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What Is Law Firm SEO?
The success of your law firm depends on you
landing new clients and delivering an amazing
service to existing clients. But attracting clients –
especially in a competitive market – is not always
easy.
You need a way to stand out from other law firms
and reel in clients who are already searching for
services like yours.

Enter: Search Engine Optimization (SEO)
SEO works to capture people who are using
search engines – namely Google – to find
information, products, and service providers.
Law firms can use SEO to their advantage when
it comes to generating website traffic and
attracting new clients online.
In this guide, you’ll learn what law firm SEO is,
the fundamentals of law firm SEO, and how to
start (or improve upon) your legal SEO strategy.
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Law Firm SEO Defined
Law firm SEO (also referred to as “attorney SEO” or
“legal SEO”) is the practice of increasing your law
firm’s visibility in search engines. The associated
law firm SEO strategies and techniques are used
to get your law firm’s website ranking at the top
of the organic search results to help you attract
more prospective clients.
Many lawyers want to obtain first page and
especially first spot rankings in search engines like
Google or Bing, but struggle to make this happen
without effort. With SEO, you employ a variety of
tactics to increase your rankings, generate traffic,
and turn that traffic into new clients.
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How Legal SEO Works
Most of us have used Google at some time or
another to search for information or businesses
online. People also do this to seek out legal
services.
With SEO, you improve your law firm’s chances
of getting found by people searching for the
services you offer.
SEO works to make your website easier to “read”
by search engine algorithms. You essentially
make it easier for these algorithms to scan your
website for content, make sense of the content,
display it in the search results, and show the right
page to the right user at the right time.
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An effective law firm SEO strategy
employs a variety of methods, tools, and
tactics to increase your search engine
rankings. Some of these include:
Targeting the right keywords
(search terms) on your
website.
Optimizing your website, so it’s
easier to navigate by search
engine “bots.”
Creating SEO-friendly content
to generate traffic.
Ensuring your website is
optimized for mobile users.
Building high-quality links
back to your website.
Optimizing your local listings
to attract local clients.
Generating positive reviews for
your law firm.

Content is the backbone of your Legal SEO strategy.
Creating SEO-friendly content to inform, educate,
build authority and to generate traffic.
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Some elements of legal SEO have the ability
to compound their benefits over time. For this
reason, most experts recommend having a
holistic, ongoing SEO strategy to either sustain or
increase traffic and keep your client pipeline full.

Why Is Law Firm SEO Important
Once they understand the principle of SEO, most
lawyers determine that they do want to increase
their rankings in organic search. But the benefits
of SEO go far beyond just rankings. SEO can serve
your law firm in many ways.
Law firm SEO is important because it not only
increases your law firm’s visibility in search, but
it increases your brand authority and reputation
overall.
This can help you attract even more clients online
and off.
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The benefits of law firm SEO include
but are not limited to:
Increasing keyword rankings
in search engines.
Driving organic traffic to your
website.
Improving your website’s
authority overall.
Generating positive PR.
Attracting positive client
reviews.
Improving your website traffic.
Increasing conversions/lead
generation on your website.
Attracting new partnerships
and networking opportunities.
Landing features, interviews,
speaking events, and more.
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The Fundamentals of
Law Firm SEO
If law firm SEO seems complicated, fear not.
There are many steps you can take to improve
your law firm’s rankings, increase traffic, and
land more clients for your law firm.
It all starts with the fundamentals.

Law Firm SEO: The Complete Guide

Keyword Research
Most SEO strategies start with keyword research
because you need to figure out what terms your
target audience is using to find law firms like
yours. While you may have a good guess as to
what prospective clients are searching for, it’s
always best to look at the data.
You can use keyword research tools like SEMrush
or Ahrefs to find keyword suggestions, compare
search volume (how many users are searching
for this term), and analyze competition level
(how many sites are ranking for this term/
your likelihood of ranking for this term). This will
help you determine which keywords are worth
targeting in your content.
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Website Optimization
Once you’ve determined what keywords your
potential clients are searching for, it’s time to
optimize your site for these terms while making
it easy for search engine algorithms to analyze
and index your website.
This involves a mix of both technical and onpage SEO, which may involve tasks like creating a
sitemap for your website, using your keywords in
your page titles and descriptions, optimizing your
site for mobile search, improving your site’s load
speed, fixing broken links (404s), and more.
You can perform many of these tasks yourself or
you may hire a professional to help you.
Especially when it comes to technical SEO, it may
help to have a web developer and skilled SEO
specialist on your side.
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Local SEO
Most law firms serve a specific service area,
limited to a certain location. For this reason, legal
SEO is necessary when it comes to targeting
searchers within your service area.
You want to reach prospective clients who are
actually able to work with you. Local SEO involves
both optimizing your website for geo-specific
keywords and building out profiles in local
listings.
Google My Business, Yelp, and Bing Places are
just a few examples of online listings where
you can update your business information and
attract clients from local search. Submitting
your law firm’s information to legal directories is
another part of this step.
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Content Marketing
Content is a powerful tool when it comes to
improving your site’s ranking and turning passive
readers into paying clients. While content
alone won’t carry your site to SEO success,
it’s important to have engaging, SEO-friendly
content if you want to drum up new business for
your law firm.
Your content marketing strategy will most likely
involve creating service pages, web pages,
and blog articles for your website. The goal is
to optimize each piece of content with a target
keyword in order to attract users who are
searching for these terms.
This is just the tip of the iceberg when it comes to
SEO content, so be sure to see Chapter 4: How to
Create a Law Firm Blogging Strategy.
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Link Building
Search engines look at inbound links (backlinks)
to help to determine a website’s authority and
trustworthiness. One way to look at backlinks is
as votes of confidence from other sites that your
website is a source of great information for users.
Some websites will link to your website naturally,
while other times you will want to be more
intentional about building links. Your goal is to
attract high-quality, relevant links to your site
via articles, guest posts, interviews, infographics,
directories, and more.
TIP: Build links with legal directories. Some of the
most useful links can come from your favorite
law firm directories. Being affiliated with these
top ten legal directories (AVVO, Findlaw, Super
Lawyers, Justia, Martindale, Nolo, Lawyers.com,
Mediate, HG.org, Lawyer.com) can boost your link
authority. Consult your SEO team before buying.
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Reviews
Reviews are super important for law firms – not
only when it comes to SEO but also in building
trust with prospective clients. It’s common sense
that the more positive reviews you have, the
more likely it will be that other people will want to
work with you.
Many law firms ask their clients to leave reviews
on Google, Facebook, Yelp, etc., but you can
always get more intentional with your review
generation efforts. There are a few ways to
get reviews out of clients to improve your SEO,
which we will talk about in Chapter 6: 5 Ways to
Generate Positive Client Reviews for Your Law
Firm.
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Complete Guide to SEO
for Law Firms
We’ve put together in-depth guides on each of
these six essentials so you can take the steps
needed today to see SEO success.
From content marketing to local SEO to link
building, you’ll have the tactics and tools you
need to improve your law firm’s presence
online and create a steady stream of new
leads for your business.

1

Why SEO
Matters for Law
Firms

2

Components of
an SEO-Friendly
Law Firm Website

3

Local SEO for Law
Firms: Get More
Local Clients

4

How to Create
a Law Firm
Blogging Strategy

5

How to Attract
Backlinks to Your
Law Firm Website

6

5 Ways to
Generate Positive
Client Reviews for
Your Law Firm
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Chapter 1

Why SEO Matters
for Law Firms
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A 2017 study conducted by AccuRanker found the
legal niche to be the most competitive when it
comes to SEO.
After analyzing more than 300,000 SERPs across
a wide range of industries, the study showed that
law firms have the most barriers when it comes to
generating traffic for their websites.
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What this indicates is that not only is having an
effective SEO strategy a necessity but that local SEO
is especially important for attorneys and law firms.
Law firm SEO necessitates taking a tailored
approach to traffic generation that considers the
unique struggles lawyers face in attracting local
clients.
In this guide, we’re covering why SEO matters for law
firms and how lawyers can get started generating
more traffic for their websites.
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SEO Is One of the Best Lead
Generation Strategies for
Law Firms
Localized businesses (i.e., those that acquire clients or
customers within a specific geographic location) need
SEO to target users in their area.
Since most law firms serve clients within their
city, county, or state, they need local SEO to stay
competitive with other local firms.
Through local SEO, law firms can target users within
a geographical location, reducing the amount of
competition compared to targeting at a national level.
They have a better chance of ranking for terms like
“top personal injury lawyer in Los Angeles” (keyword
difficulty: 63%) than “top personal injury lawyers”
(keyword difficulty: 71%).
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By targeting localized keywords, law
firms can catch the attention of potential
clients who are:
In their area.
Looking for the services they offer.

This makes SEO one of the best client acquisition strategies
for law firms.
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How SEO Works

When people start their hunt for legal services, they are
likely to use search engines (mainly Google and Bing)
to find law firms in their area.
They use queries (keywords) to search for specific
services, types of law firms, answers to their legal
questions, and more.
Law firms can reach these users by optimizing their
websites for these keywords, incentivizing search
engines to rank them in the search results.
The higher their website ranks, the more likely a user
is to click on their website to learn more about their
services.
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Benefits of SEO for Law Firms
The benefits of SEO for law firms are vast.
Beyond increasing a law firm’s rankings in the
search results, SEO works to draw in more traffic
that’s likely to convert into qualified leads.
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Some of the benefits of SEO for lawyers
and law firms include:
Outranking their local
competition, improving clickthrough to their website.
Driving more phone calls
through Google My Business
and other local listings.
Generating new traffic
through high-quality
localized content.
Collecting more positive
client reviews to improve
their online reputation.
Attracting high-volume
traffic and leads on autopilot.
Turning existing and new site
traffic into leads (phone calls
and form fills).
Solidifying their law firm as a
reputable authority in their
niche.

Law Firm SEO: The Complete Guide

If law firms want to generate more traffic and
leads online, SEO is one of the most effective
ways to do so. This is not only due to the highlytargeted nature of SEO, but because expert SEO
works to improve conversions along with driving
traffic.

Outrank Your Local Competitors
There are only so many spots in the search results,
and if you aren’t in the top 3, click-throughs to
your website decrease significantly. SEO works to
optimize your site for your target keywords and get
it to outrank your competitors.
You don’t need to be at the #1 spot to drive
traffic and leads to your site, but you do want
your website to be on Page 1 and have a visible
presence in local search.
Invest in a strategic content and SEO strategy, and
more potential clients can find you and choose
your firm ahead of your competitors.
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Drive More Phone Calls from GMB
& Local Search
While your website can take up one spot in the
search results, you can also drive clicks through
having an optimized Google My Business profile.
When users search for
“family lawyer near me”
or “Palm Beach personal
injury attorney”, your law
firm’s GMB profile can
rank for these terms.
Users can click on your
website link or give you
a call using the number
included in your GMB
profile.
Utilize local SEO to
improve your local
presence and create more opportunities for
potential clients to find you online.
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Generate More Traffic Through Your Blog
Legal content doesn’t have to be boring.
Use your blog to provide valuable information to your
audience, generate more traffic through keyword
targeting, and convert traffic into leads.
With SEO, you’ll identify high-volume, low-competition
keywords that you can turn into engaging blog
topics. This content can then attract users who are
searching for these terms and guide them down your
lead generation funnel.
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Some SEO content ideas for law firms
include:
How-to guides.
Complete guides legal
topics.
Localized practice area
pages.
FAQ pages (Good for
Featured Snippets).
Ebooks.
Checklists.
Interviews with industry
professionals.
Local event guides.
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Collect Positive Client Reviews to
Boost Your Reputation
Part of any successful law firm SEO strategy is
generating more positive reviews for your law firm.
If you haven’t been proactive about this in the
past, then SEO will help you gather more reviews
to improve your online reputation.
Positive reviews show users that your law firm can
be trusted and will provide high-quality services.
If you have more positive reviews than a local
competitor, this may lead you to outrank them.
Plus, users will be more likely to choose your firm
over one with negative (or no) reviews.
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Attract High-Volume Traffic &
Leads on Autopilot
While SEO is not a “set it and forget it” strategy,
once it’s implemented, it can start generating
traffic with little effort. This is especially the
case if you work with a reputable SEO agency
to optimize your site for you.
SEO can work for the long-term to drive a
constant stream of traffic and leads to your
website. Most law firms prefer this over reinvesting in paid ads or keeping up with social
media posting. Think of it as a compounded
investment.
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Convert Traffic Into Leads
A reliable SEO firm will not only drive traffic to your
site but convert that traffic once it gets there. They
will include compelling calls-to-action, optimize web
copy, call buttons, and form fills to entice users to
contact your firm.
Traffic is just one part of the equation. In investing
in SEO, make sure your strategy includes lead
generation so you can see a direct return on your
investment.
Then, it will just become a matter of your law firm
taking the call and closing the deal.

Law Firm SEO: The Complete Guide

Solidify Your Law Firm as an
Authority in Your Niche
By improving your online presence with SEO,
you show other industry professionals that you
mean business. You’ll become more visible online,
thus opening the door to new partnerships and
opportunities.
The benefits of SEO extend far beyond driving traffic
to your website. You could land new, high-paying
clients, be invited to speak at industry events, get
your name in legal publications, and so much
more.
When it comes to law firm SEO, don’t be afraid to
think big.
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Proof SEO Works for Law Firms
Most law firms that have yet to invest in SEO
will see a slow trickle of traffic to their site.
This is especially the case for firms that
have a lot of local competitors that have
clearly invested in their own SEO efforts.
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Case Study – SEO Content Creation
In the case study below, we took one law
firm that was generating little to no traffic to
generating upwards of 5,000 organic sessions
per month in the first few months.
Within 24 months of starting SEO, they were
generating over 12,000 organic sessions per
month.

“

The site referenced below is mine, and I
was constantly ripped off by so-called SEO
companies. [Investing in SEO] has been the
best business decision we have made in
regards to our websites.
– lawyer, Fort Lauderdale
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What could 10,000 new visitors
and an influx of qualified leads
do for your law firm?
It’s never too late to invest in
law firm SEO for your website.

Case Study - Veteran’s
Disability Law Firm
When we took over the SEO for
this firm’s site in April 2017, it
ranked 900 keywords, and the
value of its organic traffic was
less than $300.
After adopting a holistic SEO
strategy, today, it ranks for
more than 28,000 keywords
and is worth nearly $200,000 in
monthly organic traffic value.
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This green chart shows the
corresponding increase in
phone calls to this law firm.
By tracking phone calls,
we show law firms that
we’re not only growing
their website, but that our
efforts are turning into
actual phone calls and
signed cases.
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Key Takeaways

SEO is one of the best digital marketing strategies
law firms can use to increase their website traffic
and get more clients. But, the benefits of law firm
SEO go far beyond traffic and lead generation;
law firms can solidify themselves as absolute
powerhouses in their niche.
SEO matters for law firms in more ways than one.
If you have a law firm and haven’t invested in SEO,
today is the day to start. You could be leaving
loads of money at the table by not optimizing your
website and dominating local search.
Again, what could more traffic and clients do for
your law firm?
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Chapter 2

8 Components of an
SEO-Friendly Law Firm
Website
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Search engine optimization (SEO) is one of the
primary drivers of traffic and clients for law
firms, but it’s not always straightforward how
to go about it the right way. After all, legal is a
highly competitive niche, and there are a lot of
hoops lawyers have to jump through in regard to
marketing their services online.
Due to the often sensitive nature of some
practice areas (think Personal Injury or Criminal
Law), law firms need to take a strategic and
creative approach if they want to attract more
clients from Google. The good news is that the
fundamentals of an SEO-friendly website are
pretty consistent across the board.
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A website that is user-friendly targets the right
search terms. It provides valuable content to
potential clients is over halfway there when it
comes to satisfying the search engine algorithms.
In this chapter of our Law Firm SEO guide, we’re
covering the basics of optimizing your law firm
website to generate more traffic, leads, and
ultimately, clients for your practice.
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The Importance of SEO for
Law Firm Websites

As stated previously, search engines are one of the
primary avenues through which people search
for lawyers, typically in their geographical area.
For that reason, law firms that don’t have a strong
SEO strategy will struggle to get found by potential
clients online.
Users search for a variety of terms to find answers
to their legal questions, compare law firms, and
eventually find contact information for the firms
they want to reach out to.
Investing in SEO will allow your law firm to rank for
their search queries, increasing your chances of
getting these users to contact you.
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Overall, here are just a few benefits of
having an SEO-friendly law firm website:
You increase your firm’s
visibility in search engines,
helping you to get found
by potential clients.
You can outrank local and
even national competitors,
compelling users to
choose your firm over the
alternatives.
You can increase your
law firm’s reputation
by showcasing positive
client reviews and getting
featured in publications.
You drive consistent
traffic and clients to your
firm, ending the “feast or
famine” cycle.
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8 Crucial Components of an
Optimized Law Firm Website
Now, let’s dig into the exact components your law
firm website needs to rise to the top of the organic
search results.
Whether you’re doing SEO for your own site or are
an agency doing SEO on behalf of your clients,
you can follow these steps to start seeing tangible
results from your marketing efforts.
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1. Keyword Research
Keyword research is an important component
of any SEO strategy, but it’s particularly
important for the competitive legal niche.
This is because the goal is to find high search
volume, mid to low competition keywords that
will attract the right kind of prospects to your
website.
One of the most common complaints I get as
an SEO professional in the legal niche is that
lawyers may have their phone ringing off the
hook, but the calls are from people who either
1. need something they don’t offer, or 2. can’t
afford their services.

Law Firm SEO: The Complete Guide

This is usually due to off-base keyword
targeting.
As a law firm, you should target those
terms that will attract the types of
people (or businesses) you want to
work with. Be specific, whether that
means targeting keywords related
to “car accidents,” “product liability
claims,” “family law,” “criminal
defense,” “employment law,” etc.

Targeting “lawyer in [location]”
keywords will end up being too broad
while targeting “[practice area] lawyer
in [location]” is more specific.
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With the latter, you’re targeting people who
are looking for law firms that specialize in a
particular type of law and that serve clients in a
specific geographical area.
You can use keyword research tools like ahrefs.
com or SEMrush.com, to find these highly
targeted keywords. Then, it becomes a matter
of strategically incorporating these keywords
into your website content (which we will address
later).
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2. Website Design
The structure of your website and how easy it
is for users to navigate play a major role when
it comes to SEO. A website that loads quickly is
intuitive and makes it simple for visitors to find
the information they’re looking for means easier
crawlability (for search engines) and more
clients (for you).
In setting up your law firm website, it should be
built with SEO in mind from the very beginning.
It’s recommended that you work with a website
developer that knows SEO and can design a site
that’s friendly for Google and for users.
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Some SEO-friendly website design best
practices include:
Optimizing your website’s
load speed, so web pages
and blog posts load quickly
(under 3 seconds).
Using simple fonts and
clear images that are easily
viewed by website users.
Laying out your site content
in an intuitive way so users
can find information easily.
Adding obvious call-toaction buttons so users
know how to get in contact
with you.
Using professional graphics
and custom photography
rather than generic stock
photos.
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Including internal links to
other pages and posts on
your site so users can find
additional resources with
ease.
Checking that all contact
forms and clickable links
work and don’t lead to a 404
page.
Web Accessibility: WCAG

2.1 AA Compliance.

A reputable website
designer will know these SEO
best practices and build out
a site that’s fast, functional,
and user-friendly.
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3. Branding & Authority
One component of an SEO-friendly law firm
website that rarely gets mentioned is branding.
In a sea of online competitors, your law firm
needs strong branding to stand out. This
means investing in high-quality photography, a
professional logo, and an attractive website.
Branding also encompasses brand colors and
fonts and the messaging (copy) you use on
your site.
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As a lawyer (or collective law firm), you’ll need
to decide what your law firm represents and
how to communicate that to your prospective
clients. This is where it might make sense to work
with a branding consultant and/or copywriter
to come up with your brand mission and unique
selling proposition (USP).
Cohesive visual branding and brand messaging
will help set your law firm apart from your online
competitors. It will also help you build authority
in your niche as a reputable, professional law
firm.
This can come in handy when it comes to
generating PR for your firm and earning
authority-building links back to your website.
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4. Technical SEO
Technical SEO refers to all the technical inner
workings of your website which keep your site
running smoothly and available to be crawled
by search engines.
You could have the best branding or most
attractive website in the world, but if your site
isn’t structurally sound, it will be difficult to rank
high in the search results. Further, users will have
a hard time navigating your website.
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Some technical SEO best practices to
follow include:
Having an intuitive URL
structure (i.e., using URLs like
“diazfirm.com/family-law/”
rather than “diazfirm.com/
famlawfirm-or”).
Fixing 404 (not found) pages
to direct to live pages on your
site (see: “301 redirects”).
Submitting a sitemap of
your website to increase
crawlability.
Enabling SSL (https:// vs
http://) so your website is
“secure” for users.
Making sure your website
is mobile-friendly across
multiple devices.
Setting up Google Search
Console and Google
Analytics to track traffic to
your website.
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Technical SEO is often the most confusing
component of optimizing your website, so I
recommend referring to this Complete Technical
SEO Guide for assistance.
.
Or, you can reach out to a trusted technical SEO
professional to help you fix any on-site errors.

5. On-Page Optimization
Remember that keyword research we did in
step #1?
Now it’s time to incorporate those keywords into
your website.
The goal here is to use your focus keywords
throughout your website to indicate to users
and search engines what each page is about.
However, you don’t want to over-do keyword
usage, or else you risk coming across as
spammy (or just plain awkward).
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Here are the basic steps of on-page
optimization:
Choose a primary keyword for a
specific page or post.
Use keyword research tools to find
related keywords (i.e., keywords
that are most similar to your
target keyword).
Use your primary keyword in the
title tag or your post or page.
Use your primary keyword or a
related keyword in your page’s
Heading 1 (<H1>).
Use your primary and secondary
keywords within the body content
of your page or post, focusing
on providing accurate, valuable
information to your target
audience.
Add internal links to relevant
content on your website.
Add external links to reputable
sources, as needed.
Include high-quality images with
descriptive alt text.
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Again, Search Engine Journal has a more indepth On-Page SEO Guide to help you identify
each of these components and optimize them
correctly.
Just know that your primary goal here is to
provide valuable content to your prospective
clients first, and optimize for search engines
second.

6. Off-Page Optimization
Off-page SEO (as the term implies) refers to any
SEO tactic that takes place off of your website.
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For law firms, this typically
involves three things:
Local optimization.
Review generation.
Link building.

In terms of local optimization, law firms can increase
their rankings in local search by completing a Google
My Business profile and submitting their information
to reputable directories (like Bing Places, Yellow Pages,
BBB, etc.).
This will help your website get found by potential
clients and will send SEO-friendly trust signals to your
website.
Positive client reviews are huge for law firms
because having a 5-star rating could be the deciding
factor that convinces a potential client to work with
you over a poorly-reviewed competitor. That’s why
you would work to get positive reviews on your Google
My Business profile, in local directories, and on your
social media profiles.
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Finally, earning links from reputable websites
can indicate to Google that your website can
be trusted as a reliable source of information
for users. You can earn backlinks through guest
posting on industry-related blogs, getting
featured in interviews, or by investing PR services.
For lawyers, reputation is everything, so the
more platforms that mention your law firm as
a reliable source of information, the better. Just
be sure that these links come from trustworthy,
non-spammy websites.
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7. Conversion Optimization
When it comes to SEO, the end goal is rarely
traffic; it’s leads or revenue. By considering
conversion optimization when building
your website, you increase your chances of
turning that traffic into actual clients.
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Consider the type of experience you
want users to have when they come to
your website.
Are they able to find the information they are
looking for?
Do they know how to contact you?
Can they find examples of the types of results
you’ve generated for your clients?
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With these questions in mind, follow
these conversion optimization best
practices to make the most of the
traffic coming to your website:
Use simple and straightforward
menu navigation.
Add clear and concise call-toaction buttons.
Include an obvious Contact Us
tab and/or phone number at the
top of your website.
Link to all important pages within
the main menu.
Include contact forms
throughout your website.
Include internal links from new
pages to relevant pages on your
website (including blog posts).
Showcase client testimonials
and reviews.
Give users opportunities to opt
into your newsletter, ebooks, or
other downloadables.
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The goal here is to have multiple touchpoints
throughout your website where visitors can
engage with your content or contact you
directly.
This is the surest way to make sure visitors
actually reach out to you and turn into a paying
client.
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8. Content Marketing
When it comes to writing content for your
law firm website and posting on your blog,
it’s not enough to just publish, pray, and wait
for the traffic to roll in. You’ll want a multichannel marketing strategy in order to get
the most life out of your content.
For you, this might mean sharing your latest
blog posts across social media or sending
it out to your email list. Or, you might
repurpose your content as a YouTube video
or reference it in a paid ad.
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There are multiple methods for sharing your
content and reaching a wider audience. And
the great news is that legal content doesn’t
have to be boring! You can publish content
that’s of interest to your audience and is
optimized for search engines.
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Get More Traffic & Leads
Through Your Law Firm
Website
While legal is a competitive niche when it comes
to SEO, hopefully, we’ve taken some of the
guesswork out of optimizing your site for users
and search engines. Know that SEO is one of the
best ways to drive more traffic and leads to your
website, so it’s worth it to get it right from the
beginning.
Of course, there are a few finer details you’ll need
to consider when it comes to technical and onpage SEO, so be sure to look to the additional
resources linked throughout this guide.
Know that even novice website owners can see
real results from their SEO efforts by focusing on
their target audience, following SEO best practices,
and working SEO into their wider marketing
strategy.
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How to Use the Callrail
Platform to Power Your
Law Firm’s SEO

Melissa Garner
SEO Analyst, CallRail,
SEJ Partner
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The legal market is intensely competitive. To win
new clients, law firms must do everything they
can to stand out and catch their prospects’
attention.
But this means more than taking out a spread
in the local newspaper or putting up a swanky
new billboard along the highway. If you want
to succeed, there’s one channel you need to
prioritize: search engines.
According to a 2020 study from iLawyermarketing,
86% of respondents spend most of their time
researching law firms on Google’s search engine
when looking for a lawyer.
This is why SEO is such a powerful tool for law
firms. It helps potential clients easily find the right
legal service and enables firms to attract the
right traffic to their website – a crucial first step in
acquiring new clients.
If you’re looking to transform your law firm’s SEO,
you’ve come to the right place. We’ll show you
how a platform like CallRail can help take your
SEO efforts to the next level.
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Improve Your Attribution

Before you get started revamping your SEO
strategy, you first need to get your call attribution
in order. This vital first step will give you a better
understanding of what your strongest channels
are.
CallRail’s platform call attribution is easy. Sourcelevel call tracking assigns one phone number
per marketing campaign, allowing you to directly
map specific calls to the marketing efforts that
drove the prospects to call.
By tapping into source-level tracking, you can
see which organic efforts are driving calls and
compare this data to other marketing sources like
paid and offline efforts.

Law Firm SEO: The Complete Guide

Source-level tracking also helps you easily prove
SEO ROI, directly mapping conversions to the
efforts that drove customers to your business in
the first place.

But calls aren’t the be-all and end-all of your
marketing strategy. Did you know that 49.7%
of companies report that forms are now their
highest converting lead generation tool?
So you also need to improve your SEO to increase
form fills as well.
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Form Tracking allows you to analyze what drove
customers to fill out forms so you can increase
spend on these successful efforts. You can also
identify unsuccessful copy and keywords, making
sure to avoid these going forward.
An SEO strategy that drives calls is great, but a
strategy that drives both calls and form fills is the
dream. By layering all calls, forms, and webpage
visits into one customer timeline, you gain a
holistic view of every customer’s journey.
But it’s one thing understanding what makes
prospects call or fill out a form – and another
matter entirely to understand why they called.
You need to dive into the specific interactions that
prospects have with your firm to answer these
questions.
Meet Conversation Intelligence. It uses AI to
transcribe and analyze calls to surface key insights
that can be used to develop your SEO and PPC
efforts. Through the Call Highlights report, you
can view the most relevant topics and keywords/
phrases from each specific conversation.
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You can also use CallRail’s data-driven attribution
reports to identify which keywords and search
terms deliver more conversions and whose cost
per acquisition (CPA) are lower than your target
CPA.
This allows you to invest more money into the
strategies that work while ditching those that don’t.
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Boost Your Keyword
Strategy

Keywords are the heart of search engines. They
bridge the gap between search intent and
companies that can help these users with what
they’re looking for.
But not all searches are the same. Users might
search for an informational term, pain point,
question, or product term. And when they do
land on your site, they might be there for multiple
reasons.
That’s why it’s important that your keywords –
both on your website copy and PPC ads – reflect
your users’ varying search intents.

So how can you make sure your website copy
and PPC ads reflect your target audience’s
search intent? You have to reverse engineer the
process.
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That’s where CallRail’s visitor-level tracking
comes in. It allows you to map individual visitor
or caller data with the marketing campaign that
led them to visit your site or give your business a
call.
This will highlight which marketing effort has
been the most successful and how you should
craft your SEO strategy according to the
keywords, search intent, and pain points that
attract your customers’ attention.

Identify Underperforming Keywords
Another aspect of fine-tuning your SEO efforts is
identifying underperforming keywords. Doing so
will have a positive impact on your law firm’s SEO
and your ad budget.
Let’s look at a family law firm example. Imagine
you’ve made a broad match PPC bid on the
keyword “separation assets,” which means that
any query containing these words, or a search
close to these words, will trigger your ad.
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But you begin to notice that a significant portion
of your website visitors bounce, and those that
do call your business, quickly express their
disappointment. Why? They’d clicked on your ad
after searching “separation assets marriage” –
however, they’re looking for help with a prenup,
not a divorce.
If you had a negative match for “marriage” on
that campaign, your ad would not have shown
up to these searchers/users. Now, the terms
“separation assets” and “separation assets
divorce” will still bring up your ad, but queries
about marriage do not.
By filtering out negative keywords/phrases,
you’ve aligned your PPC efforts with the landing
page’s purpose and true search intent.
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Create a Content
Strategy

Content is a cornerstone of SEO. You can’t have
great content if your website isn’t optimized for
search engines – and search engine optimization
can’t be done without having some foundation of
content.
The two strategies should work as one, helping
you fully cover each topic on your site and the
subtopics that follow. The end goal of an SEO-led
content strategy is to satisfy the user’s search by
matching their search intent and covering the
topic comprehensively. Aspire to answer as many
questions on the subject as possible.
Once you’ve devised an all-encompassing
keyword strategy, you can then work on
developing your content.
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Using CallRail to Boost Your
Content Efforts
When you begin to gain more knowledge about
what your customers think, how they speak, and
what they care about, you need to feed these
insights back into your content (SEO-focused
website content and your PPC ads).
Call Tracking and Form Tracking give you a
birds-eye view over which piece of content, or
PPC ad, made a visitor get in touch – plus, the
previous content they’ve viewed on their path to
conversion.
This will then help you identify which type of
content to support and produce going forward.
Take note of successful examples before either
going deeper into these same topics or by trying
to use a similar style for new (and potentially
related) topics.
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You can also use CallRail to identify gaps in your
content strategy. Conversation Intelligence,
which includes features such as Automation
Rules, Call Highlights, and Word Cloud, helps you
quickly and easily identify existing content gaps.

When looking at Conversation
Intelligence’s call transcripts, make
sure you do with a fine eye on
identifying:
The callers’ intent
Pain points
Language they use
And more

Automation Rules helps to power this process –
fine-tuning your AI-based analysis based on what
you already know (such as common keywords
that you want to identify and question phrases
that you think might appear).
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Having analyzed the transcript(s), Call Highlights
will then automatically show you the most
relevant/frequently occurring keywords or topics
by both caller and agent. Lastly, Word Cloud
provides an easy-to-view visual demonstration
of these key insights.

Armed with these learnings, you can then set
about producing targeted content that reflects
what your users care about and plugging any
existing gaps.

Law Firm SEO: The Complete Guide

Support Your Local
SEO Efforts

Devising a great SEO strategy might seem like a
daunting task. After all, you have to compete –
both domestically and internationally – for the
hottest keywords out there in your industry.
But that’s not strictly true. Not every company is
competing on a level playing field.
What happens when you Google “criminal
lawyers?” Criminal law firms in your local area
pop up. They might have a shabby website that
hasn’t been updated in decades, but they’ll beat
out multinational, award-winning competition to
the top of your search rankings.
That’s because small businesses have one major
advantage in reaching local customers: Google
My Business (GMB). Multinational corporations
are forced to fight it out over competitive national
or global keywords nationally or globally.
But if you’re a small business with a GMB listing,
you’ll always rise to the top of local searches.
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Capture Every Lead From GMB
We’ve touched on the importance of attribution.
Needless to say, Call Tracking numbers play
a crucial role – helping you identify which
marketing strategy, based around which
keywords, made a prospect get in touch.
In the past, there were concerns about using
call tracking numbers with GMB listings. It was
thought it could negatively impact your SEO by
disrupting NAP consistency. However, this theory
has been disproven.
With CallRail, you can add call tracking numbers
to your GMB listings to take your attribution to
the next level. Identify how well your GMB listing
is performing by appropriately attributing the
source of your calls.

You might be thinking: “Hang on, Google already
tracks calls in their Insights Report.” They do, but
the data in this report is incomplete. It only tracks
click-to-call on mobile devices, meaning you’ll
be missing out on all calls made via desktop
searches.
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Unlike CallRail’s platform, Google also
leaves you unable to:
Track from more than Google Ads
Own your numbers
Set up Call Flows
Delve into the specific details (such as what
was said during the call)

By integrating CallRail with GMB, you can attribute
calls directly to organic search and your GMB
listing.
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Gain a Clear Overview
at All Times

Digital marketing is more complex than ever
before. You’re likely targeting various personas
as you build a loyal tribe, all with their own unique
buying journeys, and implementing varying SEObased strategies to target each.
Running complex marketing campaigns is one
thing. Monitoring them all is another matter
entirely. That’s why having a platform that
instantly gives you all must-know information at
the tips of your fingers is important.
With CallRail’s Lead Center, you can view
everything you need to know about a particular
lead: the PPC ads they engaged with (and the
keywords at the heart of these ads), the content
they’ve read, when they visited your site – and on
which devices – and when they called your office.
Then, using Call Tracking and Conversation
Intelligence, you can dive into what they spoke
about with your call agents.
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But you won’t always need to go granular. If you
want a macro-level view, you can run custom
reports and see the overall impact of your SEO
efforts.
Identify how many prospects came to your
business due to a specific PPC campaign or
piece of content. Track callers and form-fillers to
specific internal strategies and run reports in an
instant.

Law Firm SEO: The Complete Guide

Make SEO Your Secret
Weapon

The world is more interconnected than ever
before – meaning your firm is likely facing both
national and international competition.
You might be a fantastic law firm, but if you can’t
attract customers, you’ll struggle.
That’s why you need to invest time, money, and
energy in making your SEO strategy as effective
as possible. The results will be sure to impress:
more website visitors, calls, and form submissions.
With a platform like CallRail, you can analyze
individual call transcripts and form fills to identify
which keywords work and which don’t. Unearth
top-performing strategies to prioritize going
forward and create conversion-oriented content,
whether on your website or through PPC ads.
Make SEO your secret weapon in 2021, and let
CallRail guide the way.
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Chapter 3

Local SEO for Law Firms:
Get More Local Clients
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Search engine optimization (SEO) is one of
the leading marketing strategies for law firms
because prospective clients routinely use search
engines like Google to find lawyers in their area. A
simple search for “best family lawyer” near me is
likely to bring up a slew of law firms – both in the
regular organic results and in Google Maps.
That means multiple law firms are competing for
those top spots to attract the most clients.
If you own a law firm, you’ll want to rise to the
top, so your firm gets noticed ahead of your
competitors. To do this, you’ll need to implement
a local SEO strategy that attracts clients from
your local area.
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What Is Local SEO for Law Firms?
Local SEO is a type of search engine optimization
that involves optimizing your website for local –
i.e., geo-specific search. That means if someone
is looking for a service in their local area and/or
are using localized search terms (like “best lawyer
in Seattle”), you can attempt to rank for those
searches.
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Local SEO is important for law firms because
the majority of law firms serve clients in a
specific geographic area. Unless you service
clients on a national level, it’s likely that you’ll
only want leads from people who are actually
within your county, city, or state.
Further, it’s less competitive to try and rank for
localized keywords than for broad keywords.
There may be fewer people searching for
“criminal lawyer in Columbus,” but there will
also be fewer law firms trying to rank for that
term compared to “best criminal lawyer,”
period.
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Key Components of Local SEO
for Law Firms
If you’re ready to invest in one of the most
effective marketing methods for law firms, then it’s
time to dip your toes into local SEO.
Below, we’ve outlined the main components of
local SEO for law firms and how to implement
them for your site so you can start attracting more
local clients.

Law Firm SEO: The Complete Guide

Website Optimization
The first component of local SEO for law
firms is website optimization, as you’ll need
a website that’s fast, functional, and SEOfriendly in order to attract organic traffic.
If you have a website already, this means
following on-page and technical SEO best
practices in order to address any on-site
issues. This might include fixing broken links,
optimizing your website’s load speed, using
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your target keywords through your page
titles and site content, and laying out a userfriendly site structure.
If you are building a new site, make sure
your web developer understands SEO and
can design a site that’s optimized for search
engines and for people. If your website
loads quickly, is easy to navigate, and can
be indexed by search engines, you’ll have a
better chance of ranking in the local search
results.
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Mobile Experience
It’s estimated that about 60% of Google’s
visits come from mobile devices. This means
people are using smartphones and tablets
to search for goods and services, and are
then browsing websites on-the-go.
As a website owner, you’ll want your site to
be mobile-friendly so prospective clients
can navigate your site even on a small
screen. To do this, you should create a
mobile-friendly version of your website
with clear text, fast-loading images, and
straightforward call-to-action buttons.
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Focusing on mobile experience is
important not only because mobilefriendliness is an important ranking
factor, but also because it will keep
visitors on your website for longer.

Content
Creation
Your website
content is what
tells visitors what it
is that you do, how
you can help them,
and how they can
get in contact with
you. It also works
to attract organic
visitors when you use localized
keywords throughout the titles, meta
descriptions, and body text of your
web pages.
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In conducting keyword research for your law
firm content strategy, use keyword research
tools like SEMrush to find terms that are relevant
to 1) the area you serve and 2) the services you
provide.
For example, if you provide criminal law services
in Las Vegas, you might want to target keywords
like “Las Vegas criminal lawyer” or “Criminal law
attorneys in Las Vegas.” You can then use these
terms on a “Criminal Law” service page or on
the homepage on your site.
Beyond that, you can publish informative
articles that attract prospective clients.
Blog posts like “What the New DUI Laws Mean
for Las Vegas Residents” or “What Do I Do if I
Get Arrested in Las Vegas?” can work to attract
prospective clients in your local area.
Once you have found the keywords you want to
target, you should write informative content that
speaks to your clients’ interests. Use your target
and related keywords throughout the page,
naturally, in order to rank for these terms in local
search.
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Google My Business
Google My Business is essentially an online
directory that allows you to submit your
business information to rank in Google
Maps.
Getting started with Google My Business
is free and there are multiple fields where
you can include your business hours,
services, address, phone number, website
URL, photos of your business and more.
By completely filling out your Google My
Business listing, you can potentially outrank
your competitors in Google Maps.
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For an example of what this looks like, do a
search for one of your local keywords and see
the listings that pop up in the organic search
results.
Google My Business also allows you to
accumulate reviews from past clients, which
can also boost your law firm’s reputation and
local rankings.
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Reputation & Reviews
Positive client reviews can work wonders when
it comes to increasing your law firm’s authority,
online reputation, and search engine rankings.
Consider that if a prospective client does a
search for a lawyer and sees that your firm has
the most positive reviews, they may be inclined
to choose you over the competition. You can
ask clients to leave reviews on your Google
My Business listing, on Facebook, and on other
directory listings.
Having a slew of positive reviews can really set
your law firm apart while indicating to Google
that your law firm is legit.
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Link Building & Citations
The last component of local SEO for law
firms is link building – which involves
attracting links from other sites back to your
website.
Since a link from another site (a “backlink”)
is essentially a vote of confidence from that
site that your law firm is reputable and a
good source of information, attracting a
variety of high-quality links can improve
your local rankings.
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The key here is to attract links from reputable,
industry-related sites.
One way to do this is by submitting your business
information to directories. Other ways include
submitting guest posts to websites, landing
interviews in industry publications, creating highvalue content that attracts links naturally, and
marketing your content/ebooks/PDFs to outside
blogs.
Now, this is just the tip of the iceberg when it
comes to link building, but it’s worth trying out a
variety of strategies instead of buying cheap links.
Focus on quality over quality. The best links will
help you boost your local rankings and even
generate more referral traffic.
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Your Law Firm Needs
Local SEO
Unless your law firm has a robust paid advertising
strategy, you can’t afford not to invest in local
SEO. Local SEO is simply one of the best marketing
strategies for law firms because the majority of
prospective clients are searching for lawyers in
their local area.
If you aren’t outranking other law firms in local
search, you’re likely missing out on traffic and
clients. Incorporate the above components into
your SEO strategy or hire an SEO professional to
help you put your site on the map – literally.
In doing so, you can attract more local clients,
improve your online reputation, and establish your
firm as a powerhouse in your niche.
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Chapter 4

How to Create an SEO Law
Firm Blogging Strategy
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Legal content gets a bad rap for being dry, boring,
and full of “legalese.” But most law firm owners
know the importance of blogging when it comes to
attracting organic traffic through SEO.
As one of the leading marketing methods for lawyers,
SEO requires that law firms publish engaging, SEOfriendly content on a regular basis. But thinking up
these topics – and actually writing content that’s
optimized for Google – can be easier said than done.
The good news is that creating a law firm blogging
strategy is made easy once you know which
keywords to target and what best practices to follow
when it comes to optimizing your content for search
engines.
Read on for a step-by-step guide on how to create
your winning blogging strategy.
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1. Identify SEO Keywords for Your
Blog
Before writing content for your law firm blog, you’ll
need to determine which keywords are worth
targeting and how those translate into engaging
blog post topics.
The reason being, it won’t be a good use of your
time to write content that won’t attract any
organic traffic (unless you also have a social
media strategy) or that’s targeting keywords that
are too competitive for your site.
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Find Niche & Geo-Specific Keywords
Your goal should be to find high search
volume, low competition keywords to start,
so you have the best chance of ranking
for these keywords, and gaining some SEO
momentum over time.
These keywords should be related both to
the services your law firm offers and the
audience you are trying to reach.
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For example, if you are a family law
attorney in Boise, some keywords
worth targeting in your web page
content might include:
“Family law attorney boise.”
“Family law boise idaho.”
“Divorce attorney boise.”

At the same time, you’ll
want to identify longtail keywords that are
best suited as blog post
topics, such as:
“How does divorce
mediation work.”
“How to get a divorce in
boise idaho.”
“How to prepare for child
support mediation.”
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Consider which
keywords might attract
potential clients to your
law firm. If you serve
a specific geographic
area, you should
identify geo-specific
keywords as well.

You can use SEO keywords research
tools like SEMrush.com or Ahrefs.com
to:
Search for keywords.
Compare search volume and competition
level.
Find related keywords.
See which keywords your competitors are
ranking for.

Law Firm SEO: The Complete Guide

2. Plan Out Your Law Firm Blog 		
Content
It’s easy to let your law firm blogging strategy end
up on the back burner, so it may be helpful to
create a content calendar to ensure that you’re
publishing new content on a consistent basis.
Using an organization tool like Google Sheets or
a project management tool like Asana, you can
schedule out your blog posts according to the
keywords you want to target.
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Some details you might want to
include in your blogging schedule
include:
Focus keyword.
Secondary/related keyword(s).
Blog post title.
Proposed word count.
Publish date.
Blog post description.

Having a schedule will
not only help you stay
consistent with your law
firm blog, but it will help
you keep the details of
individual blog posts
organized in case you
decide to outsource SEO
content writing.
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3. Write Engaging Headlines
When it comes time to write your blog content,
you’ll first want to translate your target keyword
into a compelling headline or post title. It’s here
that you need to consider what the user intends to
find when they search for that keyword.
Are they looking for a how-to guide? A review-style
post? A service page?
Make sure your content aligns with what you
expect users are actually looking for.
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It may help you to do a quick Google search
of your target keyword to see which pages
are already ranking. If, for example, most of
the pages are step-by-step guides, you might
consider writing a step-by-step guide yourself.
Once you’ve determined the direction of the
article, use your target keyword in the title while
including language that’s going to entice users
to click.
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Here are some examples for
the keyword “How does divorce
mediation work”:
How Does Divorce Mediation
Work? – 5 Step Process
Navigating Divorce: How Does
Divorce Mediation Work?
How Does Divorce Mediation
Work? – Advice from Divorce
Lawyers

It’s recommended that you
use the exact keyword in
your title, but if it’s difficult to
do so, you can finesse it a bit
to have it make sense for the
reader. Then, use compelling
language that will grab
users’ attention in the search
results.
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4. Cover Niche Topics
Again, the point of having a law firm blogging
strategy is to drive traffic and attract potential
clients to your law firm. That means you’ll need to
focus on topics that are relevant to your audience,
niche, and geographic location (if applicable).
You might want to ask existing clients, previous
clients, or your social media followers which topics
they are most interested in.
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You can also spy on your competitors to see
what topics they are writing about.
Just because there is search volume behind a
keyword doesn’t mean it’s a great fit for your
site. Think about how a given topic fits into your
overall marketing strategy and whether it will
work to attract your target audience to you.
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5. Follow On-Page SEO Best
Practices
When it comes to optimizing your content for
search engines, there are a few on-page SEO best
practices you can follow.
While you don’t need to be an SEO professional
yourself, it might make sense to work with
a consultant or agency if you have trouble
implementing SEO.
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These on-page SEO best practices
include:
Including your target keyword in the post title.
Adding an H1 heading and H2 headings to
structure your article.
Including internal links to other pages on your
website.
Referencing your focus keyword naturally
throughout your article.
Writing an optimized URL (target keyword,
remove “stop words”).
Including bulleted or numbered lists, if
applicable.
Adding non-copyrighted images with
descriptive alt text.

These on-page SEO best practices apply to most websites
and are relatively easy to implement. Run through this
checklist every time you write a new article and you’ll be
set up to start attracting more organic traffic.
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6. Create a Social Media
Marketing Strategy
Your law firm blog doesn’t have to sit there waiting
to passively attract organic traffic; you can start
driving traffic from social media right away. In
fact, the majority of bloggers promote their blog
articles using social media, with SEO being the
second leading blog promotion channel.
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Your law firm can maximize your trafficgenerating potential by sharing your articles to
Facebook, LinkedIn, Twitter, and even Instagram.
That way, you reach an even wider audience,
drum up more visibility for your site, and
potentially attract new clients to your site right
away.
Social media scheduling tools like Buffer and
Hootsuite can help you circulate your content
across social media platforms as you wait for
Google to work its magic.
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7. Identify New Topic
Opportunities
While keyword research should be at the
foundation of your law firm blogging strategy, you
might come across topics you know are relevant
to your audience but don’t have a clear SEO focus.
It’s just as important that you listen to your
followers and clients when it comes to your blog
content as it is to use SEO tools to find target
keywords. This will help you have a well-rounded
blogging strategy that’s hyper-focused on the
needs of your audience.
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At the same time, be on the lookout for trends
in your industry, local area, and among your
competitors so you can create timely content and
get ahead of the curve.
Sometimes the best content is content that’s
spontaneous and stems from a unique need that
arises from your market.
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8. Build High-Authority Backlinks
Finally, no SEO strategy is complete without an
effective link building strategy.
With backlinks essentially being votes of
confidence from other sites that your law firm is
legit, they can certainly help put your blog on the
map and get Google to take notice.
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Submitting guest posts to reputable publications,
submitting your site to online directories, and
optimizing your local citations are all methods
that work to drive links and/or traffic to your
website.
All in all, your goal is to publish high-quality
content that’s optimized for your audience and
for Google while actively working to direct more
traffic and authority to your blog.
A winning law firm blogging strategy can help you
attract potential clients to your law firm and help
you stand out in your industry.
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How to Increase Your
Law Firm’s Authority With
Content Experiences

Vitor Peçanha

Co-founder & CMO,
Rock Content, SEJ Partner
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Developing a law firm’s client base and long-term
success is no small feat. In fact, without taking
intentional steps to connect with your audience,
law firms run the risk of falling into the void and
losing business left and right.
One of the most effective ways to develop a
lasting connection with clients is to produce
gripping content across multiple channels,
always cultivating new potential client
relationships.
While producing top-notch content is a fantastic
way to nurture law firms’ client relationships, it
can also be a strong asset in developing their
authority and sense of industry leadership.
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What Is a Content
Experience & Why Should
It Be Your Focus?
A content experience is the combination of
content and context.
It takes into account how people consume and
interact with your content so the focus is not just
the content on the page, it’s how you package,
design, and connect content.
It’s how you deliver and recommend content in
more meaningful ways from the first touch to the
sale and beyond.
With so much content readily available on the
web, law firms must find a way to stand out in the
cluttered and noisy space. Creating a content
experience puts the reader at the forefront of the
strategy.
Creating content your audience wants to read
is an essential step to standing out in a crowded
space.
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In this chapter, you will learn how to
develop a content experience strategy
for your law firm that includes:
Content that focuses on building your
audience’s trust with your firm and your
lawyers by positioning you as experts.
Create a mix of content formats to ensure you
move readers quickly through the funnel.
Identify the right mix of content for your
audience and optimize it based on the
performance data.

Increase Your Firm’s
Exposure From the Inside
Out
In today’s highly-competitive, digital world, law
firms must develop an online presence to stand
out from the crowd. To do this, many firms will
create high-quality content to draw in new clients
and establish their team as leaders in the area
they practice.
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Unfortunately, law firms often come across as
impersonal, since the majority of promotions
position the firm as experts and not the lawyers
who will represent the client.
One way to overcome this is to encourage
lawyers to build their online presence using
traditional digital marketing techniques such as
launching a newsletter, blog, or social presence.
If bandwidth, marketing acumen, and writing
ability is a concern, hiring an agency or
ghostwriter can lift that burden.
Here are some types of content lawyers could
make to generate interest in the firm and position
themselves as experts:
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Blog Content

This a great place to start, especially if you are
aiming to increase your SEO ranking. Topics you
can write about include steps to take after an
event that might require a lawyer, such as a car
accident or the end of a marriage, or advice on
what to look for in a lawyer.
The objective is to create content to answer all
those “unanswered questions” that potential
clients might have when approaching a law firm.

Podcasts

Like blogs, podcasts are a great way of sharing
information. There are podcasts in every
category but one that continues to pique interest
is crime.
Lawyers who are interested in building a brand
for themselves could start a podcast that talks
and shares their perspective of popular cases
or an “Ask a Lawyer” format, where they dive into
common questions.
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Newsletters

Newsletters are great at helping businesses
“own” their audiences. While social media can
help us promote and distribute our content, we
do not own the platform and can’t ensure that it
will be delivered to our audiences.
Creating a subscriber newsletter gives you full
control over distributing your content.

Client-Generated
Content
Another valuable way that lawyers can build their
authority within the market is to share stories
on how their services had a positive impact on
a client’s life. Finding a lawyer you trust can be
daunting so personalized stories can inspire
confidence and credibility among potential new
clients.
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Today’s consumers rely on word-of-mouth
and online reviews more than ever before – by
cultivating a sense of trust with clients, law firms
can earn glowing recommendations that sustain
their business for years to come.
Satisfied clients are naturally inclined to share
their positive experiences with their peers and
online communities, whether it be in the form of
recommendations or referrals. These types of
recommendations are what help law firms and
legal teams grow.
Encourage your clients to share their experience
using your firm either on a review site, like Yelp or
Google, and use their review in your marketing
campaigns, highlighting how you helped them.
How can lawyers use their user-generated
content to market their firm?

Case Studies

These are great at showing the backstory of your
clients’ story and the results that you generated.
They can be helpful at building trust with new
customers and can be shared on social or in
your newsletter.
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Social Posts

These can include a picture of your client
along with their testimonial using graphics or
visuals are great for platforms like Instagram or
Facebook.
Your featured client will likely share it with their
network too, showing that they advocate for you
and your services.

On-site Testimonials

These are essential for any law firms’ site. Your
website is often the first step a user will take in
their content journey, so be sure to highlight the
success stories of your clients on your home
page.
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Using Content to
Address Concerns

An unforeseen event is often what triggers a need
for an attorney. Clients can feel vulnerable or
worried about what transpired and also picking
the wrong attorney.
To build confidence in their decision, firms should
look to their existing clients for guidance on the
challenges they faced, and use it to develop their
content.
What are clients’ lingering questions?
What motivated them to choose your firm over
others?
These comments are natural prompts for the
kinds of content that clients really want to see.
Take this information and develop client-centric
material.
Paying more attention to what clients have to say
will also help law firms better understand their
client base. If there is a niche market that needs
to be met, firms can find the need by closely
examining their clientele.
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A successful content strategy always begins with
the reader, not the brand. Law firms must aim to
create content that solves their clients’ problems,
answers their questions, and makes them feel
comfortable navigating the legal process.

The Power of Multiple
Channels
Distributing content across numerous channels
is always more efficient than relying on one,
especially when it comes to law firms.
Lawyers can gain new clients in a wide variety of
settings. After all, a person in need could turn up
in even the most unlikely of circumstances, even if
it’s on a social media network or through an email
distribution list.
A classic way of sharing content is through
email blasts or company newsletters, but when
it comes to reaching new clients, it’s important
to tap into a broader audience for maximum
exposure.
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Law firms can share their information and content
on several different platforms, including their own
website, social media, YouTube, and more.
It’s also a good idea to designate one channel of
communication as a sort of repository for all of a
law firm’s content, YouTube, for example.
One or two other social networks can be used for
distribution purposes.
This approach to content distribution will help
firms stay in constant contact with their clients,
always working to develop a stronger sense of
authority in their field.
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Motivate Your Audience
With the Right Content
Journey
Creating an all-encompassing content experience
is meant to serve the client, which can take a
number of different forms. For example, question
and answer sessions or “how are we doing?”
posts are great ways to get reliable constructive
criticism.
Catering to clients’ content preferences is a surefire way to improve current client relationships,
discover new audiences, and boost long-term firm
success.
A high-quality content experience takes into
consideration the audience and their preferred
method of receiving information.
Each piece of content you create should push
your readers to the next step in their journey,
ultimately bringing them deeper into your
sales funnel and turning them from readers to
customers.
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Here are some strong examples of content
that can work together, to motivate your
audience to keep engaging.
SEO-focused blog content can lead to lead
magnets such as ebooks or checklists that can
dive deeper into a topic
Authoritative or thought leadership content
should include CTAs to encourage users to sign
up for a newsletter.
Video content or podcasts may include
unique URLs that drive users to a landing page
about the topic covered, this can include
CTAs to learn more about the firm or an asset
to download, such as show notes from the
podcast.
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The Building Blocks of
a Content Experience
Strategy
It is clear that creating a content experience is
not just a nice-to-have for any law firm. Content
has been shown to build loyalty with customers,
increase brand exposure, and position firms as
leaders in their field which builds credibility.
So, now that we have gone through some ideas
of what to create, how can you get started
developing a content experience-driven strategy?

Listen to Your Customers

What common questions do you often hear from
new customers?
Use these questions to develop a content plan
that is a solid mix of SEO content and thought
leadership/authoritative content in a wide range
of formats such as videos, blogs, social posts,
and pages on your site.
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Track the Performance of Your
Content and Pivot as Needed
Content can be measured by analyzing traffic,
engagement, shares on social, and more. Use
this data to help determine what your audience
wants and what motivates them to move to the
next step in their experience.
For example, you may find that blogs perform
a lot better than video content. This will tell you,
with confidence, where your efforts are better
spent.

Think of Your Content as a Product

Sophisticated content marketers think of their
content as currency or a product of its own.
When you think of your content this way, you
will see the importance of creating purposeful
content that is well packaged, regularly tested
and improved, and useful to its target audience.
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Find Opportunities to
Personalize Content

Once you start to send content to your audience
regularly, you will be able to identify what
motivates certain audiences, which can be
used to send highly-targeted, personalized, and
relevant content to those audiences.
We often see this in email drip campaigns but
can even be added to paid social ads or with
interactive content.

Conclusion

Creating the right mix of content that engages,
educates, and ultimately converts your audience
from passive readers to motivated advocates
of your services is an essential goal of a content
experience strategy.
Creating a content experience strategy is more
than just launching content in multiple formats; it’s
a shift to create content that is not self-serving but
instead is for your audience.
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Chapter 5

How to Attract Backlinks
to Your Law Firm Website
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Law firm SEO is multifaceted. Not only do you
need to manage your technical SEO, but you
have to conduct on-page SEO, create content,
optimize your local listings, and more.
One important SEO task for law firms is link
building – the process of attracting highauthority links back to your website.
These links can boost your site’s authority in the
eyes of Google, leading to higher rankings and
more traffic.
But attracting backlinks to your law firm isn’t
always easy. Being in a competitive space, you’ll
have to be creative if you want to attract the right
types of links back to your site.
In this chapter, we’re covering some tried-andtrue ways to drive links to your law firm website.
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First Things First: Why Do
Backlinks Matter?
Backlinks matter because they are essentially a
“vote of confidence” from one website to your
website, indicating that your site is a good source
of information for users. Backlinks signal to search
engines that your content is legit and is therefore
worthy of being ranked high in the search results.
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Some of these backlinks you will earn naturally
simply by publishing engaging content that
gets noticed by other website owners. But,
usually, you’ll need to be a bit more proactive
about earning these links if you want to
increase your Google rankings.
One important thing to note is that Google
values “natural” links – i.e., links that appear to
have been earned naturally rather than bought.
Buying links is a risky practice, so we encourage
you to follow these manual link building
practices to avoid any penalties.

Law Firm SEO: The Complete Guide

40 Link Building Method
for Law Firms
Attracting backlinks to your law firm website can
make a significant impact on your website’s SEO,
but not all link building methods are created
equal.
Below, we’ve listed 40 link building methods you
can use to attract the right kind of links to your site
without having to pay for links.
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1. Ask Your Network
Perhaps the most obvious yet underrated
link building method is to ask business
owners and bloggers in your network to link
out to your website. This can be especially
effective if the website is related to your
industry, and you can get a contextual link
back to your site.
For example, if your contact has a legal
blog that references the top lawyers in each
state, it may make sense to get on that list.
Or, see if any local bloggers will add your
law firm as a resource for people looking for
legal services in your area.

2. Alumni Lists & Directories
Most college and university websites have
a section dedicated to their alumni – and
some of them are willing to link out. If your
alma mater has an alumni page and you’re
able to get listed, see if you can link to your
law firm’s website.
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Further, you can run some PR to see if you can
get featured on the alumni blog. For example,
the University of Washington often publishes
features of notable alumni, linking out to their
businesses or websites.

3. Better Business Bureau (BBB)
While links from the BBB are all nofollowed
(you won’t earn that coveted “link juice”),
they can work to drive traffic to your site.
These listings do cost money; the cost of a
BBB listing is determined by region and the
number of employees you have. But, BBB is
a reputable site, so you don’t have to worry
about facing any penalties. It may be worth
getting listed here, if only for the referral
traffic.
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4. Chamber of Commerce
Getting a link from your local Chamber of
Commerce is essentially a guaranteed link.
The trick is getting in touch with the right
representative to get listed.
You might have to go through a simple
application process to get listed, but the link
and possible traffic is well worth it.

5. Local Listings
You’ve likely heard of Yelp, YellowPages, and
Whitepages, but there are nearly endless
local directories that you can get your law
firm listed in. Be on the lookout for directories
that focus on your city or state, as these will
be more relevant to your business and are
often easier to get into.
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6. Niche Directories
Similar to local directories, niche directories
are directories that focus on a particular
industry. In your case, you will want to find
directories that are relevant to the legal
industry, like Avvo, Nolo, Justia, and Findlaw.
Many of these directories have followed links
or, at the very least, can send traffic to your
site via nofollow links. An added benefit of
these directories is that many of them allow
you to collect client reviews, which can work
as social proof to help you attract even
more clients.

7. Blog Directories
If your law firm website has a blog, you can
potentially get it listed in blog directories.
Again, it’s best that these directories be
relevant to your industry or service area.
To find these directories, simply do a Google
search for “blog directories,” and you’re
certain to find loads of options.
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8. HARO
Help A Reporter Out (HARO) provides
journalists with an entire database of
sources they can reference in their articles
and magazines.
By signing up for free HARO updates, you
can respond to journalists’ queries and
potentially get featured in reputable
publications. If you get featured, you’re likely
to get a link back to your website and earn
some valuable media coverage.

9. Social Media
Most social media platforms like Facebook,
Instagram, Twitter, and LinkedIn give you the
option to include a link back to your website.
While not all of these links are followed links,
they can send traffic to your website. There
is also some evidence that social media
mentions can be good for SEO.
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10. Ebooks/Downloadables
Law firms can earn backlinks, naturally, by
publishing what’s called “linkable assets” –
most often in the form of ebooks and other
downloadable content.
The goal here is to create content that’s so
good, and other sites can’t help but link out
to it. Think of some topics that are relevant
to your audience, turn the information into
a downloadable, and publish it on your
website to start attracting links.

11. Crowdsourced Posts
Crowdsourced posts can be hard to find,
but if you get an opportunity to participate,
the answer should usually be “Yes!”
These are posts where other sites are
looking for experts to contribute to the
article, usually in exchange for a backlink. It
usually only takes a few minutes to write a
response but you can bank on that link juice
for months or even years to come.
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12. Content Marketing
If you’re taking the time to publish your
own content on your website or blog, you
should be marketing it across platforms
to generate as much reach as possible.
This might involve sharing it to your email
list, social media, or emailing it to outside
publications.
The more eyes you get on your content, the
more likely you will earn more backlinks from
people who love your content.

13. Paid Directories
If you are going to pay for backlinks, at
least focus on earning links from reputable
directories. There are some directories that
are legit but require a fee to get featured.
You can earn a few followed backlinks this
way and possibly drum up some traffic.
Simply do a Google search for “best paid
directories” and compare your options.
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14. Networking/Offline Marketing
Like asking your network for backlinks, you
can attend in-person networking events to
form new connections that might result in
backlinks.
While the goal should be to form genuine
relationships, keep your eyes open to
different opportunities. You might meet
someone who is willing to interview you on
their site or offer you a guest post slot, which
could result in some valuable links.

15. Web Tools
Creating web tools to earn backlinks is
an advanced method but can be highly
effective. Web tools like calculators can
be highly valuable to your audience and,
therefore, valuable to other sites in your
niche.
Think: “legal fees calculator”, “loan
calculator,” “child support calculator,” and
the like.
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16. Newsletters
Despite what many marketers might say,
newsletters aren’t “dead” – as long as they
deliver amazing information users actually
want to read. If your blog keeps up with legal
news, has interesting information to provide,
or otherwise offers content users can’t
find anywhere else, you can earn tons of
subscribers and possibly links back to your
newsletter.

17. Press Releases
Google has said that they “ignore” links
from press releases, but they can still be
a good source of dofollow links. This is
because syndication can get your press
release in front of other journalists and earn
you backlinks from those websites.
So, if you have a story to tell, it might be
worth running a press release to get you
featured on high-authority websites.
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18. How-To Guides
“How-to” keywords are some of the most
searched keywords because people are
constantly looking for tutorials on how to
complete tasks and accomplish their goals.
Guides like “How to File for Divorce,” “How to
Hire the Right Family Attorney,” and “How to
Avoid Foreclosure” not only provide value to
your potential clients but can also be picked
up (and linked to) by other sites looking to
reference this information.

19. Q&A Sites
Sites like Quora can earn you nofollow links
that send traffic to your site, as long as you
mention your website in your answer. On
these sites, users ask questions, and you can
answer based on your own expertise.
For example, if a user asks what to do after
they get a DUI, you can answer with a stepby-step explanation and then link to your
own law firm if they want more information.
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20. Attend Speaking Events &
Conferences
Speaking events and conferences are great
places to build connections, especially if
you are one of the speakers. If you’re able
to land a speaking gig, you’ll often earn links
back not only from the event hosts but from
people who attend the event. You’re also
likely to generate some social and referral
traffic from the publicity alone.

21. Charities & Non-Profits
Charities and non-profit organizations often
have donor pages that list the businesses
and individuals that have donated to their
org. You have to be careful about these
ones because they can be interpreted as
paid links. We recommend donating out of
the kindness of your own heart; if you earn a
link back, that’s just a bonus.
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22. Sponsor Events
Local events are almost always looking for
sponsors – and they’ll usually link to you if
you sponsor their event. At the very least,
you’ll get a mention at the conference and
possibly earn some clients that way.
Simply do a search for events in your local
area and ask if they are looking for sponsors.

23. Branded Mentions
Sometimes websites will reference your
business without linking out to your site.
If you’re able to find these “branded
mentions,” you can usually request a link
back. To find them, use tools like BuzzSumo
to scan the web for your brand name and
then manually reach out to the website
owner to see if you can turn that mention
into a link.
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24. Offer Scholarships
Looking for a way to give back and earn
a backlink in return? Your law firm can
offer scholarships to athletes, high school
students, or college students and possibly
earn links from schools and scholarship
directories. Update your scholarship
information year after year to earn more
links and help individuals at the same time.

25. Cover Current Events
Law firms can write about current events to
attract traffic from search since the topic
is likely fresh in peoples’ minds. If you can
get ahead of the curve or at least offer an
interesting spin on a current event, you’re
likely to get picked up by other publications
(links) and get your content shared on
social media.
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26. Ego Bait Content
“Ego bait” content is content the strokes
the ego of other business owners, thought
leaders, or influencers. This usually takes the
form of a “best [title] in [industry]” post that
rounds of the very best names in the game.
For example, if you publish an article titled
“10 Best Class Action Attorneys That Earned
Giant Settlements,” you can then follow
up with the attorneys featured in hopes of
earning links back from their sites.

27. Evergreen Content
Evergreen content is content that never
goes out of style and therefore can earn
backlinks for years to come. Think of this as
your foundational content that addresses
the most common questions your potential
clients have if you can get this content to
rank organically – even better – as other
sites will be inclined to link to your resource
time and time again.
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28. Email Mentions
Occasionally you will come across mentions
of your law firm in online magazines and
blogs, but they might not be linking back
to your site. It’s always a good idea to just
email the publisher and ask if you can get a
link back.
Worst case, they say no, and you still get
some brand recognition; best case, you get
a dofollow link and some bonus traffic.

29. Local Newspapers
While print newspapers obviously can’t
link to your website, any of the post digital
versions of their articles online. With a little
PR, you might be able to get featured in
local newspapers and earn a few links back
to your site. This is another reason to stay
up-to-date on current events and keep your
eyes open to opportunities.
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30. Industry Websites/Magazines
Industry-specific websites and magazines
are always looking for new businesses and
experts to feature. They might conduct
interviews, accept guest contributors, have
their own directories, or host a resources
page. Do a search for legal websites that
offer these kinds of opportunities and see if
you can get featured.

31. Resource Lists
Like linkable assets, resource lists provide a
ton of value to your audience and attract
links from other websites looking for this
information. As a law firm, you have tons of
opportunities to reference legal documents,
forms, tutorials, cases, and other guides that
might be valuable to your potential clients.
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32. Infographics
Infographics have a way of making even
the most complex of information easy to
digest and understand. You can work with
a graphic designer to turn your legal howtos into infographics that can be found
via organic search or image search. If you
create an awesome infographic, other
websites will be itching to link to it.

33. Cover Controversy
Most businesses like to shy away from
controversy, but there’s no doubt that
controversy can drum up a lot of visibility.
Is there a controversial court case that
warrants your expert opinion? A trending
topic that could use some input from
a trusted lawyer? If people are already
searching for these topics, you can attract
loads of traffic to these articles and even
earn yourself some backlinks from other
publications.
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34. Surveys
People love a good survey. They’re simple.
They’re engaging. And, yes, they can even
earn you backlinks.
Law firms can publish interesting surveys to
get users buzzing about their results. These
are easy to share on social media and can
attract a lot of intrigue. If your survey runs for
a long time and gets your audience talking,
you’re likely to earn some backlinks too.

35. Statistics
People look to statistics to get a better
understanding of the world, which makes
them popular to cover in industry articles.
Do you have some knowledge to share
about a legal topic? Want to summarize
some industry findings? Posting about legal
statistics can earn you links from blogs and
industry websites alike.
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36. PR Outreach
While we would love to earn backlinks
naturally, sometimes it helps to do a bit of
outreach. You can reach out to industry
publications in search of opportunities like
interviews, podcasts, and guest posting
spots.
Don’t underestimate the power of a wellcrafted email to drum up some backlink
potential for your law firm.

37. Guest Posting
Guest posting is one of the best ways to earn
backlinks because you are providing a ton of
value to a website in exchange for a link.
Usually, you have to pitch some ideas to an
industry blog in hopes of them offering a guest
posting slot. Sometimes, though, you can write
about whatever you want.
You can do a Google search for “guest posting
sites” or simply keep your eyes open for
industry sites that might accept guest posts.
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38. Glossaries
Are your clients constantly getting confused
about legal jargon? It might be valuable
to your clients – and other sites – if you
created your own glossary. That way,
you can help your clients understand the
important information you send their way,
and you can possibly get your glossary to
rank organically, attracting links

39. Listicles
Listicles are those “best of” or “top #” posts
that tend to drum up a lot of engagement.
By publishing a listicle, you can possibly
outrank existing listicles, generating traffic
and links.
For law firms, some listicle ideas might
include “15 Famous Court Cases You
Should Know,” “20 Contracts That Landed
NFL Athletes the Big Bucks,” “25 Tips for
Overcoming the Stress of Divorce,” and the
like.
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40. Expert Interviews
Like ego bait, interviews can earn links
back from the people you feature because
you are essentially stroking their ego by
showcasing them to your audience.
You might think of some interesting topics
that are relevant to your audience and ask
an expert to provide their take. Then, you
can market the interview across platforms,
earning social shares, and backlinks.
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Conclusion
While legal may be a competitive industry – with
law firms fighting neck and neck to rise to the top
of the search results – there are many, simple
ways to earn backlinks to improve your SEO.
So, before you start paying for links, try some of the
natural link building methods above to approve
your rankings and attract new clients to you.
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Chapter 6

5 Ways to Generate Positive
Client Reviews for Your Law Firm
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Many businesses – law firms included – treat
reviews as an afterthought… until they get a
negative one. It becomes a scramble to drown
out the negative reviews with positive ones so
as not to lose out on potential clients.
The success of your firm depends on you
having a shining online reputation, so it’s worth
it to get ahead of the curve and generate
positive reviews from the beginning. Especially
in the legal field, this can be easier said than
done.
In this chapter, we’re covering the 5 essential
steps to generating positive reviews for your law
firm so you can stay ahead of the competition
and attract new clients in droves.
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Why are Law Firm Reviews
Important?
Most business owners know that earning reviews is
an important task, but how important is it exactly?
Well, consider that the vast majority (84%) of
consumers trust reviews as much as personal
recommendations when it comes to choosing a
business to work with. Reviews play a powerful role
in helping prospective clients or customers decide
what products to buy, what brands to work with,
and more.
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Further, 70% of prospective clients said they are
willing to go to a law firm in a less convenient
location if they have better reviews than a
closer attorney’s office. This means having
positive reviews could put your law firm ahead
of your competition and directly draw in new
clients.
But earning positive reviews from clients can
be a tedious task, especially if you’re relying
on clients to take initiative and post reviews
themselves. That’s why you’ll need to actively
work to generate reviews for your law firm using
the 5 steps below.
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1. Provide Review-Worthy
Service to Your Clients
The first and perhaps most obvious step is to
provide top-quality service to your clients so they
feel inclined to post a review in the first place. It will
be next to impossible to generate 5-star reviews if
you aren’t providing 5-star services.
As a lawyer, it can often be difficult to keep clients
happy because they are often dealing with loads
of stress, and their case is ultimately left up to the
courts to decide their fate. But, you can do your
best to provide a positive, supportive experience.
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Help your clients navigate the legal process
with ease and relieve their anxieties as much as
possible. Have patience when answering their
questions and get them connected with the
resources they need when they need them.
Even if the decision doesn’t turn out in their favor,
your clients can still rest easy knowing you did
your best and were with them every step of
the way. It’s your job to offer a review-worthy
experience.
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2. Create Profiles on Each of
the Top-Tier Review Sites
To generate reviews for your law firm, you will need
to be visible on popular review sites where clients
can go to leave a review or testimonial. Not only
do these sites host your reviews, but they can play
a role in helping you drive traffic to your site.
See, search engines like Google look to positive
reviews when considering which businesses
to rank in the search results. Therefore, review
generation should be an essential part of your
search engine optimization (SEO) strategy. These
review sites can help you improve your SEO over
time.
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Google My Business
Google My Business (GMB) is a free platform
(by Google) that allows businesses to post
their business information, generate reviews,
publish content, and more. This is the #1
platform prospective go to when looking for
law firm reviews.
Setting up a GMB profile is simple. Simply
sign up with a Gmail email address, input
your business information, verify your
account, and hit publish. Then you can
share this profile with clients to start earning
that 5-star rating and some positive reviews.

Bing Places
Like GMB, Bing Places is a free platform
where law firms and other businesses can
generate reviews.
Positive reviews can help businesses rank
higher in Bing’s organic search results.
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By earning more positive reviews on both
GMB and Bing Places, you can outrank your
competitors and drive more traffic to your
law firm website. Plus, the positive reviews will
encourage prospective clients to work with
you.

Avvo
Avvo is a review website specific to the legal
industry. This is another site that prospective
clients go to to find reputable law firms in
their area.
Publish a profile on Avvo to generate
reviews, drive traffic, and attract more
customers. Your goal is to have more
shining reviews than the other law firms
in your niche. This is one of the best ways
to improve your online reputation in your
industry.

Law Firm SEO: The Complete Guide

Yelp
Yelp is one of the most popular review sites
but is not without its issues. Many businesses
get frustrated by Yelp’s often pushy sales
tactics. Know that having a free profile on
Yelp should be enough to generate reviews
for your business; you don’t need all the bells
and whistles.
Yellowpages, BBB, and similar review sites
are on par with Yelp when it comes to
helping you boost your law firm’s authority
online. Try to aim for the top-tier review sites
and avoid paying for placement on any
sketchy sites.

Facebook
While Facebook is technically a social media
platform, you can still generate reviews on
your Facebook business page. This page
also has the chance to rank in the organic
search results.
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While most law firms generate business from
local search in Google and Bing, they can still
attract clients on Facebook. And since most
clients are on Facebook already, this is an
easy place to generate reviews.
Simply create a business page for your law
firm, input your business information, and add
high-quality images. Then, you can share the
link to your Facebook page every time you
want to ask a client for a Facebook review.

3. Ask When They
Are Happiest
Many attorneys think to ask clients for reviews
weeks or even months after working with them,
but this is often at the point where a client’s
excitement has toned down. That’s why it’s best
to ask clients for reviews when they are at their
happiest – typically right after you have earned
them a win.
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Is your client already raving about how
amazing it’s been to work with you? Ask them
for a review on your GMB or Facebook page.
You can do this in person or my sending them
an email when you know they are in a great
mood.
When a client is thrilled about your services,
they will be more motivated to leave a review
for your firm. Don’t wait until way after the fact
to ask these clients to review your law firm.
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4. Send Email or Text
Message Reminders
It’s recommended that you send an email
sequence to each client after doing business with
them. This is done as a courtesy to thank them for
their business and it gives you a chance to ask
them for reviews.

Law Firm SEO: The Complete Guide

If you have text messaging capabilities (and
client consent), you can also send text message
reminders for them to review you on Google,
Yelp, Facebook, etc. Make it easy for them to
send reviews by providing a direct link to your
profile.
Here’s an example of an email or text script you
can send to your clients:
“Hi [Name],
Thanks again for working with [Name of law
firm]. We have truly enjoyed helping you with
your case. We’d appreciate it if you took a
moment to tell the world about your experience
working with us, too! Just click here to leave a
review on [Google, Facebook, etc.]. You’re the
best!”
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It’s usually recommended that you ask for
a review 3-5 days after doing business with
them. This ensures that their experience is still
fresh in their minds, so they’re more likely to
leave you a shining review.
Note: Make is super easy for clients to leave a
review by always including a link to the review
page and by using a clear call-to-action (like
“Leave a review here”). Also, you can optimize
the review process by split testing your emails,
seeing which scripts result in the best response
rate and highest number of reviews.
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5. Offer Incentives
(The Right Way)
Offering incentives in exchange for reviews can be
a testy art, which often goes against many thirdparty platforms’ guidelines. Many review sites are
strict about how businesses can ask clients for
reviews.
You can certainly encourage clients to leave a
review for your law firm but try to avoid offering a
one-to-one exchange, like a review, in exchange
for a discount.
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One way around this is to offer a discount that
leads to increased sales of your services. In this
case, the incentive is increased sales, not reviews.
With more sales (or closed client deals, in this
case), more people will see the email and then be
direct to leave a review.
Since more people see the email, there’s a good
chance that you will generate more client reviews,
naturally.
Another common method is to encourage clients
to Like your Facebook page when they first visit your
office. You’re not asking for a review, but you are
directing them to your Facebook page. Here, they
may be naturally inclined to review your services.
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Remember: Respond to
Client Reviews Across All
Platforms
As a law firm, you should be constantly monitoring
all of your review platforms for both positive and
negative reviews. That way, you can respond to
positive reviews and address negative reviews as
quickly as possible.
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Studies show that, on average, one negative
review can cost you as many as 30 new clients.
While negative reviews do occur – whether they
are warranted or not – you can often dissipate
the negative effects by responding promptly and
professionally.
Note that there are often ways to report spam
or negative reviews to get them removed from
Google, Yelp, Facebook, etc. The quicker you are
to address these reviews, the better you’ll be able
to prevent any negative consequences on your
business.
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Provide a Positive
Experience for Your Law
Firm Clients
The success of your law firm depends on you
providing top-quality service to your clients. Why
not highlight these wins by generating positive
reviews for your law firm?
Reach out to clients when they will be most
inclined to leave a review, increase your presence
across top review sites, and follow up with clients
promptly. With the methods above, you can
improve your law firm’s reputation and boost your
SEO to drive more clients to your firm.

