
3 7 ^ 

/v9M 
Ao. Z%srt 

THE EFFECTS OF CONTENT AND LAYOUT VARIATION IN 

NEWSPAPER ADVERTISING FOR LEGAL SERVICES 

DISSERTATION 

Presented to the Graduate Council of the 

North Texas State University in Partial 

Fulfillment of the Requirements 

For the Degree of 

Doctor of Philosophy 

By 

Cynthia Webster 

Denton, Texas 

August, 1984 



© 1984 

CYNTHIA WEBSTER 

All Rights Reserved 



Webster, Cynthia, The Effects of Content and Layout 

Variation in Newspaper Advertising for Legal Services. 

Doctor of Philosophy (College Teaching), 1984, 185 pp., 15 

tables, bibliography, 124 titles. 

The focus of this investigation is on the effects that 

content and layout forms of newspaper advertising have on 

consumer attitudes toward the legal profession. A second 

major purpose of the study was to determine the differences 

which exist between certain socio-demographic categories 

with respect to attitude towards the advertised lawyer and 

the legal advertisements. Thirteen variations of a legal 

advertisement for the newspaper medium were developed and 

shown to consumers and then tested by measuring consumers' 

attitudes toward twelve lawyer-related attributes and ten 

advertisement-related attributes. 

Area sampling was used to select 100 respondents from 

among residents living within a southwestern standard 

metropolitan statistical area who are considered to be the 

most likely users of legal services. The interview 

technique was used for the collection of data. 

To insure the content and construct validity of the 

instrument, the advertisement-related attributes were 

presented to a panel of ten regionally-known experts in the 

field of advertising. All attributes were rated as "valid" 



by all panel members except for one which was rated 

"undecided" by only one panel member. 

To determine the reliability of the instrument, ten 

respondents from the target population were tested, and then 

retested twelve days later. The test-retest measure 

resulted in a Pearson product-moment correlation coefficient 

of .84. 

To test the twenty-seven hypotheses at the .05 level, 

on® tailed _t—tests, multivariate analysis of variance, 

analysis of variance, multiple linear discriminant analysis, 

and chi-square tests were used. 

The findings of this study provide evidence that the 

advertising of legal services must be designed to 

accommodate or integrate itself with the values of both the 

attorney and the client. Matching the message to the media 

and having it cohere to the values of the market segments 

were found to be crucial requirements of effective legal 

advertising. 
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CHAPTER I 

INTRODUCTION 

Advertising by professionals is a timely and controversial 

issue. Although for many years most professional associations 

prohibited their members to advertise, a significant case in 

1977, Bates vs. State Bar of Arizona, brought this matter to 

the attention of the public. The U.S. Supreme Court's decision 

held that advertising by professionals is not in itself 

misleading, and should be allowed upon the strength of the 

First Amendment's freedom of speech and information 

(Cunningham, I., Cunningham, W., and Blasko, 1981). 

A study by Shimp and Dyer researched the attitudes of 

lawyers toward advertising for the legal profession (Shimp and 

Dyer, 1978). The results of the study indicated that most 

lawyers are opposed to advertising. These results may reflect 

the philosophical beliefs shared by most attorneys regarding 

their profession. Most attorneys feel that advertising and law 

are basically incompatible. Bar associations have historically 

argued that forms of competitive advertising necessary to most 

commercial enterprises would lower the dignity of the 

profession. The results of the study could also reflect the 

lawyers' reluctance to accept a method of communication still 

to be tested. Little information exists on how advertising 



might affect the image of attorneys and their practice. At 

this stage it is natural for most lawyers to show reluctance 

towards the use of advertising (Cunningham, et al., 1981). 

Advertising is a very important method of 

communication, not only because it can reach large numbers 

of consumers, but because it has been shown to effectively 

change the perceived images of products and institutions 

through creative communication. Some types of advertising 

could be harmful, and others could be less effective than 

alternative communication techniques. It is crucial, 

therefore, to understand how consumers' perceptions of 

professional services could be affected by different 

creative appeals. This study is concerned with that issue. 

Statement of the Problem 

This study focused on the effects that content and 

layout forms of newspaper advertising had on consumer 

attitudes toward the legal profession. 

Purposes of the Study 

Although the assumption can be made that varying the 

content and layout of advertisements in the newspaper medium 

will affect consumers' perceptions of the legal firm, there has 

been little, if any, empirical research in this area at the 

time of this writing. In the context of newspaper advertising, 

it can be hypothesized that consumers' perceptions of the 

advertising lawyer and/or the firm will change if less 



conventional forms of professional advertising are 

executed. 

The primary purpose of this study was to evaluate 

alternative combinations of content and layout forms for the 

legal profession and determine which is most effective. To 

fulfill this purpose, legal advertisements—in which the copy 

remains constant, but the content and layout varies— were 

developed and tested and consumers' perceptions measured. 

This, study resolved which of the following resulted in the 

most favourable consumer perceptions of the lawyers 

1. Size of the advertisement 
2. Section placement of the advertisement in the 

newspaper 
3. Balance of the advertisement 
4. Reverse type as opposed to black print on a white 

background 
5. Inclusion of a photograph of a middle-aged 

Caucasian male posing as the lawyer 
6. Inclusion of a photograph of a young Caucasian 

male posing as the lawyer 
7. Inclusion of a photograph of a middle-aged Black 

male posing as the lawyer 
8. Photograph of a young Caucasian male lawyer as 

opposed to a photograph of a middle-aged Black male 
lawyer 

9. Photograph of a middle-aged Caucasian male lawyer 
as opposed to a photograph of a young Caucasian 
male lawyer 

10. Photograph of a middle-aged Caucasian male lawyer 
as opposed to a photograph of a middle-aged Black 
male lawyer 

11. Size of legal advertisements in reverse type 

12. Size of informally-balanced advertisements. 

A second major purpose of the study was to determine the 

^^fferences which exist between certain socio—demographic 

categories with respect to attitude towards the advertised 

lawyer and the legal advertisements. 



A third purpose of the study was to determine the 

differences that exist in attitude towards legal service 

advertising among respondents based upon the number of times 

legal services have been used in the past ten years. 

Hypotheses 

1. Changing the size of the legal advertisement from 

2 x 3" to 3 x 4" will result in a positive difference in 

consumers' perceptions of the lawyer (both ads are balanced, 

have black print on a white background, and are in the 

business section of a newspaper). 

2. Alternating the placement of a legal advertisement 

from one section to another section of a newspaper will result 

in a positive difference in consumers' perceptions of the 

lawyer. (All ads will measure 2 x 3", are balanced, and have 

black print on a white background.) 

A. Placement will change from the business to the 
front section of a newspaper. 

B. Placement will change from the television to the 
front section of a newspaper. 

C. Placement will change from the television to the 
business section of a newspaper. 

3. Changing the balance of a legal advertisement from 

informal to formal will result in a positive difference in 

consumers' perceptions of the lawyer. (All ads have black 

print on a white background and are in the business 

section.) 

A. The balance will be changed on a 2 x 3" ad. 



B. The balance will be changed on a 3 x 4" ad. 

4. Changing the type on a legal advertisement from black 

print on a white background to white print on a black background 

(reverse type) will cause a positive difference in consumers' 

perceptions of the lawyer. (Both ads will be balanced and in 

the business section.) 

5. A legal advertisement with a photograph of a middle-

aged (35-64 years of age) Caucasian male lawyer will result in 

more favourable consumer perceptions of the lawyer than an 

advertisement with no photograph of the advertising lawyer. 

(Both ads will be 3 x 4", balanced, have black print on a white 

background, and will be in the business section.) 

6. A legal advertisement with no photograph of the 

lawyei. will result in more favourable consumer perceptions of 

the lawyer than an advertisement with a photograph of a young 

(under 35 years of age) Caucasian male posing as the lawyer. 

(Both ads will be 3 x 4", balanced, have black print on a white 

background, and in the business section.) 

7. A legal advertisement with no photograph of the 

lawyer will result in more favourable consumer perceptions of 

the lawyer than an advertisement with a photograph of a 

middle-aged Black male posing as the lawyer. (Both ads will 

be 3 x 4", balanced, have black print on a white background, 

and in the business section.) 

8. A legal advertisement with a photograph of a young 

Caucasian male lawyer will result in more favourable consumer 



perceptions of the lawyer than an advertisement with a 

photograph of a middle-aged Black male lawyer. (Both ads will 

be 3 x 4", balanced, have black print on a white background, 

and in the business section.) 

9. A legal advertisement with a photograph of a middle-

aged Caucasian male lawyer will result in more favourable 

consumer perceptions of the lawyer than an advertisement with a 

photograph of a young Caucasian male lawyer. (Both ads will 

be 3 x 4", balanced, have black print on a white background, 

and in the business section.) 

10. A legal advertisement with a photograph of a middle-

aged Caucasian male lawyer will result in more favourable 

consumer perceptions of the lawyer than an advertisement with a 

photograph of a middle-aged Black male lawyer. (Both ads will 

be 3 x 4", balanced, have black print on a white background, 

and in the business section.) 

11. A 3 x 4" legal advertisement in reverse type will 

result in higher attitudes toward the lawyer than a 2 x 3" 

advertisement in reverse type. (Both ads will be balanced and 

placed in the business section.) 

12. An informally-balanced 3 x 4 " legal advertisement 

will result in higher attitudes toward the lawyer than an 

informally-balanced 2 x 3" advertisement. (Both ads will have 

black print on a white background and placed in the business 

section.) 



13. Each variation in advertisement design will result 

in a difference in attitude towards the advertised lawyer 

among respondents based on occupation (unskilled worker, 

skilled worker, office-clerical-sales, management, 

professional, self-employed, student). 

14. Each variation in advertisement design will result 

in a difference in attitude towards the legal advertisement 

among respondents based on occupation. 

15. Each variation in advertisement design will result 

in a difference in attitude towards the advertised lawyer 

between male and female respondents. 

16. Each variation in advertisement design will result 

in a difference in attitude towards the legal advertisements 

between male and female respondents. 

17. Each variation in advertisement design will result 

in a difference in attitude towards the advertised law firm 

among respondents based upon three age categories (under 35, 

35-64, and over 64). 

18. Each variation in advertisement design will result 

in a difference in attitude towards the legal advertisements 

among respondents based upon three age categories. 

19. Each variation in advertisement design will result 

in a difference in attitude towards the advertised lawyer 

among respondents based upon marital status (single, married, 

widowed, and divorced). 
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20. Each variation in advertisement design will result 

m a difference in attitude towards the legal advertisements 

among respondents based upon marital status. 

21. Each variation in advertisement design will result 

in a difference in attitude towards the advertised lawyer 

among respondents based upon the level of education (grade 

school, high school graduate, attended college, and college 

graduate). 

22. Each variation in advertisement design will result 

in a difference in attitude towards the legal advertisements 

among respondents based upon the level of education. 

23. Each variation in advertisement design will result 

in a difference in attitude towards the advertised lawyer 

among respondents based upon annual income (less than $9,999, 

$ 10 ,00 0-$19,999 , $20,000-$29,999, $30 ,000-$39 ,999 , 

$40 ,000-$49,000, and over $50,000. 

24. Each variation in advertisement design will result 

in a difference in attitude towards the legal advertisements 

among respondents based upon annual income. 

25. Each variation in advertisement design will result 

in a difference in attitude towards the advertised lawyer 

among respondents based upon race (Caucasian, Black, 

Hispanic, Oriental, and other). 

26. Each variation in advertisement design will result 

m a difference in attitude towards the legal advertisements 

among respondents based upon race. 



27. There will be a difference in attitude towards 

legal service advertising among respondents based upon the 

number of times legal services have been used in the past ten 

years. 

Synthesis of Related Literature 

The issue of lawyer advertising is probably the most 

controversial one presently facing the legal profession. 

Many believe that advertising establishes law as a 

competitive business, not just as a profession as it has been 

in the past (Victor, 1981). This controversy, however, is 

not new. The ban against advertising was imposed first in 

1908 by the American Bar Association (ABA) with the idea of 

supporting professional dignity. Since then, it has been 

enforced in all states either by law or by court rule 

("Lawyer Ad Ban," 1977). Avoidance of commercial 

advertisements as a source of information about the market 

for lawyers has traditionally been an integral part of that 

market's distinctiveness. However, the evasion of 

advertising can be detrimental to consumers. For example, 

empirical evidence shows that the prohibition of advertising 

increases a profession's profits by permitting members to 

charge above competitive prices (Mitchell, 1982). 

A major turning point occurred in 1977 when the U.S. 

Supreme Court held that states may not restrict attorney 

advertising unless it is deceptive, misleading, or contrary to 

a substantial state interest (Conrey, 1982). As a result, a 
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prediction has been made that the 1980s are going to see a 

vanishing of the attorney who handles a wide variety of legal 

cases as the lawyer is being spurred by advertising towards 

greater specialization (Higgins, 1983). The prediction also 

holds that there will be increasing competition for business, 

not only between attorneys but also between lawyers and others 

who provide similar services (Koskoff, 1980). 

Several studies have been conducted to determine both 

professional and consumer attitudes toward legal advertising. 

Findings of one survey indicate that a large majority of 

lawyers strongly opposed legal advertising prior to the Court's 

decision on Bates (Shimp and Dyer, 1978). A later study also 

showed that a slight majority of attorneys feel that 

advertising should be allowed (Linenberger and Murdock, 1982). 

A survey of lawyers who had advertised showed that one out of 

twenty-four professed to be totally satisfied with the 

financial return from the advertisement. About ninety percent 

felt they were breaking even ("Legal Developments," 1978). 

The advertising industry has much at stake regarding the 

future of legal advertising, since the public's image of 

advertising, in general, will also be influenced by 

professional advertising (Dyer and Shimp, 1980). Bloom (1977) 

has argued that professional advertising could either enhance 

the public image or further erode the public image of 

advertising. A study by Porter, et al., (1977) found that the 

overall effect of advertising may enhance the competitive 
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market structure of the legal profession. Individuals who 

previously had reservations, apprehensions, or hesitance about 

engaging legal counsel are likely to be especially attracted to 

the information provided by advertising. Corporations and 

wealthier individuals, who already use legal services 

routinely, are likely to be unaffected by advertising. This is 

consistent with earlier research concluding that individuals 

with exaggerated perceptions of legal service costs are most 

heavily influenced by advertising (Gilson and Berkman, 1979). 

Another study found that consumers, in general, feel that 

attorneys should be allowed to advertise, and that such 

advertising would increase their awareness of legal problems 

and aid them in their choice of an attorney. They also feel 

that existing information sources are inadequate. This report 

found that ninety-seven percent of those interviewed felt that 

they needed more information to help them understand the legal 

language and their rights (Murphy, 1982). Consumers generally 

do not characterize advertising attorneys as inferior or feel 

that advertising would create a bad image for the profession 

(Linenberger, Murdock, 1982). The results of one study 

indicate that advertising does have an impact on the image of 

the professional, although not necessarily the negative impact 

that many professionals believe. The major impact seems to be 

with the perceived age, experience, and the degree to which the 

lawyer is established in the profession (Patterson and 

Swerdlow, 1982). The analysis of one study suggests that a 
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person's attitude towards the legal profession has little 

effect on whether that person uses a lawyer ("An Assessment," 

1980). Another study found that consumers' evaluations of 

legal service advertisements are more favourable than are 

lawyers'. Both lawyers' and consumers' evaluations improve as 

more information is contained in the advertisements, but 

lawyers are particularly skeptical of including fee information 

in their advertisements (Dyer and Shimp, 1980). 

Several empirical studies suggest that consumers are faced 

with a considerable information gap in their attorney selection 

process. One study had findings in accordance with past 

findings (Feldman and Spencer 1975, Kuehl and Ford 1977) that 

personal information sources dominate the selection process for 

professional services. Personal acquaintances (employed by 

58.4% of the consumers) and recommendation by a friend were 

clearly the most frequently used selection criteria. Much of 

the information that has been available to consumers from bar 

associations (referrals) and/or from attorneys in yellow page 

listings (location of office) has been the least used (Smith 

and Meyer, 1980 ). 

An important issue is which type of advertisement in which 

context will work best in legal advertising. In the attempt to 

determine appeals for the target segment, the highest mean 

ratings were found to be years of experience and areas of 

specialization (Humphreys and Kasulis, 1981). Another study 

found that the kind of information the potential client would 
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need is which lawyers are available for a particular problem; 

then, among those lawyers, the client would like to have some 

idea of their relative qualifications and fees (Hobbs, 1976). 

The results of another study lend credence to those who argue 

the benefits of advertising legal services. Purchase 

intentions were found to increase significantly when 

professional qualifications were present in the sample 

advertisements. The presence of factual information 

explaining the need for a will increased patronage intentions 

for those respondents without a will (Lang and Marks, 1980). 

One study had the goal of identifying the determinant 

attributes first-time users of legal services used in 

selecting lawyers (Murdock, 1980). The results are confirmed 

by Smith and Meyer's research (1980) in that a lawyer should 

differentiate himself or herself on the basis of a subjective 

attribute such as competency or reputation. The results of 

another study showed that the creative appeals used by a law 

firm to promote its services have a great deal to do with the 

manner in which the law firm is perceived by potential 

clients. An ABA-suggested advertisement produced a somewhat 

negative image of the law firm. The firm using the approved 

format was judged to be less professional, ethical, and 

prestigious than the other three types of advertisements 

(yellow pages, institutional, and testimonial). The 

testimonial appeal was perceived to provide a less 

trustworthy and less reliable image for the firm than the 

ABA-suggested advertisement (Cunningham, et al., 1981). 
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The advertising medium will also influence consumers' 

perception of a legal advertisement. Although thirty-eight 

jurisdictions allow print, radio, and television advertising, 

two allow only print and radio advertisements, and nine allow 

only print advertisements. Various jurisdictions restrict the 

use of handbills and billboards (Andrews, 1982). Of the seven 

percent of American lawyers advertising in 1979, thirty-three 

percent used the yellow pages, thirty-one percent the 

newspapers, seven percent magazines, seven percent leaflets, 

two percent direct mail, two percent radio; and very few used 

television (Mitchell, 1982). One study shows that attorneys 

seem to think that the print media are better vehicles for 

advertising (Murphy, 1982). Although the yellow pages continue 

to be the primary advertising medium ("Advertising Attracting," 

1981), they are seen as below average for commercial promotion 

sources of legal information (Darden, D., Darden, w., and 

Riser, 1981). Also, a majority in a Gallup survey indicated 

that yellow page advertisements were the source of information 

consumers would be least likely to rely upon (Mitchell, 1982). 

One of the few empirical studies in this area looked at the 

relationship between message source and consumers' attitudes. 

A legal advertisement in the television guide section of an 

area newspaper was compared with a thirty-second radio message. 

The radio advertisement did evoke significantly more favourable 

attitudes toward the law firm advertised. However, the 

television guide section probably has less prestige and 
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credibility than other sections of a newspaper (Stem and 

Sisson, 1979). Lawyers will choose to advertise only in media 

whose audience corresponds closely to their prospective 

markets (Hudek and Trebilcock, 1982). One of the most 

successful advertisement campaigns noted was a law firm using 

a media mix newspapers, direct mail and transit advertising 

(Braun, 1982) . 

In conclusion, advertising, if done appropriately and with 

integrity, could provide a service and give people information 

that they need (Siegel, 1979). The data in one study seem to 

reflect a generally improved perception on the part of 

attorneys in regard to the issue of advertising. Advertising 

by attorneys seems to be here to stay (Bergiel and Darling, 

1982). It is predicted that by 1990 most lawyer-client 

relationships will be established through media advertising and 

direct solicitation (Rinaman, 1982). However, it is still too 

early to determine exactly what effect professional advertising 

will have. All parties of the professional advertising process 

hsve much to gain or lose, depending on how the advertising is 

handled (Bergiel and Darling, 1982). 

Significance of the Study 

Practitioners of professional services have been—and 

still are, to a large extent—suspicious of advertising to 

the public. Many professionals believe that consumers, after 

being exposed to an advertisement promoting the professional 
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and/or the services, will lower their opinion of the dignity 

of the advertised practitioner and perceive the fees to be 

higher as a direct result of advertising. Professionals are 

also concerned about the consumers' perception of the quality 

of offered services once their attention is given to such 

advertising. 

Professionals who offer their services are faced today 

with many of the problem areas encountered by traditional 

business firms—increased competition, greater demands by 

clients, a changing environment, ad infinitum. Most 

professional practitioners find themselves ill-equipped to 

handle the dynamics of their environment. Especially 

difficult is the prediction of the attitude of present and 

potential clients (Patterson and Swerdlow, 1982). 

The results of this research should prove to be 

beneficial in that a better understanding might be gained of 

professional advertising. More specifically, it should be 

possible to make certain observations regarding the 

effectiveness of various content and layout approaches to 

legal advertising in newspapers. The findings should be of 

practical use to the growing number of lawyers who are 

engaging in the advertising of their services. 

Definition of Terms 

For the purposes of this study, certain terms have been 

defined as follows: 
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Legal advertising refers to messages which inform or 

call attention to the lawyer and the willingness to provide 

legal services. 

Legal solicitation is a more intense form of legal 

advertising in that it is a pleading, an earnest request, and 

a more personal petition than advertising (Elliott, 1982). 

Balance concerns the relationship between the left-

and right—hand sides of an advertisement. An advertisement 

is formally balanced when objects to the right and left sides 

of the page match each other in size, shape, and intensity of 

colour and are placed opposite each other. Informal balance 

refers to an asymmetrical layout of an advertisement 

(Kleppner, 1979). 

Reverse type refers to an advertisement that has white 

print appearing on a black background. 

Limitations 

One limitation of this study was that prior knowledge and 

experiences might affect some attitudes causing consumers who 

have experienced lawyer advertising to possess different 

attitudes than those who have not. 

A second limitation of the study results from the 

possibility that some respondents may have been influenced by 

strongly held feelings of aversion and/or attachment to any 

member or members of legal services. 
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A third limitation results from the inability to make 

comparisons between the present and past attitudes of members 

of the sample. 
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CHAPTER II 

BACKGROUND AND RELATED LITERATURE 

Introduction 

Professional codes of ethics have traditionally 

restricted any kind of advertising within the professions 

such as law, medicine, accounting, and architecture (Stem and 

Sisson, 1979). As in the Greek and Roman days, the American 

prohibition of advertising and solicitation was an attempt to 

prevent certain social evils by regulating communications by 

professionals. In the legal profession particularly, there 

was the fear that advertising would lead to vexatious suits 

or domination of society by the rich who could hire the best 

lawyers (Wynn, 1981). 

Contemporary restrictions on legal advertising and 

solicitation descended from early common law prohibitions 

against barratry, champerty, and maintenance. The 

prohibitions were first developed to maintain the public 

peace and avoid corruption and perversion of the law. By 

the sixteenth century, however, the prohibitions had evolved 

into bans of etiquette in the English Inns of Court. 

Competition among barristers was disdained because it 

reduced the status of law to a trade and "stirred up 

litigation.11 These common law bans were imported to the 
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United States, but they were not strictly followed. By the 

late nineteenth and early twentieth century, advertising and 

solicitation by lawyers and their agents were common 

(Conrey, 1982). Abraham Lincoln was among the many lawyers 

in the mid-1800s who was advertising his law firm in local 

newspapers (Feirich, 1982). During this time there was 

widespread corruption in the legal system which led to 

abuses in advertising and solicitation by lawyers. As a 

result, bar associations re-emerged to regulate attorney 

conduct (Conrey, 1982). The ban against advertising was 

imposed first in 1908 by the American Bar Association (ABA) 

with the idea of supporting professional dignity ("Lawyer Ad 

Ban," 1977). Within a few years that provision was adopted 

in every state, either by legislation, court rule, or court 

decision (Canby, Cox, and DeSerpa, 1979). 

The prohibition against advertising remained 

unchallenged until the Supreme Court, in Goldfarb vs. 

Virginia State Bar, ruled that minimum fee schedules used by 

bar associations were unlawful. This landmark case signaled 

the beginning of a barrage of subsequent legal actions 

directed toward changing the control of advertising by 

professional societies. With lawyers in the forefront, 

medical doctors, dentists, veterinarians, accountants, and 

pharmacists are among those who are having to reassess their 

traditional bans on advertising (Stem and Sisson, 1979). 
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After World War II commentators continued to focus 

attention on the unmet need for legal services. During this 

period a study provided empirical support for the 

proposition that large segments of the population were 

underserved by lawyers ("An Assessment," 1980). Other 

studies revealed that many persons do not obtain counsel 

even when they perceive a need because of the feared price 

of services or because of an inability to locate a competent 

attorney (Rinaman, 1982). In the mid-1970s the ABA 

acknowledged that the middle seventy percent of the 

population was not being reached or served adequately by the 

legal profession, resulting in a vast and virtually untapped 

market (Galton, 1982). 

As traditional values were being reexamined (Dudek, 

1983), the Supreme Court eventually decided that truthful 

advertising related to lawful activities is legal (Conrey, 

1982). For advertising in general, the decision lends 

support to the doctrine that commercial speech is entitled 

to First Amendment protection; accordingly, any ban on 

advertising must have strong justification ("Legal 

Developments," 1978). Even though legal advertising is 

allowed, a state may prohibit advertisements which are 

false, deceptive or misleading (Zunker, 1980) or any conduct 

"unbecoming a member of society" (Rowan, 1979, p. 53). The 

ABA developed guidelines to offer a model to assist each 

state bar association in amending its own code (Dyer and 

Shimp, 1980). 
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Direct solicitation of clients by lawyers is 

undoubtedly one of the most emotional of the ethical issues 

currently before the profession (Allen, 1981). As there is 

a very fine line between solicitation and advertising 

(Landrum, 1982), attorneys continue to approach advertising 

with caution; those who have decided to advertise their 

services remain in the minority (Andersen, 1981). A poll in 

1978 reported that only three percent of U.S. lawyers were 

advertising, and eighty-nine percent responded resolutely 

that they would never advertise. Lawyers are particularly 

concerned as the public is very skeptical of the ethical 

standards of those who practice law (Marshall, 1978). 

Lawyers have virtually no awareness of marketing 

techniques, and marketers face attitudes of disdain, 

hostility and negativeness when they approach this market. 

Professional schools tend to bypass marketing, advertising 

and general business courses altogether (Dugas, 1983). Past 

ethical restraints on advertising further complicate the 

situation by fostering the attitude that marketing and 

advertising are unprofessional (Trombetta, 1983). 

Legal advertising can be expected to have a major 

impact on lawyers as well as upon consumers and the 

advertising industry. it has been characterized as the 

major issue to confront the legal profession in the past 

decade (Shimp and Dyer, 1978). The attorney advertising 

trend is being driven by younger lawyers, those with ten 
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yŝ K's of experience or less, as well as larger "vendors" 

which can afford the added expense of advertising (Whalen, 

1982). In the most recent poll, reported in December 1981, 

ten percent of ABA lawyers said they advertise. Thirteen 

percent of attorneys under thirty-four advertise; that 

figure grows to thirty-one percent for attorneys with a 

household income of $25,000 or less (Andrews, 1982). 

The number of lawyers in the United States is also 

growing. There are now an estimated 575,000 lawyers in 

North America, and approximately 116,000 law students. In 

recent years, the growth rate of the legal profession is 

estimated to be four times that of the general population. 

The lawyer populaton is also getting younger (Goldstein, 

1982) . 

With the continuing explosion in law and regulation, 

many present fields of practice did not even exist twenty 

years ago; specialization is increasing. Specialization is 

leading to increased competition (Bugge, 1980). In their 

own ways, most firms have been marketing for years, but the 

results have usually been uneven and the costs difficult to 

measure (Rabenhorst, 1981). 

Law firms have been expanding nationally so that they 

can better serve all kinds of clients, prevent others from 

invading the client list, and to attract new business 

(Spaeth, 1979). Legal franchises have been appearing in 

shopping malls and department stores throughout the country 
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(Dugas, 1983). The move into Montgomery Ward marks the 

first time that a consumer—oriented legal services operation 

has gone the mass-merchandising route ("Where Consumers," 

1979) . 

It has been predicted that by 1990 most lawyer-client 

relationships will be established through media advertising 

and direct solicitation (Rinaman, 1982). While it may be 

true that advertising can result in increased business for 

the professional, it has not been established what types of 

advertisements work best or what effects different 

information content has on consumer attitudes toward a 

profession (Stem and Sisson, 1979). 

Court Decisions Regarding Legal Advertising 

Discipline in the area of legal advertising exists to 

protect the public (Devine, 1982). In 1976, the ABA had 

adopted very restrictive rules which basically allowed 

publication of business cards in the yellow pages and 

slightly more information in legal directories (Allen, 

1981 ) . Many thought that these restrictions were 

ultimately patronizing and penalizing the consumer (Spelce, 

1980). In 1977 the Supreme Court held that lawyers do have 

a constitutional right to advertise (Owles, 1981). The 

decision voids restrictions in forty-two states that limit 

descriptions of specialties (Young, 1982). State bar 

associations may reasonably restrict the time, place and 
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manner of advertising, false, deceptive or misleading 

advertisements, or advertisements concerning illegal 

transactions (Grant and Hanna, 1980). The disciplinary 

agency bears the burden of proving that an advertisement is 

false, misleading or deceptive ("Advertising, Burden," 

1982). The rules strive for a balance between the public's 

need for information and the bar's responsibility to protect 

the public from misleading or overbearing communications 

(Andrews, 1982). The Virginia Pharmacy case paved the way 

for the striking down of unconstitutional restrictions on 

pecuniary-motivated speech (Elliott, 1982). Another rule 

specifically states that a lawyer may not communicate with 

an individual whose physical, emotional, or mental state 

renders that individual unable to exercise reasonable 

judgment, or who has evinced a desire to receive 

communications (Thurman, 1982). 

Some feel that none of the past court decisions 

provides a concise analytical approach for dealing with 

situations which arguably can be categorized as both 

solicitation and advertising (Reinhardt, 1982). Many rules 

would allow a lawyer, with no examination, no peer review, 

no experience, and no proof of special competence to hold 

himself or herself out as "concentrating" or "limiting the 

practice" to "one or more fields of law" (Sprouse, 1980, p. 

336). Therefore, there are breaches of the rules in some 

legal advertisements ("Solicitors' First," 1982). In large 
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measure, criticism of the advertising rules has centered on 

the charge that they " . . . tilt away from a concern for 

clients toward a concern for third parties and society at 

large" (Graafeiland, 1982, p. 655). On the other hand, 

lawyers desiring to advertise must do so at their risk, 

without clear rules as to what is permissible and what is 

not (Collie, 1980). Many believe the rules are vague as to 

the limits to be allowed (Gossett, 1980), inconsistent, and 

unconstitutional (Pitts, 1983). 

There have been four Supreme Court decisions in the 

area of attorney solicitation and advertising. Bates vs. 

State Bar of Arizona manifested the Court's explicit yet 

narrow approval of attorney advertising as commercial speech 

(Reinhardt, 1982). The Arizona attorneys, John Bates and 

Van 0 Steen, placed an advertisement in a newspaper that 

stated they were offering "legal services at very reasonable 

fees," and listed their fees for certain services (Scott, 

1982). The attorneys, censured by the state's supreme 

court, had brought their case to the U.S. Supreme Court, 

charging their First Amendment free speech rights had been 

violated (Gordon, 1977). Bates won the case, contending 

that lawyers have a First Amendment right to advertise, 

rather than the public has a right to know (Douthitt, 1980). 

In response to the Bates decision, the ABA established 

two proposals. Proposal A, the most restrictive, listed the 

specific types of information which could be provided in 
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lawyer advertising. Proposal B was much more liberal in 

allowing publication of all information which was not 

"false, fraudulent, misleading or deceptive" (Hudec and 

Trebilcock, p. 57). 

Shortly after the Bates decision was announced, the ABA 

conducted two random telephone surveys of its members. The 

findings of the first poll indicated that forty-six percent 

of those approved of the Bates decision and forty-four 

percent disapproved. The second survey, conducted less than 

a year later, found that only three percent of the attorneys 

polled had advertised in the nine months immediately 

following the Bates decision. Of those advertised, most 

used the yellow pages and newspapers (Linenberger and 

Murdock, 1982). The Bates decision led directly to a 

proliferation of low-cost legal clinics that provide 

standardized legal services ("An Assessment," 1980). 

Another case in 1978, Ohralik vs. Ohio State Bar 

Association, demonstrated the Court's aversion to in-person 

solicitation for pecuniary gain that is fraught with the 

dangers of deception, overreaching, undue influence, and 

commercialization. A case in 1978, In re Primus. 

contended that collective activity, inclusive of 

solicitation, undertaken to obtain meaningful access to the 

courts, is a fundamental right protected by the first 

amendment. Primus also represented the Court's concern with 

individual attorney solicitation undertaken as an expression 
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of first amendment political and associational rights. A 

case in 1982, In re R.M.J., both examined the specific 

question of whether the amended Missouri advertising rules 

conformed to Bates and provided some generalizations on 

commercial speech doctrine in the context of professional 

services advertising (Reinhardt, 1982). R.M.J. 

unequivocally struck down a flat prohibition on mailing 

announcement cards to persons other than " . . . lawyers, 

clients, former clients, personal friends and relatives 

(Boden, 1982, p. 547). 

Informational Needs of Consumers 

Several recent empirical studies suggest that consumers 

are faced with a considerable information gap in their 

attorney selection process (Smith and Meyer, 1980). 

Attorneys have obviously failed in providing the proper 

method of helping the average citizen make an intelligent 

selection of a lawyer (Garcia, 1980), and the public is 

suffering from the lack of certainty (Dunn, 1980) which is 

detrimental to consumers and the legal profession 

(Wittreich, 1966) . 

Past decisions (i.e., Bates and Virginia Pharmacy) have 

demonstrated that the Court considers "the free flow of 

commercial speech" and the ability of the consumer to make 

an informed choice as sufficient justification for granting 

Constitutional protection of advertising as long as it is 



32 

not false or misleading (Smith and Meyer, 1980). a 

communication is considered false or misleading if it falls 

within any of the following three categories: (1) it 

contains a material misrepresentation, or omits a fact 

necessary to make the statement as a whole not materially 

misleading; (2) it is likely to create an unjustified 

expectation about results that the lawyer can achieve, or 

states or implies that the lawyer can achieve results by 

means that violate the rules of professional conduct or 

other law; or (3) it compares the lawyer's services with 

other lawyers' services, unless the comparison can be 

factually substantiated (Scott, 1982). 

If a consumer's legal problem can be solved by some 

routine service, the consumer's informational needs are 

relatively modest. However, a study by Kuehl and Ford 

(1981) found that the consumer decision processes for legal 

services are complex. Consumers whose legal problem 

requires some complex service would like to know which 

lawyers are available for particular problems and questions, 

and then, among those lawyers, the client would like to have 

some idea of their relative qualifications and what they 

would charge to handle specific cases (Hobbs, 1976). 

The costs of obtaining needed information, of 

transacting or agreeing on the time input and quality of 

service rendered, and of enforcing all implicit or explicit 

contracts made between attorney and client constitute three 
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major sources of market imperfection. These information, 

transaction, and enforcement costs generally may be expected 

to increase with the complexity of the legal service 

involved (Cox, DeSerpa and Canby, 1982). 

The client s search for information may be regarded as 

an iterative process. An individual chooses from among 

alternative information sources those sources which provide 

the greatest amount and highest quality of information per 

unit cost. A principal advantage of lawyer advertising over 

other information sources is that it can reach other 

potential clients at a very early stage in their 

decision-making process. It can make them aware that 

previously unconsidered legal problems do exist or that some 

of the misconceptions which have inhibited an individual 

from seeking legal advice are incorrect. Advertising, by 

reducing a consumer's search costs, could be particularly 

useful in helping clients to comparison shop among 

alternative suppliers or relatively routine standardized 

services, and should thus improve the efficiency of legal 

services markets (Hudec and Trebilcock, 1982). 

Consumers appear to be responsive to further 

information from professional advertising. After a 

three—week advertising campaign, there was a favourable 

attitude shift in respondents' confidence in lawyers, and a 

significant increase in behavioural intentions to have a 

will prepared (Smith and Meyer, 1980). The results of a 
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study by Lang and Marks (1980) indicate that the presence of 

factual information, professional qualifications, and price 

information in advertisements tend to support pro-

advertising contentions. A survey of lawyers by Cox, et 

al., (1982) found that a large variation in attorney fee 

quotations was found, even for exactly the same routine 

legal service suggesting a high degree of consumer 

ignorance in the market. 

In summary, advertising can help overcome the fear that 

many people have for lawyers and serve as a vehicle to 

provide more legal information for consumers (Whalen, 1982). 

Lawyers in larger metropolitan areas (Marshall, 1978) and 

those in relatively new firms need to advertise in order to 

attract clients (Andersen, 1981). In communicating with 

potential clients via advertising, the content should seek 

to serve the legal needs of the clients (Moenning, 1983). 

As good taste is important (Case and Harris, 1982), the 

advertising lawyer may do well to have a marketer create and 

design the advertisement, which will make it more 

susceptible to consumer comprehension (Crimmins, 1980). 

Selection of a Lawyer 

Little empirical research has been addressed to the 

complex processes of lawyer selection and use. This lack of 

information is complicated further by changing rules 

governing attorneys' conduct and emerging innovations in the 

marketing of legal services. One study suggests that 
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experience, property ownership, and personal contacts with 

lawyers are the most important determinants of lawyer use. 

The last factor, personal contacts, is relevant in the 

evaluation of the alternative delivery systems. Four 

factors income, price, awareness, and attitude—correlated 

weakly with lawyer use ("An Assessment," 1980). 

Feldman and Spencer examined the effects of alternative 

sources of information upon the selection of physician 

services. Of those sources analyzed—nonpersonal sources, 

personal/professional sources, and personal/nonprofessional 

sources—the results demonstrated that consumers rely 

primarily upon personal sources. In another study, the 

researchers found that ". . . the selection of a physician 

was regarded as an important, complex, fairly subjective 

decision about which relatively little information was 

available" (Andreasen and Ratchford, 1972, p. 283). Kuehl 

and Ford reaffirmed that consumer decision processes for 

medical and legal services are complex, and that consumers 

are not knowledgeable enough about legal fees and skills to 

make an optimal decision (Lang and Marks, 1980). A study by 

Murphy (1982) also found that personal friendship plays the 

strongest role in locating a lawyer. 

The results of a study by Murdock (1981) indicated that 

consumers of legal services are likely to make a lawyer 

selection decision based on subjective attributes like 

competency, truthfulness, reputation, and interest in their 
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problem. if a lawyer is to be differentiated, it will 

probably have to be on the basis of a subjective attribute, 

i.e., competency or reputation. 

Another goal of several studies has been the 

determination of characteristics of those individuals most 

likely to utilize legal services. In the sample of one 

study by Darden, et al., there was a positive relationship 

between education and usage of legal services. There were 

differences in income levels between users and nonusers. 

The authors concluded that even though the nonusers are not 

living in poverty, income is related to their lack of usage. 

There was strong evidence that occupational prestige is 

related to usage of legal services, suggesting that those 

with more prestigious occupations may have more important 

problems, greater economic consequences of decisions, and/or 

more recognition of the usefulness of legal services. Also, 

users were more likely to own their place of residence than 

were the nonusers. 

Users of legal services tend to perceive the importance 

of selection criteria differently than do nonusers. The 

results of this study indicated that users are significantly 

more apt to judge a lawyer on the basis of their own past 

use. Nonusers consider low fees and advertised information 

to be more important criteria. The more important criteria, 

as agreed upon by both groups, consist of information that 

is reasonable and logical, but probably less available to 
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people with less money, less information, and fewer contacts 

with the social stratum in which most lawyers and their 

friends are to be found. All the results suggest strongly 

that it is social class that relates to usage of legal 

services (Darden, et al., 1981). 

The results of another study disclosed that (1) in-

dividuals expressing a high probability of comparing prices, 

(2) males, and (3) persons whose annual family income is 

from $15,000 to $19,000, are likely users of attorney 

advertisements. The two most important appeals for the 

target segment are years of experience and areas of 

specialization. Next in importance was the 

personable-qualities criterion, which suffers from being a 

subjective characteristic. The fourth item, fees charged 

for services, not only was identified as one of the more 

important selection criteria, but also was found to be one 

the characteristics related to the use of lawyer 

advertisements in the selection of an attorney. The fifth 

item, extent the same lawyer could be used for all legal 

needs, was deemed important to the target group even though 

specialization was judged to be somewhat more important 

(Humphreys, et al., 1981). 

Advantages and Disadvantages 
of Legal Advertising 

Before investigating the arguments for and against 

advertising, it is helpful to know the relative importance 
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of commercial messages as compared to other sources of 

market information. Advertising is visible, commercial and 

organized. For these reasons a tendency may exist to 

overestimate the impact of commercial promotions. 

Advertising agencies themselves have an incentive to 

exaggerate their ability to manipulate consumer 

responses. 

The prime alternative to commercial advertising appears 

to be person-to-person, word-of-mouth communication. it has 

been said that word-of-mouth advertising is the consumer's 

most important information source, it is apparently least 

vital in situations where buyers have little at stake and 

are not uncertain, thus the market for low price, low risk 

consumables. These commodities are among the most heavily 

advertised products. By way of contrast, industries 

spending a low percentage of revenues (such as two percent) 

on promotion feature higher cost products such as motor 

vehicles, tires and appliances. Businesses with the lowest 

relative advertising budgets include primary industries and 

commercial enterprises where product costs are high and 

where both buyers and sellers are well informed (Mitchell, 

1982). 

Advertising has proven to play a positive role in the 

distribution, selection, and use of professional service 

providers (Smith and Meyer, 1980). A study by Lang and 

Marks found that advertising will provide a vehicle by which 
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consumers can learn to recognize their need for legal 

services. The practice was also found to increase price 

competition among professions. A 1972 study showed that a 

differential of almost fifty percent in prices of eyeglasses 

between states where advertising is permitted and those 

where it is not. A Federal Trade Commission staff report 

discovered that charges for drug prescriptions varied by as 

much as 600% if pharmacists did not advertise their prices 

(Lang and Marks, 1980). A related study by Smith (1982) 

showed that advertising reduced the cost of routine legal 

services. 

The results of another study showed that the overall 

effect of advertising may enhance the competitive market 

structure of the legal profession—if comparative shopping 

enables clients to perceive similarities in services 

offered, and if advertised prices require standardized 

services, the amount of differentiation should diminish 

(Gilson and Berkman, 1979). Although advertising has been 

criticized for raising prices and reducing competition, 

Backman found no relationship between advertising-sales 

ratios and changes in price since 1945. High advertising 

ratios did not correlate with exceptional price increases. 

Telser's study indicated that advertising did not correlate 

with market concentration or stability of market share. 

Instead, this study suggests that freer entry and more 
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competition exists among firms that produce heavily 

advertised goods (Mitchell, 1982). 

Another benefit of advertising is that it will allow 

consumers to search for quality services (Lang and Marks, 

1980). Professional advertising represents a relatively 

efficient information source in that it is paid for by the 

source and is easily accessible to consumers. Also, 

advertising can help in overcoming the consumer's 

information void in the area. Two specific selection 

criteria that had been rated high in importance (area of 

specialty and cost of service) could be easily and 

specifically communicated (Smith and Meyer, 1980). 

Consumers will benefit from knowing where and what lawyers 

practice (Smith, 1982). 

Advertising can create goodwill for an advertiser. 

Like any capital asset, goodwill can strengthen a firm's 

competitive position (Mitchell, 1982). For lawyers, the 

decision to advertise provides an alternative method to 

market their services ("Legal Developments," 1978). 

Properly conceived advertising can pay big dividends. A 

1979 study showed that lawyers who advertise generate an 

average of nearly eight dollars in fees for every dollar 

spent on advertisements (Baker, 1981). 

In summary, advertising, when done responsibly, can be 

beneficial to all members of the profession and to the 

public as well (Siegel, 1979). Advertising should enhance 
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the dignity of the legal profession as clients expect and 

judge lawyers by the courteous, diligent and professional 

manner in which they carry out their professional tasks 

(Hatch, 1982). 

Opposition to legal advertising is philosophically 

based on the belief that advertising and law are 

incompatible (Shimp and Dyer, 1978). Many believe that 

advertising and solicitation would encourage lawyers to 

engage in overreaching (Wehrwein, 1980), overcharging, 

underrepresentation, and misrepresentation ("Adv, 

Solicitation," 1972). Lawyers, on the other hand, have 

argued that the public is not sophisticated enough to select 

a lawyer from advertisements and this opportunity would be 

seized by lawyers as a device by which to "get a fast buck" 

("Lawyer Ad Ban," 1977, p. 35). 

One argument that the ABA has against legal advertising 

is that it would have an adverse effect on professionalism 

because it would cause commercialism, erode the client's 

trust in the attorney, and affect the attorney's reputation 

in the community (Linenberger and Murdock, 1982). Posner 

has identified the two kinds of sellers most likely to 

practice fraud: sellers of innocuous or inherently 

uncertain goods and sellers who are transient with no stable 

customer group, no fixed business locale, no specialized 

resources and no visibility. Lawyers do not fit either 

criteria (Mitchell, 1982). 
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Another voiced complaint is that attorney advertising 

would be inherently misleading because lawyers' services are 

too unique and individual to allow comparison by consumers, 

cleints do not know their exact legal needs until they 

consult a lawyer and irrelevant factors are likely to be 

emphasized in advertisements (Linenberger and Murdock, 

1982). Some legal advertisements have described areas of 

expertise and knowledge that the lawyer did not have. Some 

have been so vague as to the actual cost of services that 

some have wondered whether they are the classic commercial 

"loss leader" (Fisher, 1981, p. 1296). 

A third disadvantage of the advertising of legal 

services is that it could adversely affect the 

administration of justice by stirring up groundless 

litigation. 

Undesirable economic effects such as increased fees and 

added expenses could be created by legal advertising and 

would pose a barrier for young attorneys entering the 

profession (Linenberger and Murdock, 1982). Some believe 

that price wars would result among competing lawyers and 

contribute to an even greater reduction of service quality 

(Gilson and Berkman, 1979). Also, advertising could 

adversely affect the quality of legal services because 

undesirable packaging of services at a set price would 

result. Because of their inability to assess the quality of 

legal services, consumers would be susceptible to deceptive 

advertising (Linenberger and Murdock, 1982). 
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The ABA has the additional complaint that it would be 

very difficult to regulate advertising because a consumer, 

seeking after-the-fact action, would not know whether the 

services received met professional standards (Scott, 1982). 

Another disadvantage concerns the relative expense to the 

advertising lawyer when considering the disloyalty of legal 

clients (Victor, 1981). 

In summary, advertising that informs the public is not 

the problem; the problem is deceptive or poorly executed 

advertising (Moenning, 1983). A recently perused issue 

carrying nineteen display advertisements for lawyers yielded 

only one that had been executed in a professional manner. 

Many advertisements make promises which are not met (Beck, 

1982) and are presented in such a manner that confirms the 

negative attitude which the public presently has towards 

lawyers (Hedges, 1980). Braun has listed the following as 

the most common mistakes that lawyers make in advertising 

their services: (1) failure to "target" the proper market 

segment; (2) providing too much information; and (3) uti-

lizing the (a) all- purpose advertisement, (b) one-shot 

advertisement, (c) bland advertisement, (d) business-card 

advertisement, and the (e) wrong medium (Braun, 1982). 

Lawyers' Attitudes Toward Advertising 

The proposition has been made that the advertising 

decision for most lawyers would constitute extended problem 
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solving and also entail high involvement. The decision 

progresses from a lawyer's knowledge about the workings of 

advertising and beliefs concerning its acceptability, 

effectiveness, et cetera (i.e., cognitive level), to an 

assessment along various evaluative dimensions such as 

like-dislike, good-bad (affective level), to an intention to 

advertise (conative level), and ultimately to advertise. 

The perceived effectiveness of advertising is then compared 

with pre-advertising expectations, and the outcome of the 

comparison process is some degree of satisfaction, which, in 

turn, influences future advertising decisions (Dyer and 

Shimp, 1980). 

Many practitioners continue to eschew advertising on 

several grounds. First, many believe that deceptive and 

misleading advertising would become prevalent, injuring both 

competitors and consumers. Second, having prices listed in 

advertisements could facilitate price collusion. Third, the 

expense of advertising could be passed on to the client. In 

addition, it is felt that participation in advertising would 

lower the prestige of professionals in the public's eye 

(Bergeil and Darling, 1982). The results of a survey by 

Darling show that lawyers, as well as accountants, 

physicians, and dentists, have limited agreement on the 

overall value of advertising (Wilkinson, 1978). 

Although lawyers are becoming more favourable toward 

advertising, most continue to oppose it. Favourable 
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reactions are most likely to be found in the Northeast and 

large cities and among lawyers under thirty-five years of 

age and with relatively low incomes and members of 

high-volume law firms (Baker, 1981). Attitudes toward 

advertising continue to be negative, especially with regard 

to the contention that it has helped citizens choose lawyers 

more easily and wisely. Somewhat diminished majorities 

continue to accept the notions that advertising has hurt the 

profession's image and that it has misled the public (57% 

and 51% respectively). Of the lawyers surveyed in one 

study, 56% think that advertising has had no effect on the 

costs of legal services. Although 25% believe costs have 

been somewhat lowered, only 4% feel there has been any 

significant decrease, and an equal proportion claims that 

costs have actually increased. On the issue to the number 

of people using lawyers, 47% say advertising has not 

affected any changes, while 36% believe that there has been 

a modest increase. As to the perceived consequences for 

nonadvertising lawyers, the majority thinks that there has 

either been no effect (43%) or that there has been benefit 

to some general practitioners (34%). Most lawyers say that 

advertising has given the public a misleading impression of 

routine legal costs (37%) or that there has been no change 

in public perceptions (32%). A 21% minority thinks that 

there has been a reduction in public apprehension with 

regard to routine legal costs ("Advertising Attracting," 
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1981). An overwhelming majority (81%) has not referred 

clients to advertising lawyers, 15% have seldom done so, and 

only 2% have made referrals often (Wilkinson, 1978). 

Baker reports that lawyers spent $4.52 million on 

advertising in 1979, a four-fold increase from the previous 

year; and the ABA Law Poll in July, 1979, showed that nearly 

half of all lawyers favour advertising (Baker, 1981). Many 

feel that the public should be informed of legal help 

(Vilkin, 1982). 

Another report was not so optimistic. Only twenty-five 

percent of the lawyers surveyed professed to be totally 

"satisfied" with the financial return from his 

advertisement. Several lawyers characterized their 

advertising experience as a "disaster" and indicated that 

they definitely would not renew their advertisements the 

next year. Ninety percent of the lawyers surveyed admitted 

that they were breaking even (Jackson, 1982). The majority 

of lawyers are strongly opposed to an "anything goes" type 

of advertising where all forms of information content 

(including price) (Winter, 1981) and using all types of 

media (including television) are acceptable (Shimp and Dyer, 

1978) . 

From the data of two studies, it can be generally 

concluded that there has been a change in attitudes of 

attorneys between 1976 and 1981 concerning the various 

issues surrounding the advertising of professional services 
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and fees. There is a generally improved perception (Bergiel 

and Darling, 1982). The results of one survey revealed that 

a large majority of lawyers were opposed to advertising 

(Linenberger and Murdock, 1982). A survey of lawyers by 

Smith and Meyer (1978) concluded that 50.3% thought 

advertising should be allowed, 34.5% supported advertising 

only if strict limitations are imposed on the types of 

information provided, 10.4% agreed with advertising if it 

followed the general guidelines, and 5% thought advertising 

should be allowed with no limitations. In summarizing its 

major findings with regard to lawyer advertising, a 

Princeton study concludes that attitudes of attorneys toward 

advertising are very much affected by past and current 

advertising practices which are seen as being 

unprofessional. Attorneys are open to the idea of 

advertising which would be informative and helpful (Murphy, 

1982). Another study found that neither "newer" nor "older" 

attorneys were significantly more likely to be favourably 

(or negatively) disposed to professional advertising. Size 

of law firm affiliation did demonstrate significant 

differences in response tendencies. Lawyers representing 

smaller firms are more negatively disposed toward unlimited 

forms of attorney advertising. The information content that 

the responding lawyers would like to include in their 

advertisements consists of location of office, area of 

specialty, office hours, law firm affiliation and legal 
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services available. The second most popular items are 

amount of experience, cost of legal service, and law school 

attended. The least popular items are awards received, 

endorsements from past clients and past court record. The 

majority of respondents expect an increase in demand for 

their services as a result of advertising (Smith and Meyer, 

1978). 

Stem, et al., (1981) found a significant difference in 

the intentions of lawyers who received their degrees more 

than five years ago and those of their more recent 

counterparts. About the same percentage in each group 

indicated that they intend to advertise. The disparity 

between groups was reflected in only two of the three 

categories—those who will not advertise and those who are 

uncertain. In each case the data support the expectations 

that attorneys with recently conferred degrees would be more 

liberal in their views on legal advertising and more 

receptive to change in the status quo. 

Consumers' Attitudes Toward Legal Advertising 

The lawyer who actively advertises is not only 

concerned with attitudes toward the product (which, in 

reality, is the lawyer or law firm and the services 

offered). Also of concern is consumer attitudes toward the 

advertisement itself (Stem and Sisson, 1979). 
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In a survey of Canadian consumers who reported being 

highly dissatisifed with professional services, individuals 

were asked to indicate the one service category which was 

the most unsatisfactory of all. Lawyers were ranked third 

in undesirability (Quelch and Ash, 1981). The main reason 

for this low ranking is the mistrust that consumers have in 

lawyers. To much of the public, lawyers seem more 

interested in "beating the system" than in justice, in 

making cases more complex and costly, and in getting bigger 

fees. Blaming society's ills on lawyers is nothing new. 

For slroost 400 years, people have recalled approvingly 

William Shakespeare's famous quote in "Henry VI," "The first 

thing we do, let us kill the lawyers." And the lawyers' 

image does not seem to be getting any better. In a recent 

Gallup Poll, only 24% of those surveyed rated lawyers high 

or very high for honesty and ethics; 43% rated them average, 

and 27% rated them low or very low (Wermiel, 1983). 

Linenberger and Murdock have reported the results of a 

number of surveys that have been made to assess consumer 

attitudes toward legal advertising. Two of the earliest 

surveys were conducted by state bar associations. One found 

that those surveyed liked, rather than disliked, the bar's 

advertising. Another association instigated a three-week 

newspaper, radio and television advertising campaign to 

encourage consumers to see an attorney. The consumers 

studied had exceptionally high recall and comprehension 
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rates and exhibited a positive effect in their confidence in 

lawyers in general. A third survey indicated that consumers 

feel that legal advertising will aid them in their 

decision-making process because they desire more information 

when choosing lawyers. Forty-eight percent of the consumers 

surveyed who had previously employed an attorney said they 

would have liked to have been able to make a choice based on 

additional information. Two other studies were designed to 

compare consumer and attorney attitudes toward legal 

advertising. The consumers viewed the advertisements as 

more believable, clearer, more important, more helpful, more 

convincing , more imaginative and generally more likeable 

than did the lawyers. The attitude differences were 

confirmed by another study in which almost twice as many 

consumers as lawyers thought that legal advertising would be 

truthful, but they also believed that advertising would 

increase the cost of legal services. Consumers were less 

likely than lawyers to believe that advertising would lower 

the quality of professional services. In a study by 

Linenberger and Murdock, the results indicated that 

consumers feel that attorneys should be allowed to 

advertise, and that such advertising would increase their 

awareness of legal problems and aid them in their choice of 

an attorney. In general, they did not think of advertising 

lawyers as bad or that advertising would create a bad image 

for the profession. Consumers also felt that restrictions 
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on advertising were not necessary for their protection, and 

that advertising might even improve the quality of services 

offered. The idea that consumers feel capable of evaluating 

advertisements is reinforced by strong agreement among 

consumers that they would not simply pick the lowest priced 

attorney (Linenberger and Murdock, 1982). 

The results of another study disclosed that consumers' 

greatest concern in selecting a lawyer is whether the lawyer 

was interested and experienced in the particular field or 

law in which the client's matter arose. Over 72% of the 

respondents believed that many persons do not go to lawyers 

because they do not know which lawyer is competent to handle 

their problems (Bugge, 1980). 

A study by Murphy (1982) found that people have only 

vague ideas of what a lawyer should do for them. in a 

related finding, the study concluded that 97% of the 

individuals strongly agree with the idea that they need 

information to help them understand legal language and their 

rights. In other findings, the study concluded that there 

is no argument that the general public thinks lawyers should 

be allowed to advertise. The survey showed that 88% of the 

respondents thought lawyers should be permitted to 

advertise. When asked why they thought lawyers should be 

allowed to advertise, 64% answered to the effect that it is 

simply because it is part of the American economic system. 

Another 33%, however, thought so because the advertising 
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would help people understand and find lawyers. The 

statistics also showed that women are particularly likely to 

view legal advertising as helpful to them in finding a 

lawyer. 

Another study found that the differences in image 

perception of the law firms could be attributed to the 

exposure of the subjects to one particular advertisement 

(Cunningham, et al., 1981). 

A study by Stem and Sisson (1979) found that 

advertising does have an impact on the image of the 

professional, although not necessarily the negative impact 

many professionals believe. The major impact seems to be 

with the perceived age, experience, and the degree to which 

the lawyer is established in the profession. The lawyer who 

advertises creates an image of being more youthful and 

inexperienced than the average lawyer as well as being less 

established in the profession. This study also found 

significant differences between ethnic groups and income 

groups. Blacks tend to have a more positive image of the 

lawyers who advertise than either Caucasians or 

Mexican-Americans. In addition, more Blacks favour a 

greater use of advertising and believe that advertising will 

improve the quality of services delivered by lawyers. 

Media Considerations 

Advertising is a reflection of attitudes. Not only is 

it a representation of the advertiser to a potential client 
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group in terms that the firm or individual hopes the 

customer will find attractive; it is also a representation 

of the image which the advertiser has of the firm and the 

image the advertiser would like to project to the customer. 

Because personal services require a closer relationship 

between a professional person and the client than retail 

selling for example, the established image held by the 

client and the effect of media use of that image become 

singularly important (Stem, et al., 1981). 

In Bates, the State Bar of Arizona argued that because 

of the individualized nature of legal services, such 

services cannot be advertised in mass media without the 

public being unnecessarily misled. The rationale for this 

assertion was that consumers are unable to make an informed 

decision on the basis of comparable advertisements because a 

client cannot know in advance how much work and advice a 

particular problem will entail (Beck, 1982). However, many 

law firms now engage in one form or another of activity that 

can be called "advertising" ("Letter on Fees," 1982). There 

have been everything from discreet yellow page 

advertisements to the kind of huckstering that might 

embarrass the average used-car salesman (Morrison, 1981). 

It is expected that as consumers become more familiar with 

this type of advertising it may become a more accepted 

information source in lawyer selection. Dunn says that 

consumers often forget the source of information while 
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remembering major points of content (Dunn, 1969). A series 

of studies by Berelson and Steiner (1964) have shown that 

the more trustworthy, credible, or prestigious the message 

source, the more favourable will be its effect. According 

to Dunn (1969), increasing advertising quality is important 

to aiding favourable response. Leo Bogart says that tone 

must be consistent with audience expectations in relation to 

message source and content (Stem and Sisson, 1979). 

Of the 7% of American lawyers advertising in 1979, 33% 

used the yellow pages, 31% the newspapers, 7% magazines, 7% 

leaflets, 2% direct mail and 2% radio. Very few used 

television (Mitchell, 1982). 

The ABA left the decision whether to permit television 

advertising up to the individual states ("Let Lawyers," 

1983); it is now permitted in only thirty-seven states 

(Feinberg, 1981). Many lawyers feel that broadcast, as well 

as print, advertising of legal services should be allowed. 

But some propose that electronic media, unlike print media, 

are "too transitory in nature" and have "excessive cost 

which may increase fees for services" (Green, 1977). One 

study found that high-income clients dislike legal 

television advertisements, but younger, low-income clients 

approve of them (Whalen, 1982). Critics claim that 

television is inherently more deceptive than other media; 

that it emphasizes style over substance and manipulates 

subliminally. Others suggest the manipulative capacities of 
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television have been exaggerated. Zielske found that 

television commercials were quickly forgotten. In support 

of television, it has been argued that the broadcast media 

are the most effective and persuasive channels of mass 

communications (Mitchell, 1982). One study showed some good 

and surprising results from television advertising ("TV 

Ads," 1980). A study by the Illinois State Bar Association 

in 1977 measured the response to three weeks of 

advertisements in television, radio and newspapers. 

Reportedly, 71% of the respondents remembered the television 

advertisements while only 39% recalled reading the same 

advertisement in newspapers (Mitchell, 1982). 

In the late 1970s, lawyers began to advertise on radio 

and in print ("Let Lawyers," 1983). One study showed more 

favourable attitudes toward radio advertisements than 

newspapers; however, the advertisements appeared in the 

television section of the paper (Stem and Sisson, 1979). 

Telephone book yellow pages appear to be the most common 

form of attorney advertising (Andersen, 1981). The findings 

of one survey showed that yellow page advertisements result 

in more clients per dollar than do newspaper advertisements 

(Winter, 1980). However, one study showed that much of the 

information that has been available to consumers in the past 

(yellow pages, referrals by bar associations, etc.) are 

rated by attorneys as the least important. The two most 

commonly used criteria by consumers were rated by attorneys 
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as relatively unimportant. "Recommendation by a friend" was 

ranked eleventh and "personal acquaintance" was ranked tenth 

in importance. In one study, 76.9% of the surveyed lawyers 

stated their medium preference was newspapers (Smith and 

Meyer, 1978). Several lawyers have reported more responses 

from newspaper advertisements than from yellow pages 

(Jackson, 1982). The results of another study showed that 

of those lawyers who have used newspaper advertising, the 

majority have been satisfied with the results. The 

advertising rules do not limit the size of print media 

advertisements ("Summary of New," 1983). Another 

advertising medium is the firm brochure which can present an 

overall look at the firm rather than merely one lawyer's 

view ("The Law Firm," (1982). The brochure can be useful to 

others seeking information about the firm and useful to the 

firm itself (Kaufman, 1982). Another medium that can be 

used by lawyers, billboards, has proven to be very unpopular 

(Winter, 1982) . 

The most hotly litigated method of lawyer advertising 

has been that of direct mail. Under the case, In re 

R.M.J., direct mailing that is truthful, related to lawful 

activity, and not misleading should be allowed (Elliott, 

1982). However, thirty-eight states prohibit such mailings 

(Andrews, 1982). One problem with direct mail is the 

difficulty of the courts in deciding whether it is 

advertising or solicitation (Thurman, 1982). It is also 
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possible that direct mail has not received much support 

because the wealthy firms and attorneys, who tend to have 

great influence, do not need it (Elliott, 1982). However, 

it is predicted that legal advertising via direct mail will 

be very important in the future (Feinberg, 1981). 

Some say that too much emphasis is placed on media 

preference (Case and Harris, 1982). Lawyers will choose to 

advertise only in media whose audience corresponds closely 

to their prospective markets (Hudec and Trebilcock, 1982). 

The Effect of Advertising on the 
Quality of Legal Services 

Critics suggest the advertising will undermine the 

legal profession's sense of dignity and encourage a decline 

in the quality of service (Mitchell, 1982). A survey by 

Smith and Meyer (1978) found that 41.7% of lawyers agreed 

with the statement that advertising would result in a 

decrease in the quality of legal services. Admittedly, some 

advertising is undignified and arguments have been made that 

mass marketing techniques promote short term considerations. 

Suitable analogies for lawyer advertising are found in the 

promotion of tax, banking, brokerage and accounting 

services. Since 1918, American banking services have been 

advertised. The dignity and the reputation of bankers do 

not appear to have suffered. Since surveys indicate that 

lawyers presently possess low public esteem, advertising may 
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be able to improve their public relations (Mitchell, 

1982) . 

There are three major areas of marketing activities and 

broader management activities influencing marketing 

activities which have been hypothesized by professionals as 

potentially harmful to the quality of professional servicess 

(1) Consumers experiencing problems requiring professional 

assistance may be easy prey for effective communications 

campaigns by low-quality professionals since they do not 

have the information necessary to determine quality. 

(2) The number and type of procedures performed by 

paraprofessionals while under the direction of a 

professional or an independent practice can be expanded. 

Since paraprofessionals have received less total training 

than the professionals whose work they replace, they may 

make more errors. (3) Non-traditional forms of practice can 

be permitted, including the ownership of professional 

practices by non-professionals or paraprofessionals, the 

location of professional practices close to retail 

businesses, and two or more branch locations of a 

professional practice (Stiff and Gleason, 1981). 

Advertising would be unprofitable if poor quality legal 

work dissuaded customers from returning. Many people, 

however, are one—time users and even when repeat business 

occurs, an average of seven years passes between visits to 

the lawyer. While by no means the sole basis for judging 
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lawyer performance, customers are apparently able to 

ascertain whether a lawyer is prompt, courteous, willing to 

explain in some detail and willing to answer questions. It 

is also possible that these indicia of good management 

skills will correlate with legal skills as well. 

Advertising may also aid in maintaining quality service by 

permitting brand names to be established. in the case of 

legal services, brand names" should increase customer 

certainty and thereby encourage greater utilization of 

lawyers (Mitchell, 1982). 

The Effect of Advertising on the 
Price of Legal Services 

There is the important possibility that advertising 

will increase the demand for legal services by attracting 

clients who would otherwise not hire a lawyer. Frierson 

found that middle-class Americans consistently overestimated 

lawyers fees 91% over for a will, 34% over for advice on 

a two-page installment sales contract, 123% over for a 

thirty-minute consultation. in addition, 75% had no will 

and another 75% had not seen a lawyer on any personal matter 

within five years. The ABA found that 60% of American 

homebuyers did not use a lawyer and only 27% of adults have 

up-to-date wills. There would appear to be a sizeable 

latent demand for lawyers. if advertising could stimulate 

that demand, then freer marketing regulations and lower 
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prices should increase the demand for legal services 

(Mitchell, 1982). 

Many attorneys (47.2%) believe consumer costs would not 

be affected by promotion. A decrease in cost was 

anticipated by a total of 20.4% of respondents, and 32.4% 

indicated a belief that consumer prices would rise as a 

result of professional advertising (Smith and Meyer, 1978). 

Essential to the thought that advertising and solicitation 

will reduce prices for some legal services is the 

expectation that the legal services industry would become 

more competitive if the means for communicating essential 

consumer information were provided; this competitiveness 

would entail pressures such that cost economies would be 

passed along to consumers ("Advertising, Solicitation," 

1972) . 

Several studies have been completed on the price 

effects of professional advertising. One was a theoretical 

analysis of the potential market impact of lawyer 

advertising which suggests that three effects (output, 

price, and firm size) will likely be felt in the market for 

routine legal services. The magnitude of variance found 

among attorney fee quotations, even for the same legal 

service, indicates how widespread consumer ignorance is in 

the market. Dissemination of information about attorney 

availability and fees charged for routine services via 

lawyer advertising, therefore, should affect both the level 
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and dispersion of fees for such services. No statistically 

significant relationship was found between selected attorney 

or firm characteristics and fees charged for specific 

routine services. It was found that the advertising lawyers 

charge less than average for performing the routine legal 

services than other lawyers (Canby, et al., 1979). 

Stem and Sisson (1979) found that it is only the 

disclosure of specific prices charged that evokes less 

favourable attitudes. From the behavioural and promotional 

literature, it may be suggested that price advertising is 

not consistent with cultural expectations of professional 

image. This study concluded that price information does not 

influence perceptions of price competitiveness. 

Lang and Mark's study (1980) found that consumers are 

much more interested in attributes other than price, such as 

factual information. Another study provided evidence that 

the inclusion of fees in advertisements may create an image 

that the attorney charges lower than average fees. Also, 

there is a possibility that other elements of the 

professional's image may be tarnished slightly by advertised 

fees (Patterson and Swerdlow, 1982). The respondents in one 

study believed that the cost of legal services can only be 

evaluated in light of the quality of service received (Smith 

and Meyer, 1978). A study by Muris and McChesney probed the 

effects of higher volume delivery, such as legal clinics, 

and concluded that the benefits of larger planned volume 
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actually help consumers by making lower prices possible 

without a necessary reduction in quality (Gilson and 

Berkman, 1979). If lawyers advertise a percent discount, it 

is important that all facts are disclosed from which the 

prospective client can determine that an appropriate 

discount is actually being applied (Hoover, 1982). 

Factors such as competence, special expertise, honesty 

and reputation may matter more than price as a significant 

proportion of clients employ the same lawyer again. A 

majority of clients (63%) indicated in a Gallup Poll survey 

that they never discussed fees with their lawyers. Only 11% 

changed lawyers because of price or dissatisfaction 

(Mitchell, 1982). 

Ultimately, whether advertising will result in lower 

fees and less price dispersion is an empirical question. 

Because lawyer advertising has been permitted for only a 

short period, no comprehensive studies of its impact on fees 

have as yet been published. However, evidence available 

from experience in two other professional services markets 

(ophthamologists and pharmacists) suggests that these 

empirical results may be verified in the legal services 

market by the further accumulation of data. In both 

markets, prices were found to be lower in areas where 

advertising was allowed than in those where there were 

restrictions (Hudec and Trebilcock, 1982). 
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Summary 

From the data presented in the literature review, 

expectations are that (1) services standardized through 

advertising/high-volume operations will be those that were 

standardized prior to advertising; (2) fees, now lowered for 

"routine" services, will probably remain low; (3) through 

"demystifying" law, advertising should prompt many people to 

obtain legal services who had not sought them before; and 

(4) lawyers will be expected to maintain standards of truth 

in advertising (Gilson and Berkman, 1979). 

The advertising disciplinary rules suffer from several 

defects. First, they needlessly restrict the flow of useful 

information to legal consumers. Second, because of their 

vagueness, they are difficult to enforce. Third, they tend 

to limit competition among lawyers. The public needs to be 

protected against lawyer dishonesty or fraud (Winter, 

1981 ) . 

The chances seem high that the removal of restrictions 

against advertising would have only a minor impact in many 

professions. Very little advertising might be done in some 

professions, and in many of those professions where 

advertising would be used, the consequences could be 

insignificant. Advertising might lead to more comparison 

shopping by service buyers, more competition among 

professionals, or easier entry to certain markets; and it 

also might lead to higher entry barriers, higher prices, or 
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more deception in those markets (Bloom, 1977). However, 

what the profession may find more difficult to survive would 

be the attack of nonadvertising lawyers against those who 

advertise, indicating that those who utilize the media are 

unethical, sloppy, or otherwise unable to deliver the same 

quality of legal service as that provided by a lawyer who 

chooses not to advertise (Smith, 1982). 

In the several years since the Supreme Court decision, 

the profession has changed very little as a result of 

advertising, except for the birth of legal clinics 

("Advertising and Specialization, 1981). 

Like the country doctor, the attorney who handles a 

wide variety of legal cases is becoming a thing of the past 

(Higgins, 1983). A prediction holds that the 1980s are 

going to see increasing specialization by lawyers (Koskoff, 

1980). With the marked increase in the number of lawyers 

and the resulting increase in competition among lawyers for 

business, it is certain that lawyer advertising will 

continue to expand and grow exponentially (Feirich, 1982). 

Kotler has predicted that the legal advertising situation 

will change from normal competition to marketing warfare 

("When Lawyers," 1980). One can conclude that in the 1990s 

the law firm without a business plan and decisive marketing 

program will be taking great risks that could affect its 

future survival (Rabenhorst, 1981). 
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CHAPTER III 

METHODOLOGY 

Population 

The target population for this study are those United 

States consumers who are most likely to rely on advertising 

for the procurement of an attorney, which are relatively 

low-income (that is, those with an annual family income of 

$ 19 ,999-$25 ,000) , middle-aged persons. The parent 

population for the study was drawn from a southwestern 

standard metropolitan statistical area (SMSA). 

Not all consumers in the United States are equally 

likely to use legal-service advertising. Humphreys and 

Kasulis (1981) found that the most likely users of attorney 

advertising are males and persons whose annual family income 

is from $15,000 to $19,999. In another study by Patterson 

and Swerdlow (1982), Blacks were found to have a more 

positive image of lawyers who advertise than other ethnic 

groups. Another finding of this study was that those with 

an annual income under $20,000 had the highest mean ratings 

of lawyers who advertise. Those with an income over $30,000 

had the lowest mean ratings of lawyers who advertise. 

Another study found that the average age of users of legal 

services is forty-nine (Darden, et al., 1981). 
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Selection of the Sample 

Area sampling was used to select 100 respondents from 

among residents living within a southwestern standard 

metropolitan statistical area (SMSA) who are considered to 

be the most likely users of legal services, that is, 

middle-aged, lower-income consumers. 

The geographical areas in the SMSA in which there are 

relatively low-income neighborhoods were isolated. Five of 

these areas were randomly selected (see Appendix A). A grid 

was imposed upon the map of each geographical area. From 

randomly selected coordinates, nearest street intersections 

were chosen as starting points. The direction, side of 

street and starting house were randomly selected. Beginning 

with the starting house, respondents were solicited until 

twenty were obtained from each area. This allowed for ten 

respondents from an area to undergo either six or seven of 

the thirteen treatments. Only one respondent was allowed 

from each household. The interviews were conducted on 

weekday evenings and on weekends—times considered to be the 

most likely to find the older male and female members of the 

household at home. 

Instrument 

After exposure to a legal advertisement, a short 

questionnaire was administered to gather attitudinal, 

experiential, and socio-demographic data (see Appendix C). 
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Attitudes toward the advertised lawyer and the legal 

advertisements were measured by using a seven-point 

Likert-type rating scale. The lower end of the scale 

corresponds with unfavourable attitudes and the upper end 

with favourable attitudes. Also, respondents were asked if 

they approve of the advertising of legal services. 

Questions designed to obtain demographic data appear 

first in the instrument. The following demographical data 

were collected: (1) occupation (open-ended), (2) age, 

(3) sex, (4) marital status, (5) education, (6) approximate 

household income before taxes, (7) race, and (8) number of 

times legal services were used in the past ten years. 

Following the demographical questions is another question 

devised to obtain the general attitude towards the 

advertising of legal services. 

Twelve questions are directed toward obtaining 

attitudes toward the advertised lawyer. The lawyer-related 

questions were selected to cover attributes perceived as 

contributing to the image of a service-oriented business and 

are as follows: 

Professional competence 
Fees charged 
Reputation 
Quality of service 
Personal impression 
Trustworthiness 
Dependability 
Helpfulness 
Compassion for the client 
Ethics 
Responsiveness in handling matter 
Accessibility for consultation. 
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Ten questions were used to determine attitudes toward 

the advertisement. Questions related to the advertisements 

asked for attitudes toward the following: 

Truthfulness 
How well ad is liked 
Importance 
Clearness 
Believability 
Attractiveness 
Helpfulness 
Attention-drawing ability 
Attention-holding ability 
Memorability. 

Collection of the Data 

The primary goal of this study was to evaluate 

different combinations of content and layout forms for the 

legal profession and determine which was most effective. To 

accomplish this aim, thirteen legal advertisements for the 

newspaper medium were developed and shown the consumers and 

then tested by measuring consumers' attitudes toward the 

advertising lawyer. Each legal advertisement appeared in a 

mock Dallas Times Herald newspaper (see Appendix D). 

After a respondent was exposed to a legal advertisement, the 

respondent was asked to respond to a questionnaire regarding 

the advertisement. 

Due to the nature of this study, the interview 

technique was used for the collection of data. Therefore, 

each respondent was able to examine an advertisement in an 

authentic newspaper in the real-life setting of the 
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respondent's own home. This method of data collection also 

allowed for the certainty of the respondent completing the 

questionnaire immediately after looking at the 

advertisement. 

At selected residences, the interviewer solicited the 

participation of respondents by stating she was conducting a 

study to assess attitudes toward different newspaper 

advertisements, and that she would like the individual to 

rate six (or seven) advertisements. No preliminary 

information was given as to the subject advertised or of the 

variables being tested (see Appendix B). The respondent 

looked at a legal advertisement and then answered a 

relatively short questionnaire pertaining to the particular 

advertisement. 

The newspaper medium was chosen for this study for 

three primary reasons. First, consumers generally have 

preference for print media over broadcast media with respect 

to the advertising of legal services (Griffin, 1977). 

Secondly, in most states the American Bar Association is 

more likely to approve legal advertising in newspapers than 

in most other media ("Print, Radio", 1977). Thirdly, after 

the yellow pages, attorneys are more likely to use newspaper 

advertising than any other media (Mitchell, 1982). 

The basic information included in the thirteen 

advertisements tested remained constant. This was done to 

eliminate possible name and specialization biases. 
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The headline for the advertisements consisted of the 

advertising lawyer's name followed by the title, "Attorney 

at Law." To decide on a name for the fictitious lawyer, 

names were collected from among the most popular names as 

listed by the telephone directory of the area being sampled. 

A panel of business graduate students were asked to rate the 

names in order of preference. The name with the highest 

"neutral score", Robert Adams, was selected for the 

advertisements. 

The attorney's area of specialization follows the 

headline in the advertisements as illustrated: 

Practice Limited to 

PERSONAL INJURIES 

.Auto 

.Workmen's Compensation 
.Malpractice 

.Product Liability 

Appearing next in the advertisements is, "Reasonable 

Fees." Dyer and shimp (1980) revealed that both lawyers' and 

consumers' evaluations improve as more information is 

contained in the advertisements, but lawyers are 

particularly skeptical of including specific fee information 

in their advertisements. Perhaps this skepticism is 

justified as Stem and Sisson (1979) found that consumers' 

attitudes become less favourable as price information become 

more specific. 
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The last piece of information in the legal 

advertisements is a phrase for stimulating action on the 

part of the consumers, "Call for Appointment." Immediately 

following this phrase is the telephone number of the 

fictitious lawyer. 

The questionnaire to be administered after each 

advertisement measured the consumers' attitudes toward the 

law firm, the particular advertisement and legal service 

advertising in general. Lawyer-related attributes were 

developed and discussed with attorneys. To insure the 

content and construct validity of the instrument, the 

advertisement-related attributes were presented to a panel 

of ten regionally-known experts in the field of advertising 

(see Appendix E). The panel members were asked to rate each 

attribute as "valid," "not valid," or "undecided." All 

attributes were rated as "valid" by all panel members except 

for one which was rated "undecided" by only one panel 

member. The panel members agreed that the last three 

lawyer-related attributes should be ethics (moral, immoral), 

responsiveness in handling matter (quick, slow), and 

assessibility for consultation (easy to reach, difficult to 

reach). The questionnaire was pre-tested for clarity and 

also for the identification of attributes which were 

salient, important and determinant. 

To determine the reliability of the instrument, ten 

respondents from the target population were tested, and then 
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retested twelve days later. The test-retest measure 

resulted in a Pearson product-moment correlation coefficient 

of .84. 

Procedures for Analysis of Data 

At the conclusion of the data gathering, the data were 

entered into computer storage for automatic processing. A 

one-tailed _t-test for related samples was used to test 

Hypotheses One through Twelve. For Hypotheses Thirteen 

through Twenty- Six, multivariate analysis of variance was 

used to test the effect of different levels of the 

independent variable on the dependent variables 

simultaneously. Analysis of variance was used to determine 

the relationship between a single dependent variable and a 

single independent variable at two or more treatment levels. 

Multiple linear discriminant analysis was used to discover 

which variables have the most strength in discriminating 

among the categories of the independent variable. For 

Hypothesis Twenty-Seven, a chi-square test was completed to 

determine if there was a significant difference between the 

dependent and independent variables. All of the 

twenty-seven hypotheses were tested at the .05 level of 

significance. 
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CHAPTER IV 

ANALYSIS OF FINDINGS 

The main purpose of this study was to weigh and 

determine the effectiveness of alternative combinations of 

content and layout forms of newspaper advertising for the 

legal profession. To achieve this purpose, thirteen 

different legal advertisements were developed and tested and 

consumers' perceptions measured. A seven-point Likert-type 

rating scale was used to measure attitudes toward the 

advertised lawyer and the attitudes toward each legal 

advertisement. The upper end of the rating scale 

corresponded with favourable attitudes and the lower end 

with unfavourable attitudes. In addition to the attitudinal 

data, demographic information was obtained from each 

respondent. 

The sample consisted of one hundred interviewees 

representing those who are most likely to be favourably 

influenced by legal advertising in newspapers. One-half of 

the sample examined six of the thirteen legal 

advertisements, and the other half examined the remaining 

seven advertisements; therefore, N = 50. 

The twelve lawyer-related questions on the instrument 

were selected to cover attributes perceived as contributing 

to the image of a professional service-oriented business. 
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The attributes are as follows: 

1. Professional competence 
2. Fees charged 
3. Reputation 
4. Quality of service 
5. Personal impression 
6. Trustworthiness 
7. Dependability 
8. Helpfulness 
9. Compassion for the client 
10. Ethics 
11. Responsiveness in handling matter 

12. Accessibility for consultation. 

Included in the instrument were ten 

advertisement-related attributes considered as contributing 

to the image of a professional service-oriented business. 

These attributes are as follows: 

1. Truthfulness 
2. How well the advertisement is liked 
3. Importance 
4. Clearness 
5. Believability 
6. Attractiveness 
7. Helpfulness 
8. Attention-drawing ability 
9. Attention-holding ability 
10. Memorability. 

Thirteen legal advertisements were tested, resulting in 

a final list of 286 variables. 

A one-tailed Jt-test for related samples was used to 

test Hypotheses One through Twelve. The assumptions of the 

t-test for means of independent samples were not violated 

in this study as there is general normality of the 

distributions of the variables in the population from which 

the samples were drawn. Also, there is homogeneity of 

variance, which meets another assumption of the t-test. 
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Hypotheses One through Twelve pertain to the attitudes 

toward the advertising lawyer. The hypotheses were tested 

at the .05 level of significance. 

Before presenting the findings of the study, each 

hypothesis will be restated. 

Hypothesis One: Changing the size of the legal 

advertisement from 2 x 3" to 3 x 4" will result in a 

positive difference in consumers'perceptions of the lawyer 

(both ads were balanced, had black print on a white 

background, and were in the business section of a 

newspaper.) 

The mean score of attitudes toward the advertised 

lawyer for the 2 x 3 " advertisement is 4.092; the 3 x 4 " has 

a mean value of 4.363. The standard error of difference 

between the means for independent samples is .205, resulting 

in a _t value of 1.32. Therefore, increasing the size of 

the advertisement did not result in a significant difference 

in consumers* perceptions of the lawyer (to be significant 

at the .05 level, t = 1.684, with 48 degrees of 

freedom). 

Hypothesis Two: Alternating the placement of a legal 

advertisement from one section to another section of a 

newspaper will result in a positive difference in consumers' 

perceptions of the lawyer. (All ads measured 2 x 3", were 

balanced, and had black print on a white background.) 
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A. Placement will change from the business to the 
front section of a newspaper. 

The advertisement in the business section has a mean 

value of 4.092. Changing the placement of the advertisement 

to the front section resulted in a mean value of 4.573. 

Therefore, consumers generally had more favourable 

perceptions of the lawyer who had placed the advertisement 

in the front section of the newspaper. The standard error 

is .224, resulting in a t value of 2.147. There is a 

significant difference in consumer perceptions of the lawyer 

at the .05 level (_t = 1 .684, df = 48) and at the .025 

level (t = 2.021 , df = 48). 

B. Placement will change from the television to the 
front section of a newspaper. 

The legal advertisement in the television section 

resulted in a mean score of attitudes toward the lawyer of 

3.531. Changing the placement of the legal advertisement to 

the front section created a substantial increase in the mean 

score to 4.573 . The standard error is .214, giving a _t 

value of 4.869. Not only is there a significant difference 

in consumer perceptions of the advertising lawyer at the 

.05 level (_t = 1 .684), but also at the .0005 level 

(t = 3.551 ) . 

C. Placement will change from the television to the 
business section of a newspaper. 

The mean value of the advertisement in the television 

section is 3.531. Alternating the placement of the legal 
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advertisement to the business section increased the mean 

value to 4 .092. Having a standard error of .205, _t = 

2.737. There is a significant difference in consumer 

perceptions of the advertising lawyer at the .005 level 

(t = 2.704) . 

Hypothesis Three: Changing the balance of a legal 

advertisement from formal to informal will result in a 

positive difference in consumers' perceptions of the lawyer. 

(All ads had black print on a white background and were in 

the business section.) 

A. The balance was changed on a 2 x 3" ad. 

The formally-balanced legal advertisement yields a mean 

value of 4.505; the informally-balanced advertisement has a 

mean value of 4.092. With a standard error of .228, _t = 

1.811. Consumer perceptions toward the lawyer using the 

symmetrical advertisement were significantly better at the 

.05 level. 

B. The balance was changed on a 3 x 4" ad. 

Attitudes toward the lawyer using the larger 

symmetrically-balanced advertisment resulted in a mean value 

of 4.363. The informally-balanced advertisement yielded a 

somewhat lower mean value of 4.277. The standard error of 

the two means is .202, resulting in a t value of .426. In 

this case, there is no significant difference in consumers' 

perceptions toward the 3 x 4 " advertisements based on 

balance. 
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Hypothesis Four: Changing the type on a legal 

advertisement from black print on a white background to 

white print on a black background (reverse type) will cause 

a positive difference in consumers' perceptions of the 

lawyer. (Both ads were balanced and in the business 

section.) 

A. The t y p e will be c h a n g e d on a 2 x 3" a d . 

The legal advertisement in reverse type has a mean 

value of 3 . 9 7 7 . Changing the type to black print on a white 

background increased the mean value of consumers' attitudes 

to 4 . 0 9 2 . With a standard error of . 2 1 0 , t = - . 5 4 8 . No 

significant difference was found in consumers' perceptions 

toward the advertising lawyer based on type. 

B. The t y p e w i l l be changed on a 3 x 4" ad. 

The larger advertisement with black print on a white 

background yielded a mean value of 4 . 3 6 3 . Changing to 

reverse type creates an increase in the mean to 5 . 0 6 7 . 

Having a standard error of . 2 1 7 , t = 3 . 2 4 4 . Therefore, a 

significant difference was found in consumers' attitudes 

toward the advertising lawyer based on type at the . 0 0 5 

level (jt = 2 . 7 0 4 ) . 

Hypothesis Five: A legal advertisement with a 

photograph of a middle-aged ( 3 5 - 6 4 years of age) 

Caucasian male lawyer will result in more favourable 

consumer perceptions of the lawyer than an advertisement 

with no photograph of the advertising lawyer. (Both ads 
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were 3 x 4", balanced, had black print on a white 

background, and were in the business section.) 

The mean value of attitudes toward the lawyer who 

included his photograph in the advertisement is 4.505. The 

mean slightly decreased to 4.363 for the advertisement with 

no photograph. With a standard error of .214, _t = .664. 

Therefore, no significant difference in consumers' 

perceptions was found between the two legal 

advertisements. 

Hypothesis Six: A legal advertisement with no 

photograph of the lawyer will result in more favourable 

consumer perceptions of the lawyer than an advertisement 

with a photograph of a young (under 35 years of age), 

Caucasian male posing as the lawyer. (Both ads were 3 x 4", 

balanced, had black print on a white background, and in the 

business section.) 

The legal advertisement with no photograph of the 

lawyer resulted in a mean score of attitudes of 4.363. 

Unexpectantly, the legal advertisement with a photograph of 

the young lawyer yielded an increase in the mean value of 

attitudes towards the advertising lawyer of 5.043. The 

standard error is .212, causing t. = -3.21. By far, the 

advertisement with no photograph did not cause more 

favourable attitudes toward the lawyer than the 

advertisement with the photograph of the young lawyer; the 

opposite of what was expected occurred. 
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Hypothesis Seven; A legal advertisement with no 

photograph of the lawyer will result in more favourable 

consumer perceptions of the lawyer than an advertisement 

with a photograph of a middle-aged Black male posing as the 

lawyer. (Both ads were 3 x 4", balanced, had black print on 

a white background, and in the business section.) 

The legal advertisement with no photograph has a mean 

value of 4.363. The legal advertisement with the photograph 

of the middle-aged Black lawyer yielded a slightly higher 

mean score of 4 .463. As the standard error is .207, _t = 

-.483. Unexpectantly, the advertisement with no photograph 

did not result in more favourable consumer perceptions of 

the lawyer than the advertisement with the photograph. 

Hypothesis Eight: A legal advertisement with a 

photograph of a young Caucasian male lawyer will result in 

more favourable consumer perceptions of the lawyer than an 

advertisement with a photograph of a middle-aged Black male 

lawyer. (Both ads were 3 x 4", balanced, had black print on 

a white background, and in the business section.) 

The legal advertisement with a young Caucasian male 

posing as the lawyer resulted in a mean value of attitudes 

of 5.043. The other advertisement with a middle-aged Black 

male posing as the lawyer resulted in a lower mean value of 

4.463. Having a standard error of .224, t. = 2.589. A 

significant difference in consumer attitudes was found in 
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favour of the Caucasian lawyer at the .01 level (_t = 

2.423) . 

Hypothesis Nine: A legal advertisement with a 

photograph of a middle-aged Caucasian male lawyer will 

result in more favourable consumer perceptions of the lawyer 

than an advertisement with a photograph of a young 

Caucasian male lawyer. (Both ads were 3 x 4", balanced, had 

black print on a white background, and in the business 

section.) 

The legal advertisement containing the photograph of 

the middle-aged Caucasian lawyer had an attitude mean of 

4.505. There was an unexpected increase in the attitude 

mean for the advertisement with the photograph of the young 

Caucasian lawyer to 5.043. With a standard error of .230, 

t = -2.34. The direct opposite of what was hypothesized 

occurred; the advertisement of the younger lawyer caused 

more favourable consumer responses than the one of the 

middle-aged lawyer. 

Hypothesis Ten: A legal advertisement with a 

photograph of a middle-aged Caucasian male lawyer will 

result in more favourable consumer perceptions of the lawyer 

than an advertisement with a photograph of a middle-aged 

Black male lawyer. (Both ads were 3 x 4", balanced, had 

black print on a white background, and in the business 

section.) 
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The legal advertisement with a photograph of a 

middle-aged Caucasian male posing as the lawyer has a mean 

value of 4.505. There was a slight decrease in the attitude 

mean of the advertisement with a photograph of a 

middle-aged Black lawyer to 4.463. The standard error for 

the two means is .226, resulting in a t value of .186. 

Therefore, no significant difference was found between the 

two advertisements in consumer perceptions toward the 

advertising lawyers. 

Hypothesis Eleven: A 3 x 4" legal advertisement in 

reverse type will result in higher attitudes toward the 

lawyer than a 2 x 3" advertisement in reverse type. (Both 

ads were balanced and placed in the business section.) 

The larger advertisement in reverse type has a mean 

value of 5.067. The smaller legal advertisement in reverse 

type has an attitude mean of 3.977. The standard error of 

the two means is .221, yielding a _t value of 4.932. The 

larger advertisement in reverse type created significantly 

higher attitudes toward the advertising lawyer than did the 

smaller advertisement. The difference is significant at the 

.0005 level. 

Hypothesis Twelve; An informally-balanced 3 x 4" 

legal advertisement will result in higher attitudes toward 

the lawyer than an informally-balanced 2 x 3 " advertisement. 

(Both ads had black print on a white background and were 

placed in the business section.) 
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The larger informally-balanced legal advertisement has 

an attitude mean of A.211. As not hypothesized, the smaller 

informally-balanced advertisement yielded an attitude mean 

of 4.505. With a standard error of .226, t. = -1 .009 . 

Therefore, no significant difference was found in attitudes 

between the two advertisements. 

For Hypotheses Thirteen through Twenty-Seven, 

multivariate analysis of variance (MANOVA) was used to test 

the effect of different levels of the independent variable 

on the ten (advertisement-related) or twelve 

(lawyer-related) dependent variables simultaneously. The 

hypotheses were tested at the .05 level of significance. 

The Wilks' Lambda statistic was used to test for the 

significance of the main (individual) effects and 

interaction (joint) effects of the independent variables on 

the dependent variables. If a difference was found between 

the demographic variable and the attitudinal variables, 

means were calculated to determine where the significant 

differences exist. 

Analysis of variance was used to determine the 

relationship between a single dependent variable and a 

single independent variable at two or more treatment 

levels. 

The statistical tool of multiple linear discriminant 

analysis was used to discover which variables have the most 

strength in discriminating among the categories of the 
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independent variable. Only one function was significantly 

feasible as determined by the eigenvalue. A confusion 

matrix was obtained for each set of variables to determine 

the percentage of "grouped" cases correctly classified. 

For the remaining hypotheses, tables are used to 

present the most importance results of the statistical 

tests. The first column of the tables is a description of 

each of the thirteen variations in advertisement design. 

The second column shows the Wilks1 Lambda significance of F. 

The third column presents the dependent variables which have 

a significant relationship with the independent variable, as 

determined by analysis of variance. The number in 

parentheses is the significance of the univariate F. 

Lastly, the fourth column of the tables presents two 

distinct results of discriminant (DISCRIM) analysis. The 

first two digits represent the number of the lawyer- or 

advertisement-related attributes which have the most power 

in discriminating among different categories of the 

independent variable. The codes of the numbers are 

immediately listed after each table. The second number in 

the fourth column for each advertisement represents the 

percentage of cases correctly classified for each set of 

variables. 

As with the first twelve hypotheses, the findings of 

the study will be presented after the restatement of the 

remaining fifteen hypotheses. 
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Hypothesis Thirteen: Each variation in advertisement 

design will result in a difference in attitude towards the 

advertised lawyer among respondents based on occupation 

(unskilled worker, skilled worker, office-clerical-sales, 

management, professional, self-employed, student). 

The second column of Table I presents the results of 

the MANOVA test for each of the thirteen advertisement 

variations. The procedure tested the effect of six 

categories of occupation on the twelve lawyer-related 

attitudinal variables. The Wilks' Lambda statistic shows 

that each of the thirteen advertisements resulted in a 

significant difference in attitude toward the advertised 

lawyer based on occupation. 

Following the description of each advertisement is the 

specification of where the main differences in attitudes 

toward the lawyer occurred on the basis of the occupation of 

the respondents. 

Ad 1: 2 x 3 " , balanced, black type on white background 
(b/w), front section: 

Highest: Students 
Lowest: Self-employed 

Ad 2: 2 x 3 " , unbalanced, b/w, business section: 

Highest: Students, followed by management 
Lowest: Self-employed 

Ad 3: 3 x 4 " , balanced, reverse type (w/b), business 
section: 

Highest: Students, management 
Lowest: Self-employed 
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TABLE I 

EFFECT OF OCCUPATION ON LAWYER-RELATED ATTRIBUTES 

1 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w*f front sect. 

.0001 • • 4, 6** 
72% 

2. 2 x 3", unbalanced, 
b/w, business 

.0001 Compassion (.052) 
Responsive (.034) 
Accessible ( .046 ) 

3, 12 
66% 

3. 3 x 4", balanced, 
w/b, business 

.0001 Fees (.020) 4, 6 
66% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.0001 Fees ( .001) 9, 10 
74% 

5. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.0001 Prof comp (.001) 
Fees (.010) 

7, 6 
72% 

6. 3 x 4", balanced, 
b/w, older Black, 
business 

.0001 Fees ( .014) 
Ethics (.053) 

10, 9 
66% 

7. 2 x 3", balanced, 
b/w, tv section 

.019 Trustwort. (.034) 
Dependable (.040) 
Ethics ( .004) 
Responsive (.011) 

10, 7 
68% 

8. 3 x 4", unbalanced, 
b/w, business 

.001 Prof comp (.048) 
Fees (.014) 
Reputation (.056) 
Pers imprs ( .033 ) 
Helpful (.000) 

6, 9 
70% 

9. 3 x 4", balanced, 
b/w, business 

.0001 Pers imprs ( .003 ) 
Helpful ( . 004 ) 
Responsive (.030) 

5, 8 
70% 

10. 2 x 3", balanced, 
b/w, business 

.0001 Reputation (.004) 
Qual/serv ( .005) 
Pers imprs (.019) 
Trustwort. (.003) 
Dependable (.008) 

7, 4 
62% 
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Advertisement 

! 

MANOVA 
Result 

f 

ANOVA 
Results 

DISCRIM 
Results 

11. 3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

.0001 Fees (.52) 
Dependable (.008) 
Helpful (.001) 
Compassion (.053) 
Ethics (.001) 

4, 8 
78% 

12. 3 x 4", balanced, 
b/w, mid-aged 
Black, business 

.029 • • 6, 11 
66% 

13. 2 x 3", balanced, 
w/b, business 

.001 Trustwort. (.021) 
Dependable (.008) 

7, 11 
60% 

b/w: black print on a white background; w/b: reverse type 

**Lawyer-related attributes: 1 = professional competence; 
2 = fees charged; 3 = reputation; 4 = quality of service; 
5 = personal impression; 6 = trustworthiness; 7 = dependa-
bility; 8 = helpfulness; 9 = compassion for client; 
10 = ethics; 11 = responsiveness in handling matter; 
12 = accessibility for consultation. 

Ad 4: 3 x 4 " , balanced, b/w, young Caucasian lawyer, 
business section: 

Highest: Students 
Lowest: Self-employed 

Ad 5: 3 x 4 " , balanced, b/w, older Black, business 
section: 

Highest: Students, office workers 
Lowest: Self-employed, skilled workers 

Ad 6: 3 x 4 " , balanced, b/w, older Caucasian, business: 

All relatively high; unskilled workers the highest 

Ad 7: 2 x 3 " , balanced, b/w, television section: 

All relatively low; students the lowest 
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Ad 8: 3 x 4 " , unbalanced, b/w, business section: 

Highest: Skilled workers 
Lowest: Students, professionals 

Ad 9: 3 x 4", balanced, b/w, business section: 

Highest: Skilled workers 
Lowest: Students 

Ad 10: 2 x 3", balanced, b/w, business section: 

Highest: Professionals 
Lowest: Students 

Ad 11: 3 x 4 " , balanced, b/w, middle-aged Caucasian, 
business section: 

Highest: Skilled workers 
Lowest: Professionals 

Ad 12: 3 x 4 " , balanced, b/w, middle-aged Black, 
business: 

All relatively average; students the lowest 

Ad 13: 2 x 3 " , balanced, w/b, business: 

Highest: Skilled workers, office workers 
Lowest: Students 

The ANOVA procedure shows that there were no 

significant relationships between individual attitudinal 

variables and occupation for Advertisements One and Twelve 

However, there were significant relationships between 

independent and dependent variables for the other eleven 

advertisements. For six of the advertisements, there is a 

significant relationship between the dependent 

lawyer-related attitudinal variable of "fees charged" and 

occupation. 
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The most pertinent results of the multiple linear 

discriminant analysis are shown in the fourth column of 

Table I. The first two digits represent the lawyer-related 

attributes that have the most strength in discriminating 

among the seven categories of occupation. As shown, the 

attitudinal variables of "trustworthiness" and 

"dependability" have the most strength in discriminating 

among the categories of occupation. 

The second number in the fourth column represents the 

percentage of cases correctly classified for each of the 

thirteen advertisements. All had at least 60% of the cases 

correctly classified. 

Hypothesis Fourteen; Each variation in advertisement 

design will result in a difference in attitude towards the 

legal advertisement among respondents based on 

occupation. 

The Wilks1 Lambda column of Table II shows that each 

advertisement resulted in a significant difference in 

respondents' attitude towards the legal advertisement based 

on occupation except Advertisements 9, 11, and 12. 

Following the description of the advertisements that showed 

a significant difference in attitudes is the specification 

of where the main differences exist on the basis of 

occupation. 

Ad 1: 2 x 3 " , balanced, b/w, front section: 

All had relatively average mean scores; management 
had the highest and self-employed the lowest 
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Ad 2: 2 x 3 " , unbalanced, b/w, business section: 

Highest: Students 
Lowest: Self-employed 

Ad 3: 3 x 4 " , balanced, w/b, business section: 

All relatively high; management and professionals 
the highest 

Ad 4: 3 x 4 " , balanced, b/w, young Caucasian, business: 

All relatively high; students and management the 
highest 

Ad 5: 3 x 4 " , balanced, b/w, older Black, business: 

All relatively high; management the highest 

Ad 6: 3 x 4 " , balanced, b/w, older Caucasian, business: 

All relatively high; management the highest 

Ad 7: 2 x 3 " , balanced, b/w, television section: 

Highest: Management, self-employed 
Lowest: Students 

Ad 8: 3 x 4 " , unbalanced, b/w, business section: 

Highest: Skilled workers, professionals 
Lowest: Students 

Ad 10: 2 x 3 " , balanced, b/w, business: 

Highest: Professionals 
Lowest: Students, unskilled workers 

Ad 13: 2 x 3 " , balanced, w/b, business: 

Highest: Office workers, skilled workers 
Lowest: Students 

Column Three of Table II, results of the ANOVA test, 

shows that there were no significant relationships between 

the individual advertisement-related attributes and 

occupation for Advertisements 4, 5, 6, 9, and 12. The other 
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TABLE II 

EFFECT OF OCCUPATION ON ADVERTISEMENT-RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced 
b/w, front 

.003 Attn-draw. ( .033) 4, 2* 
62% 

2. 2 x 3", unbalanced, 
b/w, business 

.0001 Helpful (.054) 
Attn-hold. (.059) 

1 , 10 
70% 

3. 3 x 4", balanced, 
w/b, business 

.0001 Attn-hold. ( .058) 4, 6 
64% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.0001 • • 2, 5 
68% 

5. 3 x 4", balanced, 
b/w, older Black, 
business 

.0001 • • 8, 4 
66 % 

6. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.005 • • 9, 7 
66% 

7. 2 x 3", balanced, 
b/w, tv section 

.001 Attractive 
Attn-draw. i 
Attn-hold. i 
Memorable ( 

(.011) 
( .036) 
( .031 ) 
.0001 ) 

10, 1 
62% 

8. 3 x 4", unbalanced, 
b/w, business 

.004 Believable i (.004) 5, 2 
60% 

9. 3 x 4", balanced, 
b/w, business 

.291 • • 3, 1 
52% 

10. 2 x 3", balanced, 
b/w, business 

.009 Truthful (.019) 
Ad approv.(.004) 
Importance (.010) 
Believable (.038) 

2, 3 
58% 

1 1 . 3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

.420 Clearness (, .027) 5, 2 
54% 
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TABLE II—Continued 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

12. 3 x 4", balanced, 
b/w, mid-aged 
Black, business 

.387 • • 3, 1 
48% 

13. 2 x 3", balanced, 
w/b, business 

.048 Truthful (.047) 
Believable (.006) 
Helpful (.016) 
Memorable (.032) 

2, 7 
60% 

2 - how well ad is liked; 3 = importance; 4 = clearness; 
5 = believability; 6 = attractiveness; 7 = helpfulness; 
8 = attention-drawing ability; 9 = attention-holding 
ability; 10 = memorability. 

eight advertisements did have significant relationships 

between the independent and dependent variables. The 

variable, "attention-holding ability," has a significant 

relationship with the occupational categories for three 

advertisements (2, 3, and 7). 

The results of the discriminant analysis in the fourth 

column of the table show that the dependent variable of "how 

well the advertisement is liked" has the greatest strength 

in discriminating among the seven occupational groups. All 

advertisements, except 9, 10, 11 and 12, have at least 60% 

of the cases correctly classified. 

Hypothesis Fifteen: Each variation in advertisement 

design will result in a difference in attitude towards the 

advertised lawyer between male and female respondents. 
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TABLE III 

EFFECT OF SEX ON LAWYER-RELATED ATTRIBUTES 

Advertisement 
MANOVA ANOVA DISCRIM 

Advertisement Result Results Results 

1. 2 x 3 " , balanced, .012 Fees (.009) 7, 9* 
b/w, business Accessible (.021) 86% 

2. 2 x 3 " , unbalanced, .0001 Helpful (.014) 5, 3 
b/w, business Compassion (.011) 94% 

Responsive (.028) 
Accessible ( .017) 

3. 3 x 4 " , balanced, .0001 Fees ( .058) 6, 4 
w/b, business 

Fees ( .058) 

88% 

4. 3 x 4 " , balanced, .0001 Reputation (.006) 10, 6 
b/w, young Cauc., Qual./serv. (.004) 94% 
business 

Qual./serv. (.004) 

5. 3 x 4 " , balanced, .004 Prof comp ( .013) 7, 11 
b/w, older Black, Qual/serv (.047) 88% 
business Trustwort. (.057) 

Dependable (.001) 
Responsive (.007) 

6. 3 x 4 " , balanced, .0001 Fees ( .020) 8, 3 
b/w, older Cauc., Trustwort. ( .002) 84% 
business 

7. 2 x 3 " , balanced, .442 • • 4, 8 
b/w, tv section 78% 

8. 3 x 4 " , unbalanced; .151 • • 7, 10 
b/w, business 76% 

9. 3 x 4 " , balanced, .119 Trustwort. (.022) 3, 5 
b/w, business Dependable (.033) 76% 

Responsive (.054) 

10. 2 x 3 " , balanced, .408 • • 6, 5 
b/w, business 72% 

11. 3 x 4", balanced, , .376 | • • 9, 3 
b/w, mid-aged Cauc., I 

72% 
business I 

72% 
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TABLE III—Continued 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

12. 3 x 4 " , balanced, 
b/w, mid-aged 
Black, business 

.719 • • 7, 9 
66% 

13. 2 x 3 " , balanced, 
w/b, business 

* T 2 T . T W r t V _ V . ^ 1 J_ .L. , ' 1 J_ -

.699 • • 7, 10 
68% 

* £r ^ w a. v A * V* J. V v / i u ^ / u U v i i v u J 

2 — fees charged; 3 = reputation; 4 = quality of service; 
5 = personal impression; 6 = trustworthiness; 7 = dependa-
bility; 8 = helpfulness; 9 = compassion for client; 
10 = ethics; 11 = responsiveness in handling matter; 
12 = accessibility for consultation. 

The Wilks' Lambda column of Table III shows that only 

the first six advertisements resulted in a significant 

difference in attitude towards the advertised lawyer based 

on sex. For each of these six advertisements, males had 

more favourable attitudes towards the advertised lawyer than 

did females. 

The third column of Table III, results of the ANOVA 

test, shows that there were significant relationships 

between the dependent and independent variables for seven of 

the advertisements. The variable, "trustworthiness," has a 

significant relationship with sex for three of the legal 

advertisements (5, 6 and 9). 

The results of the discriminant analysis in the fourth 

column show that the dependent variable of "dependability" 



104 

has the greatest strength in discriminating among male and 

female respondents. All thirteen advertisements have at 

least 60% of the cases correctly classified. 

Hypothesis Sixteen: Each variation in advertisement 

design will result in a difference in attitude towards the 

legal advertisements between male and female 

respondents. 

The Wilks' Lambda statistic column of Table IV shows 

that there was a significant difference in attitudes toward 

seven of the legal advertisements between male and female 

respondents. Toward all of these advertisements, males had 

more favourable attitudes than did females, except for 

Advertisement 12. 

Column Three of Table IV, results of the ANOVA test, 

shows that there were no significant relationships between 

the two levels of the independent variable and the dependent 

variable of attitudes for Advertisements 1, 4, 6, 7, 9, 10 

and 13. The advertisements that did result in a significant 

relationship between dependent and independent variables did 

not have a preponderance of any one dependent variable. 

The results of the discriminant analysis in Column Four 

show that the dependent variables of "attractiveness," 

"attention-holding ability," and "attention-drawing ability" 

have the greatest strength in discriminating between male 

and female respondents. Column Four also shows that all of 

the thirteen advertisements have at least 62% of the cases 

correctly classified. 
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TABLE IV 

EFFECT OF SEX ON ADVERTISEMENT-RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w, business 

.186 • • 7, 9* 
80% 

2. 2 x 3", unbalanced, 
b/w, business 

.0001 Clearness ( 
Believable 
Attractive 

.035) 
( .016) 
( .010) 

10, 6 
94% 

3. 3 x 4", balanced, 
w/b, business 

.040 Importance 
Attn draw. 

( .038) 
(.050 ) 

8, 3 
84% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.0001 • • 9, 1 
92% 

5. 3 x 4", balanced, 
b/w, older Black, 
business 

.0001 Truthful (. 
Ad approv. 
Importance 
Believable 

016) 
( .026) 
( .034 ) 
(.022) 

8, 2 
82% 

6. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.005 • • 9, 7 
82% 

7. 2 x 3", balanced, 
b/w, tv section 

.832 • • 8, 6 
66% 

8. 3 x 4", unbalanced, 
b/w, business 

.372 Memorable ( .033) 5, 8 
72% 

9. 3 x 4", balanced, 
b/w, business 

.084 • • 6, 4 
86% 

10. 2 x 3", balanced, 
b/w, business 

.878 • • 3, 4 
62% 

1 1 . 3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

.008 Attractive 
Attn-draw. 
Attn-hold. 

( .009) 
( .012) 
( .017) 

6, 9 
84% 



TABLE IV—Continued 

106 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

12. 3 x 4", balanced, 
b/w, mid-aged 
Black, business 

.058 Ad approv. (.043) 9, 2 
72% 

13. 2 x 3", balanced, 
w/b, business 

.301 • • 6, 8 
74% 

2 = how well ad is liked; 3 = importance; 4 = clearness; 
5 = believability; 6 = attractiveness; 7 = helpfulness; 
8 = attention-drawing ability; 9 = attention-holding 
ability; 10 = memorability. 

Hypothesis Seventeen; Each variation in 

advertisement design will result in a difference in attitude 

towards the advertised lawyer among respondents based upon 

three age categories (under 35, 35-64, and over 64). 

The Wilks' Lambda statistic column of Table V shows 

that there was a significant difference in attitudes toward 

five of the legal advertisements among the three age groups. 

Following the description of the advertisements that showed 

a significant difference in attitudes is the specification 

of where the main differences exist on the basis of 

age. 

Ad 2: 2 x 3 " , unbalanced, b/w, business section: 

Highest: Under 35 
Lowest: 35-64 

Ad 3: 3 x 4 " , balanced, w/b, business section: 

All relatively average; 35-64 slightly higher 
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TABLE V 

EFFECT OF AGE ON LAWYER-RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w, front sect. 

.063 • • 9, 2* 
70% 

2. 2 x 3", unbalanced, 
b/w, business 

.037 • • 1, 5 
82% 

3. 3 x 4", balanced, 
w/b, business 

.006 • • 7, 8 
88% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.278 • • 4, 6 
78% 

5. 3 x 4", balanced, 
b/w, older Black, 
business 

.003 • • 5, 1 
86% 

6. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.260 • • 3, 8 
80% 

7. 2 x 3", balanced, 
b/w, tv section 

.072 Fees (.044) 
Dependable (.004) 
Ethics (.020) 

7, 8 
76% 

8. 3 x 4", unbalanced, 
b/w, business 

.635 • • 1 1 , 5 
70% 

9. 3 x 4", balanced, 
b/w, business 

.315 • • 3, 1 
70% 

10. 2 x 3", balanced, ! 
b/w, business ! 

.264 • • 1 1 , 8 
72% 

11 . 3 x 4", balanced, i 
b/w, mid-aged 
Cauc., business j 

.034 • • 4, 8 
76% 
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TABLE V—Continued 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

12. 3 x 4 " , balanced, .409 4 . 5 
b/w, mid-aged 60% 
Black, business 

60% 

13. 2 x 3 " , balanced, .016 3 , 7 
w/b, business 

* T. r- va 1 o -1- *-\ 4̂-4-vi 

72% 

•- — • j/tuj.i.otiiiiai ŵiujjc LCiiut:; 
~~ f e e s charged; 3 = reputation; 4 = quality of service; 

5 = personal impression; 6 = trustworthiness; 7 = dependa-
bility; 8 = helpfulness; 9 = compassion for client; 
10 = ethics; 11 = responsiveness in handling matter; 
12 = accessibility for consultation. 

Ad 5: 3 x 4", balanced, b/w, older Black, business: 

Highest: Under 35; other two groups similar 

Ad 11: 3 x 4", balanced, b/w, middle-aged Caucasian, 
business section: 

Highest: Under 35 
Lowest: 35-64 

Ad 13: 2 x 3", balanced, w/b, business: 

Highest: over 64; other two groups similar 

The third column of Table V, results of the ANOVA 

procedure, shows that there were no significant 

relationships between the individual lawyer-related 

attributes and age except for Advertisement 7, which was 

placed in the television section. For the advertisement, 

the variables of "fees charged," "dependability," and 

"ethics" had a significant relationship with the age 

categories. 
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The results of the discriminant analysis in the fourth 

column show that the dependent variables of "helpfulness" 

and "quality of service" have the greatest strength in 

discriminating among the three age groups. All of the 

thirteen advertisements have at least 60% of the cases 

correctly classified. 

Hypothesis Eighteen: Each variation in advertisement 

design will result in a difference in attitude towards the 

legal advertisements among respondents based upon three age 

categories. 

The second column of Table VI shows that only 

Advertisements 1 and 3 resulted in a significant difference 

respondents attitudes toward the legal advertisements 

based on age. Following the description of these two 

advertisements is the specification of where the primary 

differences occurred on the basis of age. 

Ad 1: 2 x 3", balanced, b/wf front section: 

Highest: Under 35 

Ad 3: 3 x 4 " , balanced, w/b, business section: 

Highest: 35-64 

The third column of Table VI indicates that there was 

basically no relationships between the dependent and 

independent variables, as only Advertisements 1 and 6 had 

significant relationships between the independent variable 

of age and the dependent attitudinal variables. 
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The results of the discriminant analysis in Column 4 

show that the dependent variables of "attention-drawing 

ability" and "how well the advertisement is liked" have the 

greatest strength in discriminating among the three age 

categories. The confusion matrices showed that all 

advertisements, except Advertisement 10, have at least 60% 

of the cases correctly classified. 

TABLE VI 

EFFECT OF AGE ON ADVERTISEMENT-RELATED ATTRIBUTES 

Advertisement 
MANOVA ANOVA DISCRIM 

Advertisement Result Results Results 

1. 2 x 3 " , balanced, .022 Ad approv. (.036) 7, 8* 
b/w, front sect. Believable ( .017) 70% 

Dependable (.002) 
Attn draw. ( .005) 
Memorable (.027) 

2. 2 x 3 " , unbalanced, .145 • • 6, 7 
b/w, business 80% 

3. 3 x 4 " , balanced, .012 • • 2, 4 
w/b, business 86% 

4. 3 x 4 " , balanced, .380 • • 2, 8 
b/w, young Cauc., 72% 
business 

5. 3 x 4 " , balanced, .134 • • 4, 5 
b/w, older Black, 80% 
business 

6. 3 x 4 " , balanced, .499 Prof comp (.042) 6, 7 
b/w, older Cauc., 

Prof comp (.042) 
80% 

business 
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Advertisement 

7. 2 x 3 " , balanced, 
b/w, tv section 

8. 3 x 4 " , unbalanced, 
b/w, business 

9. 3 x 4 " , balanced, 
b/w, business 

10. 2 x 3 " , balanced, 
b/w, business 

11. 3 x 4 " , balanced, 
b/w, mid-aged 
Cauc., business 

12. 3 x 4 " , balanced, 
b/w, mid-aged 
Black, business 

13. 2 x 3 " , balanced, 
w/b, business 

MANOVA 
Result 

.071 

.619 

.091 

.770 

.253 

.734 

.149 

ANOVA 
Results 

DISCRIM 
Results 

5, 9 
70% 

2, 10 
62% 

6, 4 
72% 

3, 8 
50% 

8, 2 
76% 

10, 8 
60% 

10, 2 
66% 

*Advertisement-related attributes: 1 = truthfulness; 
2 = how well ad is liked; 3 = importance; 4 = clearness; 
5 = believability; 6 = attractiveness; 7 = helpfulness; 
8 = attention-drawing ability; 9 = attention-holding 
ability; 10 = memorability. 

Hypothesis Nineteen: Each variation in advertisement 

design will result in a difference in attitude towards the 

advertised lawyer among respondents based upon marital 

status (single, married, widowed, and divorced). 

Table VII presents the effects of the four categories 

of marital status on the twelve lawyer-related attributes. 
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The second column, results of the Wilks1 Lambda statistic, 

indicates that Advertisements 2, 3, 4, 6, 10, and 13 

resulted in a significant difference in attitude towards the 

advertised lawyer based on marital status. The remaining 

seven advertisements did not cause a significant difference 

in attitudes. The description of each advertisement that 

resulted in a significant difference in attitudes will be 

followed by the specification of where the main differences 

in attitudes toward the lawyer occurred on the basis of 

marital status of the respondents. 

Ad 2: 2 x 3", unbalanced, b/w, front section: 

Highest: Divorced; other three groups had 
similar, average mean scores 

Ad 3: 3 x 4 " , balanced, w/b, business section: 

Highest: Widowed, others relatively high 

Ad 4: 3 x 4 " , balanced, b/w, young Caucasian, business: 

Highest: Widowed; others relatively high 

Ad 6: 3 x 4", balanced, b/w, older Caucasian, business: 

Highest: Divorced; others relatively high 

Ad 10: 2 x 3", balanced, b/w, business: 

Highest: married; others had similar, average 
scores 

Ad 13: 2 x 3 " , balanced, w/b, business: 

Highest: Single; others had similar, average 
scores 

The third column of Table VII, results of the ANOVA 

procedure, shows that there were no significant 

relationships between the dependent and independent 
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variables for Advertisements 2, 3, 5, 6, 12, and 13. 

However, for the other seven advertisements, there were 

significant relationships between the lawyer-related 

attributes and marital status. The lawyer-related 

attitudinal variable, "dependability," was shown to have a 

significant relationship with the four categories of marital 

status for three of the advertisements. 

TABLE VII 

EFFECT OF MARITAL STATUS ON LAWYER-RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w, front sect. 

.360 Responsive (. 033) 7, 5* 
74% 

2. 2 x 3", unbalanced, 
b/w, business 

.005 • • 11,7 
86% 

3. 3 x 4", balanced, 
w/b, business 

.0001 • • 10, 7 
78% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.0001 Dependable (. 036 ) 7, 6 
86% 

5. 3 x 4", balanced, 
b/w, older Black, 
business 

.188 • • 11,3 
72% 

6. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.050 • • 10, 3 
78% 

7. 2 x 3", balanced, 
b/w, tv section 

.106 Fees (.011) 4, 10 
66% 
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Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

8. 3 x 4 " , unbalanced, 
b/w, business 

9. 3 x 4 " , balanced, 
b/w, business 

10. 2 x 3 " , balanced, 
b/w, business 

11. 3 x 4 " , balanced, 
b/w, mid-aged 
Cauc., business 

12. 3 x 4 " , balanced, 
b/w, mid-aged 
Black, business 

13. 2 x 3 " , balanced, 
w/b, business 

105 

800 

,007 

250 

115 

.031 

Trustwort. (.007) 
Dependable (.017) 
Heipful (.009) 
Compassion (.001) 
Ethics ( . 006 ) 

Accessible ( .031) 

Reputation ( .045) 

Qual/serv (.007) 
Pers imprs (.005) 
Trustwort. (.059) 
Dependable (.011) 
Helpful ( . 003 ) 
Compassion ( .015) 
Ethics ( . 029 ) 
Accessible ( .035) 

9, 6 
64% 

4, 9 
56% 

4, 8 
74% 

4, 5 
62% 

5, 1 
64% 

1 1 ,4 
74% 

*Lawyer-related attributes: 1 = professional competence; 
2 = fees charged; 3 = reputation; 4 = quality of service; 
5 = personal impression; 6 = trustworthiness; 7 = dependa= 
bility; 8 = helpfulness; 9 = compassion for client; 
10 = ethics; 11 = responsiveness in handling matter; 12 = 
12 = accessibility for consultation. 

The results of the discriminant analysis in Column 4 

show that the dependent variables of "quality of service" 

and "dependability" have the most power in discriminating 

among the four categories of marital status. The confusion 



115 

matrices indicate that all advertisements, except 

Advertisement 9, had at least 62% of the cases correctly 

classified. 

Hypothesis Twenty: Each variation in advertisement 

design will result in a difference in attitude towards the 

legal advertisements among respondents based upon marital 

status. 

The second column of Table VIII shows the significance 

of the F statistic. Advertisements 2, 3, 9, 10f 11, and 12 

resulted in a significant difference in attitude towards the 

advertisement among respondents based upon marital status. 

The remaining seven advertisements did not result in a 

significant difference in advertisement-related attitudes 

based upon this demographic variable. The description of 

each advertisement that resulted in a significant difference 

in attitudes will be followed by the specification of where 

the main differences in attitudes toward the advertisement 

occurred on the basis of respondents' marital status. 

Ad 2: 2 x 3 " , unbalanced, b/w, business section: 

Highest: Widowed 
Lowest: Married 

Ad 3: 3 x 4 " , balanced, w/b, business section: 

Highest: Widowed; other three relatively high 

Ad 9: 3 x 4 " , balanced, b/w, business: 

Lowest: Widowed; other three similar 

Ad 10: 2 x 3 " , balanced, b/w, business: 

Highest: Married; other three slightly below 
average 



116 

Ad 11: 3 x 4 " , balanced, b/w, middle-aged Caucasian, 
business: 

Highest: Single; other three slightly above 
average 

Ad 12: 3 x 4", balanced, b/w, middle-aged Black, business: 

Lowest: Widowed; other three slightly above 
average 

TABLE VIII 

EFFECT OF MARITAL STATUS ON ADVERTISEMENT—RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w, front section 

.140 Ad approv. (.014) 
Attractive (.037) 

4, 7* 
70% 

2. 2 x 3", unbalanced, 
b/w, business 

.007 • • 9, 7 
74% 

3. 3 x 4", balanced, 
w/b, business 

.018 • • 9, 5 
74% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.322 • • 2, 9 
70% 

5. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.243 • • 9, 2 
70% 

6. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.119 • • 3, 8 
60% 

7. 2 x 3", balanced, 
b/w, tv section 

. 125 

| 

Memorable (.006) 10, 6 
66% 

8. 3 x 4", unbalanced, 
b/w, business 

I 
.089 Believable ( .017) 2, 4 

62% 

9 . 3 x 4", balanced, 
b/w, business 

.021 • • 6, 2 
62% 
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Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

10. 2 x 3", balanced, 
b/w, business 

.002 Ad approv. (.012) 
Importance (.006) 
Attractive ( .015) 
Attn draw. ( .027) 
Attn hold. ( .014) 

3, 8 
72% 

11 . 3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

.042 Truthful (.024) 
Importance (.035) 
Clearness (. 003 ) 
Believable (.004) 

3, 4 
60% 

12. 3 x 4", balanced, 
b/w, mid-aged 
Black, business 

.018 • • 9, 1 
62% 

13. 

"Jc 7V T T 

2 x 3", balanced, 
w/b, business 

.500 • • 1, 3 
46% 

--- I — LtUHllUillCbb; 
2 = how well ad is liked; 3 = importance; 4 = clearness; 
5 = believability; 6 = attractiveness; 7 = helpfulness; 
8 = attention-drawing ability; 9 = attention-holding 
ability; 10 = memorability. 

The third column of Table VIII, results of the ANOVA 

procedure, shows that there were no significant 

relationships between the dependent attitudinal variables 

and the independent demographic variable for Advertisements 

2, 3, 4, 5, 6, 9, 12, and 13. The other five advertisements 

did result in significant relationships between the 

advertisement-related attributes and marital status. No 

particular advertisement-related variable had a 

preponderance of significant relationships with the 

different categories of marital status. 
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The results of the discriminant analysis in Column 4 

show that the dependent variables of "attention-holding 

ability," "how well the advetisement is liked," and 

"importance" have the most strength in discriminating among 

the four categories of marital status. The confusion 

matrices indicate that all advertisements, except 

Advertisement 13, have at least 60% of the cases correctly 

classified. 

Hypothesis Twenty-One: Each variation in 

advertisement design will result in a difference in attitude 

towards the advertised lawyer among respondents based upon 

the level of education (grade school, high school graduate, 

attended college, and college graduate). 

The second column of Table IX shows the significance of 

the F statistic. Advertisements 1, 3, 4, 5, and 13 resulted 

in a significant difference in attitude towards the 

advertised lawyer among respondents based upon the level of 

education. The remaining legal advertisements, 

Advertisements 2, 6, 7, 8, 9, 10, 11, and 12, did not result 

in a significant difference in lawyer-related attitudes 

based upon the demographic variable of education. The 

description of each advertisement that resulted in a 

significant difference in attitudes will be followed by the 

specification of where the main differences in attitudes 

toward the lawyer occurred on the basis of respondents' 

acquired level of education. 
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Ad 1: 2 x 3 " , balanced, b/w, front section: 

Highest: Attended college 
Lowest: Grade school 

Ad 3: 3 x 4 " , balanced, w/b, business: 

Highest: Attended college 
Lowest: Grade school 
Other two groups had similar, above average 

scores 

Ad 4: 3 x 4 " , balanced, b/w, young Caucasian, business: 

Highest: Attended college 
Lowest: Grade school 
Other two groups had similar, above average 

scores 

Ad 5: 3 x 4 " , balanced, b/w, older Black, business: 

Highest: Attended college 
Lowest: Grade school 

Ad 12: 3 x 4 " , balanced, b/w, middle—aged Black, 
business: 

Highest: High school graduate 
Lowest: College graduate 

The third column of Table IX, results of the univariate 

test, shows that there were significant relationships for 

most of the advertisements between the dependent 

lawyer-related attitudinal variables and the independent 

demographic variable. On the other hand, Advertisements 7, 

8, 9, 11, 12, and 13, did not result in significant 

relationships between the dependent and independent 

variables. The lawyer-related attitudinal variables of 

"helpfulness," "ethics," and "compassion for the client" 

were shown to have a significant relationship with the four 

categories of education for several of the 

advertisements. 
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TABLE IX 

EFFECT OF EDUCATION ON LAWYER-RELATED ATTRIBUTES 

Advertisement 

1 . 2 x 3", balanced, 
b/w, front 

2. 

3. 

2 x 3", unbalanced, 
b/w, business 

3 x 4", balanced, 
w/b, business 

4. 3 x 4 " , balanced, 
b/w, young Cauc., 
business 

3 x 4", balanced, 
b/w, older Black, 
business 

3 x 4", balanced, 
b/w, older Cauc., 
business 

MANOVA 
Result 

002 

114 

.001 

0001 

0001 

313 

ANOVA 
Results 

Prof comp (.052) 
Reputation ( .013) 
Qual/Serv ( .038) 
Pers imprs (.024) 
Trustwort. (.050) 
Dependable (.019) 
Helpful ( .019 ) 
Ethics (.047) 
Responsive (.054) 
Accessible (.007) 

Qual/serv ( .048 ) 

Prof comp (.041) 
Reputation (.024) 
Qual/serv (.035) 
Pers imprs (.015) 
Trustwort. ( .002) 
Dependable (.010) 
Helpful (.011) 
Compassion (.008) 
Ethics ( .041 ) 
Responsive (.009) 
Accessible ( .012) 

Qual/serv (.031) 
Trustwort. (.024) 
Helpful (.013) 
Compassion (.059) 
Ethics (.025) 

Pers imprs ( . 004) 
Helpful (.007) 
Compassion (.038) 

Helpful ( .030) 
Compassion (.020) 
Ethics ( .014) 

DISCRIM 
Results 

12, 4* 
80% 

4, 6 
66% 

6, 4 
80% 

6, 9 
74% 

3, 9 
80% 

5, 11 
70% 
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8 , 

9, 

10, 

Advertisement 

11 . 

12. 

13. 

2 x 3", balanced, 
b/w, tv section 

3 x 4", unbalanced, 
b/w, business 

3 x 4", balanced, 
b/w, business 

2 x 3", balanced, 
b/w, business 

3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

3 x 4", balanced, 
b/w, mid-aged 
Black, business 

2 x 3", balanced, 
w/b, business 

MANOVA 
Result 

.602 

.833 

.627 

.728 

.572 

.592 

.013 

ANOVA 
Results 

Prof comp (.049) 
Reputation (.001) 
Qual/serv (.002) 
Pers imprs (.003 ) 
Trustwort. (.003) 
Dependable (.010) 
Compassion (.045) 
Ethics (.015) 
Responsive (.015) 

DISCRIM 
Results 

10, 3 
82% 

3, 5 
70% 

6, 1 
74% 

3, 11 
72% 

8, 6 
72% 

1 1 , 6 
76% 

10,8 
88S 

•Lawyer-related attributes: 1 = professional competence; 
2 = fees charged; 3 = reputation; 4 = quality of service; 
5 = personal impression; 6 = trustworthiness; 7 = dependa-
bility; 8 = helpfulness; 9 = compassion for client; 
10 = ethics; 11 = responsiveness in handling matter; 
12 = accessibility for consultation. 

The results of the discriminant analysis in Column 4 

show that the dependent variables of "trustworthiness" and 

"reputation" have the most power in discriminating among the 
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four levels of education. The confusion matrices indicate 

that all thirteen legal advertisements have at least 70% of 

the cases correctly classified. 

Hypothesis Twenty-Two: Each variation in 

advertisement design will result in a difference in attitude 

towards the legal advertisements among respondents based 

upon the level of education. 

The Wilks' Lambda column of Table X, results of the 

multivariate analysis, shows that only Advertisements 1, 3, 

4, 5, and 6 resulted in a significant difference in attitude 

towards the legal advertisements among respondents based 

upon level of education. The remaining eight advertisements 

did not result in a significant difference in 

advertisement-related attitudes based upon the demographic 

variable of education. The description of each 

advertisement that resulted in a significant difference in 

attitudes will be followed by the specification of where the 

main differences in attitudes toward the legal 

advertisements occurred on the basis of respondents' level 

of education. 

Ad 1: 2 x 3 " , balanced, b/w, front section: 

Highest: College graduate 
Lowest: Grade school 

Ad 3: 3 x 4 " , balanced, w/b, business section: 

Highest: College graduate 
Lowest: Grade school 
Other two groups had similar, above average 

scores 
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Ad 4: 3 x 4 " , balanced, b/w, young Caucasian, business: 

Highest: College graduate, attended college 
Lowest: Grade school 

Ad 5: 3 x 4", balanced, b/w, older Black, business: 

Highest: Attended college 
Lowest: Grade school 
Other two groups had similar, above average 

scores 

Ad 6: 3 x 4 " , balanced, b/w, older Caucasian, business: 

Highest: Attended college 
Lowest: Grade school 
Other two groups had similar, above average 

scores 

The third column of Table X, results of the ANOVA 

procedure, shows that there were no significant 

relationships between the dependent attitudinal variables 

and the independent demographic variable for Advertisements 

2, 6, 7, 8, 9, 11, 12, and 13. The remaining five 

advertisements did result in significant relationships 

between the advertisement-related attributes and level of 

education. For these advertisements, the variables of "how 

well the ad is liked," "importance," "clearness," 

"attention-drawing ability," and "attention-holding 

ability" tended to have significant relationships with the 

different categories of education. 

The results of the discriminant analysis in Column 4 of 

Table X show that the dependent variables of "how well the 

ad is liked" and "clearness" have the most strength in 

discriminating among the four levels of education. The 
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TABLE X 

EFFECT OF EDUCATION ON ADVERTISEMENT-RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w, front section 

,001 

2 x 3", unbalanced, 
b/w, business 

3 x 4", balanced, 
w/b, business 

.081 

.0001 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

, 0 0 0 1 

3 x 4", balanced, 
b/w, older Black, 
business 

0001 

3 x 4", balanced, 
b/w, older Cauc., 
business 

003 

Truthful ( .050) 
Ad approv. (.026) 
Importance ( .019) 
Clearness ( .006) 
Believable ( .021) 
Attn draw. ( .001 ) 
Attn hold. ( . 008) 
Memorable (.011) 

Ad approv. (.002) 
Importance (.011) 
Clearness (.001) 
Believable ( .010) 
Helpful (.002) 
Attn draw. ( .001 ) 
Attn hold. (.001) 
Memorable (.016) 

Truthful (.056) 
Ad approv. (.053) 
Importance (.039) 
Clearness ( .010) 
Attractive ( . 033 ) 
Helpful (.012) 
Attn draw. ( .002) 

Ad approv. (.043) 
Importance (.007) 
Clearness ( .002) 
Helpful (.003) 
Attn draw. (.041) 
Attn hold. ( . 008) 
Memorable (.034) 

2, 4* 
74% 

6, 3 
72% 

9 , 2 
80% 

4, 9 
72% 

9, 4 
76% 

3, 4 
74% 



TABLE X—Continued 

125 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

7. 

8. 

9. 

10. 

11 . 

12. 

2 x 3", balanced, 
b/w, tv section 

3 x 4", unbalanced, 
b/w, business 

3 x 4", balanced, 
b/w, business 

2 x 3", balanced, 
b/w, business 

3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

3 x 4", balanced, 
b/w, mid-aged 
Black, business 

13. 2 x 3 " , balanced, 
w/b, business 

.930 

.619 

.266 

.093 

.416 

.876 

.496 

Truthful (.012) 
Ad approv. (.005) 
Importance (.059) 
Clearness ( .052) 
Believable (.025) 
Attractive (.036) 
Attn draw. ( .004 ) 

10, 6 
66% 

7, 5 
66% 

10, 8 
72% 

2, 8 
74% 

8, 1 
70% 

10, 3 
62% 

2, 7 
66% 

*Advertisement-related attributes: 1 = truthfulness; 
2 = how well ad is liked; 3 = importance; 4 = clearness; 
5 = believability; 6 = attractiveness; 7 = helpfulness; 
8 = attention-drawing ability; 9 = attention-holding 
abililty; 10 = memorability. 

confusion matrices indicate that all thirteen advertisements 

have at least 66% of the cases correctly classified. 

Hypothesis Twenty-Three; Each variation in 

advertisement design will result in a difference in attitude 



126 

towards the advertised lawyer among respondents based upon 

annual income (less than $9,999, $ 10 ,000-$19 ,999 , 

$20,000-$29,999, $30 ,000-$39,999, $40,000-$49,999 , and over 

$50,000). 

The second column of Table XI shows the significance of 

the F statistic. As the results of the MANOVA procedure 

show, the majority of the legal advertisements did result in 

a significant difference in attitude towards the advertised 

lawyer among respondents based upon income. Specifically, 

Advertisements 1, 3, 4, 5, 7, 10, 11, and 13 resulted in a 

significant difference in attitudes. The remaining five 

advertisements did not result in a significant difference in 

lawyer-related attitudes based upon the demographic variable 

of income. The description of each advertisement that 

resulted in a significant difference in attitudes will be 

followed by the specification of where the main differences 

in attitudes toward the lawyer occurred on the basis of 

respondents' level of income. 

Ad 1: 2 x 3 " , balanced, b/w, front section: 

Highest: $40 ,000-$49 ,999 
Lowest: $30 ,000-$39,999 
Other groups had similar, slightly above average 

mean scores 

Ad 3: 3 x 4", balanced, w/b, business section: 

Highest: Over $50,000 
Lowest: $30 ,000-$39 ,999 
Other groups had similar, above average scores 
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Ad 4: 3 x 4 " , balanced, b/w, young Caucasian, business: 

Highest: Over $50,000 
Lowest: $30 ,000-$39 ,999 
Other groups had similar, above average scores 

Ad 5: 3 x 4", balanced, b/w, older Black, business: 

Lowest: $30 ,000-$39 ,999 
Other groups had similar, slightly above average 

scores 

Ad 7: 2 x 3 " , balanced, b/w, tv section: 

All groups had slightly below average scores, 
$40 ,000-$49 ,999 slightly higher 

Ad 10: 2 x 3", balanced, b/w, business: 

Highest: $40 ,000-$49,999 
Other groups had somewhat average scores 

Ad 11: 3 x 4 " , balanced, b/w, middle-aged Caucasian, 
business: 

Highest: $40,000-$49,999 
Lowest: $20 ,000-$29 ,999 

Ad 13: 2 x 3", balanced, w/b, business: 

Highest: $40 ,000-$49 ,999 

Other groups had somewhat average scores 

The third column of Table XI, results of the univariate 

procedure, shows that there were no significant 

relationships between the dependent attitudinal variables 

and the independent demographic variable for nine of the 

advertisements. Advertisements 7, 8, 10, and 11 did result 

in significant relationships between the lawyer—related 

attributes and income. No particular lawyer-related 

variable had a preponderance of significant relationships 

with the different categories of income. 
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TABLE XI 

EFFECT OF INCOME ON LAWYER-RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w, front section 

.0001 • • 9, 7* 
72% 

2. 2 x 3", unbalanced, 
b/w, business 

.302 • • 4, 5 
62% 

3. 3 x 4", balanced, 
w/b, business 

.001 • • 1, 3 
72% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.022 • • 8, 12 
68% 

5. 3 x 4", balanced, 
b/w, older Black, 
business 

.0001 • • 1 1 , 6 
62% 

6. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.159 • • If 9 
60% 

7. 2 x 3", balanced, 
b/w, tv section 

.006 Helpful (.006) 
Accessible (.049) 

8, 10 
74% 

8. 3 x 4", unbalanced, 
b/w, business 

.069 Helpful (.052) 
Compassion (.041) 

9, 3 
66% 

9. 3 x 4", balanced, 
b/w, business 

.289 • • 4, 9 
58% 

10. 2 x 3", balanced, 
b/w, business 

.045 Reputation (.048) 4, 8 
72% 

1 1 . 3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

.008 Qual/serv ( .041 ) 
Dependable ( .031 ) 

9, 4 
74% 

12. 3 x 4", balanced, 
b/w, mid-aged 
Black, business 

.329 • • 5, 11 
60% 
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Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

13. 2 x 3 " , balanced, 
w/b, business 

4. T -1 , . . . . - . 

.040 • • 7, 10 
76% 

_ professional competence; 
2 = fees charged; 3 = reputation; 4 = quality of service; 
5 = personal impression; 6 = trustworthiness; 7 = dependa-
bility; 8 = helpfulness; 9 = compassion for client; 
10 - ethics; 1 1 = responsiveness in handling matter; 12 = 
12 = accessibility for consultation. 

The results of the discriminant analysis in Column 4 

show that the dependent variables of "compassion for client" 

and quality of service" have the most strength in 

discriminating among the six categories of annual income. 

The confusion matrices indicate that all advertisements, 

except Advertisement 9, have at least 60% of the cases 

correctly classified. 

Hypothesis Twenty-Four: Each variation in 

advertisement design will result in difference in attitude 

towards the legal advertisements among respondents based 

upon annual income. 

The second column of Table XII shows the significance 

of the F statistic. Advertisements 1, 2, 5, and 6 resulted 

in a significant difference in attitude towards the legal 

advertisements among respondents based upon income. The 

remaining nine advertisements did not result in a 
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significant difference in advertisement-related attitudes 

based upon the demographic variable of income. The 

description of each of the four advertisements will be 

followed by the specification of where the primary 

differences in attitudes toward the legal advertisements 

occurred on the basis of respondents' level of income. 

Ad 1: 2 x 3 , balanced, b/w, front section: 

Highest: Over $50,000 

Lowest: $30 ,000-$39 ,999 

Ad 2: 2 x 3 " , unbalanced, b/w, business: 

Highest: Over $50,000 
Lowest: $30,000-$39,999 
Other income groups had similar, slightly above 

average scores 

Ad 5: 3 x 4", balanced, b/w, older Black, business: 

All had similar scores; over $50,000 the highest 

Ad 6: 3 x 4 " , balanced, b/w, older Caucasian, business: 

Highest: $ 10,000-$19 ,999; other groups had 
similar, above average scores 

The third column of Table XII, results of the 

univariate procedure, shows that there were no significant 

relationships between the dependent attitudinal variables 

and the independent demographic variable for seven of the 

legal advertisements. Advertisements 1, 3, 6, 7, 9, and 10 

did result in significant relationships relationships 

between the advertisement-related attributes and income. 

The dependent variable of "attractiveness" had a significant 

relationship with income for four of the 

advertisements. 
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TABLE XII 

EFFECT OF INCOME ON ADVERTISEMENT-RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1 . 2 x 3", balanced, 
b/w, front section 

.003 Truthful (.021) 7, 2* 
62% 

2. 2 x 3", unbalanced, 
b/w, business 

.004 • • 8, 1 
60% 

3. 3 x 4", balanced, 
w/b, business 

.314 Attractive (.028) 10, 6 
62% 

4. 3 x 4", balanced, 
b/w, young Cauc., 
business 

.085 • • 8, 5 
68% 

5. 3 x 4", balanced, 
b/w, older Black, 
business 

.0001 • • 3, 1 
58% 

6. 3 x 4", balanced, 
b/w, older Cauc., 
business 

.003 Attractive (.019) 6, 8 
64% 

7. 2 x 3", balanced, 
b/w, tv section 

.101 Attractive (.016) 
Memorable (.059) 

9, 8 
60% 

8. 3 x 4", unbalanced, 
b/w, business 

.600 • • 2, 10 
60% 

9. 3 x 4", balanced, 
b/w, business 

.117 Attn draw. ( . 037 ) 8, 6 
70% 

10. 2 x 3", balanced, 
b/w, business 

.116 Truthful (.024) 
Ad approv. (.023) 
Importance (.003) 
Attactive (.019) 
Attn draw. ( .010) 
Attn hold. ( .008 ) 
Memorable (.009) 

3, 8 
66% 

1 1 . 3 x 4", balanced, 
b/w, mid-aged 
Cauc., business 

.539 • • 9, 4 
64% 
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Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

12. 3 x 4 " , balanced, 
b/w, mid-aged 
Black, business 

13. 2 x 3", balanced, 
w/b, business 

.373 

.507 

3, 10 
56% 

7, 8 
46% 

Advertisement related attributes; 1 = truthfulness; 
2 = how well ad is liked; 3 = importance; 4 = clearness; 
5 = believability; 6 = attractiveness; 7 = helpfulness; 
8 - attention-drawing ability; 9 = attention-holding 
abilily; 10 = memorability. 

The results of the discriminant analysis in the fourth 

column show that the dependent variable of "attention-

drawing ability" has, by far, the most power in 

discriminating among the six categories of income. The 

confusion matrices indicate that all advertisements, except 

Advertisements 5 and 13, have at least 60% of the cases 

correctly classified. 

Hypothesis Twenty-Five: Each variation in 

advertisement design will result in a difference in attitude 

towards the advertised lawyer among respondents based upon 

race (Caucasian, Black, Hispanic, Oriental, and other 

races) . 

The second column of Table XIII, results of the MANOVA 

procedure, shows the significance of the F statistic. All 
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of the legal advertisements, except Advertisements 9, 11, 

12, and 13, resulted in a significant difference in 

attitude towards the advertised lawyer among respondents 

based upon race. The description of each advertisement that 

resulted in a significant difference in attitudes will be 

followed by the specification of where the main differences 

in attitudes toward the lawyer occurred on the basis of 

race. 

Ad 1: 2 x 3 " , balanced, b/w, front section: 

Highest: Others 
Other groups had similar, slightly above average 

scores 

Ad 2: 2 x 3 " , unbalanced, b/w, business: 

Highest: Others 
Lowest: Caucasian 

Ad 3: 3 x 4 " , balanced, w/b, business: 

Highest: Black, Hispanic, and others 

Ad 4: 3 x 4", balanced, b/w, young Caucasian, business: 

Highest: Orientals 
Lowest: Caucasian 

Ad 5: 3 x 4 " , balanced, b/w, older Black, business: 

Highest: Hispanic 
Lowest: Caucasian 

Ad 6: 3 x 4 " , balanced, b/w, older Caucasian, business: 

Highest: Blacks 

Other groups had similar, above average scores 

Ad 7: 2 x 3 " , balanced, b/w, tv section: 

Highest: Black 

Ad 8: 3 x 4 " , unbalanced, b/w, business: 

Highest: Black 
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Ad 10: 2 x 3 " , balanced, b/w, business: 

Highest: Black 
Lowest: Hispanic 

TABLE XIII 

EFFECT OF RACE ON LAWYER-RELATED ATTRIBUTES 

1 . 

Advertisement 

2 x 3", balanced, 
b/w, front section 

2. 2 x 3", unbalanced, 
b/w, business 

3 x 4", balanced, 
w/b, business 

MANOVA 
Result 

,0001 

,0001 

, 0 0 0 1 

ANOVA 
Results 

Prof comp (.011) 
Reputation (.019) 
Pers imprs (.045) 
Helpful (.045) 
Compassion (.003) 
Ethics ( . 034 ) 
Responsive (.001) 
Accessible (.022) 

Prof comp ( .001 ) 
Fees (.017) 
Reputation (.001) 
Qual/serv (.001) 
Pers imprs (.001) 
Trustwort. ( .001) 
Dependable (.001) 
Helpful ( .001 ) 
Compassion (.004) 
Ethics ( .001 ) 
Responsive (.001) 
Accessible ( .001 ) 

Prof comp ( .001 ) 
Fees (.053) 
Reputation (.001) 
Qual/serv(.001) 
Pers imprs (.001) 
Trustwort. (.024) 
Dependable (.001) 
Helpful ( .001 ) 
Compassion (.001) 
Ethics ( .001 ) 
Responsive (.002) 
Accessible (.010) 

DISCRIM 
Results 

9, 7* 
78% 

5, 11 
78% 

5, 11 
74% 
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Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

4. 3 x 4 " , balanced, 
b/w, young Cauc., 
business 

, 0 0 0 1 

5. 3 x 4 " , balanced, 
b/w, older Black, 
business 

0001 

3 x 4", balanced, 
b/w, older Cauc., 
business 

2 x 3", 
b/w, tv 

balanced, 
section 

.004 

3 x 4", unbalanced, 
b/w, business 

002 

051 

Prof comp (.001) 
Fees (.008) 
Reputation (.001) 
Qual/serv (.001) 
Pers imprs (.001) 
Trustwort. (.001) 
Dependable (.001) 
Helpful ( . 001) 
Compassion (.001) 
Ethics (.001) 
Responsive (.001) 
Accessible (.001) 

Prof comp ( .001 ) 
Reputation (.001) 
Qual/serv (.001) 
Pers imprs (.001) 
Trustwort. (.001) 
Dependable (.001) 
Helpful (.001) 
Compassion (.001) 
Ethics (.001) 
Responsive ( .002) 

Prof comp. (004) 
Reputation (.007) 
Qual/serv ( .015) 
Pers imprs (.049) 
Trustwort. (.005) 
Dependable (.048) 
Compassion (.052) 

Reputation ( .024) 
Qual/serv ( .007) 
Pers imprs (.024) 
Trustwort. (.011) 
Helpful (.038) 
Accessible ( . 041 ) 

Prof comp (.056) 
Reputation (.034) 
Qual./serv. (.001) 
Pers imprs (.039 ) 
Dependable (.018) 

9, 11 
78% 

4, 5 
78% 

10, 6 
72% 

1r 9 
80% 

4, 7 
82% 
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Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

3 x 4", balanced, 
b/w, business 

10. 2 x 3 " , balanced, 
b/w, business 

11. 3 x 4 " , balanced, 
b/w, mid-aged 
Cauc., business 

12. 3 x 4 " , balanced, 
b/w, mid-aged 
Black, business 

13. 2 x 3 " , balanced, 
w/b, business 

168 

045 

243 

371 

.236 

Prof comp (.002) 
Reputation (.013) 
Qual,/serv. ( .009 ) 
Helpful (.031) 

All attributes 
at .001 level 

Prof comp (.015) 
Reputation (.057) 
Qual/serv (.051) 

Qual/serv (.027) 
Trustwort. (.056) 
Helpful (.042) 

Prof comp ( .013) 
Reputation ( . 020 ) 
Pers imprs (.008) 
Trustwort. (.003) 
Dependable (.002) 
Helpful (.001) 
Compassion (.044) 
Ethics (.005) 
Responsive (.020) 

3, 1 
76% 

3, 12 
72% 

5, 12 
78% 

8, 5 
76% 

8, 10 
78% 

*Lawyer-related attributis! 1 = professional competence; 
2 - fees charged; 3 = reputation; 4 = quality of service-
5 personal impression; 6 = trustworthiness; 7 = depends-
bility; 8 - helpfulness; 9 = compassion for client; 
10 - ethics; 11 = responsiveness in handling matter; 
12 = accessibility for consultation. 

The third column of Table XIII, results of the ANOVA 

procedure, shows that there were significant relationships 

between the dependent attitudinal variables and the 

independent demographic variable for all of the thirteen 
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advertisements. All of the lawyer-related variables had 

significant relationships with the different categories of 

race. 

The results of the discriminant analysis in the fourth 

column of lhe table show that the dependent variable of 

"personal impression," followed by "compassion for client," 

"reputation," and "ethics," have the most strength in 

discriminating among the categories of race. The confusion 

matrices show that all advertisements have at least 72% of 

the cases correctly classified. 

Hypothesis Twenty-Six: Each variation in 

advertisement design will result in a difference in attitude 

towards the legal advertisements based upon race. 

The second column of Table XIV, results of the MANOVA 

procedure, shows the significance of the F statistic. As 

shown in this column, Advertisements 1, 2, 3, 4, 5, 6, 8, 9, 

and 13 resulted in a significant difference in attitude 

towards the advertised lawyer among respondents based upon 

race. The remaining four advertisements did not result in a 

significant difference in advertisement-related attitudes 

based upon this demographic variable. The description of 

each advertisement that resulted in a significant difference 

in attitudes will be followed by the specification of where 

the main differences in attitudes toward the advertisement 

occurred on the basis of the race of the respondents. 
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Ad 1: 2 x 3 " , balanced, b/w, front section: 

Highest: Other and Black 

Ad 2: 2 x 3", unbalanced, b/w, business: 

Lowest: Caucasian; other groups had above 
average scores 

Ad 3: 3 x 4 " , balanced, w/b, business: 

All groups had high scores; Black the highest 

Ad 4: 3 x 4 " , balanced, b/w, young Caucasian, business: 

All groups had high scores; Others the highest 

Ad 5: 3 x 4", balanced, b/w, older Black, business 

Highest: Black 

Ad 6: 3 x 4 " , balanced, b/w, older Caucasian, business: 

All groups had high scores; Black the highest 

Ad 8: 3 x 4 " , unbalanced, b/w, business: 

Highest: Black 
Other groups had similar, slightly above average 

scores 

Ad 9: 3 x 4 " , balanced, b/w, business: 

Highest: Black 
Other groups had similar, slightly above average 

scores 

Ad 13: 2 x 3", balanced, w/b, business: 

Highest: Black 
Lowest: Caucasian 

The third column of Table XIV, results of the ANOVA 

procedure, shows that there was a significant relationship 

between the dependent attitudinal variables and the 

independent demographic variable for nine of the legal 
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advertisements. Advertisements 7, 8, and 9 are the only 

ones that did not result in significant relationships 

between the advertisement-related attributes and race. The 

advertisement-related variables of "truthful," "importance," 

and "how well the ad is liked" had a significant 

relationship with race for many of the advertisements. 

The results of the discriminant analysis in Column 4 

show that the dependent variables of "importance" and 

attention-holding ability" have the most strength in 

discriminating among the different races. The confusion 

matrices show that all a advertisements, except 

Advertisement 10, have at least 60% of the cases correctly 

classified. 

TABLE XIV 

EFFECT OF RACE ON ADVERTISEMENT—RELATED ATTRIBUTES 

Advertisement 
MANOVA 
Result 

ANOVA 
Results 

DISCRIM 
Results 

1. 2 x 3 " , balanced, 
b/w, front section 

.0001 Truthful (.026) 
Importance (.008) 

7, 3* 
78% 

2. 2 x 3 " , unbalanced, 
b/w, business 

.027 Truthful ( .001 ) 
Ad approv. (.001) 
Importance (.001) 
Clearness ( .021 ) 
Believable ( .0001 ) 
Attractive ( .0001 ) 
Helpful (.025) 
Attn draw. ( .003 ) 
Attn hold. (.001) 
Memorable (.001) 

5, 3 
70% 
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Advertisement 

3. 3 x 4", balanced, 
w/b, business 

3 x 4", balanced, 
b/w, young Cauc., 
business 

MANOVA 
Result 

,0001 

0001 

3 x 4", balanced, 
b/w, older Black, 
business 

6. 3 x 4 " , balanced, 
b/w, older Cauc., 
business 

7. 2 x 3 " , balanced, 
b/w, tv section 

8. 3 x 4", unbalanced, 
b/w, business 

0001 

, 0 0 0 1 

.890 

.0001 

ANOVA 
Results 

Truthful (. 
Ad approv. 
Importance 
Clearness ( 
Believable 
Attractive 
Attn draw. 
Attn hold. 
Memorable ( 

001 ) 
( .050) 
(.001 ) 
.034) 
(.001 ) 
(.002) 
( .031 
( .043) 
.002) 

Truthful ( . 004) 
Ad approv. (.020) 
Importance (.007) 
Believable (.001) 
Attractive (.025) 
Attn hold. ( .026 ) 
Memorable (.026) 

Truthful (.001) 
Ad approv. ( .001 ) 
Importance (.001) 
Clearness ( . 007 ) 
Believable (. 003 ) 
Attractive (.002) 
Helpful ( . 008 ) 
Attn draw. (.007) 
Attn hold. ( .010) 
Memorable (.013) 

Ad approv. 
Importance 
Believable 
Attractive 
Attn draw. 
Attn hold. 
Memorable 

( .018) 
(.001 ) 
(.014) 
(.006 ) 
(.039 ) 
(.028 ) 

(.028) 

DISCRIM 
Results 

1, 9 
80% 

2, 8 
74% 

3, 10 
74% 

3, 9 
76% 

6, 4 
60% 

5, 10 
84% 
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Advertisement 

9. 3 x 4 " , balanced, 
b/w, business 

10. 2 x 3 " , balanced, 
b/w, business 

11. 3 x 4 " , balanced, 
b/w, mid-aged 
Cauc., business 

12. 3 x 4 " , balanced, 
b/w, mid-aged 
Black, business 

13. 2 x 3 " , balanced, 
w/b, business 

MANOVA 
Result 

051 

795 

.251 

071 

003 

ANOVA 
Results 

Ad approv. (.031) 
Believable ( .030) 

Ad approv. (.056) 
Attn hold. ( .050 ) 

Attractive (.026) 
Helpful (.045) 
Attn draw. ( .004 ) 
Attn hold. ( .001) 
Memorable (.001) 
Truthful ( .009) 
Ad approv. (.022) 
Importance (.019) 
Clearness (.031) 
Believable (.010) 
Attractive ( .013) 
Helpful ( .021 ) 
Attn hold. ( .031 ) 
Memorability (.015) 

DISCRIM 
Results 

6, 8 
78% 

2, 9 
54% 

2, 9 
62% 

9, 7 
66% 

4, 3 
78% 

*Advertisement-related attributes: 1 = truthfulness; 
2 = how well ad is liked; 3 = importance; 4 = clearness; 
5 - believability; 6 = attractiveness; 7 = helpfulness-' 
8 - attention-drawing ability; 9 = attention-holding 
ability; 10 = memorability. 

Hypothesis Twenty-Seven: There will be a difference 

in attitude towards legal service advertising among 

respondents based upon the number of times legal services 

have been used in the past ten years. 
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To test this hypothesis, a crosstabulation was made of 

the independent and dependent variables. Table XV shows the 

actual and expected values for the two categories of general 

approval and the four categories of past usage of legal 

services. The first number in each cell represents the 

actual count; the second number represents the expected 

value count. 

TABLE XV 

RESULTS OF THE CHI-SQUARE TEST 

Number of Times Used 
Legal Services 

None 1 2-5 Over 5 

Yes 
44 

P ... 

21 17 6 

Approval 
41 .4 22.9 18.5 5.3 

No 
3 5 4 0 

5.6 3.1 2.5 .7 

Column Total 47 26 21 6 
47.0% 26.0% I 21.0% 6.0% 

The following are the results of the test: 

3 

Chi-square: 4.497 
Degrees of Freedom: 
Significance: .2125 

Row 
Total 
88 

88.0% 

12 

12.0% 

100 
100.0% 

The test resulted in no difference in attitude towards 

legal service advertising among respondents based upon the 
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number of times legal services have been used in the past 

ten years. 



CHAPTER V 

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 

Summary 

Advertising by professionals is a popular and 

controversial issue. The public became involved in this issue 

in 1977 when the Supreme Court, in Bates versus State Bar of 

Arizona, allowed such advertising on the strength of the First 

Amendment's freedom of speech and information. 

Much has been written on the subject of lawyer 

advertising; however, very few empirical studies in the area 

have been done. Most lawyers continue to be opposed to the 

advertising of their services, but predictions have been 

made that agreement towards this activity is likely to occur 

over time. Bar associations have historically argued that 

forms of competitive advertising necessary to most 

commercial enterprises would lower the dignity of the 

profession. 

On the other hand, consumers appear to favour 

advertising by lawyers. They are especially attracted to 

the information provided by such advertising. They want to 

know certain aspects, such as which lawyers are available 

for their particular problems and an idea of the fees 

charged. Consumers generally do not characterize 

144 
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advertising attorneys as inferior or feel that advertising 

would create a negative image for the profession. 

Controversy exists on how attorneys should advertise 

such as which medium to use and what to include in the 

advertisements. Perhaps the reason for this controversy is 

that very little empirical research has been done in this 

area. 

This study focused on the effects that content and layout 

forms of newspaper advertising had on consumer attitudes 

toward the legal profession. The newspaper medium was chosen 

for study because of its popularity among lawyers who are 

advertising their services. 

One purpose of the study was to resolve which of the 

several content and layout variations in advertisement design 

resulted in the most favourable consumer perceptions of the 

lawyer. The following are findings of the study related to 

this purpose: 

1. Increasing the size of the advertisement from 2 x 3" 

to 3 x 4" did not cause a significant difference in consumer 

perceptions of the advertised lawyer. 

2. Consumers had more favourable perceptions of the 

lawyer who had placed his advertisement in the front section, 

rather than in the business or television sections, of the 

newspaper. After changing the legal advertisement from the 

television to the business section, consumer perceptions 

towards the lawyer significantly improved. 
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3. Consumer perceptions toward the lawyer using the 

2 x 3 ' symmetrical advertisement were significantly better 

than toward the lawyer using the balanced advertisement 

having the same size. However, changing the balance on a 

3 x 4" advertisement did not result in a significant 

difference in consumer perceptions toward the lawyer. 

4. No significant difference was found in consumers1 

perceptions toward the advertising lawyer based on type for 

the 2 x 3 " advertisement. However, changing from black 

print on a white background to reverse type on a 3 x 4" 

advertisement resulted in significantly more favourable 

attitudes toward the lawyer. 

5. No significant difference in consumers' 

perceptions of the advertised lawyer was found between the 

advertisement with a photograph of a middle-aged Caucasian 

male lawyer posing as the lawyer and the same type of 

advertisement with no photograph. 

6. The inclusion of a photograph of a young, 

Caucasian male posing as the lawyer resulted in improved 

perceptions toward the lawyer rather than the advertisement 

without a photograph. The opposite of what was hypothesized 

in the study occurred. 

7. No significant difference in consumer perceptions 

towards the advertised lawyer was found between the 

advertisements with a photograph of a middle-aged, Black 

male posing as the lawyer and a similar advertisement 

without a photograph of the lawyer. 
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8. A significant difference in consumer attitudes was 

found in favour of the advertisement with a photograph of a 

young Caucasian male posing as the lawyer rather than the 

advertisement with a photograph of a middle-aged Black male 

posing as the lawyer. 

9. The opposite of what was hypothesized occurred as 

the advertisement with the photograph of the young 

Caucasian male lawyer resulted in significantly more 

favourable consumer attitudes than the advertisement with 

the photograph of the middle-aged Caucasian male 

lawyer. 

10. No significant difference was found in consumers' 

perceptions towards the the advertisement with a photograph 

of a middle-aged Caucasian male lawyer and the 

advertisement with a photograph of a middle-aged Black male 

lawyer. 

11. The 3 x 4 " advertisement in reverse type created 

significantly more favourable attitudes toward the 

advertising lawyer than did the 2 x 3 " advertisement in 

reverse type. 

12. Changing the size of an asymmetrically-balanced 

advertisement from 2 x 3" to 3 x 4" did not create more 

favourable attitudes toward the advertised lawyer. 

Another purpose of the study was to determine which 

advertisement variations would result in a significant 
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difference in attitude towards the advertised lawyer and the 

legal advertisements based upon respondents' demographics. 

The following is a description of each of the thirteen 

advertisement variations: 

Ad 2 
Ad 3 
Ad 4 

Ad 7 
Ad 8 
Ad 9 
Ad 10 
Ad 1 1 

Ad 1: 2 x 3 " , balanced, black type on white back-
ground (b/w), front section 
2 x 3", unbalanced, b/w, business 
3 x 4 % balanced, w/b (reverse type), business 
3 x 4", balanced, b/w, young Caucasian, 
business 

^ f: n X balanced, b/w, older Black, business 
Ad 6: 3 x 4", balanced, b/w, older Caucasian, 

business 
2 x 3", balanced, b/w, television 
3 x 4", unbalanced, b/w, business 
3 x 4", balanced, b/w, business 
2 x 3", balanced, b/w, business; 
3 x 4 , balanced, b/w, mid-aged Caucasian, 
business 

** W ' i * tl' b a l a n c e d ' b/w, mid-aged Black, business 
Ad 13: 2 x 3 , balanced, w/b, business. 

On the basis of occupation (unskilled worker, skilled 

worker, office-clerical-sales, management, professional, 

self-employed, student), all thirteen legal advertisements 

resulted in a significant difference in consumers' attitudes 

toward the lawyer. Shown below are the specifications of 

where the main differences in attitudes (highest and lowest 

consumer attitudes) toward the lawyer occurred. 

Highest: students; lowest: self-employed 
Highest: students, followed by management; 
lowest: self-employed 
Highest: students, management; lowest: self-
employed 
Highest: students; lowest: self-employed 
Highest: students, office workers; lowest: 
self-employed, skilled workers 
All relatively high; unskilled workers the 
highest 
All relatively low; students the lowest 

Ad 1 : 
Ad 2: 

Ad 3: 

Ad 4: 
Ad 5: 

Ad 6: 

Ad 7: 
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Ad 8: 

Ad 9: 
Ad 10: 
Ad 1 1 : 
Ad 12: 
Ad 13: 

Highest: skilled workers; lowest: students, 
professionals 
Highest: skilled workers; lowest: students 
Highest: professionals; lowest: students 
Highest: skilled workers; lowest: professionals 
All relatively average; students the lowest 
Highest: skilled workers, office workers; 
lowest: students. 

On the basis of occupation, ten of the thirteen 

advertisements resulted in a significant difference in 

attitudes toward the legal advertisements. The 

specifications are as follows: 

Ad 1: All had relatiyely average mean scores; manage-
ment had the highest and self-employed the 
lowest 
Highest: students; lowest: self-employed 
All relatively high; management and pro-
fessionals the highest 
All relatively high; students and management 
the highest 
All relatively high; management the highest 
All relatively high; management the highest 
Highest: management, self-employed; lowest: 
students 
Highest: skilled workers, professionals; 
lowest: students 
Highest: professionals; lowest: students, 
unskilled workers 
Highest: office workers, skilled workers; 
lowest: students. 

On the basis of whether the respondents were male or 

female, Advertisements 1—6 resulted in a significant 

difference in consumers' attitudes toward the lawyer. For 

each of these six advertisements, males had more favourable 

attitudes towards the advertised lawyer than did females. 

Seven of the adverisements, 2-6, 11, and 12, resulted in a 

significant difference in attitudes towards the legal 

advertisements. Toward all of these advertisements, males 

Ad 2: 
Ad 3: 

Ad 4: 

Ad 5: 
Ad 6: 
Ad 7: 

Ad 8: 

Ad 10: 

Ad 13: 
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had more favourable attitudes than did females, except for 

Advertisement 12. 

On the basis of age (under 35, 35-64, over 64), five of 

the advertisements caused a significant difference in 

attitudes towards the lawyer. The specifications are as 

follows: 

Ad 2 
Ad 3 
Ad 5 
Ad 1 1 
Ad 13 

Highest: under 35; lowest: 35-64 
relatively average; 35-64 slightly higher 

Highest: Under 35; other two groups "similar 
Highest: Under 35; lowest: 35-64 
Highest: over 64; other two groups similar. 

On the basis of age, only two advertisements resulted in 

a significant difference in attitudes toward the 

advertisements: 

Ad 1: Highest: under 35 
Ad 3: Highest: 35-64. 

On the basis of marital status (single, married, 

widowed, divorced), six of the advertisements resulted in a 

significant difference in attitudes towards the advertised 

lawyer. The specifications are as follows: 

Ad 2: Highest: Divorced; other three groups had 
similar, average mean scores 

Ad 3: Highest: widowed; others relatively high 
Highest: divorced; others relatively high 
Highest: married; others had similar, averaqe 
scores 

Ad 13: Highest: Single; others had similar, averaqe 
scores. 

On the basis of marital status, six advertisements resulted 

in a significant difference in attitudes towards the 

advertisements: 

Ad 6 
Ad 10 
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Ad 2 
Ad 3 
Ad 9 
Ad 10 

Highest: widowed; lowest: married 
Highest: widowed; other three relatively high 
Lowest: widowed; other three similar 
Highest: married; other three slightly below 
average 

Ad 11: Highest: single; other three slightly above 
average 

Ad 12: Lowest: widowed; other three slightly above 
average. 

On the basis of education (grade school, high school 

graduate, attended college, college graduate), five of the 

advertisements resulted in a significant difference in 

consumers' attitudes towards the advertised lawyer. The 

specifications are as follows: 

Ad 1: Highest: attended college; lowest: grade 
school 

Ad 

Ad 

Ad 

Highest: attended college; lowest: grade 
school; other two groups had similar, above 
average scores 
Highest: attended college; lowest: grade 
school; other two groups had similar, above 
average scores 
Highest: attended college; lowest: grade 
school 

Ad 12: Highest: high school graduate; lowest: colleqe 
graduate. 

On the basis of education, five of the advertisements 

resulted in a significant difference in attitudes towards 

the advertisements: 

Ad 1: Highest: college graduate; lowest: grade 
school 

Ad 3: Highest: college graduate; lowest: grade 
school; other two groups had similar, above 
average scores 

Ad 4: Highest: college graduate, attended college; 
lowest: grade school 

Ad 5: Highest: attended college; lowest: grade 
school; other two groups had similar, above 
average scores 

Ad 6: Highest: attended college; lowest: grade 
school; other two groups had similar, above 
average scores. 
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On the basis of income level (less than $9,999, 

$10 ,000-$19 ,999, $20 ,000-$29 ,999, $30 ,000-$39,999, 

$40,000 $49,999, over $50,000), eight of the advertisements 

resulted in a significant difference in attitudes towards 

the advertised lawyer. The specifications are as 

follows: 

Ad 1: Highest: $40 ,000-$49,999; lowest: $30,000-
$39,999; other groups had similar, slightly 
above average mean scores 

Ad 3: Highest: over $50,000; lowest: $30,000-
$39,999; other groups had similar, above averaqe 
scores 

Ad 4: Highest: over $50,000; lowest: $30,000-
$39,999; other groups had similar, above averaqe 
scores 

Ad 5: Lowest: $30,000-$39,999; other groups had 
similar, slightly above average scores 

A 7: All groups had slightly below average scores, 
$40,000-$49 ,999 slightly higher 

Ad 10. Highest: $40 ,000—$49 ,999; other groups had 
somewhat average scores 

Ad 11: Highest: $40,000-$49,999; lowest: $20,000-
$29,999 ' 

Ad 13: Highest: $40,000-$49,999; other groups had 
somewhat average scores. 

On the basis of income level, four of the advertisements 

resulted in a significant difference in attitudes towards 

the advertisements: 

Ad 1: Highest: over $50 ,000; lowest: $30 ,000-$39 ,999 
Ad 2: Highest: over $50,000; lowest: $39 ,000-$39 ,999; 

other income groups had similar, slightly above 
average scores 

I'' A:}-1 h a d similar scores; over $50,000 the highest 
Ad 6: Highest: $ 10,000-$19,999; other groups had 

similar, above average scores. 

When considering the demographic variable of race 

(Caucasian, Black, Hispanic, Oriental, other), nine of the 
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advertisements resulted in a significant difference in 

consumers' perceptions of the lawyer. The specifications 

are as follows: 

Ad 1 : Highest: 
slightly 

Ad 2 Highest: 
Ad 3 Highest: 
Ad 4 Highest: 
Ad 5 Highest: 
Ad 6 Highest: 

slightly 
Ad 7 Highest: 
Ad 8 Highest: 
Ad 10 Highest: 

On the basis of race, nine of the advertisements resulted in 

a significant difference in attitudes toward the 

advertisements: 

Highest: Others and Black 
Lowest: Caucasian; other groups had above 
average scores 
All groups had high scores; Black the highest 
All groups had high scores; others the highest 
Highest: Black 
All groups had high scores; Black the highest 
Highest: Black; other groups had similar, 
slightly above average scores 
Highest: Black; other groups had similar 
slightly above average scores 
Highest: Black; lowest: Caucasian. 

The third purpose of the study was to determine if 

there was a difference in attitude towards legal service 

advertising among respondents based upon the number of times 

legal services had been used in the past. The statistical 

test used resulted in no difference in attitude towards 

legal service advertising among respondents based upon the 

number of times legal services had been used in the past ten 

years. 

Ad 1 : 
Ad 2: 

Ad 3: 
Ad 4: 
Ad 5: 
Ad 6: 
Ad 8: 

Ad 9: 

Ad 13: 
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Conclusions 

A review of literature related to legal service 

advertising has shown that there are meaningful costs and 

barriers associated with the consumer's recognition of a 

legal problem and lawyer-seeking behaviour. The manner in 

which the consumers of legal services and the providers of 

those services come together is complicated by many 

socio-demographic and psychological barriers. This problem, 

however, is not unique to the legal field. For example, 

many consumer products and services face similar barriers to 

their purchase and use of new products; changes in a firm's 

location or business characteristics can be seen as 

possessing similar costs and obstacles. Advertising is 

commonly used to increase consumer awareness and knowledge 

of such changes and to diminish user resistance. Based on 

the results of the related literature review, it can be 

concluded that there is an increase in the proportion of 

lawyers who are attempting to reap the potential benefits of 

advertising their services. 

The findings of this study provide evidence that the 

advertising of legal services, like the advertising of other 

consumer goods and services, must be designed to accommodate 

or integrate itself with the values of both the attorney and 

the client. Further, the matching the message to the media 

and having it cohere to the values of the market segments 

are important requirements of effective advertising. 
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From the managerial perspective of the individual 

attorney, identification of an attorney's core market and 

the attitudes of that market is a prerequisite of any 

advertising program. The need to either diversify from or 

narrow into this core segment must be carefully considered. 

If other segments exist with similar attitudes toward 

promotion in general and media/message in particular, then 

little risk exists in extending the core market into other 

segments, if, however, the attitude of the core market 

differs from the attitude of other potential segments (users 

of legal services), then additional consideration must go 

into the media—message decision. 

Recommendations 

Since the majority of the respondents had a positive 

attitude toward legal service advertising, there is a 

suggestion that attorneys not refrain from this potentially 

beneficial activity. Yet the lack of negative attitudes 

does not prevent potential sources of danger in this 

otherwise socially beneficial activity. Improperly 

structured or carelessly organized advertising activities 

could lead to significant negative perceptions on the part 

of potential clients, resulting in a reversal of consumer 

attitudes toward government control of legal service 

advertising and an increase in the percent of consumers who 

view attorneys as dishonest and/or incompetent. However, 
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these potential negative effects can be easily avoided by 

professional, well-constructed advertising programs designed 

to reduce barriers and costs associated with attorney 

seeking behaviour as well as to improve the public's 

recognition of situations in which the advice and counsel of 

an attorney is appropriate. 

This study indicates that various demographic groups 

can be favourably impressed by particular variations in 

legal service advertising. These individuals appear to be 

an inviting target for the legal profession as a whole and 

for individual attorneys seeking long-term client growth. 

The advertising of legal services must ensure that the 

learning function of the target market achieves the desired 

attitudinal changes intended. Therefore, it is necessary 

that advertisers of legal services conduct preliminary as 

well as follow-up research on the target segments. This may 

be particularly true of the segment that has no immediate 

need for legal services. This group may present 

significantly different media/message considerations than 

does that segment that currently makes use of attorneys or 

has significant awareness of the attorney seeking channels. 

Since the extent of consumer attitudinal shifts induced by 

this new area of professional marketing promises to be 

considerable, it is important that a sustained program of 

performance monitoring be undertaken by attorneys as well as 

those involved in the advertising and promotion 

process. 
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Further research in this area is necessary to determine 

the forms of advertising for various media (direct mail, 

television, and radio) which are best suited for the legal 

profession and that can provide adequate information to 

potential clients. As the number of lawyers using 

advertising to promote their services continues to increase, 

it is important that research be continued in order to aid 

not only the individual lawyer, but also the American Bar 

Association and individual state bar associations in the 

formulation of rules and regulations regarding the 

advertising of legal services. 
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APPENDIX A 

GEOGRAPHIC AREAS USED FOR INTERVIEWING 

Interviewees were drawn from the following five randomly-

selected geographical areas. 

1. Lancaster/wilmer/Hutchins 
*Median House Value: $36,100 
Median Rent: $145 
Median Family Income: $20,200 

2. Downtown/Oak Lawn 
Median House Value: $42,400 
Median Rent: $178 
Median Family Income: $17,300 

3. Industrial/Love Field 
Median House Value: $31,300 
Median Rent: $203 
Median Family Income: $16,300 

4. Grand Prairie 
Median House Value: $41,300 
Median Rent: $217 
Median Family Income: 21,400 

5. East Dallas 
Median House Value: $44,500 
Median Rent: $266 
Median Family Income: $21,800 

*Source of demographic data: "Geographical Profile," 
i.1983 ) . Marketing Department, Dallas Times Herald. Dallas. 
Texas. ' ' 
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APPENDIX B 

VERBAL DIRECTIONS TO RESPONDENTS 

After each person agreed to participate in the study, he 

was asked to write his occupation on the instrument in the 

appropriate place. Then, he anonymously completed the socio-

demographic data section. 

After viewing a legal advertisement, each respondent was 

asked to circle the mark on the seven-point scale that best 

corresponded with his attitudes/perceptions. 
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APPENDIX C 

INSTRUMENT 

I. DEMOGRAPHIC DATA 

Occupation: 

(1) under 35 
(2) 35-64 
(3) over 64 

Sex: ( 1 ) 
( 2 ) 

Female 
Male 

Marital Status: (1 ) Single 
(2) Married 
(3) Widowed 
(4) Divorced 

Education: (1) Grade school 
(2) High school graduate 
(3) Attended College 
(4) College graduate 

Approximate Household Income Before Taxes 

(1) Less than $9 ,999 
(2) $10,000-$19,999 
(3) $20 ,000-$29 ,999 
(4) $30 ,000-$39 ,999 
(5) $40 ,000-$49,999 
(6) Over $50,000 

Race: ( 1 ) 
( 2 ) 
(3) 
(4) 
(5) 

Caucasian 
Black 
Hispanic 
Oriental 
Other Please specify: 

Approximate Number of Times Used Legal Service 
Ten Years? (1) None ~ 

( 2 ) 1 
(3) 2 - 5 
(4) More than 5 

s in Past 

Do You Approve of the Advertising of Legal Services? 

(1) Yes 
(2) No 

161 



II. ATTITUDES TOWARD LAWYER 

A. Professional Competence 

/ / / 162 
Very ^ ~ / / 
Professional Extremely 

Unprofessional 

B. Fees Charged 

/ , , 
Low 

- / / / 

High 

C. Reputation 

/ / / / /. 
Excellent 

Quality of Service 

- / / 
Poor 

/ -

Low 
High 

E. Personal Impression 

Good ^ ^ ^ ^ / / 

F. Trustworthiness 

Bad 

/ - / / ^ / / / 
Honest 7 7 . / 

Dishonest 

G. Dependability 

Reliable ^ ^ ^ / / ~/ 
Unreliable 

H. Helpfulness 

/ / / / 

Helpful ' 

I. Compassion for Client 

Not Helpful 

Concerned ^ / / /- - / 
Unconcerned 

J. Ethics 

/ / / / /_ 
Moral 7 

Responsiveness in Handling Matter 
/. / 7 7 

Quick 

- / - / 
Irrmoral 

- / - / 
Slow 

L. Accessibility for Consultation 

Easy to Reach 7 7 7 7 ~ ^ I ^ n to 

Reach 
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III. ATTITUDES TOWARD ADVERTISEMENT 

A. Truthfulness 

Believable / / / / 
Unbelievable 

B. How Well Ad is Liked 

Like the Ad / / / 
Dislike the Ad 

C. Importance of Ad 

/ / / / / . 
Important „ . / ^ 

Unimportant 

D. Clearness 

Clear / / / / - - / 
Confusing 

E. Believability 

/ / / / / / 
Convincing / 

Ridiculous 

F. Attract iveness 

/ / / ^ 
Attractive 7 ' „ 

Unattractive 

G. Informational 

Helpful ^ / / / 
Not Helpful 

H. Attention-Drawing Ability 

Noticeable ^ ^ ^ ^ „ ~T 
Unnoticeable 

I. Attention-Holding Ability 

/ / / / / / / 
Interesting _ / 

Boring 
J. Memorability 

Likely to ^ ^ ^ . ~~J 
Remember M i|lkely 5 

Forget Ad 



APPENDIX D 

LEGAL ADVERTISEMENTS 

The advertisement shown below measures 2 x 3", is 

balanced, and has black print on a white background. This 

advertisement appeared in the front, business, and 

television sections of the newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL INJURIES 

• Auto 
• Workmen's Com-

pensation 
• Malpractice 
• Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 
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The advertisement shown below measures 2 x 3", is 

balanced, and has white print on a black background. This 

advertisement appeared in the business section of the 

newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL INJURIES 

• Auto 
• Workmen's Com-

pensation 
• Malpractice 
• Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 
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The advertisement shown below measures 3 x 4 " , is 

balanced, and has black print on a white background. This 

advertisement appeared in the business section of the 

newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL INJURIES 
• Auto 
• Workmen's Compensation 
• Malpractice 
• Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 
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The advertisement shown below measures 3 x 4", is 

balanced, and has white print on a black background. This 

advertisement appeared in the business section of the 

newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 

PERSONAL INJURIES 
• Auto 
• Workmen's Compensation 
• Malpractice 
• Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 
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The advertisement shown below measures 2 x 3", is 

asymmetrically balanced, and has black print on a white 

background. This advertisement appeared in the business 

section of the newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

Personal Injuries 

""a*"" 
Compensation ® 

• Malpractice 
• Product 

Liability 

Call for Appointment 

823-1056 
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The advertisement shown below measures 3 x 4", is 

asymmetrically balanced, and has black print on a white 

background. This advertisement appeared in the business 

section of the newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL 
INJURIES 

REASONABLE 
FEES 

• Auto 
• Workmen's Com-

pensation 
• Malpractice 
• Product Liability 

Call for Appointment 
823-1056 
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The advertisement shown below measures 3 x 4", is 

balanced, has black print on a white background, and 

includes a photograph of a middle-aged Caucasian male posing 

as the lawyer. This advertisement appeared in the business 

section of the newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL 
INJURIES 

• Auto 
• Workmen's Com-

pensation 
e Malpractice 
• Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 
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The advertisement shown below measures 3 x 4", is 

balanced, has black print on a white background, and 

includes a photograph of an older Caucasian male posing as 

the lawyer. This advertisement appeared in the business 

section of the newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL 
INJURIES 

• Auto 
• Workmen's Com 

pensation 
• Malpractice 
• Product Liability 

REASONABLE FEES 
v Call for Appointment 

823-1056 
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The advertisement shown below measures 3 x 4", is 

balanced, has black print on a white background, and 

includes a photograph of a middle-aged Black male posing as 

the lawyer. This advertisement appeared in the business 

section of the newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL 
INJURIES 

• Auto 
• Workmen's Com-

pensation 

• Malpractice 
e Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 
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The advertisement shown below measures 3 x 4", is 

balanced, has black print on a white background, and 

includes a photograph of a young Caucasian male posing as 

the lawyer. This advertisement appeared in the business 

section of the newspaper. 

ROBERT ADAMS 
Attorney- at Law 

Practice Limited 
to 

PERSONAL 
INJURIES 

• Auto 
• Workmen's Com-

pensation 
• Malpractice 
e Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 
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The advertisement shown below measures 3 x 4 " , is 

balanced, has black print on a white background, and 

includes a photograph of an older Black male posing as the 

lawyer. This advertisement appeared in the business section 

of the newspaper. 

ROBERT ADAMS 
Attorney at Law 

Practice Limited 
to 

PERSONAL 
INJURIES 

• Auto 
• Workmen's Com-

pensation 
e Malpractice 
• Product Liability 

REASONABLE FEES 
Call for Appointment 

823-1056 



APPENDIX E 

PANEL OF ADVERTISERS 

The following are the names and addresses of regional 

advertisers who participated in the validation of the 

instrument of the study. 

Mike Sanders 
Sanders & Associates 
6060 N. Central Expressway 
Dallas, Texas 

Louis Bill 
Advertising Associates 
3000 W. Lancaster 
Dallas, Texas 

Max Wallace 
Wallace Advertising Agency 
8700 Stemmons Freeway 
Dallas, Texas 

Ken Hagan 
Hagan Advertising Agency 
1500 W. 5th Street 
Dallas, Texas 

Judon Baumgardner 
Advertising Agency 
8035 E R L Thorton 
Dallas, Texas 

David Anderson 
Advertising Services 
806 Moore Road 
Dallas, Texas 

Eddie Barker 
Barker Associates, Inc. 
8435 N. Stemmons Freeway 
Dallas, Texas 
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Phil Price 
Price Advertising, Inc. 
8204 Elmbrook 
Dallas, Texas 

Charles Wallis 
Charles Wallis, Inc. 
1909 Campbell Court 
Dallas, Texas 

Carroll Morris 
Advertising Design studio 
4300 Alpha Road 
Dallas, Texas 
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