clients; and the realization that we really do not have 
a choice. The consumer world has already come to expect 
this of us. Who can stop it? We must be in front of it, or else.

As you continue to read, you will come to understand why 
collaboration with technology is so important for lawyers 
and, if utilized in the proper way, can provide great value 
without devaluing our services. But all of that begins with 
our mindset. Each of us acknowledges that over the course 
of the last 18 months, being exposed to all the ideas you 
will be swallowing in the next 90 minutes, we have had to 
shift our mindsets to become more entrepreneurial while 
preserving the dignity of the profession and practice of 
law. The idea now that the world is on our cell phone and 
the impact that has on our local practices, really gives us 
the ability to scale in a more efficient and effective man-
ner and change the way we market and show our value 
to the consumer, among an ever-increasing amount of 
competition from lawyers and non-lawyers alike. As the 
modern case study is shared in the final chapter, you will 
see it is absolutely cutting edge, but from our experience, 
it is just the entry point to where the practice of law is 
already going. We encourage you to read and embrace 
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PREFACE

Is it ethical for me to do the things suggested in what you 
are about to read? Surely there’s got to be a problem?

Reluctant-to-change lawyers have asked such questions 
about all of the new technology, beginning with wireless 
phones with base stations, fax machines, cell phones, 
email, text messaging, cloud storage, social media, and 
teleconferencing. The answers: yes, yes, yes, yes (and, no, 
it doesn’t need to be encrypted), yes, yes, yes, and yes.

Why lawyers are so negative about adopting practice-re-
lated technology is baffling. Technology has made them 
more productive (they can work whenever, wherever). It has 
reduced labor costs (who needs a secretary anymore?), 
office-related costs (who needs a library or file room?), 
and has enhanced instantaneous client and colleague 
communication. Despite such benefits, lawyers continue 
to look for reasons to keep doing everything the same way. 
Long live Underwoods!

Whatever reasons may exist for preserving the past and 
avoiding the future, ethical rules just aren’t among them. 
New technologies don’t present new ethics issues. Rather, 
they present old issues lawyers continue to resolve with 
old solutions.
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Consider cell phones. A lawyer can talk on one with no 
more risk of revealing client confidences than when his 
grandfather used a rotary-dial phone. But old risks remain, 
like when the lawyer chooses to talk too loudly into a cell 
phone while in a crowded elevator. That is a threat created 
by lack of awareness, not technology.

Consider cloud data storage. A lawyer can store client 
data with no more risk of imperiling client confidential 
information than when her grandfather stored paper 
files in a file room. But old risks remain, like when the 
lawyer uses the password “password” to protect the 
Dropbox files. That is a threat created by poor judgment, 
not technology, akin to leaving the key to the old file 
room under the mat. Of course that’s where the thief 
will look.

What old solution exists to solve the ethical “problems” 
associated with new law practice technologies? Well, a 
simple one: exercise reasonable care. Use long pass-
words. Require a passcode to unlock your cell phone. 
Check the “to” line on your email before pressing “send.” 
Don’t call your imprisoned client from Starbucks. Don’t 
leave the USB drive in the hotel computer. In short, be 
careful. If you are, then professional conduct standards 
present no barrier whatsoever to using new law-prac-
tice technologies.

While the Rules of Professional Conduct for attorneys 
are well established, they are not archaic. They outline 
long-standing fundamental principles of conduct for 
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lawyers, not how to apply them. The conditions attorneys 
work under are always subject to change, but the Rules are 
more universal on how we are to adapt and reply to our 
changing circumstances. Unfortunately, many lawyers use 
the Rules as an excuse or unnecessary barrier to moving 
forward on anything they have not seen or heard before. 
“Prove to me I can do that,” they say, but how does one 
prove you can? Only what you can’t do is reported by the 
many attorneys’ violations reported. 99.9999 percent are 
never addressed, nor should they be. Perhaps the proper 
question is, “As I examine this new technology, what must 
I do to ensure I maintain my ethical requirements as I 
implement it?”

Interestingly, this is the first time in my 25 years of repre-
senting attorneys on ethics issues that I have been asked 
by a technology company to review its content to assure 
attorney ethical compliance.  It is even more telling they 
asked me to write this Preface.

So, don’t reflexively assume using a new thingamajiggy 
will present an ethical problem. Assume instead that 
using it carelessly will. In The Digitization of Law, Dave 
Zumpano and Guy Remond get this. While remaining 
mindful that these new technologies do present ethical 
risks, they zealously promote the use of cutting-edge 
law-practice technologies and go the extra mile to 
incorporate safeguards when possible to support attor-
neys in maintaining ethical standards. But these risks 
aren’t new. And lawyers can manage them to obtain 
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new levels of productivity that their predecessors with 
Underwoods never imagined.

Dane S. Ciolino

A.R. Christovich Distinguished Professor of Law

Loyola University New Orleans College of Law

M: 504-975-3263

dane@daneciolino.com



INTRODUCTION | 17

INTRODUCTION:  
WHERE ARE WE NOW?

The digitization of law practices isn’t an event that will hap-
pen in the future, it’s happening now. The rate of change 
will only increase as technology improves in the coming 
years. What we invite you to do as you read is make a deci-
sion about whether you are going to continue thinking as 
you always have, or embrace and celebrate technology’s 
role to improve your practice and the whole legal sector.

There are two mindsets at play in the world: the scarcity 
mindset and the abundance mindset. People with a scar-
city mindset believe that for you to succeed, someone else 
has to lose. This is not how we think. We have an abundance 
mindset, which means there is so much in front of us, all 
of us can win. The only question then is what will your role 
in this victory be?

We want you to think about how you fit into this technology, 
because it’s no longer a question of if and when this will 
happen – it’s happening already. In the coming chapters, 
we will share how you can help shape the role of technol-
ogy in the legal world, instead of fighting it.

Consider all the complex, creative thinking you do every 
day for your clients. This is where your strength lies. Legal 
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work also requires a great deal of data collection, which is 
time-consuming. However, to provide appropriate advice 
to your clients, you need the data; but do you have to be 
the one who collects it? Technology presents an amazing 
opportunity to concentrate on what you do best, which is 
helping your clients with their legal issues.

You already have enough to do in your day job without 
trying to keep up with rapidly changing technology, which 
is why collaboration is a key theme we explore throughout 
the book. Collaboration between lawyers and those in the 
technical world will enable you to utilize technology to 
support your work and ensure you play a role in shaping 
how digital legal services develop.

Collaboration is why you are reading this book. Dave Zump-
ano has almost 30 years’ experience as an attorney, work-
ing in estate planning with his own law firm, as well as 
running a national legal organization in the US, Lawyers 
with Purpose. He recognized the abounding opportunity 
that technology offers and is working with Guy Remond, 
a British tech entrepreneur with over 20 years’ experience 
in the tech, software, and consulting/advisory industries, 
to digitize and democratize legal services.

We have written this book to introduce you to our way of 
thinking and share how we believe lawyers can make the 
most of the opportunities technology presents.

A lot of lawyers fear technology, but they shouldn’t. They 
worry they will lose business to technology, but the fact is 
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you are already losing business to the non-legal self-help 
platforms available. What we are talking about is not a 
world where consumers have to choose between just a 
digital non-legal self-help platform and their local lawyer, 
but one where they can access digital legal services and 
have the support of their local lawyer.

This approach has many benefits, as you will discover in 
the coming chapters, but one of the biggest is it enables 
you to deliver basic legal services affordably and begin 
building relationships with clients who otherwise wouldn’t 
have come to you.

Imagine that a young married couple contact you for a 
will. They can’t afford the $1,000+ for you to write a will, but 
you know in the future they could become a client. Instead 
of losing them to one of the non-legal self-help platforms 
where they can create a will for just a couple of hundred 
dollars, you offer them a digital service where they create 
their will and you, their lawyer, review it for just $400. This is 
the perfect scenario, because you meet the client’s need, 
provide them with a better level of service than a non-legal 
self-help platform, and retain them as a customer. You 
might not make big bucks in this instance, but you make 
money with very little effort on your part. This is the future 
we envision, one where you can make money while you 
sleep and provide a better service to all your clients.

If you run a small law practice, you will already have 
seen your leads being eroded by those non-legal self-
help platforms. Digital legal services are popular among 
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consumers, but how can you compete with those nation-
wide platforms?

We will share the answer to this challenge as we move 
through the book. The only question we want you to answer 
now is are you ready to embrace technology and shape 
its adoption within the legal sector for the benefit of your 
clients and your practice?
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CHAPTER 1:  
TECHNOLOGY VS. THE LAW  
PRACTICE
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The practice of law can be very competitive. It is typically 
one side versus another, and in litigation there is always 
a winner and a loser. As a lawyer, you are used to taking 
this approach in your work, and in our experience, many 
lawyers take a similar approach when it comes to tech-
nology, believing it is something to be fought against. 
Technology is viewed as minimizing the value of lawyers’ 
knowledge. This is entirely understandable given that 
most lawyers believe it’s their knowledge that makes 
them valuable.

The rise of non-lawyer self-help platforms has made 
lawyers feel diminished and irrelevant. We are here to 
tell you we don’t believe you have to view technology in 
this way. We think attorneys can use technology better 
than non-lawyers and produce better results for clients, 
while providing the technology consumers have come 
to expect.

We believe technology plays an important role in high-
lighting the unique knowledge lawyers have and, in fact, 
allows you as a legal professional to become more effi-
cient in your law practice and to be even more valuable to 
your clients. If you look at what technology has enabled in 
other sectors, in terms of allowing the delegation of tasks 
to people in other countries and automation of some of 
the more mundane, process-driven tasks, you can see the 
immense potential it has for the legal sector.

Just imagine for a moment you were able to remove all 
the menial and boilerplate-type tasks from your week.  
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How much more value could you add for your clients if you 
were able to focus solely on applying your unique knowl-
edge to each case, rather than having to focus on tasks 
that can now be completed by technology?

If you were to make all of those boilerplate documents 
directly available to consumers, on an easy-to-use digital 
platform, it would enable you to promote and focus on your 
unique knowledge that cannot be delegated to technol-
ogy. The key is to help consumers understand what part of 
the legal services technology can carry out on behalf of a 
lawyer, and what part they need to rely on an attorney for.

How much technology do you use?

In Dave’s experience working with thousands of lawyers 
over the last two decades, the vast majority fight against 
introducing technology into their law practices. However, 
many lawyers are more comfortable when it comes to 
introducing technology to manage the areas of their busi-
ness that are not related to law.

For example, QuickBooks is one of the first pieces of soft-
ware lawyers are likely to have encountered in their law 
practice, which helps them manage their finances and 
accounting. Another piece of software welcomed with 
open arms by many in the legal profession is Microsoft 
Office. Being able to create templates of documents you 
use regularly for different clients has saved attorneys a 
lot of time and effort.
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Within marketing, an increasing number of lawyers are 
also using CRMs such as Hubspot and Zoho to better 
understand and market to their leads. This particular 
technology has enabled many law practices to better 
understand their customer profiles, to create journey 
maps, and ultimately make their marketing and promo-
tional efforts much more efficient, which results in a more 
profitable practice.

When delegating tasks like these to technology, you are 
in effect delegating the “routine” work you or a paralegal 
would have to do and creating more time to do more of 
the legal work that requires your unique knowledge. Tech-
nology can enable you to delegate and, in doing so, really 
highlights your value in the field.

The many levels of technology

One of the challenges is there are different kinds and levels 
of technology you have to understand in order to work out 
which is best suited to your business and which can help 
you to carry out that delegating process, thereby adding 
efficiency and profitability.

There are a number of basic softwares that the vast major-
ity of lawyers use and are familiar with, from accounting 
software to the likes of Microsoft Office and HotDocs. With 
the advent of cloud computing, you no longer need to load 
specific pieces of software onto your computer, because 
it is all accessible via the cloud.
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From a legal standpoint, it’s important to note the cloud 
environment is simply a computer data center and, 
although these can be hosted anywhere, there are legal 
ramifications if they are hosted in certain jurisdictions. 
As a result, you will find most of the software or service 
offerings used in the legal profession in the US are hosted 
in the US.

Being able to access software through a cloud environment 
where you pay monthly is known as software as a service 
(SaaS). This model of service delivery brings many bene-
fits for businesses, because instead of having what could 
be a substantial capital outlay to install specific software 
on just one computer, you can now access that software 
across any device and you make payment in manageable 
monthly amounts. What’s more, you won’t need to pay for 
the latest version when it is updated, because this is all 
covered by your subscription. This means you are always 
using the latest version of the software and therefore have 
access to the best functionality.

One final benefit to SaaS offerings, particularly in the 
legal world, is everything on the cloud is securely backed 
up. We’re sure you’ve heard the horror stories about 
people losing a USB device, or even a laptop, and with it 
all of their work and potentially sensitive data because 
it wasn’t backed up elsewhere. All of those concerns go 
away with SaaS. Large providers, such as Microsoft, Sage 
and QuickBooks, also have built-in disaster recovery 
systems and high security, making them ideal for legal 
professionals.
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The next iteration of technology for discussion is software 
platforms. These enable companies to utilize more complex 
pieces of software via the cloud environment.

Typically, this is where we start to see the greatest resist-
ance from lawyers, because there are some non-legal 
technology platforms out there that are bypassing 
lawyers, and yet others help lawyers to provide better 
and more efficient services to their clients. It’s important 
to make that distinction and evaluate each software 
platform based on its merits, rather than simply dis-
missing all of them as technology that is eroding the 
value of lawyers.

There are two main types of platforms. The first is where 
platforms allow users to earn revenue by utilizing the plat-
form’s services, such as Amazon Web Services (AWS) and 
YouTube. AWS allows companies to host their digital ser-
vices on their platform, charging for the resources used 
by these companies.

The second, which is what we are talking about here in 
terms of adding value for lawyers, is platforms that con-
nect the two sides of the market i.e. buyers and sellers who 
exchange value and services. Among the most prominent 
examples of this type of platform outside of the legal world 
is Uber, which is the biggest taxi firm in the world yet doesn’t 
own any taxis. It is simply a platform that connects taxi 
drivers to clients using smart technology and also provides 
added-value services, such as the ability to see where your 
taxi is and how long it will take to arrive.
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Another example would be Airbnb, which connects prop-
erty owners with people who want to rent their properties, 
whether that’s for a vacation or to run business meetings. 
These platforms are funded by taking a small fee for pro-
viding those connections and added-value services.

We know these markets are very different to the legal sec-
tor, but the beauty of SaaS is it can be adapted to meet 
a multitude of needs and carry out a multitude of tasks. 
What we’ll share in the coming chapters is how the legal 
world can work with and utilize SaaS and platforms to its 
benefit. We would like to take you from a place of fear or 
apprehension about the adoption of new technology, to 
a place where you are excited to embrace technology 
because you can see the advantages it will bring both to 
you as a lawyer and to your clients.

Technology that adds value for lawyers 
and clients is the future

There is a new breed of technology platform evolving in 
the legal sector, one that will connect consumers with 
existing lawyers rather than giving consumers “self-help 
legal support” while bypassing lawyers. This technology 
is like the Uber of the legal world, and it brings a host of 
benefits for both consumers and legal professionals.

During the Covid-19 pandemic, both consumers and law-
yers became accustomed to using technology like online 
video conferencing to do their work. Although the pandemic 
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shut the world down, it opened up the future by giving us 
access to one another through the likes of Zoom and other 
similar platforms. Covid-19 accelerated digital adoption 
by five to ten years. Suddenly technology laggards had to 
consume digital services to do things they could no longer 
do in person. Many like it and will not revert back – the 
world changed! This kickstarted the process of offering 
traditional legal services through technological platforms.

What this offers, which hasn’t been seen before with the 
existing legal platforms, is a chance for the client to still 
have the experience of interacting with their local lawyer, 
but to do so virtually rather than in person and without 
removing the lawyer from the process. We strongly believe 
this is the beginning of a new phase where it will no longer 
be a case of technology vs. the practice of law, but instead 
technology supporting and driving a law practice. This 
is an incredibly exciting opportunity, rather than one to 
be feared.

There are already law practice management systems 
available, like Clio, MyCase and Actionstep, which enable 
lawyers to manage their practice and internal processes 
on a digital platform. However, their limitation is they only 
focus on the lawyer’s side of the relationship. Until now, with 
the arrival of new innovative and collaborative software 
solutions (which we’ll talk more about in the case study in 
Chapter 8), there has been no platform that enables direct 
and seamless interaction between lawyers and their clients 
while also giving clients the option to self-serve their legal 
needs where appropriate.
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Why should you embrace the change?

It’s important to embrace technology and the changing 
legal landscape rather than fight it. If you look at Uber as 
an example, many traditional taxi drivers in cities like New 
York pushed back against it and fought. Some US states 
have even tried to ban Uber from operating in their areas. 
However, it is incredibly difficult to fight against something 
consumers are demanding, and it’s an inevitability these 
services will prevail as they have done in the vast majority 
of cities around the world.

The rise of technology is inevitable in every sector, even if 
some are taking longer to adopt it than others. Technology 
is already creeping into the legal sector and it will be the 
firms that don’t do anything about it that see their business 
eroded in the long term. However, the law practices that 
embrace the use of technology will not only prevent their 
business from being eroded by it, but will actually grow 
their practices and win additional business because of it.

Consumer expectations are changing. They expect to be 
able to consume a greater number of easy-to-use ser-
vices online, and once a concept like this begins to gain 
traction, it snowballs. The Covid-19 pandemic has accel-
erated many trends, such as the rise of ecommerce at the 
expense of traditional stores. The digitization of law is only 
just getting started, but as consumers shift more of their 
lives online they will expect the legal industry to keep up. 
We aren’t saying you should close your offices and only 
offer services online. We are saying, where possible, you 
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should give your clients a choice. Some people will still 
prefer to come to your office and sit with you to talk about 
their legal process face to face, but there will be others who 
would prefer not to travel to an office and instead like to 
receive at least some legal services online.

This attitude has only become more prevalent as certain 
legal services are made available online, and in most cases, 
without the involvement of a lawyer at all. However, the 
kind of future we envision is one where consumers have 
the option to self-help and find information online, but with 
the support of their local lawyer available and facilitated 
by technology where they need it.

In addition to being better value for clients and a more 
efficient use of their time rather than having to travel to 
an office for a physical meeting, this is also an opportunity 
for lawyers to receive a fee they may not have otherwise 
been paid, simply because that client would have opted 
for another (non-legal) service.

Technology has the ability to put your law practice in front 
of clients you may not otherwise have reached. It presents 
you with an opportunity to build new revenue streams, 
rather than erode your existing revenue. It presents a new 
and incredibly exciting opportunity to scale your business 
faster than ever before.

The dominoes are already beginning to fall, and steps are 
being taken that will pave the way for greater adoption 
of technology within the legal sector. Arizona became the 
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first US state to allow non-lawyers to own law firms or an 
interest in law firms. At the time of writing, four or five other 
states have already begun the process to follow suit. This 
opens the door to allow lawyers to partner with people 
familiar with technology to develop the kind of platform 
that benefits consumers and legal professionals alike.

Summing up

We want to be very clear about how we see the future of 
technology in the legal world evolving. This is not about 
bypassing lawyers, but about giving lawyers in small firms 
access to technology that in the past has been limited to 
large firms. As a small or medium-sized law firm, this type 
of platform is incredibly difficult to build on your own, but 
there are now legal technology platforms available that 
democratize, demonetize and digitize legal services in a 
way that supports both lawyers and clients.

We are talking about a legal technology platform allowing 
lawyers to interact with their clients in an attorney-client 
privileged format; one that allows clients to choose how 
they communicate with their lawyer and decide which 
elements of the legal services the client wants to do them-
selves, which parts they want a lawyer to do, and other 
options to allow each to do some of it.

This new way of delivering legal services, using a new user 
interface, will supersede traditional methods of doing busi-
ness. It is exciting and scary all at the same time, but make 
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no mistake, it is not a question of if this will be permitted, 
because it already is. What we want you to ask yourself 
now is do you want to get in at the beginning of this pro-
cess and evolve your practice as use of this technology 
grows, or are you going to wait until everything is figured 
out and then have to catch up?

We sincerely hope you will choose to jump on now, and 
by reading this book, this is exactly what you are doing.
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There are a number of barriers and challenges to greater 
adoption of technology within the legal world; some are 
practical in terms of the cost or a lack of technical exper-
tise, while others are ethical or mindset related. However, 
before we begin to discuss the conflicts, challenges, and 
barriers themselves, it is important to acknowledge that 
lawyers are held to a much higher standard than your 
regular, run-of-the-mill entrepreneur.

There is an inherent challenge between the entrepreneurial 
spirit and running a law practice, which any entrepreneurial 
lawyer has to balance. Much of this comes down to the 
ethical restrictions lawyers have, and it’s the ethical bar-
riers we’ll discuss first.

Ethical barriers to digitization

In America, the model ethical rules of the American 
Bar Association (ABA) are relatively uniform across all 
states, and these rules have been in place for decades 
if not centuries. They have been established to ensure 
the public maintains confidence in the legal profession 
and that lawyers are representing themselves and the 
profession consistently.

However, there are limited ethical opinions or rules with 
regards to technology and its use by lawyers. This is 
because the technology is so new and changing, and so 
too is its relationship to the law. The law changes slowly. It 
isn’t like a business that can adapt on a dime and change 
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month to month or even year to year. The organizations 
that oversee legal professionals like to review things over 
time, which creates a major obstacle for entrepreneurial 
lawyers, whose main aim is to make sure they don’t commit 
malpractice or violate their ethical obligations.

We completely understand this perspective. After all, within 
the world of law, you are used to receiving black and white 
answers, and right now the information on which to base 
opinions is limited and often gray. In fact, at the time of 
writing, most of the lawsuits that have been brought in 
this area have been against LegalZoom for the unauthor-
ized practice of law. However, none of those actions were 
completely adjudicated, they were all settled. This means 
LegalZoom is allowed to use its technology to provide “self-
help legal services” but not “legal services.”

This great challenge lawyers face is also a great oppor-
tunity because, as we’ll explain in later chapters, the next 
iteration of this technology will deviate from the “self-help 
legal services” being offered by non-lawyer self-help plat-
forms and will instead utilize those same technologies to 
enable licensed lawyers to deliver legal services. This is 
about giving lawyers the technological platforms they need 
in order to compete on a par with these businesses that 
have sprung up offering digital “self-help legal services.”
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How does this work within the ethical 
rules governing lawyers?

Having spoken to a nationally renowned ethics expert in 
the US, the good news for lawyers is, as a law firm, you 
can use these technologies to provide your own form of 
self-help services, provided you meet your obligations 
around model rule 1.1, which states, “A lawyer shall pro-
vide competent representation to a client. Competent 
representation requires the legal knowledge, skill, thor-
oughness, preparedness and preparation reasonably 
necessary for the representation.”

What does this mean in terms of this new technology? 
If we’re talking about simple self-help digitized services, 
then much less supervision from a lawyer is required 
compared to a full traditional engagement. Where the 
true opportunity lies for lawyers is in giving clients the 
clarity when they are relying on technology and when the 
lawyer is engaging to confirm the quality of the self-help 
documents being generated.

It is exciting to see platforms already emerging that allow 
lawyers to meet their ethical requirements while enabling 
the digitization of some of the legal services they provide. 
We believe consumers want this hybrid approach, where 
they have the convenience and ease of using technol-
ogy, but the option to knock on their local lawyer’s door 
if they need to.



The delegation tipping point

Within a law practice, what traditionally happens is a client 
will communicate with their lawyer on the phone, in person 
or via video conferencing, and share basic information. 
The lawyer will then pass this information to someone 
else on their team, either paralegal or support staff, so 
information is input into certain systems or documents. 
At this point, the lawyer is merely supervising the process 
and, with new technology, this step can be delegated to 
technology, rather than being delegated to a person within 
a law practice. The latest platforms evolving will allow a 
client to interact digitally to share this basic information, 
but also to choose when to interact personally with a lawyer 
if and when the complexity exceeds what either the client 
or their attorney is comfortable doing digitally.

There is no argument that the majority of simple documents 
can be completed digitally with minimal oversight from 
the attorney, and making this process digital improves 
its efficiency (it’s already being done by the millions on 
the self-help platforms). The next iteration of this tech-
nology, including one we are working on, will enable more 
advanced legal planning to take place digitally too.

How is this possible? If you think about advanced legal 
engagements, you can see they’re a summary of decision 
trees a client makes when a lawyer asks them questions. 
Within the field of artificial intelligence (AI), we’ve already 
seen it’s possible for technology to work through complex 
decision trees, configuring all the questions and eliciting a 
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set quantity of responses that traditionally lead to a similar 
choice of resolution. The more of those decision trees we 
can quantify in the legal profession, the more likely tech-
nology will be able to take a client further down that path.

At present, entry-level legal work is acceptable under eth-
ical rules and easily attainable. In the next 12 to 18 months, 
technology is likely to enable the provision of ever more 
sophisticated legal solutions digitally, with less and less 
review required by lawyers, while still meeting the neces-
sary ethical standards and requirements of the profession.

Why this is exciting (rather than scary)

The technology available at the time of writing is still 
focused predominantly on fairly basic activities but, even 
at this level, it is still able to save you time and money and 
make your law practice more efficient. The technology 
is only going to become smarter and smarter, which will 
enable it to assist with more complex situations within 
the legal sector. The key is to keep that control with the 
local lawyer rather than it being limited to the large legal 
organizations with deep pockets.

We know the concept of technology being able to handle 
more complex tasks within the legal sector can sound like 
a threat, but what we hope you will take from this book is 
that it, in fact, presents incredible opportunities and bene-
fits to lawyers and their practices, some of which you may 
never have considered before.



One of the reasons we are so excited about this technology 
is the opportunities it presents for lawyers to learn from 
not only the other local lawyers in their town, but from all 
over the country or even the world. Imagine that there is 
a platform used by thousands of lawyers, which tracks, in 
real time, client requests and how each lawyer responds 
to those requests. This is a huge learning opportunity, 
because you can understand what other lawyers may 
have done differently to you given the same fact pattern. 
The technology will have a “forward facing” application 
to clients and a “behind the curtain” application focused 
on the attorney’s needs.

When lawyers are exposed to many other lawyers in this 
way, it provides all of us with information we otherwise 
would never have known, and we can use this to better 
serve our clients and develop our practice.

Technical knowledge barriers to 
digitization

If we make the positive assumption that you, as a lawyer, 
are able to overcome your fear of ethical violations, and 
you want to use this technology to make your life easier, 
you are then likely to face an even bigger challenge: your 
own technical knowledge.

Many lawyers with a thriving practice today did not grow 
up in the technology-first age, and within the legal pro-
fession there are different levels of technical competence. 
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Lawyers are inundated with emails about technology that 
will bring them hundreds of new leads, or software that will 
do the drafting. There always seems to be new technology 
on the horizon that will solve a different problem. Unfor-
tunately, these different pieces of new technology rarely, 
if ever, talk to each other, which can create a new source 
of friction and inefficiency.

In addition, the personnel within your law firm will have 
varying degrees of experience and confidence with tech-
nology. If you have older employees, they may fight against 
the introduction of new technology, whereas younger 
employees may well prefer to do as much work digitally 
as possible.

We want to help you overcome this technical knowledge 
barrier, so you can unify around certain baseline techno-
logical ideas, platforms and capabilities, understand the 
power technology has for the good of your practice, and 
understand, at a high level, the differences between the 
different technology offerings available.

The reality is, for certain law practices, even setting up and 
maintaining a basic website can be a challenge. It can be 
expensive and many firms simply don’t know how to make 
the most of them. It would be fair to say there is a dearth 
of knowledge in the digital sector for legal services. Given 
that this is already problematic, it’s easy to see why some 
legal professionals would shy away from the idea of dig-
itizing their practice. However, the reason you’re reading 
this book is that you want to take a step in that direction, 



and we’re here to tell you there is a way to overcome this 
particular barrier.

You already know there are platforms offering legal ser-
vices, but you are also no doubt aware that building one of 
these platforms for your own practice is unrealistic given 
its complexity, your lack of knowledge in the digital sector, 
and the cost of such a project. That’s not to mention the 
effort needed to maintain a platform of this nature and 
ensure it is kept up to date.

The good news is there are now platforms evolving 
that will allow you as a local lawyer to offer services 
digitally while still being able to serve your clients in a 
more traditional way. As we’ll discuss in more detail in 
the next chapter, consumer expectations are changing 
and there is a strong desire for more digital access to 
all manner of legal services. This is a trend that is only 
going to grow.

However, clients are also likely to be more comforta-
ble using this kind of digital platform if it is supported 
by local lawyers, because they will take comfort in the 
knowledge that if they do require any assistance, they 
can contact their local lawyer, even “knock on their door” 
if they have to.

This allows you, as a lawyer, to stick to what you’re good at, 
which is providing legal advice and expertise. You probably 
don’t have the desire to learn about the technical side of 
such platforms, and there’s no reason why you should.

CHAPTER 2: CONFLICTS, CHALLENGES & BARRIERS | 41



42 | DIGITIZATION OF LAW

However, what the emergence of these platforms does is 
level the playing field because now, even if you are only a 
solo attorney with one or two staff, you can access technol-
ogy that was previously only available to big players in the 
industry, or via the likes of “self-help legal platforms” that 
don’t provide support from practicing lawyers. What we’re 
talking about is a technology platform that puts you, as the 
lawyer, at the center, rather than keeping you outside it.

Cost barriers to digitization

These new technology platforms also lower, or remove, 
another barrier to entry for small law practices or solo 
attorneys: cost. The beauty of the current situation is entre-
preneurs who are willing to invest their time and money 
into developing these platforms are able to offer them to 
a vast number of lawyers, which means for each individual 
lawyer the cost is lower. Of course, when many lawyers use 
the platform, that scale provides the return the entrepre-
neur is looking for.

From your perspective, however, that takes away what 
can be another significant challenge to further digitizing 
your practice, which is the expense of doing so. Entrepre-
neurs are excited to do the heavy lifting, both in terms of 
technical knowledge and in terms of financial investment, 
because they can see the opportunities this unlocks for 
lawyers who want to be entrepreneurial.



If these are barriers you have been facing in your desire to 
become more digital in your law practice, are you starting 
to get excited? Can you see how joining a platform that 
has already worked out how to deliver legal services in an 
ethically compliant and entrepreneurially rewarding way 
could benefit you and your practice?

Balancing being a lawyer with being an 
entrepreneur

In our experience, one of the greatest challenges lawyers 
have is their mindset. Often when you approach a lawyer 
with a suggestion that is outside of something they’ve 
done before, their response is, “I can’t do that.” Dave has 
generated close to $75 million in revenue through his legal 
knowledge and various companies, and he’s very fond of 
telling people that, in all the revenue he’s ever generated, 
he has never generated a single dollar from something 
he couldn’t do.

The problem is, if you are stuck in the mindset of can’t, then 
you will struggle to move forward; but you have to find a 
way to progress in your adoption of technology. It’s not a 
question of if the legal profession will become more digitized, 
it’s a question of how are you adjusting to it as it happens?

If you are one of the lawyers who cultivates a progres-
sive mindset and you are able to get in early, you have 
an opportunity to influence that technology and help 
determine how it works. This is all about collaboration, 
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which we’ll talk about in more detail in Chapter 4, and 
how technology unites with those lawyers who have the 
attitude of asking: “How can we use technology within the 
restrictions we have? How can we work within our ethical 
requirements as lawyers? How do we help formulate new 
rules and laws going forward to maintain traditions within 
the law while respecting the advancements of technology 
and, more importantly, the demands of the clients who 
seek our services?”

Summing up

Although there are undoubtedly barriers and challenges 
associated with digitizing your law practice, there are now 
technologies and platforms developing that lower those 
barriers, or remove them entirely.

This is an incredible opportunity for small law firms to level 
the playing field with larger competitors and the enor-
mous self-help platforms. Working with entrepreneurs and 
technology specialists is what will allow you to make best 
use of the new developing technologies at your practice; 
and when lawyers are put at the center of technological 
development, there are fewer concerns around ethical 
compliances. In fact, as we’ll explain later, new technolo-
gies can make your practice more robust and mean it is 
less likely to face any issues surrounding malpractice or 
ethical violations.
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We’re going to start this chapter with an example from 
the music industry to illustrate why it’s imperative for 
lawyers to embrace technology. If you look back at the 
history of the music industry, apart from live gigs and 
radio, vinyl was one of the first ways to consume music. 
From there, the cassette tape was developed, and then 
the CD. Nowadays, music is almost exclusively consumed 
via digital streaming.

But when digital streaming first came about, there was 
considerable pushback from the music industry. We’re sure 
you remember Napster, which was a pirate service that 
allowed people to stream music illegally when it was first 
developed. Suddenly, people could download digital music 
files and, aside from the fact it was free at that stage, it 
was incredibly convenient. Initially, the music industry just 
tried to shut Napster and other similar sites down. However, 
because consumers liked the service, it wasn’t possible 
for the industry to stop that technological advancement.

Of course, this has evolved into the likes of Spotify, Apple 
Music and Amazon Music, where consumers can pay a fee 
to listen to and download music. The point is the music 
industry had to adapt to a different way of generating 
revenue, and that all happened relatively quickly.

While this change in service delivery has been a lot slower 
within the legal industry because of its complexity, that 
doesn’t mean consumers don’t want to be able to access 
legal services digitally. In fact, the rise of non-legal self-
help platforms shows they do.
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Technology has changed the world

There are countless examples of how technology has 
evolved and changed the world we live in, but one of 
the best is the cell phone. Do you remember the first car 
phones, which were wired into the car and still attached by 
a cable? That might sound laughable now, but at the time 
they first emerged, they were a game-changer. It meant 
people no longer needed to stop and find a phone booth 
to call clients when they were out on the road.

Now look at everything a cell phone has replaced in our lives. 
They are far more than just a phone, they are a camera, a 
GPS (Global Positioning System), a flashlight, a recording 
device, a music device, and much more. Everything is big-
ger, better, faster, and stronger; new phones are constantly 
being released to the market which, by and large, are 
improvements on their predecessors. Users can do more 
complex tasks on these devices. There is more power in 
an iPhone than the computers used to launch the space 
shuttles! Given how just this one piece of technology has 
revolutionized our lives, can you honestly say the public 
doesn’t demand this of the legal industry? Absolutely not.

If we move away from what consumers expect from tech-
nology to what they expect from the legal industry, you 
can see how the two are linked. Consumers expect access 
to lawyers to be efficient, they expect to have more con-
trol and more say. No one wakes up in the morning and 
thinks, “I want to go and see a lawyer.” It is perceived as 
a confrontational experience and, even if this isn’t true of 



48 | DIGITIZATION OF LAW

you, there is a perception lawyers are condescending. This 
new wave of technology is democratizing legal services.

Although the new technology that is emerging offers 
instantaneous access to simple legal services, this is far 
from the only thing consumers are demanding of the legal 
profession. They want simplicity. They want clarity. They 
also want fun! People want to use emojis, to have their 
own avatars, and to have a little bit of fun along the way.

The point is, especially since the pandemic, people’s 
expectations have changed. Think about how easy and 
quick shopping online is, and how many people are now 
choosing to do that rather than go to the store, because it 
saves them time and effort. Who ever thought you wouldn’t 
have to go grocery shopping? Now Instacart does that for 
you! What if you could just tell your lawyer what you want 
online (from a menu/listing of items) and have it delivered 
to you, like you do your groceries? Consumers adapt very 
quickly and there’s no going back from the digital world 
we have moved into.

The Diffusion of Innovation theory

The Diffusion of Innovation theory1 was developed by E.M. 
Rogers in the 1960s and it explains how people adopt new 
technologies. Under this theory, people are split into five 
categories of adopting new innovation. The first are the 

1 Everett M. Rogers (1962), Diffusion of Innovations, Free Press, 5th Edition (17 Nov 2003)



innovators, who account for the first 2.5 percent of the 
population. These are the people who love new and exciting 
innovations and are willing to accept something that isn’t 
perfect because they want to be the first to use it. The next 
13.5 percent of the population are what Rogers described 
as the early adopters. These are typically opinion leaders 
within social systems, and they are also the people who 
are most likely to give constructive feedback about how 
to improve that new innovation. Like the innovators, they 
too accept it won’t be perfect. It is the early adopters who 
start to introduce new technology to the rest of society.

The third of the five groups in this model are the early 
majority, who account for 34 percent of the population. 
These people will generally adopt new ideas just before the 
average person. They typically want to see that something 
works before they adopt it, but they are really important 
for the diffusion process.

Then we move onto the late majority, who also account 
for around 34 percent of the population, and are best 
described as being more skeptical of change. They’ll only 
adopt a new innovation once they can see it’s proven and 
other people are using it. Usually it’s social pressure that 
will encourage this group to adopt an innovation. The last 
16 percent are the laggards. These people are very tradi-
tional and they typically fight against change. Put simply, 
they actively push back on innovation.

You can see the Diffusion of Innovation theory playing out 
in many areas of society, from medicine to how we shop, 
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to the likes of Uber and Airbnb. However, one area where 
we haven’t seen technology innovations take hold is in 
providing legal services. Some providers have started to 
bring the concept into the industry, but as we’ve said, that 
isn’t law practice. We are on the precipice where consumers 
are going to expect lawyers and other professionals who 
have typically been resistant to introducing technology to 
their work, like accountants, engineers, and architects, to 
deliver interactions and services using technology that is 
prevalent in other areas of their lives. The financial services 
professionals have moved toward some technological 
advancement because the large financial institutions they 
work for have begun to create it, but it is still far from being 
client interactive, and is mainly online access to information.

Changing consumer expectations drive 
innovation

Consumer expectations in relation to the use of technology 
are only going to increase, and there is also an expectation 
any services that are launched will continue to improve over 
time. Software platforms and services that launch now as 
first-to-market offerings will have to continue to innovate 
and improve in order to keep pace with those expectations, 
otherwise they will be superseded by other offerings.

It is consumer expectations that are driving the speed 
of innovation within many companies that are all com-
peting with one another to keep up with what consum-
ers are demanding. Coupled with this is the speed of 



technological change and development, as well as natural 
occurrences that drive change, the most recent of which 
has been the pandemic.

All of our lives changed during the pandemic and there are 
multiple examples of businesses that exploded as a result 
of those events. Take Zoom as an example. People had to 
find new ways of communicating and doing business, and 
Zoom stepped in. It was one of the fastest-growing apps 
during the pandemic, and in 2020 the business generated 
$2.6 billion in revenue, which represented a 317 percent 
year-on-year increase.

If you look at Zoom’s statistics around how many meeting 
minutes were being conducted on its platform, you can 
see how its use exploded. In 2013, Zoom’s annual meeting 
minutes were reported as 200 million. In just one quarter of 
2021, the number of meeting minutes on Zoom was 3.3 trillion.

As we mentioned in the opening chapter of the book, the 
fact that Arizona became the first US state to approve 
equitable interest in law firms by non-lawyers in 2021 is 
going to further drive the pace of change within the legal 
world. It’s upping the ante, and the pace of change and 
adoption of technology within law practices is going to 
accelerate.

Dave’s law firm and national legal organization started 
using Zoom in 2018, when around one-third of his employ-
ees were remote. Initially, there was resistance and those 
who were based in the office would go into the conference 
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room and just have all of the people working remotely on a 
single screen. However, the people working remotely didn’t 
like not being able to see everyone sitting in the conference 
room and couldn’t tell who was talking, and within three 
months, everyone on site met from their own office using 
their own computer so everyone could interact “face to 
face” whether they were in the office or working remotely. 
It even started building the relationships between the 
on-site and remote employees. Dave’s firm then started 
asking how they could get clients and their professional 
relationships to engage through Zoom; and it was incredibly 
challenging and most refused, until 2020 when Covid hit, 
and Dave’s firm was seen as “cutting edge.” Dave’s firm 
was an early adopter of Zoom and it took a world-wide 
pandemic to get the laggards finally on board! Of course, 
with more people using Zoom, the company increased its 
features and functionality, which led to it being a main-
stay of people’s lives.

This is happening in the legal profession. In fact, by the 
time you’re reading this book it will be growing exponen-
tially. What you have to ask yourself is whether you want 
to jump in at the innovation, early adopter or even early 
majority stage, or whether you will be hanging onto the 
old way of doing things, kicking and screaming to the end 
and ultimately the demise of your practice. The earlier you 
accept things are changing and embrace technology, the 
earlier you will benefit from that change, and the greater 
the market share you will achieve.



Right now, in terms of introducing the practice of law to tech-
nology, we are at a stage of great innovation and, as you’ll 
learn later in the book, there are some truly innovative and 
exciting technologies emerging that allow lawyers to deliver 
legal services online and blend that offering with traditional 
methods of telephone and in-person consultations, and 
even incorporate the more recent virtual options like Zoom.

Hitting the tipping point

The phases we described within the Diffusion of Innovation 
theory apply to lawyers and consumers alike, and there 
will be people in both groups who are spread across that 
model. Where consumers are concerned, it is likely many 
have moved straight to the early majority category, given 
how comfortable people have become with using digital 
and virtual technologies.

We are not suggesting you should begin offering all of your 
legal services in a digital format only, simply that consum-
ers want choice and by providing that, you are going to 
appeal to the greatest number of consumers. Some will 
undoubtedly still want to come into your office, but there are 
many who would prefer an online option. We even believe 
those who prefer to come into your office will be willing, 
and perhaps expect, to have some of their engagement 
with you digitally. This enables them to do follow-up with 
you without having to come back into the office.
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A recent example in Dave’s office is that prior to a prospect 
coming into the office for an initial consultation, a digital 
Personal Information Form is forwarded to them to com-
plete online. Utilizing the platform shared in Chapter 8, once 
completed by the prospect, the information is instantly 
populated into Dave’s law practice management system, 
which provides Dave’s office with all the information prior 
to the meeting, with little to no work required by staff who 
traditionally had to enter all that information after the 
meeting from the hand-written information completed by 
the client and collected at the meeting. Imagine how this 
can minimize malpractice, as the system tracks information 
entered by the client separately from information entered 
by the law firm. Imagine there can also be automatic client 
follow-up communications to the client that document 
their reply or lack of reply. It is as encompassing as you 
are willing to make it.

Digital technology can also be a foundation to new 
revenue streams for attorneys. Assume a client hires 
you to do a trust. One of the most important things 
to ensure that trusts work is to fund them; that is, to 
retitle the client’s assets from their individual name 
to their trust. To do this, you need to identify every 
asset and account to retitle. This is quite a laborious 
process for which few attorneys are paid. Imagine, 
instead, you invited the client to enter the information 
themselves into the digital platform, outlined in a 



digital platform (we will discuss more on how this 
works in Chapter 8), and the funding table is instantly 
built! Alternatively, if the client is unwilling to do this, 
then it is easy to assign a cost for you to do it because 
it is clearly “work” that is being done that the client 
would not otherwise be aware of. This is a perfect 
example of allowing the client to decide what they 
are willing to do and what they want the lawyer to do.

There is very little loyalty from consumers anymore. The 
internet has made it easier than ever for clients to find 
attorneys outside of their local town. If you can’t provide 
the service a client wants, in a way they want it, they will 
look elsewhere. You want to reach the growing pool of tech-
savvy professionals who will require your legal services 
in the coming years, both digitally and in person. Digital 
presents a way for you to win these customers, build rela-
tionships, and offer other legal services efficiently. People 
jump ship at the drop of a hat, which is why it’s so important 
any business continues to innovate in order to stay ahead 
of the market and ahead of consumer expectations.

Make no mistake, consumers want legal services that are 
delivered digitally. Millions of people are already using the 
self-help services available, even though they don’t specif-
ically deliver legal services. Demand among consumers is 
there. Now is not the time to be a laggard; now is the time 
to join the early majority, and we’ll show you how.
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Look beyond legal

The legal industry is notoriously slow to adopt new inno-
vations compared to other sectors, but this means you 
can look to other industries to see the precedent that’s 
been set. Even though this process hasn’t dominated the 
legal sector yet, you can reference other professionals 
who have gone through the shift in their ways of working 
that lawyers are about to. This process has been proven 
in many other industries, from music and retail to travel 
and the automotive sector, and most recently the financial 
services and banking industries.

The law firms that are the quickest to react and most open 
to these changes are going to be the ones with the most 
successful businesses in the future. If you join this revolution 
now, you will have the opportunity to set the tone for how 
consumers interact with lawyers on these new platforms 
and how legal services will be delivered within your social 
communities. You can literally help shape the future of the 
legal profession.

This will give you the first-mover advantage. Nobody is 
trying to catch up yet because most other lawyers hav-
en’t even realized they need to be in this race, and they 
certainly haven’t got out of the starting blocks.



Increasing the value of lawyers

Many lawyers perceive technology as a threat to their 
knowledge and skills, but as explained in the last chap-
ter, we are confident the new technology emerging will 
increase the value of lawyers. Artificial intelligence (AI) in 
particular is going to up the ante. It can certainly carry out 
some elements of legal work, but there will always come a 
point where this work can’t be done by a computer and a 
trained lawyer will need to step in. As a lawyer, this means 
your specialist knowledge and skills will become more 
highly valued, while also removing some of the more menial 
and process-driven tasks you currently have to complete.

The court system, which is typically one of the last areas 
to adopt technological changes, has already started to 
accept digital filings and is moving away from a paper-
based system since the pandemic. It is catching up with 
the digital side of things, but it is still behind in terms of the 
virtual technology, and we believe this is the next stage of 
the digitization of law, where virtual interactions between 
the lawyers and the courts are enabled.

Summing up

We don’t mean to sound blunt, but the main point we would 
like you to take away from this chapter is that you, as a 
lawyer, don’t have a choice about whether your profession 
will be digitized. It is already happening and consumers 
are demanding it. We’re sure you can see this is the case 
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if you’re honest with yourself, and as we all know from 
what has happened in other industries, this momentum 
will keep going.

This isn’t intended to scare you, but rather to show you 
technology presents abounding opportunity for you and 
your law practice. The sooner you get involved, the more 
impact you can have to shape the future of legal services, 
which is an incredibly exciting prospect. For all we can see 
consumers demanding this digitization, think of the flip 
side and what digitization can offer you as a lawyer. In 
the following chapters, we’re going to highlight the main 
benefits that digitization offers you, because this change 
isn’t only for the benefit of consumers.
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The aim for most business owners is to run a company 
that grows at a reasonable rate; some will succeed and 
some won’t. However, there is a direct correlation between 
collaboration and technology that allows your business to 
not only grow, but to grow at a faster rate.

In our experience, many companies, both in the legal world 
and outside it, are happy with an incremental year-on-
year increase. For some that might be two percent, for 
others it might be ten percent, and this is a mindset that 
we can relate to. However, our mindset completely shifted 
when we joined the Strategic Coach® program. One of 
the most valuable and important lessons learned from 
this organization is that achieving 2x growth on any given 
metric, whether that’s profit, turnover, or number of staff, 
is minimally different to achieving 10x growth.

There doesn’t have to be a set timeframe for this growth 
either. You might give yourself two years, or you might give 
yourself ten. That really doesn’t matter, because simply 
making the decision to 10x your growth rather than 2x 
your growth will change the way you think and strategize 
within your business.

If this is a new concept for you, you are likely thinking exactly 
what we did when it was first presented to us: “How can 
that be the case? 10x can’t be as easy as 2x…” But when 
you stand back and realize it’s all about the strategies 
and the way you’re thinking, you also realize it’s entirely 
possible. After understanding these concepts, we have 
both “10xed” businesses.



CHAPTER 4: COLLABORATION & TECHNOLOGY | 61

The link between 10x and more: 
technology

The shift from 2x to 10x is the result of bigger strategic 
thinking, and the next stage from 10x is to 100x your original 
thinking. The timescales involved here might be longer, 20 
or 30 years as opposed to five, for example, but they don’t 
have to be. We see this happening regularly with the likes 
of Amazon, Tesla, Facebook, Twitter, and the countless 
other technology platforms that 100x not only once, but 
continuously! You are probably thinking how realistic is 
it for you to achieve 100x growth? Obviously, technology 
is going to play a major role. In fact, technology already 
plays a significant role in most businesses, and it is cer-
tainly an enabler for you to achieve this kind of growth at 
your business.

Collaboration will also play a role in helping you get to 10x 
and beyond, and we’ll explore how you can combine these 
two elements (collaboration and technology) in greater 
detail shortly. In the previous chapters, we’ve discussed 
the benefits of digitizing, democratizing, and demonetiz-
ing legal services using technology, specifically platforms 
that do certain work for you while you front and support 
them. That in itself is an amazing collaboration between 
you and technology.



62 | DIGITIZATION OF LAW

Collaborations and technology that  
super-charge businesses

There are many examples these days of collaborative 
business models that use technology to achieve the 
kind of 10x growth we’ve been talking about. Here 
are just a couple so you can begin to see how this 
plays out.

Non-legal self-help systems
Several platforms providing non-legal self-help 
systems noticed there are a lot of people in the world 
who need legal services, whether that’s help to write a 
will or set up a business, but there are many obstacles 
when it comes to accessing lawyers, in addition to high 
costs. They also recognized that a lot of what lawyers 
do for people in these situations are routine processes 
that are often carried out by paraprofessionals. If, as a 
lawyer, you’re reading this now and you already have 
a lot of tasks you can delegate to other members of 
your team, these are all great examples of tasks that 
can also be delegated to technology.

As we’ve said, lawyers bring a great deal of value 
beyond this; however, what these non-legal self-
help platforms have done is focus on the barriers to 
accessing lawyers that everyday people experience, 
namely the cost and the fact that lawyers are only 
available at certain times and that legal processes 
can often take long periods of time. They have gotten 



around the laws in the US by marketing themselves 
as platforms providing “self-help services” rather 
than legal services.

These platforms aren’t so much an example of 
collaboration as an example of where technology 
can take you. However, the next iteration of this will 
be collaborative technology platforms that work with 
local lawyers to enable them to provide self-help 
services that are supported by their extensive legal 
knowledge. Lawyers need to embrace technology 
because being in a position to deliver their services 
through this technology is the game-changer.

Airbnb
Airbnb is a classic example of collaboration and 
technology that has given rise to a hugely successful 
business. Airbnb was created by someone who 
wanted to scratch their own itch. Brian Chesky and Joe 
Gebbia wanted to rent out a room in their apartment 
to make some extra money, but they couldn’t find an 
easy way of advertising it. With the help of another 
friend, Nathan Blecharczyk, they created the first 
iteration of the Airbnb website, and realized they 
could get other people to offer the same service and 
pay a small commission in exchange for doing so.

This is how Airbnb was born and it’s now the largest 
landlord in the world, but it doesn’t own any real estate. 
As a business, they have digitized, democratized, and 
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demonetized the rental market for the whole world, 
and they’ve achieved this through a collaboration with 
a global community of landlords, using technology 
as the conduit to enable it to happen.

The meaning of collaboration

According to the Oxford English Dictionary, collaboration 
means, “the action of working with someone to produce or 
create something.” However, our definition of collaboration, 
and what we’re talking about in this chapter, is somewhat 
different. We are talking about collaboration on a different 
level, where you take an exceptionally good skill set, prod-
uct, service, or system and pair that up with someone else 
who has an exceptionally good skill set, product, service, 
or system that serves the same target market. The person 
you pair up with might be in the same industry as you or 
in a different industry. That doesn’t matter. What matters 
is that when you put these two things together, the result 
is infinitely better than anything either of you could have 
achieved alone.

For example, Dave’s national organization of estate plan-
ning lawyers in the US, Lawyers with Purpose, created a 
collaboration with a national marketing firm that focuses 
on marketing for the types of lawyers who are part of his 
organization. When you put those two together, the level 
of marketing his members receive moves to a whole other 
level, because it’s not just regular marketing spiel anymore, 



it’s marketing that’s designed and written specifically with 
estate planning lawyers in mind.

The key to finding these kinds of collaborations and mak-
ing them work is having the right mindset, which we will 
discuss in more detail in the next chapter, because if you 
think you have everything figured out, you aren’t going to 
be a good collaborator. In our experience, the wealthiest 
people are the ones who ask the most questions. The 
challenging part of collaboration (usually for our egos) 
is that you have to find the people who know more than 
you and who are better than you, at least in some areas.

We both know what we are exceptionally good at, which 
is what Strategic Coach® calls your “Unique Ability®”, and 
our goal is to find other collaborators with different Unique 
Abilities® than ours that we can bring together to make 
something greater. This is the mindset you need to get 
into if you are going to be a good collaborator and make 
the most of collaborations in your law firm.

Guy’s collaboration case study: Cake Solutions 
and Lightbend

I used to run a company called Cake Solutions. As a 
company, we achieved five and ten percent increases 
in the business, until I joined the Strategic CoachⓇ 

program. What I learned there was how to change 
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my mindset and strategies to enable me to 10x all the 
major parameters of the business. In fact, we didn’t 
just 10x everything, we managed between 10x and 100x, 
depending on the parameter. This significant growth 
is entirely possible when you have the right mindset.

In terms of collaboration, one that was particularly 
instrumental in our success at Cake was a 
collaboration we developed with Lightbend, which was 
the software engineering consultancy behind some 
of the technologies we specialized in. We formed this 
collaboration early in the technology’s development 
and consequently put a lot of time, resources, and 
ultimately money into using their technologies in 
research and development experiments. This then 
enabled us to skillfully deploy that experience in 
helping our clients to engineer leading-edge software 
applications and platforms.

This collaboration was brilliant. It gave us opportunities 
to go to conferences and talk about Lightbend’s 
technologies and the way we utilized them. Equally, 
when a client approached Lightbend to ask them  
to build a system using their technology, they 
would refer them to us at Cake, because while they 
engineered the technology, they didn’t build systems 
using it for clients.

No money ever changed hands between Cake and 
Lightbend, but this collaboration brought significant 



benefits to both of our businesses. We promoted 
Lightbend’s technologies, which increased their 
business. On the other side, Lightbend promoted us 
and enabled us to engage with some large companies 
that otherwise wouldn’t have considered working with 
us given our size at the time.

Both our businesses grew as a result of this 
collaboration and at a much faster rate than either 
of us would have achieved on our own.

There’s a really simple exercise you can do right now to 
illustrate the mindset shift we’re driving towards. Make 
each of your hands into a fist and hold up the number 
“1” on your index finger on each hand. What do you get if 
you bring your right and left index fingers together? The 
answer isn’t “two,” the answer is “11.” That is the first step 
towards great collaboration, recognizing that 1 and 1 can 
be 11 instead of equalling two.

If you read the section about 10x being the same as 2x and 
brushed over it, telling yourself that it can’t be true, you are 
not in the collaborative mindset we’re talking about. We 
can also tell you that, not only is what we’ve said true, but 
neither one of us writing this book does anything that is less 
than 10x these days. This has become our new standard, 
and it’s the standard we’d like you to work towards too.
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How your core values contribute to 
collaboration

If you have ever read any of the books by Gino Wickman, 
who is famous for creating EOS® (Entrepreneurial Operating 
System®), you will know that every company needs to know 
what its core values are. For example, Lawyers with Purpose 
has several core values, the first of which is open, defined 
as: “Open to the possibility of achieving what we otherwise 
did not consider possible, or even know to consider at all.”

When it comes to collaboration, this is about having 
an open mindset, one where you know you don’t know 
everything, and where you are keen to work with others to 
not only fill those gaps, but to accelerate your growth. We 
are both excited to be working together because we have 
each taken ideas 10x before, but this is the first one we are 
working on beyond that. The key is to utilize technology.

Collaboration or technology can individually become a 
multiplier that enables 10x instead of 2x results. Combin-
ing both collaboration and technology allows you to go 
beyond 10x, perhaps to 100x or more, when you collaborate 
with the right people (who share your core values) and 
use the right technology.

We are a great example of how this works. Dave knows 
lawyers. He knows how they think, how they work, what 
processes they use. Guy knows technology. He knows how 
technology works and who to reach out to for support in 
developing a new platform like ours. Together we have been 



able to create a platform where lawyers can communicate 
with consumers and provide legal services. The reason we 
have been able to do this is that we are both open to the 
possibilities a collaboration can create, as well as to the 
possibilities technology offers.

In fact, Guy collaborated with a company called Sputnik 
to develop the user experience (UX) and user interface 
(UI) of the platform, because in his previous work he had 
been involved in developing backend technology, rather 
than client-facing interfaces. This is just one example of 
the many collaborations that have brought us to the point 
that we are at today.

This brings us to the second core value of Lawyers with 
Purpose, which is curious, and is defined as follows: “We ask 
questions of others and seek information from resources 
within and outside our organization to discover ways to 
improve beyond our current knowledge.” Being able to 
look outside your organization is key, because if you only 
ever come up with ideas and discuss them within the four 
walls of your office, you’re never going to find out if your 
“great idea” really is not just a great idea, but one that 
other people actually want.

Those two core values of open and curious are essential 
for strong collaboration, and they form an important dis-
tinction from the mindsets we’re going to discuss in the 
next chapter, which are mindsets each of us can adopt 
individually.
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How to tell if you’re a collaborator

Collaboration isn’t unilateral, it’s multidimensional, and 
that means bringing in multiple people, including from 
outside your organization, in order to deliver 10x or even 
more. Another concept we learned recently is “Who Not 
How.”2 What we mean by that is when you’re presented 
with a problem, ask who is the best person to solve it for 
you, rather than worrying about how you can solve it.

So, lawyers have the problem of how to deal with offering 
digital services when the cost is prohibitive and they need 
significant knowledge to do so successfully. The answer to 
how they can overcome that problem is to find the who; 
and in this case the who is a platform that can help them 
deliver services in a digital format, in an ethical way and 
where they are, as the lawyer can still be called on by the 
consumer when needed.

The way to tell if you’re a collaborator is to think about what 
value you can bring to someone else which they can then 
take to their end market, or which you can bring together 
to a common end market. When you can identify this 
value, you know you can be a collaborator. Collaboration 
is not just between two people or organizations, it can be 
between a group of organizations and, in fact, we would 
describe this as a collaborative community.

2  Dan Sullivan (2020), Who Not How: The Formula to Achieve Bigger Goals Through 
Accelerating Teamwork, Hay House Business



Collaborative communities

If you want to collaborate with others, you also 
need to have access to other people who have this 
collaboration mindset. This is why being part of a 
national or international community, such as Lawyers 
with Purpose, the Strategic Coach® program, or the 
Abundance 360® program, can be so beneficial, 
because within these communities, you have lots of 
people who share similar mindsets. This is crucial, 
because no matter who you contact within the 
community, you know they already believe anything 
is achievable and share your core values. You only 
need to identify where your skill set fits in with the 
other collaborators in your community, and what we 
have found is that the resources you can access in 
these communities are endless.

Within these communities, everyone is happy to 
make time to help and point other people in the 
right direction and connect them with other potential 
collaborators within our network, no matter how busy 
they are in their business or personal lives. That’s 
how collaboration works. It’s never about making 
money, it is about improving the communities we 
live in and giving people access to things they don’t 
ordinarily have.
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Summing up

Collaboration is about how much value you can create 
in the world, and your value is proven by the people who 
follow you or write you a check for what you do. Value 
doesn’t always have to be monetary either. Think about 
Martin Luther King, Gandhi, Mother Teresa; these people 
weren’t rich when they died, but make no mistake about it, 
they were incredible collaborators and exceptional entre-
preneurs who simply didn’t measure themselves in money. 
They measured themselves in impact.

This is what collaboration is at its heart: improving the 
world in which we live. In many cases, money is a strategic 
byproduct; but don’t go looking for the money, go looking 
for the value you can add. By collaborating to make things 
better for others, you will be made better in the process.
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We started talking about mindset in the previous chapter, 
and it truly is key when it comes to embracing digitization 
and finding the right collaborations to 10x your business. 
In this chapter, we’re going to start by exploring the dif-
ference between a scarcity and an abundance mindset.

The main difference is that people with a scarcity mind-
set think, “For me to achieve success, you have to lose,” 
whereas people with an abundance mindset think, “You 
and I can achieve far greater success together than either 
one of us could achieve alone.” That is the collaboration 
mindset we talked about in the previous chapter, one 
where 1 plus 1 equals 11 rather than two.

If you want examples of each mindset from the world of 
business, take Walmart and Amazon. Walmart is known for 
aggressively pushing vendors’ prices down and ensuring 
those prices can only be offered online through Walmart. 
Amazon, on the other hand, didn’t beat vendors down on 
their prices, instead they said, “We’re going to give you 
access to our millions of customers; we’re going to sell 
your product on our platform; we want you to thrive with 
us, and we’ll just take a little piece.”

The prices on Amazon are decided by the vendors, who 
have to determine what a competitive price for their prod-
uct looks like in comparison to the others selling similar 
products. Amazon also has the review functionality, so 
customers can see a product that is five bucks might 
have five-star reviews, whereas a similar product a buck 
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cheaper might only have three-star reviews, or vice versa. 
That is, essentially, capitalism at its best.

The point is if you have an abundance mindset, you’re not 
trying to force people to work your way. Instead, you’re 
creating communities and platforms where you make 
the best practices available through these different col-
laborations and let consumers decide what they want. 
That’s the true collaboration spirit, and it comes with an 
abundance mindset.

The importance of generosity

In the last chapter, we shared two of Lawyers with Purpose’s 
core values, open and curious. We’d like to share a third 
core value, generosity. Lawyers with Purpose defines it 
as: “We share our talents and resources with each other, 
our clients and our community, without any expectation 
of reciprocity. The impact is that others will be better off 
than they would have been without our generosity, and 
we feel proud to have been able to contribute to them.”

In our decades of working with and interacting with entre-
preneurs all over the world, every person who has found 
success has told us that the more they gave away, the 
more they ended up with, and they had no idea how or why 
it happened. We believe the universe returns generosity, 
which feeds into this concept of the abundance versus 
scarcity mindsets. If we are truly generous, abundant, and 
create value and add impact to the world, then the world 
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will appreciate that and reward us in appropriate ways. 
This isn’t always a monetary reward, because there is a 
lot more reward in life than just money.

How abundant is your mindset?

If this is the first time you have encountered the concepts 
of abundance and scarcity mindsets, you may be wonder-
ing where on this scale you sit. One of the simplest tests 
you can do is pay attention to the language you use in 
your everyday life, and the reactions you have when other 
people approach you with ideas. Is your natural reaction, 
“No” or, “We can’t”? Or is your natural reaction, “Tell me 
more” or, “How can we…”? This might sound simple, but 
those of you with an abundance mindset will know from 
the language you use whether you are one of us. You 
can’t fake your natural language (or your mindset), but 
you can change it!

Many people don’t even realize how much the language 
they use is limiting their entire lives. When you speak,  
you’re training your brain how to think and this in turn 
trains how you act, and how you act results in what you 
get out of life.

With regard to what we are doing with Guidr (more about 
that later), we have observed that the lawyers we are 
speaking to fall into two distinct camps that also illustrate 
the difference between people with an abundance versus 
a scarcity mindset. There are those who are genuinely 



interested because they know things are changing and 
they want to find reasons to be a part of this; and then there 
are those whose instinctive response is a list of reasons 
not to be a part of it.

However, the truth of the matter is you ultimately say 
“yes” even if you’re one of the naysayers, because society 
steamrolls your negative opinion. Neither one of us who is 
authoring this book, nor anyone reading it, can stop what’s 
coming; so this is the time to choose whether you want to 
be a part of that now, and think about how we can collab-
orate to make this influx of technology the best it possibly 
can be for both lawyers and consumers, or if you’re going 
to be left behind.

Dave’s observations on the mindset of lawyers

What I’m about to share, I do so with a lot of love, as a 
lawyer myself. Now, lawyers are an interesting breed, 
because we are all trained in the Socratic method. 
This means everything we hear, we instinctively and 
intuitively take the opposite side; we are, by our 
nature, contrarian. As an interesting aside, the divorce 
rate among lawyers is even higher than the national 
average; and as a lawyer who has been married for 
over 30 years, I can attest that my spouse challenges 
me and gets frustrated because of my tendency to 
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always examine the opposite of whatever is said in 
a conversation.

As a lawyer, you’re trained to carry out critical analysis 
and then support a position; and you’re trained to be 
able to take either side. Most of us don’t even realize 
we do this in our everyday conversations, so I think it 
is worth taking a moment to appreciate our spouses 
and family members who live with those of us who 
are inherent contrarians. This is one of the mindset 
challenges we face as lawyers.

When it comes to technology in the practice of law, we 
face a second mindset challenge: fear of malpractice 
or ethical violations. From the first day of law school, 
we are taught we have an ethical responsibility to our 
clients, which is based on a code that is hundreds of 
years old. This doesn’t necessarily blend with modern 
thought, but nonetheless, we’re still bound by it. This 
creates a second mindset challenge for us, because 
we’re bound by ethical rules that are not based on 
modern trends or entrepreneurial endeavors.

When you consider both of these challenges, you can 
see how lawyers are generally in a position where 
they challenge or contradict most things that come 
at them. I understand this because I’m a lawyer, 
subject to the same limitations.



My advice to you is to carry out a critical analysis 
by reading this book, not from a legal standpoint or 
an ethical standpoint, but from a common sense 
standpoint. I know this is outside the box, but look 
around at the world and see what’s happening, and 
then do a critical analysis to address the boundaries 
we have under our ethical requirements and the law, 
rather than settle in the “can’t” mindset.

As we move into this next phase of technology and 
the law, it’s going to be essential for us as lawyers 
to balance those two critical elements and provide 
solutions to them!

There is also a third element to consider here, and 
that’s the entrepreneurial mindset. While there 
are plenty of lawyers who have no desire to be 
entrepreneurs, there are also plenty who do. Now, 
part of the reason why I believe I’m still married after 
31 years is because (a) I’m not a litigator, and (b) I 
consider myself first and foremost an entrepreneur 
and secondly an attorney.

What I have noticed is many lawyers want to be 
entrepreneurs because entrepreneurs are often held 
up as a benchmark or a vision for “success.” More 
importantly, they are in control of their own destiny. 
One of the challenges lawyers have, especially those 
that litigate, is they don’t have any control over their 
own calendars. Entrepreneurs, on the flip side, have 
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complete control of their calendars. We control where 
we spend our time, our energy, and our effort.

By contrast, when you are in litigation, you are 
at the mercy of the court system and you have 
to show up whenever they need you to be there. 
There’s a dichotomy here that inherently fights 
entrepreneurialism in the law.

The mindset of the entrepreneurial 
lawyer

In every law firm, whether you’re a solo attorney, part of 
a small firm, or part of a large law firm, there will be a 
managing partner. This attorney is charged with being 
the entrepreneur for the business, and they have to be 
an “entrepreneurial lawyer.” The way they operate is to 
think about how they can take what they know about the 
law and deliver it to the consumer in a manner that both 
benefits the consumer and acknowledges the lawyer’s 
ability to help them.

True entrepreneurial lawyers who are at the forefront of 
the practice at the time of writing are focusing on tech-
nology, because they understand that technology allows 
them, as lawyers, to provide services to consumers in a 
more user-friendly way. In Chapter 3, we talked about 
consumer expectations and how everyone has become 
increasingly accustomed to accessing services digitally. 



There is a growing expectation for the legal world to keep 
up with this digitization.

The challenge for lawyers is they are bound by an archaic 
ethical system, while being surrounded by a world full 
of technological advancements. What is required is to 
bridge the gap between both of those elements, and what 
consumers want. From what we are seeing, it will be the 
entrepreneurial lawyers who lay the path for others to fol-
low, showing how the future use of technology and the law 
can converge. This is when we use technology to deliver 
legal services to the consumer, while maintaining lawyers’ 
knowledge and standards.

At this point, it is important to distinguish between entre-
preneurial lawyers and lawyers who are business owners. 
Entrepreneurs in general are a unique type of business 
owner, who create a vision of things that people value 
but don’t currently exist, and then bring these ideas to 
consumers. The way we like to describe it is they trans-
form their visions into real products or services. An entre-
preneurial lawyer, therefore, is someone who is not only 
focused on building a successful business, but who is 
also looking for a new way to deliver legal services. If 
you’re reading this and thinking you would prefer to be 
a successful lawyer who is a business owner, the good 
news is that not everyone is meant to be an entrepreneur. 
However, there are many lawyers who are good business 
owners; they understand how to make a profit, and they 
know about revenue and expenses. For these people, 
technology can be truly game changing, because it allows 
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them to delegate the entrepreneurial aspect of business 
ownership to people outside of their law firm who have 
this entrepreneurial mindset and the technology created 
by them for others to use.

An entrepreneurial and technological 
collaboration

The perfect example of this kind of collaboration is what 
we have created in Guidr. Both of us are entrepreneurs and 
visionaries. Dave has brought his legal knowledge and Guy 
has brought his technological knowledge to our collabora-
tion, and together we have used our entrepreneurial abilities 
to create an entirely new technology platform. This collab-
oration will allow business owner lawyers, for the very first 
time, to delegate the entrepreneurial part of their practice.

This simply continues the journey Dave has been on with 
Lawyers with Purpose for the past 20 years. He has built 
systems and processes to run an estate planning, elder law 
and asset protection law firm that have all been available 
through a digital platform since 2013. This is an incredible 
opportunity for lawyers who want to delegate the entre-
preneurial side of their business. One of the attorneys 
who works with Lawyers with Purpose has always said 
this is why he loves working with the business, because 
it allows him to delegate the entrepreneurial side of his 
practice and thereby frees up his focus to build a very 
extensive, robust, and extremely profitable seven-figure 
estate planning practice.



The point is it’s ok if, as a lawyer, you aren’t an entrepre-
neur. However, you still need the entrepreneurial element 
in your practice to help you safeguard its future as you 
continue to develop it. If you don’t have the entrepre-
neurial skills you need, you have to find a way to delegate 
that aspect of your practice so you can still provide the 
entrepreneurial vision to your clients. Even entrepreneurial 
lawyers will benefit from this kind of collaboration, because 
part of having that entrepreneurial mindset means rec-
ognizing what you do and don’t have the skills to do. 
When you identify a need in your community and seek 
the resources to provide for that need, you’re exercising 
your entrepreneurial muscle.

An appetite for financial risk

Another distinguishing feature of the entrepreneurial mind-
set, in lawyers and other sectors, is they are willing to take 
on greater than normal financial risk in order to organize 
and operate their business (or businesses). Entrepre-
neurs double down on their businesses and they invest 
their profits each year into building new things; whereas 
good business owners are less likely to just write checks, 
because they might consider it reckless to spend money 
from their savings.

This is an area where we typically find that many attorneys 
hold back, partly because they don’t have the wherewithal 
to make such spending decisions, and partly because 
this would take them too far out of their comfort zone as 
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they don’t feel they have the skills to make these kinds of 
investments successfully.

Viewing failure as an education

Those with an entrepreneurial mindset aren’t so fearful of 
failure that they’ll never try something new. In fact, in our 
experience, true entrepreneurs fail as often as (if not more 
than) they succeed. There is nothing wrong with having a 
healthy fear of something, but what isn’t healthy, especially 
in business, is being so fearful of something that you’re not 
willing to try it in the first place.

Entrepreneurs are always willing to try, even if that means 
they sometimes fail, because they accept some things will 
work out and others won’t. This ability to try new things 
means entrepreneurial businesses are typically much more 
innovative than large corporations, because they can make 
decisions quickly, fail fast, and move on. Contrast that to 
large organizations where there are so many hoops to 
jump through it can take six, eight or even 12 weeks to get 
an idea considered, let alone scoped, built, and launched.

The corporate world always wants to see a return on its 
investment, but what entrepreneurs understand is that 
sometimes the return on investment comes from find-
ing out something doesn’t work, because you learn from 
it. You fail fast, you adjust, you try again, and you move 
forward. Or, you learn what you tried isn’t a good idea, in 
which case you decide not to take it any further. The trick 



with failures is to minimize the loss each time and to learn 
from them. In our experience, you gain more in education 
from a failure than you lose from the failure itself, which 
means failing can in and of itself be valuable.

Why lawyers need to embrace the 
entrepreneurial mindset

The entrepreneurial mindset is going to be critical for law-
yers going forward, whether you are the kind of lawyer who 
is prepared to try more entrepreneurial ideas, or you’re the 
kind of lawyer who wants to bring the entrepreneurial spirit 
into your organization from external sources. The key is to 
accept the change that’s here.

Your entrepreneurial mindset shift might be having the 
confidence to say you’re not going to be one of the lag-
gards we discussed in Chapter 3 and fight this. Instead, 
you’re going to use resources, like this book, to carry out 
a critical analysis of the situation in order to help you find 
the confidence to embrace this new way of working and 
integrate your practice with technology.

We understand adopting this kind of mindset can feel 
particularly challenging for lawyers, because apart from 
industries such as medicine, financial services, airlines, 
and government, there are very few sectors that have 
such high hurdles to overcome just to ensure what they’re 
doing is compliant with the law. This not only leads to extra 
work, but also extra cost and greater entrepreneurial risk. 
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The good news for you is you don’t have to take all of 
this on alone. What we are doing is investing not only our 
financial capital, but also our combined 50-plus years of 
intellectual capital into this project, and blending this with 
our entrepreneurial and collaborative experiences.

If you are one of the lawyers who has been trying to 
overcome what seem like insurmountable challenges 
to digitize your law practice, we are here to tell you that 
you’re not alone. In fact, you can find entrepreneurial 
people who have taken the financial risk, carried out 
all the research, dotted the i’s and crossed the t’s, and 
sought the required ethics opinions in order to minimize 
your financial risk as we develop technology and the law.

How to become more entrepreneurial

If you want to start building your entrepreneurial muscle, 
the key is to change the language you use. Instead of 
saying, “no” or, “we can’t” when someone presents an 
idea to you, start to flip that so you’re asking, “How can 
we...?” The key is in looking for a reason to do something, 
rather than looking for reasons not to do something. 
This question, “How can we…?” is particularly important, 
because it helps you to identify obstacles and then take 
each of those in turn and ask how you can satisfy each 
obstacle. You’re breaking down your objections into single 
thoughts, which are much easier to deal with individually 
than collectively.



What we are doing with Guidr requires an entrepreneurial 
mindset. While there are many platforms offering legal doc-
uments online, they bypass local lawyers, which means they 
are not offering legal services per se. Guidr is very different 
because it offers genuine legal services that comply with all 
the relevant ethics opinions, and it’s offered through local 
lawyers. This makes technology like Guidr’s much more 
complex than the other services available, which means 
there is a higher barrier to entry and a higher entrepre-
neurial risk as a result. There is also a higher capital outlay 
and a higher requirement for sector knowledge in both the 
legal and technical worlds. All of this makes it much harder 
to do, but this is also what makes Guidr unique.

We have mentioned a few of Lawyers with Purpose’s core 
values already in this book, and the next one that springs to 
mind here is adaptable: “We accept the changes inherent 
in growth and embrace the change necessary to move 
ourselves and our company forward.” All of our other core 
values go behind this; we have to be open, curious, aware, 
and collaborative in order to learn new things or gain a 
different understanding of a situation. Our ability to rec-
ognize new discoveries has no effect unless we are willing 
to modify our behaviors and beliefs in order to incorporate 
them into our lives.

The ability to open our minds to understand what we 
haven’t already understood or didn’t even know to ask 
about a subject is another hallmark of the entrepreneur-
ial mindset. What causes conflict in our lives is when 
we become set in our mindset about what something 
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represents. That’s when we stop being open to learning 
and seeing other perspectives. Adaptability enriches 
our lives and reduces conflict by allowing us to grow our 
behavior to serve the changing needs of the community 
and the greater good, rather than sticking to our past 
knowledge and experience.

This can sometimes be a challenge for lawyers – intellec-
tually they are in the top two percent, but even if they’re 
intellectually superior to others, that doesn’t mean they 
are knowledgeably, rationally, or entrepreneurially supe-
rior to others. Adaptability is about accepting we don’t 
know everything, being open to learning, and then, most 
importantly, changing behaviors. For lawyers to succeed 
in the world as it is now, they have to shift to a mindset 
of adaptability in order to embrace and become part of 
these changes, rather than fighting them and trying to 
discredit them from a contrarian position.

Understanding the consumer mindset

In Chapter 3, we talked about what consumers expect, but 
it is also important to understand the mindset of mod-
ern consumers, and one of the most important things to 
understand is that this mindset is directly influenced by 
age. This means consumers who fall into different age 
groups will have different mindsets from one another, so 
the millennial mindset is very different to the mindset of 
the baby boomer generation.



Generally speaking, the millennial mindset is to always 
use technology instead of going into an office or a shop, if 
possible. Their expectation is there will be an online store or 
service they can use, but their mindset is to automatically 
look for an online service to fulfill whatever requirement 
they have. Millennials are generally considered to be peo-
ple born from 1980 to around 1995, and all the younger 
generations coming through behind them have a similar 
mindset of using technology and looking online first.

Of course, there are still many members of the silent gen-
eration (those born between 1924 and 1945) alive, as well 
as the boomer generation born between 1946 and 1964. 
For the longest time, they were the largest generation, until 
recently when the millennials overtook them. Gen X, born 
between 1965 and 1980, were the first generation to have 
digital technology, but it was very much in its infancy and 
didn’t truly become widespread and accessible until the 
millennials came along.

Millennials grew up at a time of epic technological 
advances, which means they have never known a world 
without certain technologies, from cell phones to micro-
waves. This has shaped their expectations of the world.

At present, we are at a point where we still have to service 
the silent generation who, for the most part, would much 
rather speak to or see a person. However, because of 
the Covid-19 pandemic, even the silent generation have 
embraced technology.
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The generation shift from Dave’s perspective

My mother, whom I recently lost at the age of 95, was 
a lifelong entrepreneur. She was a woman-owned 
business, decades before it became classified, and 
CEO of the family business beginning in 1965. She 
increased it 37x in the 25 years she ran it with my 
dad, then sold it to the third generation, who still run it 
today. She grew up at a time when automobiles were 
the newest thing (her early childhood was during the 
Great Depression), and in her late 80s she was selling 
items on eBay. Throughout her life, she embraced 
the changes that came and she adapted to fit the 
changing world. While many of her generation resisted 
advances in technology, there were (and are) also 
plenty who embraced them, and this number only 
increased during the recent pandemic.

Of course, how people dealt with the pandemic and the 
changes it brought was directly related to their individual 
mindsets. The people who have the mindset that they 
want things to be as they always have been really strug-
gled with the changes brought about by the pandemic. 
However, the people who took the mindset of accepting 
the situation and instead asking how they could gain, how 
they could help others, and how they could create value 
from the situation have thrived.

For us, and we were far from alone in the entrepreneurial 
world, the pandemic presented a great opportunity to 



accelerate our work and bring our ideas to fruition more 
quickly than we otherwise would have.

Let’s just examine the different mindsets in relation to Zoom 
to see how this plays out. On the one hand, you have people 
who believe Zoom is negatively affecting our relationships 
and decreasing our human-to-human interactions. On 
the other hand, you have people who can see Zoom (and 
other similar platforms) is giving us more direct access to 
people than we have ever had in our lives. In the past, we 
never saw having to get in a car to drive to an office as 
an obstacle to meeting other people; however, with Zoom 
that was taken away and now a commute is considered 
a barrier to our interactions.

This is why, in the post-Covid world, there are many peo-
ple questioning whether we will all go back to our offices. 
Many employees across different industries have seen the 
value, time savings, and flexibility of being able to rely on 
digitization, and they don’t want to go back.

While this is true in our common lives as we’re living today, 
this also circles back to innovation and the law. Think back 
to the innovation adoption curve we shared in Chapter 
3; the pandemic didn’t tolerate the people who were in 
the late majority or the laggards. They had to embrace 
technology or be alone. Those were the options. What we 
want to ask you, as a lawyer, is do you want another Cov-
id-type experience for your law practice before you adopt 
the mindset necessary to embrace technology and the 
law? The pandemic has taught all of us how to be early 
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adopters and the early majority by permitting us access 
to our clients in a way they have now come to expect. You 
cannot go backwards, because if you do, you will be left 
behind the mindset of the consumer.

Consumers will drop you and move on if you are not pre-
pared to address their needs, because they don’t need you. 
They can push a button and ask, “Tell me a lawyer who 
can help me…” and bam! A list will appear instantaneously, 
containing reviews and other ways to distinguish between 
practices. This is already happening, so think very carefully 
about where you and your practice will rank.

Consider the opportunity cost

This is about more than simply losing consumers if you fail 
to adapt, it’s about the opportunity cost. Lawyers with an 
entrepreneurial mindset have already realized the future 
is digital and consumers expect that. These lawyers also 
recognize they can now access a whole market they didn’t 
have access to before.

For example, the under 30s would be unlikely to go to a 
lawyer for a will, so that is an opportunity. Most of them 
won’t go to a lawyer to obtain that service because they 
don’t want to pay that kind of money as it’s not worth it to 
them, and they don’t want to physically have to go to a law 
firm. That’s not what their mindset or expectation is. They 
expect a service immediately, at a reasonable price and 
of a high quality, which is legally valid. If they can receive 



that, chances are they will create a will at a far younger 
age than they otherwise would have done. This opens up 
a whole new market for lawyers to look at, provided they 
recognize the opportunity and how to access it.

There is an opportunity cost to not having an entre-
preneurial mindset, and to not accepting that not only 
are these changes here to stay, but they’re acceler-
ating. Law firms need to change to keep up with the 
modern world.

Summing up

It’s important to recognize that in 2021, millennials repre-
sent those aged 26 to 40, and this is the largest consumer 
demographic in today’s world. They outnumber Gen Xers 
and boomers, so ignore them at your peril.

The major shift that happened during the Covid-19 pan-
demic was that lawyers were no longer in control of what 
consumers had to do in order to access their services. If 
lawyers want to adapt to the technology and the world 
that we’re in, they can’t dictate to the consumer and 
instead have to shift their mindset to adapt to meet 
consumer demands. If you are part of the solution, this 
is a very exciting time; and if you’re not quite there yet, 
then we strongly encourage you to jump in and start 
asking how you can help and how you can display your 
generosity to your local customers so they realize you 
are there to support them, as this will prevent them from 
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looking for other sources, which quite likely aren’t local 
and might not even be attorneys.

Adopting this new technology might seem scary, but the 
greatest opportunity it presents for lawyers is the ability 
to scale their practices. This comes back to what we dis-
cussed in Chapter 4, about how collaborating enables us 
all to create something far greater than the sum of its parts.

If you are willing to embrace this mindset, to be open, 
curious, aware, adaptable, and generous, then the world is 
your oyster. When you embrace this mindset, the greatest 
gift it will give you is feeling the joy of practicing law again 
by serving clients in the way they want to be served. This 
technological curve we’re on will help us pinpoint lawyers’ 
greatest skills that technology can’t provide. Let the tech-
nology do the parts lawyers are no longer needed for; and 
allow clients to understand not only the advantage of using 
lawyers who can provide them with services above and 
beyond simple legal documents, but also how they can 
access all of this simply and easily through technological 
platforms. It’s truly an exciting time!
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When lawyers talk about scaling their practices, it is usually 
in relation to growing their teams and adding more peo-
ple to the business. As entrepreneurs who have run many 
businesses, we can tell you growing teams is one of the 
most complex skills in any business, which also makes it 
one of the most challenging things to pull off in order to 
scale a business.

In 2021, in the midst of the Covid-19 pandemic, it has 
become even harder to build teams. Covid-19 has removed 
people from central facilities, which means people are less 
connected on a day-to-day basis, and this has added to 
the challenge of building teams and scaling a practice by 
scaling your workforce.

In addition, scaling your practice by growing your workforce 
isn’t the most sustainable or efficient approach either. 
When you grow your team, you are adding more humans 
into the equation, and humans can have good days and 
bad days, they can’t work 24/7, they need to take lunch 
breaks, they need to sleep. This over-reliance on humans 
is what holds many businesses back from further growth, 
particularly small law practices. However, if you start using 
a digital platform to scale your business, you can make 
money while you sleep, and you remove that need to rely 
solely on humans in order to operate.

Take a moment now and ask yourself: Do you want to be 
available all the time? Do you want to be answering client 
queries at 8pm at night? Do you want to make money 
while you sleep? You likely answered “no” to those first two 
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questions, but we expect you answered “yes” to that final 
question. Digitization is what will enable you to scale your 
practice and make money while you sleep.

Delegate to scale

What we are talking about, in terms of embracing digiti-
zation, is efficient delegation. When you use technology 
for certain activities, you are delegating those activities to 
technology, rather than delegating them to someone within 
your business. What you are essentially doing is creating a 
digital version of yourself and delegating a variety of tasks 
to it. The main difference between the digital you and the 
real you is that the digital you doesn’t need to sleep and 
is available to respond to clients 24/7, 365 days a year.

What digitization will do for you as a lawyer is enable you 
to grow and scale your practice equally between people 
and technology. The more you can delegate tasks and 
work elements to technology, the leaner and meaner the 
teams you will have to build. There are key distinctions here 
between delegating to technology and outsourcing, the 
main one being you retain much greater control when you 
delegate to technology than you do when you outsource.

In America, as well as Europe, we have become very accus-
tomed to the concept of outsourcing certain needs to “other 
companies.” The issue is that, in doing so, you put other 
people in control of your livelihood. Digitization, on the other 
hand, will enable lawyers to digitize the most important 
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parts of their practices, rather than handing control over 
to others. When we talk about digitization in this context, 
we mean taking a task you, as a lawyer, want to delegate 
and creating a digitized process for it to be completed to 
your standards, using technology.

You aren’t outsourcing the task to anyone, you are simply 
delegating it to the technology, which will not be subject 
to all the inconsistencies of human delegation. This has 
two main benefits, the first of which we mentioned ear-
lier in this chapter, namely technology is not subject to 
the same limitations as humans in that it doesn’t require 
breaks, vacations, or even time to sleep. The second benefit 
is it gives consumers the ultimate flexibility. They aren’t 
constrained by your office hours or your scheduling. They 
can do what they need to, on their own terms, from the 
comfort of their own homes.

A further benefit is computers and technology scale incred-
ibly well, whereas humans don’t. We all know there are 
only so many hours in a day, and humans can only do so 
much during the course of a working day without burning 
out. If you have four back-to-back Zoom meetings in a 
single day, and they are each on a different subject, your 
brain will be exhausted by the time you finish. A computer 
doesn’t have that problem.

You could have ten different clients executing a will through 
your practice at the same time using one of these systems, 
as opposed to relying on a human to do the same amount 
of work. To do this with a human workforce, you would 



need ten lawyers, which means paying ten salaries, and 
for those ten lawyers to be available when the consumer 
wants them.

A further benefit to delegating to computers is they are 
very good at doing those mundane tasks, with very little 
effort, that most humans find quite boring and unenjoy-
able. Our question to you is: Why wouldn’t you delegate 
these mundane tasks to technology, when it is perfectly 
capable of doing them, to enable you to concentrate on 
the work humans are really good at? In fact, many of the 
tasks humans are good at, computers are not. We’re talking 
about the likes of relationship building, being entrepre-
neurial, and being creative. As a lawyer, your time will be 
much better spent away from the likes of data collection 
and processing.

Another reason to delegate to computers is, when it’s done 
the right way, technology can become a highly effective 
salesperson. Just look at Amazon and how it has trans-
formed retail. One of the main features on the site is that, 
whenever you buy something, Amazon will tell you if you 
buy one item with another, you’ll get a special price, or it will 
suggest an upsell based on what you’re buying. Not every 
lawyer is a salesperson, and not every law firm can afford 
a dedicated salesperson, so if a computer can effectively 
make sensible suggestions based on client needs, it can 
maximize sales at your law firm.

This particular functionality has another side benefit in 
that it creates instant third-party credibility, because  
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a computer can analyze the data it has gathered to say, 
“Many consumers who chose this product also chose this 
option.” Rather than a lawyer telling the consumer what 
other people do, this comes from a completely impartial 
source and it validates the consumer’s own thoughts.

The final benefit of delegating to technology is it will 
free up your time to not only do the more exciting and 
creative work humans are good at, but to also become 
an entrepreneur and really work on your business rather 
than always working in it. This is particularly important 
if you have a small law firm and perhaps you are the 
only fee earner. Why not let a computer also become a 
fee earner and delegate some of those more mundane 
tasks to help generate revenue and give you more time 
to build your business?

What practice model do you have?

Dave can say with confidence that every entrepreneurial 
lawyer in the world wants to grow their practice. He also 
knows, based on his 20-plus years spent training lawyers 
on how to run successful practices through Lawyers with 
Purpose, there are essentially three different practice mod-
els that lawyers are striving to achieve.

The first level: a consistent, profitable practice

The first of these practice models is the one every attorney 
is striving for: a consistent, profitable practice.



A successful, profitable practice is made up of three ele-
ments. Firstly, it carries out marketing activities. It is essen-
tial to present yourself in the marketplace to the people 
who need your services. A study conducted by Chet Holmes 
International and referenced in the book The Ultimate 
Sales Machine3 found, at any given time, three percent 
of Americans need what you’re selling, no matter what it 
is. This means if you filled a room with 1,000 people and 
asked, “Who needs a computer?” 30 people would raise 
their hands. However, this study also found another three 
to seven percent of people will need what you’re selling 
in the next 30 to 60 days, but they just don’t know it yet. 
That’s up to ten percent in total.

For example, if you provide Medicaid planning services 
and you approach someone healthy, they may tell you 
they don’t need it. If, however, in the next 30 days their 
grandma has a stroke, all of a sudden their need becomes 
urgent. When this happens, who are they going to call? If 
you have been marketing your services, you are likely to 
be top of mind.

Of the remaining 90 percent of people, the Chet Holmes 
International study found 30 percent don’t need your ser-
vices, 30 percent actually need them but don’t know it, 
and the final 30 percent might not need them but would 
consider them. In total, up to 70 percent may actually need 
or be willing to buy from you now or in the future.

3  Chet Holmes (2007), The Ultimate Sales Machine: Turbocharge Your Business 
with Relentless Focus on 12 Key Strategies, Portfolio
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The other two elements a successful and profitable law 
practice has are systems and infrastructure; however, there 
is a caveat to this. Many law firms refer to their systems 
and infrastructure as efficiency, but efficiency is a failed 
paradigm because it does not assure profit. Rather than 
focusing on efficiency, we encourage law firms to focus on 
becoming proficient, which means being efficient in a way 
that assures profitability. This is what leads to a consistent 
and profitable legal business, at an entry level, which is 
what many law firms strive for.

Many law firms experience what we call the revenue roller-
coaster. These lawyers market, market, market; then they 
sell, sell, sell; and then they do the work. However, while they 
are doing the work, they forget about marketing and sell-
ing. This means they hit a point where they suddenly have 
no one left in the pipeline, so they go back to marketing, 
selling, and then working, and the whole cycle starts again.

From Dave’s experience at Lawyers with Purpose, he can 
tell you creating a consistent and profitable practice stems 
from two essential elements: tracking and reporting. If you 
are on the revenue and profit rollercoaster, take a moment 
to consider what you are tracking and reporting in your 
business so you know what is happening in real time, rather 
than just “feeling” what is happening in your business.

Law firms that have a consistent and profitable practice 
require real-time data they can access at any time in 
order to know how to make adjustments to actually impact 
their practice. This applies whether you are carrying out 



a marketing campaign and digitally tracking its results, 
or assessing the performance of a member of your team.

When you start to monitor the performance of different 
people on your team, you can start to identify standards 
you can use to benchmark your practice. For example, 
let’s say Sally can do 20 funding actions a day and that’s 
deemed to be great, until you meet Mary who can do 30. 
On what basis did you decide 20 a day was great? With-
out proper data you can access in real time, you can’t 
assess the effectiveness of the changes you make within 
your practice.

The second level: a robust practice

Once a firm has become consistent and profitable, the 
next step they aim for is to become what we describe as a 
robust practice. This is where they focus on how to increase 
profitability and production from increased marketing and 
increased work. To reach this level of practice, you have 
to add more people to your team, because there is a limit 
on how much work a single attorney can do in a practice.

Digital delegation can also help lawyers to move towards 
being a robust practice, because it enables them to dele-
gate part of the growth to technology rather than humans. 
This is critical because it also increases the efficiency of 
real-time reporting and tracking.

The third level: the E-Freedom™ firm

This is what lawyers who are true entrepreneurs are able 
to achieve and, at this level, their practice runs and grows 
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without them. They generate revenue and participate 
minimally in the practice of law, while still generating a 
livelihood and revenue from that firm by relying on systems, 
processes, and people (of course while maintaining their 
ethical requirements). In this new age, they also rely on 
digitization, because they have recognized they are now 
able to delegate certain tasks within their firm to technology 
rather than people. That is the power of digitization when 
it comes to scaling your practice.

The process of scaling a practice hasn’t changed, because 
it still requires marketing, sales, and work production. How-
ever, what has changed is what portion of that marketing, 
sales, and work production can be delegated to technol-
ogy in addition to people, in order to enhance and shorten 
the period of time an attorney stays at each of the three 
levels of this firm model. We’re talking about how quickly 
you can progress from consistent profitability, to robust, 
to E-Freedom™.

Thinking digitally

The next challenge for lawyers is to change their thought 
processes so they create robust digital processes. What we 
mean by this is ensuring, as a consumer goes through your 
process, they receive as much information and knowledge, 
and as many choices, from a digital platform as they would 
by talking to you directly. Of course, this is easier to do for 
simpler services, such as wills, health care proxies, powers 



of attorney, business formations, and basic contracts, than 
it is for more complex legal services.

However, we would like you to begin thinking beyond just 
the legal documents you could provide via such platforms 
and consider how each step of your process could be 
digitized. If, for example, you currently have a dedicated 
person in your office whose job it is to follow up with clients 
to get the information required to complete those kinds 
of services, could you introduce technology to fulfill that 
role? Imagine software that can automatically follow up 
with each client to collect the information you need and 
share information with the client, based on what you con-
sistently need in your practice.

When we talk about digitizing your law practice, this is the 
kind of technology we want you to start thinking about. 
In the example above, the client could enter their details 
directly into a digital platform, which means anyone on 
your team can access their information. This allows you to 
do more, with fewer people, all while offering consumers 
incredible flexibility over when they interact with your ser-
vices. Just think, your clients can interact with your digital 
platform at any time of the day or night, and in doing so, 
they are saving someone in your practice time because 
the client no longer needs to speak to a person in order 
to provide their information. That is the power of digitizing 
your practice.

CHAPTER 6: SCALING YOUR PRACTICE... DIGITALLY | 105



106 | DIGITIZATION OF LAW

What happens if you don’t use 
digitization to scale your practice?

If you continue to try to scale your practice using old meth-
ods, avoiding digitization, quite simply you will be missing 
out. The reality, as we explained in Chapter 5, is a growing 
number of people expect services to be digitized, and if 
you are unable to deliver that digital service, then you will 
lose business. You will also miss out on other opportuni-
ties to gain new business that you will only get through 
digitization. By making it easier and more cost effective 
for people to access legal services, digitization is open-
ing up the market to a new, younger demographic who 
would likely otherwise have avoided engaging with a law 
practice altogether.

What we would like you to understand is if you don’t do 
this, your competitors will. They will increasingly make use 
of technology, become more efficient, serve more people, 
and ultimately grow their businesses, while you are still 
struggling to keep up and scale while doing everything in 
the traditional way.

There’s an old saying worth remembering: “If you do what 
you have always done, you will get what you’ve always 
gotten.” This is an opportunity to do things differently, and 
reap incredible rewards as a result. The more you can uti-
lize technologies that streamline and increase efficiencies 
in your practice, the sooner you will have a successful 
practice, and the sooner your practice will run without you. 
This is when you achieve consistent profitability and, just 



as importantly, a better lifestyle. The future is approach-
ing faster than you think, and soon (if it hasn’t happened 
already) you won’t just be missing out on revenue, your 
revenue will be decreasing as the pool of opportunities is 
continually reducing. The good news is by collaborating 
with a digital platform provider, you can not only stop this 
erosion, you can get ahead of it by using digitization as 
an opportunity.

Do you want a better work-life balance?

There is a growing awareness in the world today, not just 
in legal services, that people want to work less. Covid-19 
changed people’s priorities and there are even conver-
sations happening about switching to a four-day work 
week. Millennials’ mindsets in particular are changing the 
priorities of the work day and working life. They want flexi-
bility and there are a multitude of studies that show many 
people want to continue working remotely. Post Covid, 
some people are even telling their firms that if they can’t 
work remotely, they will leave and find somewhere they can.

Companies in all industries have to accept that this is what 
people want. Attorneys in particular have always worked 
very long hours and weekends. Dave, by contrast, prides 
himself on the fact that in the last 28-plus years of his law 
practice, he has only very occasionally worked a weekend 
due to a crisis, and traditionally he only works past 6pm one 
night per week. He has built a multimillion dollar practice 
on this premise. In the next 25 years, technology is going 
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to permit lawyers to have a work-life balance they haven’t 
been accustomed to in the past.

On that basis alone, why wouldn’t you embrace this tech-
nology and digitization? Who doesn’t want to be in the 
office less? Scaling your practice digitally allows you to 
have that flexibility. Of course, everyone is different, but 
digitizing your practice doesn’t have to mean you do less 
work. Instead, it will allow you to apply your effort to other 
areas and, in doing so, generate more value and, more 
likely than not, more money.

What is the best thing you can do for 
your business?

The greatest thing you can do for your business is to focus 
on doing the things you are good at, and to do those to 
the best of your ability. If you’re reading this and you love 
going to work every day, that’s great; but if you wake up 
dreading work each day, we urge you to just stop because 
it doesn’t have to be that way.

If each of us focuses on what we do well, we will thrive in 
everything we do. The way to uncover what you do really 
well is to pay attention to the activities you find easy and 
that people acknowledge you for. This is your Unique Abil-
ityⓇ. However, to be in a position to focus on your Unique 
AbilityⓇ, you have to be able to delegate the tasks you are 
not so good at. You might delegate some of those activities 
to other people in your practice, and you might delegate 



some of them to technology, but by keeping them within 
your control even if you don’t directly do these tasks, you 
can help your practice to thrive and grow.

As a lawyer, you don’t have to panic about how you will do 
this, you have to just find your “who.” There are platforms 
available right now that allow you to do this and can be 
your “who,” as we will explain in greater detail later in the 
book. What you have to decide is what role you want to 
play in this digitization, because you can have an impact 
but in a way that works for you, if you join a team and work 
to help that team win in this game called the digitization 
of the law.

This is exciting, particularly for any lawyers with an entre-
preneurial spirit, because this will give you an opportunity 
to exercise those entrepreneurial muscles without having 
to take on all of the risks traditionally associated with 
being an entrepreneur and branching into a new area. 
We talked extensively about collaboration in Chapter 4, 
and this is the key to successfully digitizing your practice 
and doing so without a prohibitively high financial outlay 
or unacceptable levels of risk to your business.

Digitization: an opportunity to compete

As a small law firm, the cost of digitizing your practice 
alone will be prohibitively expensive. Collaboration can 
help you overcome this hurdle and, as you embed more 
technology into your practice, you will also discover, even 
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as a small law firm, you are able to compete with much 
larger organizations.

Large law firms are building their own digitization platforms: 
some of them will work well, others won’t. The point is small 
law firms don’t have the resources to do this, but by joining 
an existing digital platform that has been built with lawyers 
in mind, you can compete with those bigger firms. You can 
do this by expanding your own potential services, using 
digital technology, and therefore put yourself on a par with 
those bigger firms. This has never been possible before.

Marketing a digital practice

As we explained earlier in this chapter, marketing is one 
of the essential elements you need in order to build a 
successful law practice, and digitization can enhance the 
impact of both your marketing and sales activities.

What we will discuss in the next chapter is how digitization 
can support your legal marketing and enhance what you 
are already doing. To scale your practice digitally, you will 
need to carry out marketing activities, and there are certain 
elements of marketing that should be done digitally in this 
day and age. When we talk about scaling your practice 
digitally, we aren’t only talking about the digitization of 
legal services, but of all the other components of running 
a successful law practice. Marketing is one of those key 
components and there is a great deal of scope for you to 



improve your efficiency and success in this area if you use 
the right technologies.

Summing up

Successfully scaling a law practice has always required a 
degree of entrepreneurial thinking, as well as having the 
core elements of marketing, sales, and operations working 
in sync within your organization. In the past, the only way 
to scale and grow your firm was to add more people to it 
and humans are not always completely reliable.

In today’s world, technology can provide the missing piece 
of the puzzle that enables lawyers to scale their practice 
more quickly and more easily. This is not about replac-
ing people with technology, but, as discussed previously, 
delegating certain tasks to technology which then allows 
you and your team to focus on the complex and specialist 
legal work.
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Within the legal world, the need to market your law firm is 
universal. What we want to explore in this chapter is how 
to combine the best practices from traditional marketing 
with the best practices from digital marketing, as well 
as exploring where digitization can help with this side of 
your practice.

We define traditional marketing as advertising via TV, radio, 
magazines, and newspapers, whereas modern marketing 
involves producing digital content, using social media 
platforms to push it out there, and engaging in social 
media marketing. The main difference between the two 
approaches is the levels of targeting they each enable. 
Traditional marketing is a broad, scattergun approach 
because it might go out to millions of people but the reality 
is what you’re offering will only be appropriate for a few 
thousand people. Modern marketing, on the other hand, 
can be much more targeted to specific demographics.

The hallmark of modern marketing is how incredibly tar-
geted it can be, whether you are looking to market to peo-
ple based on their geographical location, age, interests, 
profession, or countless other metrics. In the digital world, 
companies gather a vast amount of data about every one 
of us, and they can use this to be incredibly specific and 
targeted with their marketing.
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The evolution of modern marketing

Modern marketing is evolving all the time, and it’s evolving 
quickly. At the time of writing, modern marketing is very 
different to what it was even two or three years ago and 
there are no signs the pace of change is slowing down. 
Marketing any business these days can be a minefield. 
You can throw lots of money at your marketing activities 
and still not get anywhere. This is why collaborating with a 
company that specializes in marketing the kinds of services 
you offer is so important.

If you choose to have someone in-house to carry out your 
marketing, they need to have their finger on the pulse 
because things are changing very quickly. If you look at a 
broad timeline of marketing from recent decades, we have 
seen it shift from predominantly newspapers, magazines, 
radio, and TV to a high degree of digital marketing, whether 
you’re putting money into improving your Google search 
engine ranking, or paying for Facebook advertising to help 
the right customers find you.

The beauty of digital marketing is you often know more 
about the people you’re targeting and therefore can bet-
ter tailor your advertising and marketing content to them. 
This is very different to the kind of generic advertising 
businesses used to do in magazines, newspapers, on the 
radio, or on TV. Digital marketing has moved way past the 
need to just have a website; you need to work with social 
media specialists to ensure you are making the most of 
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what these platforms offer and using the vast amount of 
data that’s available to target very specific clients.

If you look at websites, many are just digital brochures. 
Now they can be a place where consumers can interact 
with you, your services, and your content. There is a great 
deal of focus on user experience on websites to make sure 
it flows for visitors and is easy for them.

Another facet of digital marketing is the sheer variety of 
content types you can now use and that your consumers 
will have access to. You have podcasts, videos, and blogs, 
not to mention social media. Within each of those content 
types are myriad other considerations. With a podcast, 
you have to decide whether you’ll host your podcast on 
Amazon, Apple, or Spotify (or more than one). Videos are 
becoming increasingly popular, particularly if they are 
short and share useful information. Again, do you have 
videos on your website, do you set up a YouTube chan-
nel, or do you use a service like Vimeo? When it comes to 
blogs, there are a tonne of platforms you could use, from 
WordPress to Medium. The reason we are highlighting all of 
these options is to demonstrate how different and varied 
marketing is in the modern world.

Once you decide where you will be sharing your content 
and how you will produce it, you have to tackle the next 
challenge: How do you help people to find it in a sea of 
trillions of other pieces of great content? If you are tar-
geting a younger audience, your first thought might be 
to look at social media. However, here again there is also 



a multitude of options. LinkedIn and Facebook might be 
the first ones that come to mind, but there is also Twitter, 
Instagram, TikTok, and we are sure many other platforms 
will evolve and break through in the future.

If there is one area of your business where collaboration 
is a necessity, it is marketing. This is because marketing 
now is the hardest it has ever been. Marketing is all about 
distinguishing yourself from someone else and, when you 
look at social media nowadays, it’s hard enough for peo-
ple to even distinguish between what is real and what 
is fake; and now try to imagine people trying to process 
you amongst the millions of other things out there, not 
only other lawyers, but also the many self-help non-legal 
platforms promising to solve the world’s legal problems.

Marketing is all about people’s emotions. Buying is an 
emotional decision. People will spend more energy and 
effort deciding on the color of the car they buy, or the logo 
on the front, than they will on the safety features. Good 
marketing leads to branding that ensures your product 
or service comes to mind when others need it. If you can 
assure this, you are a good marketer.

Are you a good marketer?

You can tell whether you’re a good marketer by the level of 
success you have. Dan Sullivan of Strategic Coach® always 
says you have to pay attention to the check writers, and 
what he means is you can have a lot of great ideas, but 
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if no one is writing you checks for them, then those ideas 
either aren’t valid or you haven’t marketed them properly 
to enough people.

It is also important to remember you can measure your 
ability to market in your non-monetary success, as well 
as monetary success. Look at the likes of Martin Luther 
King, Mother Teresa, and Gandhi whom we mentioned in 
Chapter 4. They all had tremendous success that wasn’t 
tied to money; we all know of them and we know about the 
impact they had on the world. Rather than asking whether 
you are making money from your marketing, instead ask 
what your impact is. In this world of digitization, this is an 
incredibly powerful question, and something it’s increas-
ingly important to measure.

The two ways to market in the legal world

There are two main ways to market in the legal world. One 
is traditional marketing, the other is relationship mar-
keting. Normal marketing is everything we have already 
mentioned in this chapter: setting up a website, having a 
podcast, posting and advertising on social media, writing 
a blog, and so on. This can be very powerful and you can 
have great success with these techniques; however, it is 
typically high dollar for low results.

The other option is relationship marketing, which Dave also 
calls handshake marketing. There are two main types of 
relationship you want to nurture under this model: referral 



sources and strategic alliances. Referral sources are allied 
professionals who refer clients to you who are within the 
scope of the work you do. Strategic alliances, however, refer 
you to referral sources. Essentially, these two relationships 
work together.

For example, let’s say Dave runs an estate planning practice 
and he meets Bob, who is an adviser at Morgan Stanley. 
Bob says, “Hey Dave, one of my clients needs an estate 
plan,” and he refers that client to Dave. Dave didn’t have 
to pay for that referral or use traditional marketing means 
to get that client, he had a relationship with Bob which 
resulted in this referral. Next, Dave meets Belinda, who is 
the manager at Morgan Stanley. Belinda says to Dave, “We 
love your firm and how you take care of and educate Bob’s 
clients, giving them options. We really like your process, so 
would you train all of my financial professionals in some 
of the legal issues you think are important, and share part 
of that process with them?”

In doing so, Belinda has given Dave access to all of the 
financial professionals in her office. This means Dave not 
only has Bob as a referral source, but now all the other 
financial professionals in that business too. Belinda is a 
strategic alliance.
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How marketing feeds into digital 
delegation

Your referral sources and strategic alliances also feed into 
the digitization of your practice. If we continue the example 
above, when Dave creates a digital platform, the first peo-
ple he approaches are his referral sources and strategic 
alliances. He tells them he has created a digital platform 
that allows clients to carry out basic estate planning online 
at a reduced cost, and explains he has done this to provide 
clients with access to his services 24/7, 365 days a year, 
which will not only make things easier for clients, but also 
for them as financial professionals.

The basic estate planning Dave offers through this platform 
is provided at rates 50–75 percent lower than if clients 
come into his office. After Dave was able to properly meas-
ure his costs of completing a basic estate plan, he dis-
covered he usually loses money or at best breaks even on 
providing them, because of his costs for staff and overhead.

Digitally delegating these basic tasks has a number of 
positive impacts. Firstly, those clients who might come 
into his office, resulting in a loss or break-even, can now 
be delegated to the technology platform; and all those 
people who might not have come to Dave’s firm for basic 
estate planning documents can now get them digitally, 
at a time that suits them, at a cost they can afford. This 
frees up Dave’s time, energy, and resources to focus on 
other aspects of the business and work on more complex 
(profitable) client work. Secondly, Dave’s staff have added 



time, energy, and resources from the digital platform. For 
example, the platform can ensure clients enter their finan-
cial information correctly and create a proper funding table 
for their estate plan, which is work that typically takes a 
funding coordinator three to five hours of time per client.

This also protects the firm from malpractice issues, because 
the process is automated and provides consistent fol-
low-up. When properly built, the digital platform leaves little 
room for someone forgetting to ask a client for a specific 
piece of information, while the client is also held respon-
sible for the information they put into the digital platform.

An additional benefit of having this digital platform, and 
sharing it via referral sources and strategic alliances, is 
it gives lawyers a whole new group of clients who would 
have otherwise been unlikely to engage them, because of 
the cost and time required to put a proper estate plan in 
place using traditional ways of working.

Another broader point relating to digital marketing and 
your legal firm is what we explained at the beginning of the 
chapter, in that you can use the data collected online about 
your clients and prospective clients to help you market very 
specifically to them, and this can support and enhance 
your relationship building on a local level. The reach with 
modern marketing is much bigger than with traditional 
methods, in that you can technically reach anyone in the 
world, but at the same time it can be incredibly specific, 
which enables you to identify and target the people most 
likely to become clients, now and in the future.
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Managing digital marketing and legal 
constraints

Despite the fact we live in a globalized world and have 
access to people anywhere via the internet, all market-
ing in the legal world is local. In fact, if you don’t have a 
grassroots, local marketing presence, then it will severely 
inhibit your ability to be successful with your marketing. 
This is especially true when it comes to legal marketing, 
because the people who are most likely to hire you as their 
attorney are the ones who live locally to you.

Just as it is the local races, district by district, that decide 
the outcome of the presidential elections in politics, so 
local marketing and local relationships will dictate your 
ability to build a successful practice, whether it is tradi-
tional or built on a digital platform. However, building a 
digital practice has the advantage that it enables you to 
reach people outside your immediate geographic area. 
Of course, within the legal world the caveat is you can only 
market to people in the region in which you are licensed 
to practice law.

In America, this will be within your state, but having a digital 
practice will still enable you to reach people who are one, 
two, or even three or more hours away from where you are 
physically based, as you are now able to deliver services 
to them through a user-friendly, technical platform.

It is more important than ever to nurture your local relation-
ships, because although the internet allows you to reach 



more people, it also means you are competing with more 
people and it is ten times harder to distinguish yourself in 
the marketplace. This is why it is critical to maintain those 
local relationships and to continue following traditional 
local marketing strategies, because this will enhance the 
elements of your practice you are able to digitize. Driving 
your personal relationships to your digitized platforms is 
what will allow you to scale and this is when you are likely 
to see exponential growth.

While businesses operating in other sectors might not need 
to be as concerned with local marketing, as you know as 
a lawyer, you are licensed in certain states only. You can’t 
be licensed in New York and go after clients in California. 
There is another potential hurdle to digitizing elements of 
your practice, which is certain states don’t yet permit virtual 
notarizations. This was permitted during the pandemic, 
and many states are trying to catch up and make those 
changes permanent, but until they do, it is something you 
need to be aware of. Once virtual notarizations become 
legal, this will change the game for local lawyers and allow 
you to expand outside of your immediate geographic area 
within your state.

Digital marketing is incredibly targeted, which can help when 
it comes to navigating digital marketing while adhering to 
local restrictions. You can pay for Google adverts to pop up 
when someone in a certain zip code or area searches for 
terms related to your business, for instance. You can use 
the technology to help you distinguish the people you can’t 
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help because of your ethical restrictions and requirements, 
from the people who can use your services.

You also have to be very clear about what you can and 
can’t do at your practice, and who you can and can’t help. 
It isn’t possible to prevent people from outside of your state 
from seeing your advertising or marketing, so what you 
also need is a robust screening process once they get to 
your website to ensure you can represent the people who 
reach out to you after engaging with your marketing. This 
is certainly a challenge to marketing online, but it is also 
one where technology can make your life easier.

The key to getting this right is, as we said earlier, to focus 
on the Strategic Coach® concept of the who not the how. 
Who can you work with to get your legal marketing right? 
The key is to find someone who knows what they are doing 
with marketing in the legal sector. You have to clearly artic-
ulate your vision for your company and explain what you 
are trying to achieve in order to work together to create 
a strategy to target the right people with your marketing.

Once you know exactly who you want to target, you can 
use that information on various digital platforms, from 
Google to social media, to filter who sees your marketing 
in the first place, and then support that process by having 
a clear screening process on the landing page they reach 
after clicking on your advert. You want to filter down the 
people who click through on your marketing into clients 
you can sell to, or they might be a client you have already 
sold to by the time they reach your website.



Finding the right marketing mix

There is a place for both traditional and modern market-
ing at your firm. In the legal world, there is still nothing 
more powerful than local relationships. However, the 
internet is where your marketing can gain traction and 
positioning even locally. You can feed your platforms 
through your local relationships and, in time, expand 
those to regional or even national relationships where 
appropriate. The key is to combine the traditional mar-
keting activities you are likely already conducting with 
the modern marketing methodologies we have dis-
cussed. In the same way digitizing your practice allows 
for substantial growth, so too does digitizing your mar-
keting because it expands your ability to establish your 
footprint and share your message.

Whatever marketing techniques you’re using, the aim is 
always the same: to build relationships. You could appear 
on a local TV channel and people will start to recognize 
you when you’re out and about, or they might come up 
to you to chat because they think you’re their friend. They 
know your story from seeing you on TV and they feel like 
they know you. That is a relationship. Modern marketing 
simply offers new ways to build relationships, whether 
that’s from watching videos on a YouTube channel or 
listening to your podcast each week.

What we all have to do, as lawyers, is build those rela-
tionships and use all the tools at our disposal to do so. 
What we are talking about is building a personal brand, 
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where people in your local community know you as their 
local attorney and feel as though they can come to you 
for support with their legal issues.

The digital methods you can use to build your per-
sonal brand include writing blogs, setting up a podcast, 
recording videos and sharing these online. You want to 
not only become well known in your local community, 
but also be seen as an expert in your space. To main-
tain that level of notoriety, you have to keep generat-
ing content. The concept of building a personal brand 
isn’t new, but it is more relevant now than it ever has 
been. The way to level this up is to not only build your 
own personal brand, but to encourage others within 
your business to do the same, because this can help 
to build the reputation of your firm even further. This 
levels the playing field for attorneys who don’t have 
the budget to be on TV, because a YouTube channel is 
very affordable.

Guy’s experience of building a business through 
personal branding

I’d like to tell you, briefly, how we built a highly 
successful, multi-million-pound business using 
personal branding. Cake Solutions Limited 
became famous for utilizing a niche technology 
in our work, and we built that reputation by 



encouraging the members of our team to build 
personal brands.

Our chief technology officer (CTO) and other experts 
in the business started generating expert content 
quite early in Cake’s journey. In 2006, we started 
writing books about the technology we were using 
and over five to six years we authored six books with 
Apress, a well-respected technical publisher. One of 
these books, Pro Spring, was 1,200 pages long and 
it was like a bible of how to use that technology.

It was one of these books that generated our 
first major government client, who contacted us 
because they wanted to build a system using the 
Spring framework and they saw us as the go-to 
experts because of our book. Roll forward a few 
years and we moved away from Java and the 
Spring framework because our CTO carried out a 
bunch of research and development experiments 
in a new area of technology, so we took something 
of a technical bet.

While our CTO was experimenting with this 
technology in 2009/10, he was blogging about it. In 
fact, one of his blogs was responsible for landing 
our second seven-figure contract. This was when 
we realized the power that personal branding had 
for our business. We started exploring how we could 
multiply its impact. Instead of asking our CTO to just 
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write more blogs, we encouraged other people at 
the company to get involved.

Our CTO was also speaking at technical user groups 
and conferences all over the world, and many others 
within the business followed his lead. It even became 
a selling point for us when we were hiring, because 
people loved that we encouraged our team members 
to write about their experiences and passions.

We created a culture where it was possible for any 
of our employees to build a personal brand. Of our 
team of about 70, around one-third were regularly 
producing content, whether through writing blogs, 
speaking at user groups, or attending conferences. 
At one point we were speaking at 25 conferences a 
year, all around the world. While each individual was 
building their personal brand, this was also associated 
with Cake Solutions. As a result, our business didn’t 
need a sales team.

We had a constant stream of inbound enquiries and 
it made us incredibly efficient because we didn’t have 
to demonstrate our expertise to prospective clients; 
all we had to do was agree the commercial terms. It 
transformed our business and we were able to charge 
very healthy day rates because people needed and 
wanted our expertise. All of this came off the back 
of our team building their own personal brands, and 
therefore the brand of our organization.



There are companies out there, such as Write 
Business Results (WBR) who helped us write this 
book, who offer expert content writing services. 
They can also help you connect your different 
kinds of content. If you write a book, each chapter 
can be one, two or even more blogs, depending 
on its length. Podcasts can also be repurposed 
into blogs. It’s important to produce content in 
different formats because people consume content 
in different ways. Some will prefer to read, others 
will prefer to listen or watch videos.

When you use a company like WBR, you make content 
creation highly efficient. For example, I get interviewed 
once every two weeks for one hour, which generates 
a podcast that also gets turned into a blog. If you 
generate content like that over six months, you 
actually have the bare bones of a book if you plan it 
correctly. Personal branding with support is a highly 
efficient way for you and your team to generate expert 
content without having a major impact on your day-
to-day work.

Dave’s experience of the power of personal 
branding

We all know lawyers who are competent enough to 
get things done, but they’re not competent enough 
to do exceptional work, and yet they have loads of 
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clients and are very successful. What’s their trick? 
Personal branding.

A family member once told me they took $10,000 in 
cash in a paper bag to an attorney because they 
were told he was the best and that amount in cash 
was what the attorney asked for. Now, any lawyer 
reading this will be cringing, because they know any 
ethical lawyer would never ask for payment like that. 
Yet, my family member did this because that’s what 
they thought they had to do, and that is the power 
of a strong brand and strong marketing.

My point here is that with a strong brand, people 
will follow someone’s lead even if that advice is 
unsavory, so imagine what you, the ethical lawyer, 
can accomplish with your own strong brand. How 
many more people can you help?

I also have a warning for you: As a lawyer, you don’t 
necessarily know how to create this kind of strong 
brand and marketing, so you have to find people 
who can help you. What you will likely do is go to the 
people who look like they’re amazing at marketing 
and branding – and some of them might be amazing, 
but you don’t know that.

Rather than seeking out the people who seem to be 
the best at marketing, instead come up with a series 
of questions and a list of elements of proof you want 
to see in order to know that the person or firm you’re 



going to work with can succeed to the level you need 
them to. Make a list of these questions before you 
start your journey to find these collaborators. In my 
experience, my best marketing relationships are with 
the people with whom I can communicate effectively, 
because these are the people who get to know me, 
learn what I’m good at, and learn my weak spots so 
they can fill them. When you approach relationships 
with marketers like this, you will find you are working 
with the best strategic person, who can get you the 
best strategic outcome for your firm, rather than just 
the best marketer.

Where the right marketing can take you

We’ll share two brief examples to illustrate what strong 
marketing and branding can do for your business. The first 
is a bit of a throwback: Betamax versus VHS. If you’re of a 
certain age, you’ll remember the time before DVDs and 
Blu-rays when everyone had a VHS recorder. What is inter-
esting is that the Betamax format was widely recognized 
as being the better technical format for watching videos; 
however, the companies that adopted the VHS format 
had better marketing. As a result, VHS became the widely 
adopted format and Betamax faded into obscurity. The 
lesson here is you don’t have to have the best products if 
you have the best marketing.
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The other example is of a British lawyer who was named 
“Mr Loophole” by the press in the UK because he repeatedly 
helped celebrities to get out of speeding tickets on tech-
nicalities. This became his brand, and at one point he was 
being hired by every famous person who got themselves 
in trouble behind the wheel, whether for drunk driving or 
speeding. He became the go-to person in this niche, all 
because of that brand of “Mr Loophole.”

The difference between brand building 
and advertising

Brand building is not the same as advertising. Advertising 
is about creating leads, whereas brand building is about 
creating awareness. Brand building comes before adver-
tising, because this means when people see your advert, 
they know how to react to it because they are aware of you 
and your brand. It’s important to understand that brand 
building is an investment. You will have to put money 
into it and you won’t see an immediate return on your 
investment. It will work for you in the long run and you will 
find it generates leads, but it won’t be an immediate shift. 
Building up brand recognition takes time, particularly if 
you are new to this aspect of business.

Summing up

This concept of marketing and brand building can seem 
intimidating if you are not used to working in this way. 



There are many law practices that have never had to do 
much marketing in the past, who are suddenly finding they 
have competition in their markets and now they need to 
up their game. If this is where you are, you are certainly 
not alone. However, what we want you to understand is 
you can make this transition much easier if you use digital 
tools and methods to their full effect.

This is a process and it will take investment and time, as 
well as collaboration with the right people or firm, to make 
it happen. The place to start is with your own website. Does 
your website truly represent your business; is it generat-
ing leads; what is the user interface and experience like? 
Whatever you are doing digitally, you still need to develop 
those local relationships in order to start gaining brand 
recognition and ultimately trust. It typically takes 90 days 
of consistent advertising and marketing to begin brand 
recognition among your target market; after this time, 
people begin to connect the dots between your name 
and what you do. Once you have this recognition, you can 
start to fine-tune your marketing and become incredibly 
targeted, and the best way to do this is using digital mar-
keting methods.

It is an obvious step to use digital processes to support 
digital marketing, and if you are to successfully digitize 
your law practice, this will be essential. As we explained 
in Chapter 6, technology and digitization will enable you 
to effectively scale your practice and achieve a greater 
level of success and freedom within your business and 
your life.
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Your Attorney, Your Way® brings together what consumers 
want with what lawyers, for the most part, fear. Lawyers 
have traditionally controlled how they interact with clients 
and technology; however, the Covid-19 pandemic and the 
fact lawyers were suddenly available online and, in some 
cases, on an instant basis, changed clients’ expectations 
of lawyers – they started to imagine what it would be like 
to have their attorney, their way.

Using technology, consumers can now access legal ser-
vices either from the comfort of their own home, where 
they self-serve and pay less for those services, or they can 
pay a little more to access legal services in a more tradi-
tional way, by going to a lawyer’s office, meeting them in 
person, and being guided through the process personally. 
We aren’t saying one way is better than the other; what 
we are saying is consumers now have a choice and they 
like that choice.

However, it doesn’t all have to be on clients’ terms; lawyers 
can have it their way as well. Technology is the key, because 
it enables you, as a lawyer, to accommodate clients and 
the choices they make within your legal ethics when it is 
all done properly.

There is also a hybrid way, which is what the platform Guidr 
offers. It combines the best of the self-help platforms but 
with a lawyer on hand, allowing consumers to complete 
self-help documents while having the support of their local 
lawyer should they need personal advice.
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As an attorney reading this book, we would like you to 
pause and consider how incredible it would be to be the 
attorney consumers want, offering self-help for the simple, 
more mundane legal services digitally, but at the same 
time knowing that you are still meeting all of your legal 
and ethical obligations around the practice of law – all 
of which allows you to work how you want to. This has the 
power to increase your law firm’s efficiency and delegate 
a lot of the marketing and sales to the digital platform 
that will pre-screen clients and allow those who need the 
simpler services to get them digitally. At the same time, 
the digital platform provides a path to you for the more 
complex needs that it identifies.

The three ways consumers can work 
with lawyers

There are now three main ways in which consumers can 
work with lawyers. The first is the traditional way you are no 
doubt familiar with, where you market your practice, a client 
comes to your office, and you sit down together in person. 
The second, which has received a lot of attention since the 
Covid-19 pandemic, is what we call virtually, which is merely 
an extension of the traditional practice. It allows lawyers 
to use technology platforms, such as Zoom, Google Meet 
and Microsoft Teams, to follow their traditional method of 
working. You are still having a face-to-face meeting with 
your clients, the only difference being you no longer have 
to travel and be in the same room.
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The third is an option only now becoming available to law-
yers, which is to use a digital platform to enable clients to 
access legal services digitally, but without the one-to-one 
direct communication with an attorney unless the client 
requests or requires it. This is not self-service for legal 
services; this is a hybrid option that ensures the attorney 
is still part of each client’s journey, while giving clients the 
choice of how they interact with their attorney, and enabling 
the attorney to delegate some of their work to technology.

We talked about collaboration in Chapter 4, but it is a com-
mon thread throughout the book because collaboration 
is the key to being able to digitize law practices and use 
intelligent design to enable you to delegate some of your 
work to technology.

When you think about what you do on a day-to-day basis 
with your clients, you can boil it down to a series of deci-
sion trees. When someone comes to your office, you will 
naturally ask a series of questions and, based on their 
responses, you will go through another series of questions. 
When you do this, you are creating an elaborate decision 
tree. These decision trees can be replicated digitally and, 
when this is done correctly, it is possible for you, as a lawyer, 
to delegate some of your routine legal work to technology.

To create a digital platform that can convey legal services 
in this way, lawyers need to collaborate with technical 
experts and developers, which is precisely what Dave 
and Guy have done in their work together: Dave bringing 
his decades of experience in law practice management 



and Guy bringing his entrepreneurial and technological 
knowledge and experience to the collaboration.

What is required to deliver digital legal 
services?

For any platform to deliver legal services digitally, it must 
meet all the legal and ethical criteria lawyers have regard-
ing fee sharing, confidentiality, engagement agreements, 
and the sharing of information between a client and their 
attorney. Any platform offering digital legal services also 
needs to separate the legal work product from the con-
sumer legal service or product they may be acquiring 
from a lawyer.

Away from the technicalities of law practice, the other thing 
required to deliver digital legal services is collaboration. We 
know smaller law firms don’t have the resources or knowl-
edge to begin offering services in this way. The technology 
platforms required are complex and, as we have outlined 
in this book, many lawyers simply aren’t comfortable in 
utilizing technology in their practices.

What does a successful law practice 
require?

There are four core elements required for a successful 
law practice, about which we have spoken at length in 
the earlier chapters of the book. The first is the technical 
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legal knowledge to provide legal services. The second is 
marketing your solutions and knowledge to customers 
so they know who you are and that you can solve their 
legal issues when they arise, and having a sales team 
or process to manage the leads when they come in and 
convert enquiries into clients. The third is probably the 
most important element of a successful law practice: the 
ability to do the work.

One of the biggest complaints clients have about lawyers 
is how long it takes them to do the work. Too often, lawyers 
ignore this, but we are urging you not to. Think of it this way: 
These people are writing you checks, but you only get that 
check when the work is complete. Why would you spend 
all the money and exert all the efforts to market and sell to 
people, only to then delay on actually doing the work, when 
you don’t get paid until the work is complete? Doing the 
work and getting paid is crucial for a successful law firm.

The fourth core element is one most lawyers don’t realize 
they need for a successful practice, and that’s what we 
discussed in Chapter 5: the right mindset. The mindset 
of a successful lawyer recognizes that the first three 
things are not inconsistent with each other, and that in 
fact they support each other and are part of the brand 
you are creating.

Now imagine there is a single platform that has integrated 
all four core elements and is able to seamlessly, instanta-
neously, and consistently deliver across all of them. This is 
what the Guidr platform has been designed to do.



Introducing Guidr

Guidr is a digital law practice, management, and delivery 
platform that allows lawyers to interact with prospects and 
clients in a whole new way, and allows clients to choose 
how they want to interact with their attorney to receive the 
legal services, all while ensuring the attorney is meeting 
their ethical responsibilities, increasing their efficiency, 
and able to provide support to the client at any stage of 
the process. This is not a platform to replace lawyers; it is 
a platform to enable lawyers to provide legal services in 
a whole new way.

We are building a legal community utilizing a high-level 
digital platform that enables you, as a lawyer, to deliver 
your services digitally to any clients who choose to access 
them in that way. We have developed this platform not to 
bypass lawyers, but to help them solve the issues they are 
facing around the digitization of their services by non-legal 
self-help platforms.

Why Guidr?

What we hope we have shown is the need for you, as a 
lawyer, to embrace technology. We all know it isn’t pos-
sible, as a human being, to guarantee you will always be 
available and always be consistent. You might get sick, go 
on vacation, or just have an off day. However, a machine 
can be consistent and available 24/7, 365 days a year, and 
embracing new technology can make you much more 
efficient and much more available to clients.
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Efficiency is one of the core elements we focused on when 
developing this platform. We wanted to make it efficient 
for both the lawyer and the client to use. So, when a client 
enters information into the platform, it is automatically 
synced with their lawyer’s internal client management 
system, which means their lawyer has access to all of that 
detail. The technology can also analyze the data entered 
and tell consumers when they will need the input of their 
lawyer rather than using a self-help feature. It can even 
allow the consumer to book an appointment with a lawyer 
at your firm, because all of these systems are integrated.

Your law practice, digitized for you

As we said in Chapter 1, we understand lawyers typically 
see technology as something they have to overcome. 
There is a concern that introducing technology to your 
practice could lead to a loss of control. However, what the 
Guidr platform offers is a way of introducing technology to 
your practice, while you retain full control of its running. It 
is actually integrating every element of the law practice, 
enabling you to offer your services to the consumer in the 
easiest way, including when your office is closed. All you 
are doing is delegating certain aspects of your work to 
the technology, rather than delegating it to members of 
staff. You are utilizing technology and delegating to it in 
a user-friendly way that benefits you and the running of 
your practice, as well as your clients, and it does it more 
efficiently than people can.

Imagine, for example, that your client services manager 
receives an email each morning telling them which clients 



interacted with your firm via your digital platform in the 
hours your practice was closed. This gives you and your 
team the opportunity to decide what level of human con-
tact, if any, you give each client to support them in access-
ing your services. You are managing what is happening on 
the platform, you can review the follow-ups that are sent 
automatically, and you are always in control.

In fact, digitizing your practice will even provide you with 
greater peace of mind and security, because from a mal-
practice standpoint, this kind of platform will track every 
element of communication and therefore create a full audit 
trail of every interaction during the total lifespan of a client. 
More importantly, it is built to ensure you are reminded of 
deadlines and key issues of importance. When you dele-
gate this aspect of your work to technology, there are no 
longer worries that you might forget to send a confirmation 
letter, or follow up with a client who has made a specific 
request, because a digital platform can automatically 
complete certain actions when the right conditions are 
met, or send you a reminder to carry them out.

This technology protects lawyers as much as it protects 
and supports consumers, and most importantly it simplifies 
the path to a digitized law practice.

The Guidr platform in particular has been developed to 
incorporate and seamlessly integrate the four core ele-
ments required for your successful law practice: legal 
knowledge, marketing and sales, operations, and mind-
set. It integrates seamlessly with the internal operational 
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systems you use at your law firm to ensure every interac-
tion is properly tracked and recorded, and you are able to 
maintain your relationships with your clients.

These kinds of platforms are being developed by entre-
preneurs in all sectors and, as we have seen elsewhere, 
they have the ability to drive change within sectors. The 
legal industry is typically slow to adopt new technologies, 
but when the right platform is developed, it can encourage 
entire industries to embrace technology; and this usually 
stems from industry leaders paving the way by adapting to 
this new world, adopting new technologies, and supporting 
the sector they are considered to be leading.

How it works

When you sign up to Guidr as a lawyer, you will have access 
to all the functionality of the platform and you will be able 
to deliver your legal services digitally via that platform. It 
is critical to know that once a client uses your law firm’s 
platform, it is unique to your firm and all of their information 
is only available to you. This ensures your attorney ethics 
are met and maintained, particularly relating to the con-
fidentiality of your clients’ information. All of the necessary 
engagement agreements and other legal benchmarks 
that are used in your traditional practices are also utilized 
in the digital version of your services.

Your clients might come to you via the digital platform, 
or it might be you refer a traditional client to your digital 
platform to complete certain tasks. You might refer a 
client who came to your office the traditional way to the 



platform to enter data you would have ordinarily needed 
a staff member to collect. This enables you as the attorney 
to gather all the information you need in order to do your 
work in the most efficient way.

As shown earlier, an example of how the platform can be 
useful is with the funding of an estate plan. The process 
of retitling a client’s assets to the new entities (i.e. a living 
trust or a trust created under a will) requires an attorney 
to collect all of the information about the client’s current 
assets, including their location, the account numbers, the 
values, and the beneficiaries, so they can advise that client 
on how to change those elements in order to integrate 
them into the estate plan they created.

Imagine instead of the attorney requiring a meeting with a 
client to extract this information, they simply refer them to 
their digital platform, where the client can provide all the 
necessary details at their leisure, and these then automat-
ically populate the lawyer’s internal client management 
system. This is where the marriage between technology 
and the law not only heightens the experience for the cli-
ent, but also creates extreme efficiencies for the law firm.

This kind of digital platform can also work as a marketing 
and sales tool, in that it can provide clients with all the 
information and advice about which areas the lawyer 
can provide solutions for that the technology cannot. 
The platform can then refer the elements that cannot be 
completed using the technology directly to the law firm, 
which can arrange to complete that work using traditional 
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legal methods. This can drive additional sales for different 
products to any law firm that engages with such a platform.

What makes Guidr different?

Guidr is unique in that its user interface enables clients to 
switch between the three primary ways of working with 
an attorney. The platform permits the consumer to join 
the platform and engage digitally. This is where a client 
would answer questions to lead them through the decision 
trees you, as a lawyer, would typically follow in a one-to-
one meeting. However, if the client feels uncomfortable 
or uncertain at any point in the process, they can click a 
button and request either a virtual meeting or an in-per-
son meeting with you. This gives them an opportunity to 
resolve any misunderstandings or lack of information and 
feel comfortable doing so.

This ability to engage an attorney, complete all the nec-
essary engagement agreements digitally, and then have 
access to that attorney at the click of a button is what 
separates Guidr from other online, non-legal self-help 
platforms. The Guidr platform doesn’t view the lawyer as an 
afterthought. You, the local lawyer, are where consumers 
access the platform.

While Guidr provides clients with the ability to digitally 
engage with the legal services within your practice that are 
consistent and can be clearly defined, it also gently eases 
clients into the parts of your service that might require 
face-to-face communication and direct interaction with 



an attorney, thereby highlighting the value of those legal 
services in a new way.

A product of expert collaboration

Guy built a highly successful tech company over the course 
of 18 years before selling it to The Walt Disney Company 
and he is involved in multiple business ventures. His tech-
nological knowledge and connections in this field have 
paved the way for the platform’s development. Dave is 
an expert in estate planning, elder law, and asset protec-
tion and has almost 30 years of experience working as a 
lawyer and training lawyers in this field. He has brought 
his knowledge of legal processes and 30 years of decision 
trees in this practice area to the platform.

The next stage in Guidr’s development will involve working 
with experts in other practice areas to bring their 20 to 30 
years of decision trees to the platform and enable them to 
digitize the parts of their practice that are fairly consistent 
and can be clearly defined. Their clients will then be able 
to access these legal services digitally through a seamless 
and simple user interface. Collaboration has created the 
Guidr platform and will be crucial to its future development.

One of the challenges we identified in building the plat-
form is a lack of standards and proclamations within the 
legal industry about how to address certain elements of 
lawyers’ specific obligations and responsibilities in a tech-
nological world. By working with others in the legal sector, 
we are creating processes that satisfy those standards 
for legal professionals.
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When we started developing Guidr, we felt it was very 
important to provide clients with legal services from their 
local lawyer, someone who is part of their community 
and whom they may well already know. Self-help services 
are not appropriate in every situation, and we wanted 
consumers to be able to reach out to a local lawyer they 
know and trust, as and when they require support that the 
technology cannot provide.

Summing up

Lawyers who continue to try to scale their practices using 
only traditional methods, and avoiding the digital way 
of working, will run into ever greater obstacles and see 
their success increasingly limited. It is the lawyers who 
can embrace the digital mindset and introduce digital 
ways of working into their practices that will thrive in 
the future.

However, the concept of digitizing the law practice will 
only benefit you as a lawyer if you have the right mindset 
to digitize the services you offer. You have to accept that 
consumers want to have a choice about whether they 
self-serve with a digital offering, access your legal services 
to support them beyond the digital offering, or see you in 
person. As we have said, there are significant benefits for 
lawyers who can embrace this mindset, because offering 
legal services digitally opens up new markets and allows 
you to reach different demographics of customers, thereby 
growing your practice in the process.



AFTERWORD:  
CLOSING THOUGHTS

Technology is coming to the legal industry whether you like 
it or not. In fact, it is already here. We hope we have shown 
you the abounding opportunity arising from technology, 
provided it is implemented and utilized correctly. We have 
explored the technology already available and how it fits 
into the legal industry, as well as highlighting the shifting 
consumer expectations. The successful law practices of 
the future need to offer digital legal services to engage 
with clients both today and tomorrow, while offering virtual 
and traditional legal services seamlessly.

Digitization does not mean lawyers have to lose control; in 
fact, it is the opposite. By delegating certain tasks within 
your practice to technology, you can not only maintain 
standards and keep control of your work, but do so in a 
much more efficient, competent, and secure way. Legal 
work is just one aspect of what can be digitized; there are 
also incredible opportunities for the digitization of mar-
keting and sales processes, which in turn will enable you 
to scale your practice to much greater levels, much more 
quickly and less expensively.

Those lawyers with the right mindset, and especially 
those who are willing to embrace digitization now, will see 

AFTERWORD: CLOSING THOUGHTS | 149



150 | DIGITIZATION OF LAW

immediate benefits for their law practice by introducing 
technology sooner rather than later, both in terms of the 
financial benefits and the improved work-life balance it 
will deliver.

A world of possibilities

There are many positives that can come from digital 
disruption and embracing new technology platforms 
within the legal world. We believe these are some of the 
most compelling:

1. Reduced risk of malpractice: Often, malpractice occurs 
when a lawyer communicates something with a client 
verbally and fails to document it, which can result in 
a conflict with the client. Digitizing your practice will 
improve your record keeping and produce a very clear 
audit trail of every interaction you have with each of 
your clients, saving these for years.

2. Increased efficiency: When a digital, client-facing 
platform integrates seamlessly with your internal cli-
ent and law firm management software, it ensures all 
the right data is available about each client at any 
given moment. It also allows you to remove some 
of the more routine aspects of your and your staff’s 
current role from the working day, delegating them 
to the technology and enabling you to focus on using 
your legal knowledge and experience to best effect 
for your clients.



3. Growing your client base: Consumers increasingly 
expect legal services to be available digitally and 
there are many who simply will not engage with an 
attorney in a traditional way. By providing services 
digitally and in person, you open up your practice to a 
greater number of clients and put yourself in a strong 
position to serve younger generations.

4. Improving your work-life balance: Lawyers are 
renowned for working long hours, but this is changing 
and digitization will help you to find a better work-
life balance. Having a digital system that can serve 
your clients at any time will free you up to take on 
other work, or simply work fewer hours if this is what 
you want.

5. Allowing you to develop best-practice procedures: 
Having so much data about your practice available 
that can be easily analyzed by computers is invaluable. 
Technology enables you to see patterns and, in doing 
so, can make it much easier to develop and improve 
best-practice ways of working at your law firm.
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What has to happen to transform 
technology disruptions into abounding 
opportunity for lawyers?

The simple answer is both the needs and desires of the 
consumer, and the needs and desires of the lawyer, have 
to be met.

From a consumer perspective, our goal was to offer 
consumers a way to engage with lawyers that was not 
previously available, even though the technology exists 
and is already being used by non-lawyers to deliver 
self-help services.

These existing self-help services are missing, in our view, 
one crucial component: lawyers. We have sought to put 
lawyers front and center of our solution, so consumers can 
still access the self-help services if that is what they want, 
but through their local lawyer so that they can easily get 
his or her input if and when needed – all while having that 
lawyer’s input covered by attorney-client privilege, even if 
that interaction occurs via a digital platform.

This is also about recognizing that not all consumers can 
afford to go to a law firm for their legal services. Self-help 
services are considered to be economically feasible for 
consumers who would otherwise be price sensitive. Many 
consumers now expect to be able to access services, 
including those of their lawyer, digitally. They expect to 
be able to access digital services from any device, and 
from wherever they are in the world. They no longer expect 



to have to meet a lawyer in person, because technology 
has made it possible to have those interactions without 
physically being in the same place.

What does the future hold?

What we have talked about is what is already available, 
or certainly what will be available in just a few short years. 
There are many applications for digitization beyond those 
we have discussed in these chapters. With a digitized law 
practice, you can not only serve your current clients more 
efficiently and in a way that suits them, but also begin 
building relationships that will introduce you to the next 
generation of clients.

Imagine, for example, carrying out legal work for a couple 
whose children and even grandchildren later become 
clients. You will have all of their family records at your 
fingertips, which for estate planning in particular can be 
incredibly useful. Digital technologies also allow you, as the 
lawyer, to be much more proactive in your relationship with 
your clients. If you know there has been a change to the 
law that will affect clients who have certain documents, 
these platforms will allow you to reach out to them to notify 
them and tell them they need to update those documents.

All of these changes will enable you to become a better 
lawyer for your clients, and in doing so win more business 
and scale your practice not just to 2x, but even 10x, or more. 
As we hope you can now see, technology is not something 
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to be feared by the legal profession. In fact, the possibilities 
it presents for lawyers and consumers alike are exciting. 
The digitization of the law practice can result in abounding 
opportunity for those lawyers who, instead of fighting the 
inevitable, have the right mindset to recognize its potential 
and embrace the change.
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The digitization of the law practice is not some distant future 
possibility. It is happening right now. As a lawyer, that might 
scare you. You might feel the need to push back and fight 
against technology. You might worry that there is a movement 
to replace lawyers with technology. The Covid-19 pandemic 
accelerated the adoption of technology in every area of society. 
Law is no exception.

If this scares you, don’t worry, this book is here to help. We 
will show you that technology is not something to fear as 
an attorney. It is something to embrace because it presents 
abounding opportunity. We’ll explore:
• The mindset entrepreneurial lawyers share
• What technology you can introduce to grow your law practice
•  How consumer expectations have shifted and why this matters 

for your practice
• The importance of collaboration to digitizing the practice of law
•  How you can create abounding opportunities using the  

right technology

As a software and tech entrepreneur, Guy Remond knows better 
than anyone what technology can help you achieve. With near 
30 years’ experience as an attorney and a nationwide trainer on 
law practice management for lawyers in the US, Dave Zumpano 
knows what it takes to run a successful law practice. Together 
they are on a mission to help more lawyers embrace technology 
in their practice and access the abounding opportunities 
digitization presents. 

Don’t get left behind. Dive in with an 
open mind and learn how digitization 
can help you take your legal practice 
to another level of success. 
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