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RESEARCH OBJECTIVES

4

The user journey interviews described in this report are part of Legal 
Aid BC (LABC)’s multi-method Achieving Digital Equity (ADE) project. 

The objectives of the ADE user journey interviews were: 

▪ To learn about people’s strategies and goals during their search for legal 
help.

▪ To gather insights about processes of looking for legal information, and 
specifically, how participants would search for and navigate Public Legal 
Education and Information (PLEI) resources online. 

▪ To learn about what types of challenges might lead to someone having 
difficulty locating useful information or giving up their search for legal 
help.

Together with findings from other components of the ADE project, 
the insights generated through this research can be used by PLEI 
providers to inform the design and delivery of PLEI in BC. 

https://legalaid.bc.ca/about/reports/Achieving-Digital-Equity-Project


METHODOLOGY

For this study, we recruited 20 participants for a 1 hr moderated 

interview based on the goals developed with the principal consultant

▪ Participants were recruited from LABC lists, Facebook, Craigslist and 

selected intermediaries who circulated the study recruitment ads. 

▪ Interested participants were directed to an online registration form where 

they were shortlisted if they met the criteria for participant recruitment. 

▪ The shortlisted participants were then contacted directly by email or 

phone and a mutually convenient interview time was scheduled. 

▪ With participants’ consent, the interviews were recorded and transcribed.

▪ Participants were free to answer or not answer any question.

▪ Participants received an honorarium for their valuable time.
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METHODOLOGY

Each interview was comprised of three sections:

1. Digital practices and preferences, previous experiences seeking legal 

help, and awareness of legal services in BC.

2. Use of a legal problem scenario to map help-seeking goals and 

strategies.

▪ Scenarios included those on divorce, arrest and harvesting rights. Participants 

could choose the scenario that was most comfortable to them.

3. Use of the same legal problem scenario to:

▪ search for help online

▪ test out and provide feedback on one of LABC’s websites

▪ solicit suggestions for effective promotion and assistance
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DEFINING “LEGAL HELP”

▪ Although the ADE research project focuses mainly on Public Legal Education 

and Information (PLEI)*, our interviews asked participants about their 

approaches to seeking “legal help” more broadly.

▪ This broad line of questioning about “legal help” enabled us to learn how 

participants understood legal help – that is what types of help they were 

looking for, and how this impacted their approaches to finding assistance 

and resources online.

▪ As we discuss below, participants often equated legal help with “legal 

representation” or advice from a lawyer. This impacted how they searched 

for resources and information. 

▪ For instance, people often looked online for offline services – they were 

often looking for a knowledgeable person (usually a lawyer) or service who 

could assist them – either instead of, or in addition to, online resources. 

▪ In this report, we explore what these broad insights about searches for legal 

help may mean for the delivery of PLEI resources and services in BC. 

* PLEI includes: legal information, education about legal issues, and promotion or referrals to legal 

resources and services
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PARTICIPANT RECRUITMENT

▪ Predominantly people who report being Internet users

▪ People with lower income – (those whose income falls at or below Legal 

Aid BC’s general income eligibility guidelines)

▪ People with fewer years of formal education (high school or less)

▪ Maximum ½ of participants with Legal Aid services experience

▪ Live in a variety of Legal Aid geographic areas (urban, rural, and all areas 

of the province)

▪ Combination of Indigenous and non-Indigenous participants

▪ Diverse ages and gender identities

▪ Combination of desktop and mobile or tablet users

8



RECRUITMENT RESULTS

•20 In-person Moderated Interviews

• 9 Cis Women, 11 Cis Men

• Age breakdown

• 18-24: 2 participants

• 25-34: 7 participants

• 35-44: 6 participants

• 45-54: 4 participants

• 65+: 1 participant

• Regions

• Interior/East Kootenays: 3 

participants

• North: 1 participant

• Surrey/Fraser Valley: 3 

participants

• Vancouver: 6 participants

• Vancouver Island: 2 

participants

• Greater Vancouver/Sea-to-

Sky/Sunshine Coast: 5 

participants

• Used Legal Aid – 10 YES / 10 

NO

• Indigenous – 6 YES / 14 NO

• Tests conducted on:

• Desktop: 5 participants

• Phone-only: 3 participants

• Tablet: 1 participant

• Desktop/laptop: 3 participants

• Smartphone: 8 participants
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HIGHLIGHTS: KEY THEMES

Participants’ “user journeys” suggest some common themes about searches for legal 

help: 

▪ Legal issues are commonly associated with stress and/or trauma, and mental 

health issues. This creates barriers and makes emotional support important.

▪ Legal processes, concepts, and terminology are often unfamiliar. Many people may 

not know what services are available and how to find them. 

▪ People often associate legal help with lawyers, and especially legal representation, 

which leaves out advice and information.

▪ Many internet users only, or primarily, use phones to go online; some may have 

limited data, and/or limited comfort with digital tools.

▪ Many do opt to look for legal help online – almost exclusively via Google. Search 

engines (like Google) mediate access to web resources in various ways. 

▪ Online searchers are looking for trusted information about “next steps,” and often 

offline services to contact – ideally free services.

▪ Many want to speak to a person who can provide friendly, knowledgeable guidance. 

Chat, texting/messaging, phone, and in-person interactions are each valued for 

different reasons and by different users. 

▪ Difficulties with website navigation / features can complicate online searches.
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HIGHLIGHTS: IMPLICATIONS FOR PLEI IN BC

The following high-level implications flow from our findings, suggesting promising 

approaches for the design and delivery of PLEI in BC. 

Many of these approaches are already being implemented by various organizations within 

BC’s public legal sector. 

▪ Develop and promote highly visible points of entry to PLEI which are:

▪ Clearly named / branded 

▪ Accessible / low-barrier, and trauma-informed.

▪ Available via multiple channels, online and offline.

▪ Enable BC residents to seek out and access PLEI through multiple channels, and communicate 

in ways that work best for them (e.g., through web, phone, text/message, email, chat, and/or in-

person options). 

▪ Design PLEI promotion and outreach to mitigate (e.g. stress-related) barriers, and to clearly 

communicate a fuller range of legal help resources available 

▪ E.g., information, referrals, self-help or assisted digital tools / services (in addition to legal advice and legal 

representation.)

▪ Continue offline and online promotion, including digital marketing.

▪ Focus on and address search issues, such as those in the Google ‘grey area.’

▪ Continue to implement best practices in user-centred, accessible web design. 

▪ Pursue an integrated approach that supports help-seekers to locate PLEI resources and move 

through help-seeking stages in the way that works best for them. 
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DIGITAL PRACTICES AND 

PREFERENCES

• We asked participants about their digital practice 

and preferences. 

• We wanted to understand some of the ways 

participants want to connect with others, and by 

extension, PLEI resources and services.
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DIGITAL PRACTICES AND PREFERENCES

Participants use different devices for different purposes – e.g., 

phone for convenience, portability, and when away from home. 

Computers or tablets were preferred for certain types of tasks.

▪ “If I’m… on the run… then I'll use my phone. I prefer to do messaging and 

stuff with my computer because it's easier to type on a computer than it is 

on a cell phone”

▪ “If I'm reading a document, or things like that, I would prefer to read it on 

my iPad. It’s bigger.”
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DIGITAL PRACTICES AND PREFERENCES

Overall, smartphone is used frequently - in some cases, because not 

all participants can afford a desktop or laptop.

▪ “[I use] my phone a lot more. And especially these days to do everything. 

It's portable. It just makes a lot more sense.” 

▪ “Are there any disadvantages of using your phone to access the internet?” 

“Yeah, the biggest disadvantage. The size.”

▪ “I do have access to a desktop through the library, but recently it's just 

been mostly on my phone. That's why I'm just hoping to get more work… 

so that I can afford a laptop again.”
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DIGITAL PRACTICES AND PREFERENCES 

Internet is costly (averaging $75/month) but was considered a 

necessary / critical cost. Some described having limited data.

Internet was key in alleviating isolation, for entertainment, and for 

job searches. Some stretched themselves financially to stay online.

▪ “I think it's six or seven gigs of high speed [as a monthly cap]. So, [if] you 

don't have things running in the background, it's not too bad.”

▪ “If we didn't have Internet, we would be completely isolated from the 

world.”

▪ “Sometimes during COVID, [one needs to think about] what's more 

important, food on the table or internet… I don't have a lot of resources, 

but internet … has been, probably, one of the most beneficial... I can find 

ads for work.”
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DIGITAL PRACTICES AND PREFERENCES

Many prefer texting. It’s convenient and allows people to respond at 

their own time and pace. Messaging apps are also popular.

A few participants preferred phone calls.

▪ “Most people, I just text, to be honest with you. Because we all work 

different schedules. This way we're not disruptive to each other. And 

people are busy… they answer when they have time.”

▪ “Texting is probably [best]. Then: calling. Because [text] is the most direct. 

[People can respond] when they get a chance.”

▪ “I prefer to call people but use texting and Facebook messenger a lot. And 

WhatsApp as well.”
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DIGITAL PRACTICES AND PREFERENCES 

Facebook Messenger is popular – many described it as the second 

“go to.” Participants liked that Messenger could be used even 

outside of cell range, as long as they were connected to Wi-Fi.

▪ “What are the advantages of Facebook Messenger over text?”

“I like the fact that you can see if they read it or not. You can see when 

they're online. And not everybody has a cell phone anymore.”

▪ “For my friends and family, it's usually on Facebook messenger, but for 

anything else, I usually use email. Everybody's on Facebook.”

The ubiquity of Facebook is a driver of its use. 
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DIGITAL PRACTICES AND PREFERENCES 

Privacy is a concern, but not enough to stop using Facebook.

While using Facebook, participants used different privacy practices for 

different types of personal information. 

▪ “I don’t … understand enough about what people can see and who is seeing 

it. So, yah, I do worry about what I say and who I'm saying it to. I would prefer 

not to say too much on [Facebook].”

▪ “I think Facebook's honestly selling our data. But I feel like the ads that they 

tailored towards me, they're pretty useful.”

▪ “I do [worry]. And I don't. I'm concerned for banking information and all of 

that, but a lot of the privacy thing is … I kind of live a boring life… so there's 

nothing for them to find in that respect.”

Facebook’s popularity presents both opportunities and challenges for PLEI.
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EXPERIENCES WITH LEGAL HELP, 

AND AWARENESS OF LEGAL 

RESOURCES AND SERVICES

• We asked participants about any previous 

experiences looking for legal help in BC, and about 

the blocks or barriers they encountered. 

• We also asked participants what they knew about 

the kinds of legal help available in BC. 
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EXPERIENCES ACCESSING LEGAL HELP

Participants had mixed experiences accessing legal help. Positive 

experiences often related to friendly, step-by-step help.

Negative experiences often related to unresponsiveness or 

communication lapses.

▪ “The person I talked to gave me a list of really easy ways to get started. So 

basically, he gave me a step sheet, like: ‘step one, do this,’ ‘step two, do 

this.’”

▪ “It was almost like [my concern] was just forgotten. … It didn't feel 

personal, but it hurt; it was just frustrating. I think the nature of the whole 

thing made it more stressful.”

▪ “I just remember running in a circle with them trying to phone and being 

always told… it really came to a point where I just wanted to give up.”
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EXPERIENCES ACCESSING LEGAL HELP

Legal issues were accompanied by stress and high emotions. 

People struggled to reach out and make the initial call for help.

▪ “I do think the human interaction is vital in a lot of cases, especially when 

we're in the age of mental health issues being so prevalent, and these are 

stressful situations.”

▪ “I was in a really bad spot. So, it took me a couple of weeks to call them.”
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EXPERIENCES ACCESSING LEGAL HELP

The stress of legal issues meant people needed a compassionate 

response and emotional support. One participant noted that an 

intermediary* (a community worker) was key in providing support.

▪ “… one [service provider] that I spoke to… just didn't have time for me. I'm 

left feeling a little worse than I was in the first place. Where if I'm talking to 

someone that's engaged, that's going to answer the extra questions, it just 

makes it feel more comfortable.”

▪ “It felt like another phone call that you just have to be on…emotionless.”

▪ “And so [a community worker] actually called Legal Aid for me. We had a 

conference call. And so she liaised the call for me because I was in a 

really bad place. And so, yeah, she is the one who got me through, who 

helped me. Oh, she was amazing.”

*Intermediaries are trusted community contacts (like service providers, community workers, 

advocates, Elders, volunteers, and helping professionals) who can help people access legal help.
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EXPERIENCES ACCESSING LEGAL HELP

Many also needed help in navigating legal processes / legal systems 

– especially in complex and stressful situations.

▪ “Looking at legal information [online]… I don't find it's really easy to look 

up. One thing that I kind of know about court is that it's highly based off of 

precedents and technical terms that I just don't quite know. And the more 

I look into that kind of stuff, the more questions I have and more 

confusing it gets. So I've kept it fairly simple with the types of questions I 

ask of people who do know stuff… [I’ve relied on] … services or [reception 

staff]… pointing me in the right direction.”

▪ “There were a lot of other issues that I needed help with and still need 

help with … in terms of … my things, my property being damaged;… all of 

the emotional stress of being homeless; and all of those things. I need 

help with them, but I feel powerless…”
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EXPERIENCES ACCESSING LEGAL HELP

Participants expressed uncertainty about what services were 

available to them.

COVID-19 closures created further confusion.

▪ “I found… out [about] … paths you can take if you’re Indigenous. But if 

you’re [not Indigenous], there's nothing for… battered women. The only 

option legally, for me, was Legal Aid, that I knew of, or that I still know.”

▪ “[It was hard to know] when [services] are open … [with] all the closures 

and stuff. You never know what's open, so nobody really wants to go 

anywhere.”
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AWARENESS OF LEGAL RESOURCES & SERVICES

People often associate legal help (and Legal Aid BC) with representation 

by a lawyer; they were less aware of other services, like PLEI.

While most understood “representation,” the difference between legal 

“information,” and “advice” was not obvious for many. (This could also 

make searches confusing, as outlined below.) 

▪ “I'm not very well-spoken. I don't like public speaking in public, so to have 

a legal representative speak in court for me… would be probably the 

deciding factor [in terms of] whether I would go to jail or not.”

▪ “… I … asked what Legal Aid is for. What [someone] told me: ‘they give you 

a lawyer, if you can't afford a lawyer’ is what they said to me.”

▪ “I guess advice is … the people who will potentially assign you to a 

lawyer… or just people who don't ask about your specific situation. They 

just tell you the general information ... And representation, I assume that 

means lawyer.”
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APPROACHES TO SEEKING LEGAL 

HELP

• We presented participants with three scenarios and 

asked them to choose one. 

• We asked them to explain what they would do first, 

and what they would do next. We documented their 

thinking with them, using a visual flowchart. We 

wanted to understand participants’ approach and 

mindset as they approached the scenario.

• We also asked what works well or doesn’t work when 

accessing legal help.
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WHAT SCENARIO DID PARTICIPANTS CHOOSE?

A) Family Law scenario – 8 participants chose

A close family member, maybe a sibling or a cousin, has just told you that they are 

going to get divorced from their spouse. They have two children under 5. You know 

they suffer from depression and they are going to need help going through the 

process of getting a divorce.

B) Eligibility scenario – 9 participants chose

A close family member, maybe a sibling or a cousin, has just told you that they have 

been arrested. They make $45,000 a year and you think, but are not sure, that they 

are eligible for legal aid. What would you do to help?

C) Indigenous harvesting scenario  – 1 participant chose

A close family member, maybe a sibling or a cousin, has just told you that they have 

been arrested for shooting a moose on their traditional territory. You have heard 

there is such a thing as harvesting rights for Aboriginal people. What would you do to 

help?

•About 40% of participants managed to find the information for their 

scenario.
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LEGAL HELP-SEEKING SCENARIOS

In response to the legal scenarios, participants often said they would use Google to 

find information about what were the “first” or next steps.

People were often looking for legal help in the form of a lawyer or legal service. 
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LEGAL HELP-SEEKING SCENARIOS 

People also used online searches to search for familiar and trusted, 

organizations who could provide legal services and/or support. 

Those seeking help for an Indigenous relative often looked for services or 

organizations that specifically served Indigenous people.

Participants often searched online for offline resources (like phone numbers).
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LEGAL HELP-SEEKING SCENARIOS

Those with Legal Aid experience thought to contact Legal Aid for help.

Some were quite aware of the need to provide emotional or mental health support.
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LEGAL HELP-SEEKING SCENARIOS 

This participant would: listen and provide support; Google for trusted, detailed 

information about process; look for contact information; tailor their help based on 

the person’s needs and capabilities; and try to access free legal advice.
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APPROACHES TO SEEKING LEGAL HELP

Participants had mixed approaches to legal help-seeking – favouring

a variety of digital, phone-based, and in-person approaches. 

▪ “… on Google... If I don't really find it on the first page, then I'll just start 

making calls and asking questions – random [phone] numbers that I find 

that might be able to point me in the right direction.”

▪ “I would apply online.”

“What if applying online was not available?”

“I guess I would prefer in person, but that that's only narrowly edging out 

online. Online, I know it would save me time. I also feel [that] going and 

talking to a person saves me time, because then I'm getting more 

information immediately.”

33



IN
S

IG
H

T
Q

U
O

T
E

S
APPROACHES TO SEEKING LEGAL HELP

Many participants were comfortable going online to seek legal help 

or information; some found this faster and more convenient.

Others described difficulties navigating legal information online.

▪ “90% of the resources I need I generally find online. I find you have access 

to more information a lot quicker. And with how busy life is, I personally 

don't find the library very effective just because it's kind of out of the way. 

It's hard to get to.”

▪ “I'm pretty independent in terms of… finding information for myself.”

▪ “Looking through all the information on the Canadian website, it is difficult 

to navigate through this. [There are] a lot of rules and regulations that… if I 

didn't spend a few days looking at [all the information], it would have been 

a lot more difficult to go through that paperwork, go through that process.”
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APPROACHES TO SEEKING LEGAL HELP

Likely because our interview participants self-identified as internet users, 

internet and computer access was not often mentioned as a barrier to legal 

help-seeking.

Participants’ confidence with computers was high – averaging 3.9 out of 5. 

At the same time, many found using Zoom difficult in our interviews. 

▪ “The computer, the internet… will become more relevant because of the 

pandemic… [But] there's a lot of people, myself included, that aren't comfortable 

enough. Like just even today, trying to get onto Zoom, I just go into a panic when I 

can't access what I want to access. I think … something needs to be put in place so 

that people can feel more comfortable using the internet… and then they would use 

it more.”

It may be that people are comfortable doing their usual activities online but 

feel less confidence with new or unfamiliar tasks (in this case, Zoom), 

especially if they are feeling stress.
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APPROACHES TO SEEKING LEGAL HELP

Many participants valued speaking to a person who could provide 

knowledgeable, immediate, and personalized guidance. 

This helped clarify confusing or complex legal information.

▪ “If I have a question, or I'm trying to understand something, and I'm not… 

getting the answers that I'm looking for, then I can re-word the question… 

over the phone a lot easier than I can look it up… A two-minute 

conversation… [can drag out] over five hours when you text someone 

versus when you call them… [And] most things that you read… they'll try to 

cover the generic situation that applies to most people. And there could be 

a good chance that you're reading a lot of stuff that doesn't apply to you. 

Or you're constantly reading the same thing over, trying to find what you're 

looking for. And that to me is kind of frustrating.”

▪ “Honestly, I read [websites], but I usually like to have an actual human 

being to confirm it on a phone call.”
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APPROACHES TO SEEKING LEGAL HELP

Speaking to a person (versus reading information or texting) was 

also valued for purposes of emotional support.

▪ “I still try to make the phone calls. I like hearing a person's voice, getting 

to talk to someone, especially when it's an intimate issue like this, when 

it's my family and it’s… family law, there's a lot of personal information that 

I'm giving.”

▪ “It's a vulnerable time for a lot of people who need a little bit of 

connection… that's why talking to a person [helps]. You're getting to the 

bottom of an issue, but you're also getting some feedback… whether 

subconscious or not.”

▪ “I think that chatting [by text] with someone, the words are there, but the 

feeling on the phone is a richer medium… you can hear the nuance in 

their voice…it’s important to hear that so that [I] feel acknowledged.”
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APPROACHES TO SEEKING LEGAL HELP

Some participants specifically preferred to speak to a legal helper 

in-person (instead of by phone, text, or video). 

▪ “I just don't think that point would have been communicated as well over 

the video call as in person…. You basically express your emotions better 

and you communicate better [in person], I suppose.”

▪ “You can pretty much meet with who you need to, over stuff like Zoom and 

such, and have those conversations – discussion, advice. But I think there 

are… some things, [some] specific words… – like in my case, where [if we 

hadn’t met in person,] I wouldn't have understood the point that they were 

trying to make to me, which made a big difference in the whole event.”
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SEARCHING FOR LEGAL HELP 

ONLINE

• In this section, we asked participants to continue 

their online search, but to actually do so in a 

browser. 

• They would continue with their chosen scenario.
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WHAT TERMS DID PARTICIPANTS USE INITIALLY IN THE ONLINE SEARCH?

Divorce Scenario Arrest/Eligibility Scenario Harvesting Rights Scenario

• Legal Aid BC 

• Legal Aid BC 

• BC divorce law

• Abby's Dad or Legal Aid

• BC divorce

• divorce British Columbia

• Family lawyer or Legal Aid

• Free legal advice counsel

• family law BC

• BC Legal Aid

• If family member is native: First 

Nations Courtworker Vancouver; 

if family member is not native: 

Legal Aid Vancouver.

• Legal Aid income eligibility

• who is eligible for Legal Aid

• Legal Aid Society in British 

Columbia income

• Legal Aid BC

• wildlife rules, then Legal Aid

• Participants often knew to search with jurisdiction: “BC”, “Vancouver”

• The term “family law” was known to many participants

• The term “Legal Aid BC” was the most common search, indicating 

awareness of legal aid services. However, given that the interviewer had 

expressly been identified as working for Legal Aid, this could have have 

impacted the search.

• Familiar organizations that specifically serve Indigenous people were 

sought by at least one searcher.

40



IN
S

IG
H

T
Q

U
O

T
E

S
SEARCHING FOR LEGAL HELP ONLINE

The majority of participants used Google, but Bing, Yahoo, and 

DuckDuckGo were also used. (Current worldwide market share of 

search engines is Google 86%, Bing 7%, Yahoo 3%1, Duck 0.63%2.)

▪ “I obviously go to Dr. Google for a lot of it… I'll Google, just do a Google search of 

what it is I want.”

▪ “[I’d] probably just Google it because… if I can find the answer there, then that's the 

most hassle-free method…. I don't talk to anyone about it. … In some cases… 

having to explain the whole situation’s kind of awkward… just Googling a simple 

question is faster than having to call someone. So, if it can be done that way, then 

that's preferable.”

▪ “I think I did just Google lawyers because I'm in panic mode. Right? So I Googled 

lawyers first, hit the person that comes up, and then I started weighing my options 

after I got some information. And then I landed on Legal Aid.”

1 https://www.statista.com/statistics/216573/worldwide-market-share-of-search-engines/
2 https://www.statista.com/statistics/1220046/duckduckgo-search-engine-market-share-by-region/
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SEARCHING FOR LEGAL HELP ONLINE

Searching for “legal aid” was complicated by issues with search 

engine features: 

1) Google’s mapped results and associated categories in “Google 

My Business” and 

2) The different ways in which Legal Aid offices appear in search 

results (as Legal Aid / Legal Services Society / Parents Legal 

Centre)

▪ [Reading the categories:] “One of them says ‘legal services’ and the 

second one says ‘legal services’ and the third one says “general practice 

attorney.” … Well, I think one is certainly Legal Aid BC. It’s probably legal 

services – more service sector. Another one might be an information 

sector, and [the third] one … sounded like law.” 
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SEARCHING FOR LEGAL HELP ONLINE

Participant finds 

the different 

categories 

confusing. 



SEARCHING FOR LEGAL HELP ONLINE

Participant found an on-

topic resource, but didn’t 

know if it was from a 

trusted service provider.



SEARCHING FOR LEGAL HELP ONLINE

Additional difficulties with search engines:  

3) The search engine feature “People also ask” is not well 

understood and does not always provide relevant or accurate 

information.

“People also ask” boxes are a dynamic Search Engine Results page 

feature, containing sets of questions related to the original search 

query. Google and other search engines (e.g., Bing, Yahoo) use this 

feature.

▪ Participants were unsure about how “People also ask” works.

▪ They guessed it may be based on their search history.

▪ They guessed it likely offered correct / helpful information.

▪ Participants did not often focus on jurisdiction when it came to this 

feature.
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Participant used “PEOPLE 

ALSO ASK”, but the feature 

shows the incorrect 

jurisdiction.



SEARCHING FOR LEGAL HELP ONLINE

Participant added 

jurisdiction after 

noticing incorrect 

jurisdiction



SEARCHING FOR LEGAL HELP ONLINE

Additional difficulties with search engine features:  

4) Google business listings also include a “Questions and answers” 

feature. Many questions are unanswered and/or include incorrect 

information. 
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SEARCHING FOR LEGAL HELP ONLINE

Legal concepts and terminology could also complicate searching. 

For example:

▪ Lack of familiarity with legal terms like “harvesting rights.”

▪ One participant searched for “wildlife” hoping to find information about a Wildlife 

Act (legislation). But the information generated was unhelpful. 

▪ Lack of familiarity with the legal meanings of “advice” versus 

“representation” 
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Participant does not 

recognize these legal 

terms as different.



SEARCHING FOR LEGAL HELP ONLINE

Participants shared various reasons for deciding to click on a 

specific site or link: 

▪ Does it have a familiar and/or trusted name (e.g. “Legal Aid”) in the title

▪ Is the location of the service near them? 

▪ Is it an ad? 

▪ Does it have positive reviews? 
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Participants were aware that online search results included ads. 

Most said they usually skip or avoid ads. 

However, device type / font size could make ads difficult to identify. 

▪ “I can see how someone might get confused by that… Because I presume 

these … ads at the top are not actually Legal Aid. They are the privately 

owned places, or like, you hire a lawyer…. I would not click on it, but 

maybe if I didn't have the exact prior knowledge, I might have clicked on it 

and I might have been confused for a while.”
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Participants noticed and responded to Google’s review feature. 

Reviews in Google stood out as a key arbiter of decision-making 

about which links to click or sites to trust. 

Participants also noticed testimonials on websites, or on Facebook.

▪ “I base a lot on reviews... It's not the final decision, but it matters.”

▪ “Sometimes on websites I'll look at reviews and then I'll go on to [a] 

Facebook… group and I'll ask people “[if] you've had dealings with this or 

that? And what was your outcome? Was it legit? Was it worth it?”

▪ “I often look at the reviews….most sites will have a review section of 

people who've used that site, whether it was helpful… Other people's 

opinion of that site is a big influence.”
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In addition to using reviews, participants shared various strategies 

for finding accurate legal information. 

They chose sites by familiar/trusted organizations, or governments. 

▪ They looked for government names and logos, or “gov” in the URL

▪ “Generally, we've got information underneath, like… down here, it says 

who they represent… it has, you know, a lot of transparency. It's easy to 

contact. I'll check out the disclaimer and privacy. If I have any doubts, 

you’ve got the Law Foundation seal at the bottom… those are reputable 

agencies”

▪ “I like to see an official banner, so that could be from a provincial 

government or from a well-known organization. I see if the source is 

credible first before I really make any firm to decisions on it. And I also 

read it carefully.” 
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Some also reviewed, tested, and compared information on many 

sites, and looked for repeated references to a trusted site.

▪ “I'm trying to look for the websites that are known, as opposed to just 

opinion pieces… To me, they're well-known if I [can] check them out, to see 

if it's accurate or not. Then you ask the question, is this true? Or can I do 

this or… that, and see what response has come up?... Some of it is kind of 

[about] instincts. But you know that the government… pages are going to 

be accurate and then you can… start from there.”

▪ “I don't just look at one site. I read many, many sites and the one that 

seems to be repeated, I tend to believe more.”

Others used “trust marker” features of security software such as 

McAfee or Norton.
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Some of the strategies used for assessing a website’s credibility 

were less effective.

▪ E.g., Judging based on the look or design of the site, looking for sponsor 

logos, use of SSL, or copyright year.

▪ “I guess part of it depends on how official the website looks.”

▪ “I'll first look at the banner, look at the logos, [see] if it seems kind of 

amateur? … look at the logo, see if it's professionally designed and see if 

the website is appealing to the eye.” 
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site’s “flashiness” 
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government website. 

Their impression was 

that government 

websites are boring.



USING DIGITAL LEGAL RESOURCES

• In this section, we continued the scenario to reach a 
relevant digital legal resource. If the participant had not 
found an LABC website, we directed them to it. 

• We were interested to hear how participants perceived 
various sites, and how they used these to answer their 
questions. 

• Websites targeted by scenario:

▪ Scenario 1 would find answers on the Family Law site

▪ Scenario 2 was for the LABC main site

▪ Scenario 3 was for the Aboriginal Legal Aid site

• Finally, we asked participants whether they thought chat 
features on websites were helpful.
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Some website features stood out as important for participants: 

1. Participants looked for sites that were visually accessible and 

appeared trustworthy. 

2. Some participants valued up-front access to phone-based help.

▪ “I don't see any typos… The layout of their website is… pretty solid… It's 

not scattered, and I can read it. It's not too bulked up…”

▪ “I didn't want to look at websites. I just wanted to make a phone call and 

talk to someone. And I think that's probably what I like about that website, 

is that it kind of gets you to that option right away.”
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Participants liked this 

site’s clean design and 

up-front access to 

phone-based help. 



USING DIGITAL LEGAL RESOURCES

Various factors resulted in challenges navigating sites, and locating 

relevant information: 

1. The same page that displayed well on a desktop appeared overwhelming 

on a phone / with larger font.

2. The purpose of some features (a texting number and an email share 

link) were not always obvious to participants.
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Font size can shift 

users’ response. This 

participant felt 

overwhelmed.



USING DIGITAL LEGAL RESOURCES

Participant was 

looking for phone 

number to call.

But this highlighted 

number was not for 

calling.



USING DIGITAL LEGAL RESOURCES

The purpose of 

this email share 

link was not clear 

to the participant.



USING DIGITAL LEGAL RESOURCES

More factors that resulted in challenges navigating sites, and 

locating relevant information: 

3. A chart with relevant information was difficult to find (at the very bottom 

of a site). Many would scroll down the page, but not all the way to the 

bottom.

4. Legal terminology also played a role: acronyms were not understood.

5. Participants noted that website search features are often ineffective.  
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While those directly 

impacted by CFCSA 

issues will likely 

know this term, other 

users can feel 

alienated by 

unfamiliar acronyms. 
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Ineffective website search tools were seen as a widespread problem.

One participant described how he generally lacked trust in website 

search features:

▪ “Usually [website search features are] not as good as Google, so basically, 

whenever I use the search [feature], I have to be pretty specific to get a 

response... I think the person that makes the website doesn't really 

include all this stuff properly into the search algorithm. It doesn't even 

come up properly. Even though I search it properly. So that's why I've kind 

of lost faith in website search.”
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Chat features: While some expressed uncertainty or concern about 

privacy, live chat features on websites were generally seen as useful. 

▪ “At first, I'm thinking that's not a great idea. But … if it's a time sensitive 

issue, and someone needs to get that ball rolling, then maybe having that up 

there would be handy.”

▪ “That’s come up and I’ve been curious. So… I click the ‘chat with us’ box, and 

90% of the time, [chatting] has a much faster response time. I enjoy those.”

▪ “I don't really like using the chat box because I don't know who's on the other 

end, I don't know if that actually legitimately is part of that website or not. 

But… I will sometimes ask the generic-type questions on there.”

▪ “Always, if I can go on a chat online, as opposed to [being] on hold, on the 

phone, I'll go online.”
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Chat features were often seen as efficient and convenient –

especially compared with waiting ‘on hold’ on the phone. 

▪ “When chatting, you can multitask at the same time, and then the other 

person can do the thing… They'll provide you the information once they 

have it. [You can] minimize the chat, and then you'll get a little 

notification… I find it very efficient. Whereas when you’re queued [on a 

phone]… I find it more time consuming.”

▪ “Those are great. It keeps me off the phone. It helps keep information 

clear for myself. I can type it all out as quickly as I can, or I can take my 

time, but at least this way, someone will reply to me. Then I know 

someone's on the other end, or at least the [chat]bot will look at my 

information and help me determine what's the best course of action to 

quickly access people with knowledge.”
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Chat-based help was also thought to be good for youth. 

Chatting was associated with neutral / non-judgmental interactions, 

and less pressure to respond immediately. 

▪ “There’s no anxiety to [chatting]… I think that's the biggest thing is that 

when that [legal] scenario happens, where someone feels judged, they're 

not exactly in a good mindset. And so just knowing that [the person on the 

chat is] not going to judge you for your situation, the only thing they can do 

is help you. I think that would really push it for sure.”

▪ “They’re [chatting or messaging] because they can put this ‘protective 

shield’ right above themselves so that they can feel safe because they 

don't have to answer right away.”
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Participants valued chatting with a person. But many feel chatbot 

technology is “painful” – insufficiently advanced and thus unhelpful. 

▪ “If you're dealing with a person… they can usually pick up a little bit more 

of the innuendo… in… what you're asking... And [Artificial Intelligence] 

doesn't have that.”

▪ “Sometimes the question you're trying to ask, it isn't in the options 

available. So, you've got to keep going through them. And half the time 

they're redirecting you [to] something that's way off from where you 

started. And then trying to talk to the bot, [it]'ll be like, ‘please rephrase…’ 

or ‘use less words’ and… they still don’t understand… it’s irritating.”

▪ “[When] it’s a robot,… I know I'm not going to get my answers right away. 

I'd rather just search for myself rather than [ask] the robot… If there was a 

person, I'll use [the chat]….literally the only reason is just speed.”
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• We asked participants for suggestions about 

advertising and promotion of PLEI resources.
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Participants identified online ads and social media as the primary 

place to advertise – especially Facebook.

▪ “Online…Make sure it shows up when people search stuff, just make sure 

it stays… closer to the top.”

▪ “To me and my friends, that would be social media marketing – Facebook 

and Instagram. I click on a lot of links… on Instagram marketing and 

Facebook marketing, more so than I ever would [with] a television ad… 

The call to action through social media, for me, is high.”

▪ “Facebook advertising, like it or not, gets seen out there. And especially 

when you're talking more [about] the older group. So [I suggest] well-

placed ads there.”
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Other ideas were TV, Skytrain/transit, and public/outdoor ads.

One participant recommended in-game ads.

▪ “I've been seeing… TV ads, and if you have the right ad, it will stick out. I 

liked the current ICBC ads: husband and wife sit… there [talking about 

ICBC]… They're realistic, you know? They're not flamboyant, ‘in your face’ 

type-of things. It's just something to get you thinking.”

▪ “So Skytrains, for sure. I think a lot of young people going to and from 

school, to and from work, they see this. I used to see them in subways all 

the time, ‘free immigration service’ or ‘free legal aid.’ Definitely a poster in 

public places where people go, supermarkets too.”

▪ “Play store games, like Candy Crush… in order to get a bonus or next level 

quite often they'll play an ad… [a] 30 second ad. I watch a lot of ads in 

between games.” 
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We wanted to learn whether promotional print materials (like 

pamphlets placed in community spaces) were effective for helping 

people find digital legal resources. Reponses were mixed: 

“Do you use pamphlets in searches for help?”:   Yes (7) No (5) 

▪ “I glance at them. These types of pamphlets I actually do have a look at, 

and I'm very curious… but I'm not… the one to always pick them up.”

▪ I have seen them in the health unit up near the hospital. I've seen them 

where… you relicense your vehicle. They have all sorts of little pamphlets 

there. So yes, I have occasionally picked one up… I read it, talked to my 

husband about it, and then I threw it out.”

▪ “I try to avoid paper just because I’ve ended up with a clutter of it.” 

▪ I've never even really seen one for… legal issues…I can't think of any place 

where I've actually seen them.”
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For some, pamphlets provide a helpful orientation to the ‘landscape’ of a 

legal issue; they help people to learn legal terms and concepts.

This was especially important for framing questions and search terms 

effectively. 

▪ “I find it to be quite helpful for the most part, because it gives you a general idea of 

where to go, how to start… if I’m at the courthouse, and … I see something [that] 

pertains to why I'm there… and I'm confused. I'll take it and I'll read it just so I have 

a starting point.”

▪ “Brochures or pamphlets are a great way to get the initial information - so you can 

learn what questions to ask.”

▪ “I probably go more [to] Google than [a] pamphlet, but the pamphlets will give me 

maybe a different way of thinking. Because [with] Google… you have to know what 

you want to ask…. If you don't ask the right questions, you won't get the right 

answers. So, the pamphlet can be very handy…”
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USER-CENTRED DESIGN

In general, design and delivery of PLEI should seek to meet potential service users 

“where they are.” 

This means designing resources with an awareness that intended audiences may be: 

▪ Impacted by stress, trauma and/or mental health difficulties.

▪ Unfamiliar with the landscape of legal systems, processes, and terminology; and 

relevant laws or ministries.

▪ Unfamiliar with the full range of PLEI or public legal resources and services that 

are available. (Many may think of representation or advice from a lawyer as the 

primary / only type of legal help available.)

▪ People with varying levels of digital technology access and comfort.

These themes highlight the importance of continuing to develop and promote highly 

visible points of entry to PLEI resources and services which are:

▪ Clearly named / branded 

▪ Accessible / low-barrier, anti-oppressive, and trauma-informed.

▪ Available via multiple channels, online and offline.
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USER-CENTRED DESIGN

The effectiveness of PLEI resources is very contingent on what people are trying to 

locate or understand. 

User-centred design of both promotional materials and PLEI resources could consider 

that legal help-seekers are often looking for: 

▪ Contact information for ‘offline’ services.

▪ Initial, personal guidance from a knowledgeable legal ‘navigator’ who can help 

clarify legal processes, options, and identify ‘next steps.’ 

▪ ‘Human’ interactions with service providers who are empathetic, non-

judgemental, reassuring, and responsive. (Trauma-informed and anti-oppressive 

services.)

▪ Materials that can help them understand the ‘legal landscape’ and figure out 

what questions to ask.

▪ Credible, clearly relevant (topic-based) information about legal processes and 

‘next steps.’
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ENABLE PLEI ACCESS VIA MULTIPLE CHANNELS
Seek to provide highly visible points of entry to PLEI resources and services via 

multiple offline and online channels:

Wherever possible, enhance access to local in-person service locations that are 

clearly branded / named.

Develop a digital channel strategy that enables people seek out legal help, and 

communicate in ways that work best for them. Some considerations:

▪ Texting is a powerful way to communicate with people. PLEI providers could 

implement texting options for initial legal help inquiries, and/or for ongoing 

communication (if applicable). 

▪ For example, the BETA texting program that the province uses.

▪ Facebook Messenger is a ubiquitous platform which is familiar and accessible for 

many. However, it is also an external platform (beyond the control of PLEI 

providers), and entails considerable privacy concerns. 

▪ Each PLEI provider will need to assess the potential risks and benefits of this platform (and 

similar platforms) as a prospective channel for access to PLEI resources and services.

▪ Chat features are often helpful – particularly when attached to live human help.

▪ Chatbots may also be useful if users can escalate to human help in obvious ways.
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ENABLE PLEI ACCESS VIA MULTIPLE CHANNELS

An additional element of a digital channel strategy could include:

▪ A unified email response system to handle requests (rather than individual staff 

people.) 

▪ This approach may help to avoid potential for communication lapses, or experiences 

where help-seekers feel “forgotten.” (For example, where a person is attempting to 

communicate with a staff member who is on vacation.)

▪ There are many helpdesk type solutions that can collect, triage and assign incoming 

emails.

▪ Many of these solutions are able to also incorporate multiple channels such as Facebook 

Messenger, Instagram DMS, and Twitter.

▪ A valuable component of such a system would be to set clear expectations regarding next 

steps and timelines (when to expect a response), and how to follow-up if needed. 
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PLEI PROMOTION AND OUTREACH

PLEI promotion / outreach materials and activities can be designed with these same 

help-seeking needs in mind.

Promotion and outreach strategies could prioritize reducing emotional and stress-

related barriers to reaching out for legal help. Promotion and outreach could:

▪ foreground easy ways to speak for free with a non-judgemental, empathetic 

person who can provide trusted legal information and referrals.

▪ advertise multiple channels for accessing this help or guidance, including: text or 

messaging, phone, web chat, and in-person office locations. 

Promotion and outreach strategies could focus on clearly communicating the many 

types of legal help available – including PLEI resources and services. 

▪ Depending on each PLEI providers’ services, this could mean emphasizing a fuller 

range of services beyond legal representation and advice from a lawyer –

especially PLEI information; referrals; digital PLEI tools and services; or one-to-one 

assistance navigating legal resources, legal processes, and options.
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Digital marketing strategies are key for promoting access to PLEI. 

▪ Participants often suggested social media and Google as key online spaces in 

which to promote PLEI resources and services. However, each type of digital 

marketing strategy will need to be tested and evaluated by PLEI providers in 

relation to their service context and audiences. 

▪ For example, use of website analytics can help PLEI providers to know whether a 

given online ad leads to a user’s sustained engagement with a PLEI site, or just a 

“bounce” (very brief visit and departure).

Based on participant suggestions, key digital strategies to be tested and evaluated 

could include: 

▪ Create a digital marketing campaign to target a larger understanding of the range 

of available legal services.

▪ Advertise PLEI resources and services on Google search. 

▪ Use Facebook to target a rotating group of specific audience “segments” based 

on service user demographics
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PLEI PROMOTION AND OUTREACH

Additional digital marketing strategies to test and evaluate could include: 

▪ Create social media ‘shareables.’ Intermediary organizations can then post and 

share these, to support their community audiences in finding relevant legal 

services.

▪ Online games (along with dating apps) are one of the few online activities 

undertaken more frequently by people with fewer years of formal education.1

Investigate placing ads in phone and online games. Key game categories include:

▪ Casual: Designed for a mass audience, featuring frequent, shorter sessions. Examples: 

Wordscapes and Solitaire.

▪ Hyper-casual: Lightweight, simple, instantly playable via short sessions; often featuring 2D 

or retro graphics. Examples: Helix Jump, Sandwich!, and Icing on the Cake. They often rely 

on advertising to generate revenue.

1  According to Statistics Canada’s 2018 Canadian Internet Use Survey
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PLEI PROMOTION AND OUTREACH

Brief promotional print materials such as pamphlets appear to be important because 

they can help to frame legal issues and provide relevant vocabulary.

▪ Given that COVID-19 has limited visits to libraries, there may be value in 

expanding the distribution of promotional pamphlets to new locales, such as 

supermarkets. 

▪ Explore whether there is an effective digital way to achieve the function and 

benefits of pamphlets – that is, to address people’s need for high level framing / 

orientation to legal topics and landscapes.  

▪ This likely entails challenges, given there are already many introductory pages to various 

topics online. 

However, pamphlets appear limited in their impact on younger audiences.

▪ Our interviews suggest that most younger folks are not picking up pamphlets, but 

are instead going straight to search engines (especially Google.) 
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FOCUS ON THE GOOGLE ‘GREY AREA’

Search engines – especially Google – have become a critical mediating “middle step” 

that come in between a searcher and PLEI content on legal help websites or digital tools. 

▪ The Google ‘grey area’ includes expanded local maps; and the “People also ask,” 

“Reviews,” and “Questions and answers” features.

▪ PLEI providers have limited control over search engine tools, yet incorrect or 

confusing information that emerges via these (or other) features can prevent 

searchers from finding websites and digital legal resources.

This ‘grey area’ needs significant attention via a search engine optimization (SEO) 

strategy.

Search Term PLEI 
resources

GOOGLE

Grey Area

Google and other search engines are the “glue” 

between these. Search engines now take a more 

active role in mediating the experience.
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GOOGLE GREY AREA: SEO

Search Engine Optimization (SEO) is a vital aspect of assisting potential service users 

in locating PLEI resources. 

▪ Search Engine Optimization strategies are a variety of web design techniques that 

help to increase the quantity and quality of website traffic from search engines 

(such as Google.)

▪ For a useful introduction to SEO, see: 

https://searchengineland.com/guide/what-is-seo

▪ https://moz.com/learn/seo/what-is-seo

▪ For instance, one SEO strategy includes the development of Google cards/menus 

that break out the various services offered by a given organization (as in the 

image below).
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GOOGLE GREY AREA: “MY BUSINESS”

In cases where PLEI providers have multiple locations – for instance 

a main location and various ‘satellite’ locations (a hub-and-spoke 

model), they can implement a Google My Business optimization 

strategy for all of locations of the organization.

▪ Google will allow a single organization to manage multiple 

locations. 

▪ Part of this strategy can be to prepare a style guide for all the 

locations.

References:

▪ ”Google My Business lets you take advantage of your business’ presence on Google. 

With your Google My Business Account, you can manage and update your Business 

Profile and build a website to attract and engage more customers. Google My Business’ 

Business Profile encompasses what was once known as Google Places for Business, 

Google Listings and Google+ Business Pages.”

▪ https://www.google.com/business/faq/

▪ https://pixelcutlabs.com/blog/google-my-business-categories/

▪ Service to assist in management: https://www.localclarity.com/
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GOOGLE GREY AREA: Q+A, AND REVIEWS

Each Google My Business listing has a 

“Questions and Answers” section.

▪ There is no way to turn this off. Many 

questions are unanswered or, worse, 

include low-quality or irrelevant answers

▪ PLEI providers could assign staff to 

review and answer questions, or at 

least generate a blanket response that 

indicates where they could go. 

▪ For example, “We do not answer 

questions in this forum, please refer to 

our website for more information.”

Online reviews are another powerful 

influence on legal help-seekers.

▪ PLEI providers could actively solicit 

reviews from service users to bolster 

the number of reviews on Google. 

Correcting these kinds 

of statements would 

be helpful. 
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GOOGLE GREY AREA: SCHEMA
Schema plays a large role in increasing a website’s 

“discoverability.” It defines how the site is categorized by 

Google and what services can be offered.

Service providers can implement a data schema system 

to increase discoverability

▪ In implementing schema, there should be at least a 

@type defined, as well as declaring “sameAs” linking 

the Wikidata and Wikipedia pages and social media 

handles. 

▪ This will also assist in the consolidation of multiple 

locations through “suborganization” categorization.

One important authority to start with is Wikidata

▪ PLEI providers should attempt to keep Wikidata

updated.

Wikipedia pages are also an important element 

▪ PLEI providers can review their Wikipedia pages for 

accuracy and quality. But, by Wikipedia guidelines, 

subjects should not write their articles. 

Example Schema from 

PeoplesLawSchool.ca
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DIGITAL RESOURCE DESIGN

In general, PLEI providers should continue to prioritize best practices in web design 

(including use of accessibility (WCAG) guidelines, user-centred design, designing for 

ease of navigation, use of plain language, use of inclusive, culturally appropriate and 

culturally safe content, and user testing, among other considerations.)

PLEI providers should consider that sites are increasingly being accessed by 

smartphone, and that many low income British Columbians may not have convenient 

access to desktop or laptop computers. 

▪ This highlights the need to optimize sites for smartphone formats, and to provide 

alternative channels for online tasks not easily completed by phone (such as 

those requiring larger screens or more typing functionality).

While “user testing” of resources was outside the scope of our interviews, participants 

identified some website features that caused difficulty – for instance, unfamiliar legal 

terminology and acronyms (e.g. CFSFA and MCF).

▪ There is a better user experience if these are spelled out.
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DIGITAL RESOURCE DESIGN: SITE SEARCH

Participants also noted difficulties with ineffective website search features. 

Site search features should be optimized, with old or out of date content eliminated. 

For PLEI providers with multiple websites, one way to radically improve site search 

functions is to implement a federated search.

▪ A federated search is a search that compiles search results across multiple 

websites. 

▪ This kind of federated search is available through Google Search Appliance or 

other Drupal search engines (SOLR).
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DIGITAL TOOL DESIGN

Beyond general principles of good web design, digital legal resource providers face 

additional content-related challenges because: 

▪ Legal processes, concepts and terminology are complex and unfamiliar. This 

makes it difficult for people to navigate legal information, processes, and ‘next 

steps.’

▪ Legal issues are often accompanied by stress and/or trauma, and mental health 

difficulties.

Principles of user-centred design can help to consider how multiple types of content 

(e.g. LABC’s current ‘bite,’ ‘snack,’ ‘meal’ approach), and multiple channels (e.g. web, 

chat with human, phone, text/message) can integrate to meet audience needs. 

▪ For example, the resources at 

https://explaineracademy.com/

offer strategies to explain 

complex topics to people with 

no prior experience of them.
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DIGITAL RESOURCE DESIGN: CROSS-LINKING

Cross-linking and cross-promotion among trusted 

websites can be an effective way to direct 

searchers to relevant content. 

This leverages content from one site to for use in 

other sites. 

Cross-link content can also be picked up by Google 

and each site’s search feature. 

▪ PLEI providers with multiple sites can ensure 

there is cross-promotion through landing pages 

and links to relevant content on each of their 

sites. 

▪ Cross promotion between the websites of 

government service providers and among PLEI 

providers is also helpful – as indicated by 

participants’ search strategies.
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DIGITAL RESOURCE DESIGN: CHANNEL STRATEGY

RedAnt “Digital Strategy Whitepaper”

Different websites 

and access points 

can be envisioned 

within a broader 

“channel” strategy 

for how they will 

ideally be used.
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PLEI USER JOURNEY (PYRAMID OF ENGAGEMENT)

Legal issue is 
addressed

Help received/used is 
clear, appropriate, 

responsive, and 
supportive. 

Uses self-help material, referrals, 
calls/chats, 1-1 help, brief advice, 
and/or applies for a lawyer to work 

on the issue.

Supportive, clear, “bite-sized” web content; or 
friendly phone / chat / text-based help clarifies 
issue basics, services, and options / next steps.

SEO, Schema, ‘my business’ results, and reviews effectively 
point towards PLEI sites and local offices. 

Visits a relevant web resource, or calls, messages/texts the 
PLEI provider.  

“Googles” their legal issue. 

Or encounters: a bus/game/FB ad; pamphlet; or person who mentions 
supportive help from a PLEI provider. “Googles” the provider.

Feels stressed, overwhelmed and uncertain about their issue. Doesn’t know what 
steps to take or what help is available.

This pyramid offers a 

way to think about PLEI 

as an aspect of the 

many stages involved in 

addressing a legal 

issue. 

Confusing or 

unsupportive help at 

any stage may lead a 

help-seeker to give up. 

At each stage, effective 

help supports the help-

seeker in moving 

forward on their issue in 

the way that works for 

them. 
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