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ABSTRACT

This article examines the development of law firms’ visual identities in the context of generative search and the growing
prevalence of zero-click search. Particular attention is given to the interplay between Answer Engine Optimization
(AEO), Generative Engine Optimization (GEO), brand identity systems, and visual compliance. The article explores
practical approaches to preserving authorship, brand recognition, and consistency across digital channels, as well as
issues of ethical design and the application of Privacy by Design principles.
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1 INTRODUCTION

The legal services market is undergoing a fundamental transformation driven by the rapid adoption of generative
artificial intelligence technologies. Traditional search engine optimization strategies are becoming insufficient as
potential clients increasingly turn to Al-powered platforms to research legal issues and select legal representation. This
shift creates unprecedented challenges for law firms, as their expertise may be utilized by Al systems without proper
attribution, and their visual brand identity may be completely disconnected from the content they create. This article
examines how law firms can preserve their brand recognition, authorship, and competitive advantage in the era of
generative search. We explore the interplay between Answer Engine Optimization, Generative Engine Optimization,
visual identity systems, and ethical design principles. The study provides practical recommendations for creating end-
to-end brand consistency across all digital touchpoints while maintaining compliance with professional ethics
standards. The purpose of this research is to help legal professionals understand the implications of zero-click search
behavior and develop comprehensive strategies for brand preservation in Al-mediated environments.

2 SEARCH MIGRATION AND THE ERA OF “ZERO-CLICK SEARCH”

In recent years, legal information searches have gradually shifted from traditional search engines to generative
platforms such as ChatGPT, Perplexity, and Al Overviews. Potential clients use these platforms both to research legal
issues and to choose legal representation. According to industry research, the share of Google’s U.S. desktop searches
featuring Al Overviews increased from 6.49% in January 2025 to 13.14% in March.
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At the same time, the zero-click search model continues to evolve: users receive answers directly in search results
without visiting a website. More than 58% of searches in the United States already end without a click, while on mobile
devices, Al Overviews can occupy up to 75.7% of the screen. For law firms, this fundamentally changes the traditional
model of online presence. Generative systems use information from authoritative websites, but users may never see the
website itself, its design, or its visual identity. A brand is increasingly perceived through the context in which algorithms
reference it, rather than solely through its own digital platform.
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Figure 1: The Rise of Al Overviews in U.S. Desktop Search and the Growth of Zero-Click Searches.

3 AI AND THE VISUAL IDENTITY OF A LEGAL BRAND

Generative search creates a disconnect between a law firm and its visual brand identity. When ChatGPT or Al Overviews
generate a response to a legal query, users may see content from a firm’s website without seeing its design, brand
palette, or other brand elements. As a result, legal expertise becomes part of an impersonal response, while the brand
loses direct contact with potential clients. For this reason, traditional SEO is no longer sufficient. AEO and GEO are
becoming increasingly important—approaches designed to ensure that content is accurately interpreted by generative
systems while helping law firms retain authorship and brand recognition in search results.

3.1 Case 1: SEO Content Without Authorship

A firm publishes a large volume of text-based materials optimized for search queries. Al systems extract legal
information from these materials, but the source and the firm’s name may not be cited when generating a response. The
content serves its purpose, while the brand remains invisible.

3.2 Case 2: Content with a Distinctive Authorial Identity

A firm supplements its legal materials with original infographics, expert videos, structured data, and recognizable brand
elements. This approach helps associate the content with a specific firm and maintain the firm’s presence in generative
search results.

4 END-TO-END BRAND IDENTITY: A UNIFIED BRAND STANDARD

When the first interaction with a law firm occurs through generative search, its visual identity must remain effective
across the website, video content, documents, and personal interactions. A unified branding system helps preserve the
firm’s brand recognition and connect different touchpoints into a cohesive experience. For a legal practice, this means
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applying a consistent approach to website design, social media, video content, presentations, memoranda, and client
documents. Brand typography, color palette, graphic elements, and layout principles should remain consistent
regardless of format.

This also has practical implications. According to industry data, law firms that reallocated 25% of their marketing
budgets toward video content saw a 50% increase in inquiries by building trust before the initial visit. At the same time,
40% of law firms face pressure to reduce fees. Firms that invest 16.5% of their revenue in end-to-end branding,
compared with 5% among firms with stagnant growth, achieve brand recognition among 95% of their audience before
those individuals are actively seeking legal services.

4.1 Typical Problem

A law firm publishes expert videos without a consistent visual standard. Each video uses different intros, fonts, title
treatments, and thumbnails. The firm’s expertise is well represented in the content, but the videos themselves are not
perceived as part of a cohesive brand identity.

4.2 How to Change the Approach

Treat video content as an element of the overall brand identity. Use a consistent intro, typography, graphics, title design,
and thumbnail treatment, and align visual elements with the firm’s website and other materials. For example, a partner
interview can begin with a branded intro, key points can be highlighted using a consistent graphic system, and the video
thumbnail can match the style of analytical materials on the website. As a result, the video is no longer separate from
the brand but becomes an extension of it.

This approach helps maintain visual brand consistency regardless of where the client journey begins—whether in
search results, on YouTube, on the website, or in documents provided after a consultation.

5 VISUAL COMPLIANCE AND THE ETHICS OF AEO COMMUNICATIONS

When a law firm'’s materials appear in responses generated by Al systems, visual decisions become part of the brand'’s
public communications. This applies not only to advertising and video content, but also to interfaces, consultation
booking forms, and other digital elements. In this context, accuracy in wording, transparency, and the absence of visual
elements that could create a misleading impression are particularly important.

A notable example is the Florida Supreme Court’s 2005 decision in Florida Bar v. Pape. The court considered the use of
a pit bull logo and the number “1-800-PIT-BULL” in attorney advertising and found the communication misleading. The
visual representation conveyed a distorted impression of the firm’s legal practice. A similar principle applies to
advertising references to designations such as “Super Lawyers” or “Best Lawyers”: such claims should be accompanied
by the name of the organization and the basis on which the firm received the designation.

Another relevant area is the design of digital services. Preselected checkboxes, hidden terms and conditions, or
deliberately complicated processes for opting out of communications fall into the category of Dark Patterns and conflict
with the principles of transparent interaction. For legal brands, this is particularly significant: the interface itself
communicates the firm’s reliability and its approach to clients.

5.1 Typical Mistake

The firm’s website and social media feature a banner with the slogan “The Best Lawyers in the Region,” while the online
booking form contains a preselected checkbox consenting to marketing communications. This combination creates risks
on two fronts: unsubstantiated comparative claims and the use of a manipulative UI pattern.

5.2 How It Should Be Revised

The graphic element is transformed into a verifiable brand block: “Included in the [Organization Name] list based on
the results of the 2025 study,” with a link to the methodology. The booking form is redesigned in accordance with
Proactive Legal Design standards: consent remains an intentional action taken by the user, while the key terms of data
processing are presented in a concise, easy-to-understand infographic.

6 CONCLUSION

In the context of generative search, legal brands need to address three areas simultaneously: AEO/GEO, a unified visual
identity, and proactive visual compliance. Content should be structured so that it can be accurately interpreted and cited
by Al systems. The visual identity system should remain consistent across all digital and physical touchpoints. The
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design of communications and interfaces should adhere to the principles of transparency and Privacy by Design,
excluding Dark Patterns.

This approach helps preserve brand recognition, authorship, and trust in the context of generative search.

STATEMENTS ON COMPLIANCE WITH ETHICAL STANDARDS
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