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I
n the nearly half century it has been in 
business, LexisNexis has logged a number 
of �rsts. In the 1970s, the company cre-
ated the �rst online legal research service. 
In the 1990s, it debuted the industry’s �rst 
web-based informational service. 
Today, it’s the �rst service to provide 

advanced data visualization and analytics 
capabilities, according to Je� Pfeifer, vice 
president of product management for the 
North American Research Solutions busi-
ness of LexisNexis Legal & Professional. 
He attributes this achievement to extensive 
research and development, innovation, and 
technological development.

�e company’s history dates back to
1967, when the Ohio State Bar Association 
contracted inkjet printing developer Data 
Corp to create a “free-text” search and 
retrieval system, which launched in 1973.

In recent years, the company’s legal infor-
mation business has increasingly focused on 
developing electronic decision-making tools 
that analyze underlying content and data 
sets and providing work�ow tools to help 
lawyers be more e�cient and productive.

Pfeifer recently shared his thoughts with 
AALL Spectrum about legal technology 
instruments we can expect to see in the 
future, the company’s evolution, and the 
vital role law librarians play in the compa-
ny’s product development process.

How has the online legal service  
market changed since your initial  
search engine launched in 1973? 

It’s evolved in terms of the number of 
resources o�ered, some of which are  
client-driven—meaning law �rms’ clients. 
�ere is a clear expectation for earlier
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analysis of information so lawyers can 
represent or o�er advice to clients. For 
lawyers, there is just an overwhelm-
ing amount of information available 
today. �at’s created a new calling for 
us in how we design products and o�er 
analysis—to mine information for key 
conclusions that would literally not 
be possible by reading the full text of 
a document. �ere’s simply too much 
information to review.

How have your legal products 
changed since your first  
product release?

If you think about the context of that 
time period, the vision to digitize the 
law was dramatically ahead of its time. 
�ere were no competitive solutions on
the market. LexisNexis literally invented
the �eld of online legal research.

�e �rst iteration included deci-
sions only from Ohio and New York. 
We continued to add content—case 
law, statutes, regulations, and later 
news and secondary content. We found 
that legal content users in law �rms, 
legal departments, and law schools had 
a much broader interest in data sets, so 
we expanded to include news coverage 
in 1982—which we now refer to as the 
Nexis part of the product.

All of the early data was manually 
keyed in for many, many years. Well 
into the 1980s, little information was 
available electronically; that became 
available much later, both from gov-
ernment institutions and partners we 
work with, like news providers.

Lexis.com was introduced in 1997, 
and it was truly a fundamental release 
for us. We shi�ed our product delivery 
focus from a closed, proprietary net-
work to an open, web-based platform. 
�e internet enabled us to get access to
content sources that were previously
not available.

Prior to the time we added regula-
tory data to LexisNexis, the retrieval 
process to get information required 
that individuals request information 
directly from state or federal agencies. 
�at was a big focus for us, and over

time, we looked at other sources of 
rules and regulations—important data 
like testimony hearing information. 

Is your product development pro-
cess different in any way?

We’ve been working to replace and 
modernize our infrastructure over 
the last �ve years with a business 
investment of more than $1.2 billion 
that allows us to drive innovation and 
bring new products to the market 
more quickly. It also supports some of 
the improved new features within our 
core products like Lexis Advance; we 
recently introduced a feature called 
Search Term Maps that introduces 
the idea of data visualization to our 
users—the concept that key conclu-
sions can be presented visually rather 
than in text. 

We shi�ed the technology’s archi-
tecture so it can support the develop-
ment of many products on the same 
technical infrastructure. We support 
more than 50,000 sources of informa-
tion; we’re adding more than 13 million 

documents every day to our data collec-
tion, which is more than 2.5 petabytes 
in size. In total, we have more than 60 
billion documents available online. 
With a volume of information like that, 
to be able to get to the important infor-
mation allows a lawyer or information 
professional to o�er that key insight 
that’s absolutely critical. 

Who is your biggest user  
group today?

Attorneys, paralegals, law school 
students, and nearly every informa-
tion professional—they are what I’d 
describe as our central user group. 
�ey are the ones who know our
products best and are o�en the most
frequent users.

LexisNexis was acquired by our 
parent company in 1994, RELX Group, 
which, through its legal division, had 
a strong presence outside the U.S. 
Joining the two companies together 
created an opportunity to build the 
�rst global legal research solution 
o�ering. Many users are looking for

LexisNexis recently introduced a Search Term Maps feature that conveys  
information visually to complement the accompanying text.
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insight into U.S. law. For example, 
someone might be practicing law in 
South Korea and may be interested 
in intellectual property development 
in the U.S. We’ve also developed local 
products and solutions in a number of 
jurisdictions around the world, includ-
ing Canada, the UK, New Zealand, and 
many countries throughout Asia. 

Have customers provided any  
product development input?

We maintain a standing advisory board 
of librarians that meets two times a 
year to o�er advice on our product 
strategies and initiatives. We also 
maintain a user group of professional 
librarian customers who o�er very 
speci�c feedback on our development 
ideas or on more general things they’d 
like to see in products. Our librarian 
relations consultants serve as a pri-
mary channel of information from the 
community. We mine feedback from 

the group and use that information to 
make product changes.

We also have a separate standing 
board of law schools and another 
group of in-house corporate law 
librarians. 

What inspired your decision to 
transition lexis.com users to  
Lexis Advance? 
We announced that at the end of 2017, 
we would retire our legacy o�ering, 
lexis.com, the product we’ve had the 
longest in the market. Development 
on lexis.com actually ended about two 
years ago. 

For customers, that means access to 
new and exciting features that weren’t 
possible on lexis.com. Most impor-
tantly, we heard from librarian cus-
tomers that it was time to consolidate 
our product o�erings. For information 
professionals in particular, supporting 
one solution is simply more e�cient. 

BUSINESS EDGE

To design a smooth transition, we’re 
working with our library relations con-
sultants, customer service, and sales 
teams to support end users as we move 
through the process.

Does providing resources for the  
legal community present any 
unique challenges, compared to 
other industries? 

We’re at an interesting in�ection point, 
in terms of both technological develop-
ment and user behavior. �e historical 
interaction with a product like ours has 
largely been search and retrieval. One 
enters a search term and gets docu-
ments that match the query. 

As data volumes continued to 
grow, traditional review by document 
became quite di�cult. Fast-forward 
from �ve years ago, and you’re now 
seeing researchers who could be de�ned 
as data-driven, which means they are 
using data visualization and analytics 
tools to draw new insights in research. 

What’s also emerging is what some 
refer to as arti�cial intelligence (AI). 
Like data analysis and visualization, AI 
is able to mine and extract new insights 
and information based on the way cus-
tomers interact with a product. We’ll 
see di�erent research in the future that 
can draw key conclusions much faster 
for users to be able to move through 
volumes of data that are signi�cantly 
larger than what’s available today.

What is the biggest challenge  
facing the legal community?
�e biggest challenge facing research-
ers is not unlike a challenge that
existed 20 to 30 years ago—have I
adequately researched a question and
did I miss anything?

Aided by new technological devices, 
features, and enhancements—technol-
ogy that wasn’t available even �ve years 
ago—the research process is improving 
in a way that can make information 
professionals feel more con�dent that 
the research they gather is complete.

Lexis Advance and legal analytics product 
Lex Machina, which LexisNexis acquired late 
last year, were integrated due to law  
librarians’ suggestions.
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might happen with a piece of legisla-
tion, so attorneys can make smarter 
recommendations to clients about risk 
or business policy. 

What do you think the future of 
legal online services will look like?

Technology will continue to drive 
enhancements to product strategy 
in the area of mobile access. �at’s 
important for us; we’ve invested a 
signi�cant amount in our ability 
to make our services available in a 
portable way because customers are 
increasingly mobile, and access to our 
solutions via advanced interfaces is a 
critical priority. 

We are also exploring personalized 
experience with our products, so prod-
ucts are smarter about who the user is, 
what users’ tasks are, and how we can 
customize the product experience to 
better understand their research intent. 
We’re actively developing product solu-
tions in the �eld of machine learning, 
or AI. �e idea that humans can inter-
act in a more verbal way with comput-
ers is very compelling; it promises less 
training and o�ers faster answers if 
users can participate in interactive dia-
log with computer systems. �e �eld of 
arti�cial intelligence in the law is in its 
early stages; however, I expect exciting 
things in the near future for users of 
our solutions. ¢

What do clients typically say your 
biggest selling point is?

We remain the largest legal database 
that’s inclusive of all legal information, 
news information, and what I’ll call 
legal commentary. �at collection of 
data continues to grow. 

Increasingly, our value proposition 
is equally determined by users’ ability 
to extract key conclusions and gain 
insight from massive amounts of data 
that would have previously been di�-
cult to assess via standard text review, 
using such features as data analytics 
and data visualization that are now lay-
ered on top of content. �ose features 
represent what customers tell us is the 
reason they purchase our products.

Have your clients emphasized cost 
efficiency in recent years?

Customers tell us they have to be more 
e�cient with the resources they have 
in their �rm or organization, and the 
services they select have to help users 
accomplish tasks in the most e�cient 
manner. From product design, all the 
way to how we package and sell solu-
tions, we’ve made adjustments since 
the market downturn.

We looked closely at how to speed 
up the process of developing legal 
insight, for example, in our legislative 
solution. We introduced a feature 
within Lexis Advance called Legislative 
Outlook, a combination of data analyt-
ics and data visualization. �e objec-
tive was twofold: Get users insight 
faster so they’re able to move on more 
quickly, and to draw insights to what 
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First product released in:  
1973

Total sources that supply 
legal, news, and business  
documents and records:  
50,000

Countries served: 
175

Employees worldwide:  
10,000 

Year the company reached  
1 million users:  
1989

LEXISNEXIS BASICS

Parent company: 
RELX Group

Future capabilities LexisNexis 
offerings will allow via 
advanced interfaces:  
Voice-based question-and- 
answer search queries from  
a PC or mobile device with  
specific LexisAnswers; the  
ability to filter search results 
based on roles or practice areas; 
and search queries that are  
recommended based on  
users’ and colleagues’  
past search behaviors.

Lexis Advance’s Legislative Outlook feature uses data analytics and data visualization to offer insight 
into what might happen with a piece of legislation.
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