Local SEO for Lawyers: How To
Generate 2X More Leads
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Your prospective client needs a lawyer. They enter the keywords “lawyers near
me” in Google and your law firm appears. As they scan through the search
results, they see your law firm, again and again. Most of the information they see
demonstrates your ability to get things done for your clients. Slowly they begin to
realize the truth. You're something special.

Imagine that you could achieve these results in your law firm. What would this do
for your career, reputation, or firm?

Local Search Can Solve Lead and Profitability
Problems for Lawyers

The majority of small to medium-sized law firms struggle with at least one of the
following problems:

1. Firms aren’t receiving quality or quantity of leads they need
2. Lawyers are struggling to close the leads they have



3. Law firm margins are too small due to mistakes like discounts, write-downs,
and write-offs

4. Firms are undercut by low cost providers and industry disruptors like
LegalZoom, Rocket Lawyer, or Al chatbots.

5. Their advertising costs are too high

6. They're attracting poor quality clients, which hurts realization and retention
rates in the long term

Local search can help lawyers address these problems. Using local search, law
firms can:

e Increase the number of traffic-producing keywords that drive clients to their
site

e Make credibility, authority, and prestige markers (e.g., awards,
specialization, wins) more visible in Google

e Increase the number of leads generated so they can raise their prices
comfortably

e Make competitors irrelevant or zone them out of Google's search results

e Decrease advertising costs by getting others to rave about your firm

e Attract clients who will fight for your attention, spend more with your firm
and pay higher fees

It's simple, but it's also incredibly effective.

How Lawyers Can Increase Traffic, Leads, and
Revenue via Local SEO

There are several low cost and no cost tactics lawyers can use to boost search
results. Before we take a look at these tactics, let’s cover some general principles
regarding marketing. These aren’t absolute rules. They’'re simply important
details to keep in mind.

1. Paid advertising produces results faster. Using services like Facebook
or Google Ads means you're able to generate traffic, leads, and revenue
immediately. The nature of paid advertising and marketing means these
paid services lack longevity. Results go away as soon as you stop paying.

2. Free advertising takes time. Free tactics like search engine optimization,
review management, influencer marketing, etc. all require time to generate
results organically. If results are rushed, they’re typically pretty lackluster.
As a general rule, free advertising tactics perform well over the long term. It



takes time to set up but lasts for a long time.

3. Combine free and paid advertising tactics for the best results.
Combining free and paid advertising tactics produce exponential growth
(think 2 + 2 = 42). Both of these tactics play off each other, boosting your
firm’s reputed and presumed credibility.

4. Paid advertising can be free. Structure your offers the right way, and
your paid advertising can be free. This can be accomplished in several ways,
i.e., using paid ads to send prospective clients to a paid consultation page to
gauge their interest.

With that in mind, let’s take a look at the local search tactics you can use to
generate 2x more leads.

e Optimize Your Google Business Profile: Regularly update your Google
Business profile with new photos, posts, and answers to FAQs to improve
your local search ranking.

e Build Hyperlocal Landing Pages: Create pages optimized for specific
neighborhoods or areas you serve to attract nearby clients.

e Use Local Keywords on Your Website: Incorporate location-specific
phrases like “Divorce Lawyer in [City]” across your website, especially in
headers, meta descriptions, and service pages.

e Leverage Google Maps for Visibility: Embed Google Maps on your
contact page and optimize your location data to appear in map-related
searches.

e Get Featured in Local Publications: Work with local news outlets or
magazines to publish stories or legal insights that link back to your website.

e Present at Community or Professional Events: Speak at industry
conferences, local business meetups, or community workshops attended by
your ideal clients.

e Invest in Localized Google Ads Campaigns: Target your city or
neighborhood with ads tailored to specific legal needs, like “Estate Planning
Lawyer in [City].”

e Become a Legal Expert on Podcasts or Radio Shows: Regularly
contribute to local radio programs or podcasts that align with your practice
areas to expand your audience.

Just one of these tactics can double your lead generation campaigns. Overlap
these strategies, and the positive results grow exponentially. These local SEO
strategies can be used to dominate Google’s local search results, many of these
strategies, yes, even paid advertising, can be low/no cost tactics when they’re
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used effectively.

Here’s the most significant reason your law firm should invest in local SEO: Most
law firms aren’t using it well. If most firms are doing the same things poorly, no
wonder it isn't working all that well. But it can.

Lawyers Near Me = Your Firm, Everywhere

At least, that’'s how it should be. When your prospective clients enter location-
specific keywords in Google, they should see your firm everywhere. As they scan
through Google’s search results, your firm and your accomplishments should
appear consistently.



