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Marketing for law rms has undergone radical changes because of the internet, and
it's not always easy to know what is effective and what is a waste of time.

Most attorneys have a sense that blogs and various forms of digital marketing can help
position them as experts and get them more leads, but they are not always clear on
exactly how to implement and use these tactics consistently.

Marketing law rms is one of the most competitive niches to do marketing in, which
only complicates matters because your efforts must be precise.

When | was working at The National Law Review as the lead publications manager, |
was entrenched in terms | never thought would matter to me in law school: metadata,

search engine optimization, content marketing, conversion, data analytics, and more.
The National Law Review publishes hundreds of legal news articles per month and
cares deeply about the success of each one of them.

Before things started to crystallize for me, | met John McDougall of McDougall Interactive
at a Legal Marketing Association conference in Boston, where | experienced at least
half a dozen SEO-related revelations during his talk. From then on, John and his team
were integral in my continued learning and understanding of content marketing and
SEO. | learned an incredible amount about the inner workings of things like podcasting
and running webinars from McDougall Interactive.

If you ask several attorneys if they know what a podcast is, most will say yes. Yet when
it comes time to produce one, most will have no idea about the ner details of suc -
cessful podcasting, such as how to come up with the topics, the mechanics involved
in audio engineering, and the value of the content and words surrounding the audio
itself.



Likewise, most will have watched and listened to a webinar, but few will have the right
strategy and checklist of steps to create one of their own that helps with sales and
marketing for their law rm.

Content marketing and search engine optimization work more effectively when these
nuanced principles are applied toward raising a law rm’s pro le and successfully
attracting prospective clients. These ne details are what distinguish the savvy legal
marketers from the average, and the renowned attorneys from the simply known.

Having been on the front lines of content marketing and producing massive volumes of
content, it was a delight to have someone to turn to for the technical side of things like

solving Google penalties, which requires a level of detail many writers and attorneys
would not care to dig into deeply.

I've seen rsthand how John McDougall and his team think, bot h about creative content
and the technical aspects of implementing it; they think in a way that leads to signi cant
and trackable new business.

Perhaps you wonder whether this book will go too far into the weeds or if it is worth
investing your time to read it. Let me tell you that the time you will save by having the
right information to avoid making mistakes will easily make it worth reading.

This book was created with great care and thoughtfulness. Knowing that attorneys may
not read all of it, the critical sections for “C-Suite” and high-level attorneys are marked
with a gavel icon. The rest of the material can be shared with your marketing staff or
read later, if you are intrigued.

Launching or promoting a website that looks nice and has an in-depth blog can quickly
turn into a disaster without the right technical details and strategy behind it.

If you want to understand how to develop content that is seen at the very top of the
search engine results and gets people engaged on social media, then get this book
for yourself, your marketing staff, and the top attorney(s) at your rm.

Carpe Diem!

Nicole Minni

FORMER LEAD PUBLICATIONS MANAGER, THE NATIONAL LAW REVIEW
STAFF ATTORNEY AT DEPAUL UNIVERSITY COLLEGE OF LAW
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If you have ever had any anxiety over your website and digital marketing, you are not
alone.

This book will help you understand why legal marketing is so hard and how to beat
the competition.

You will learn about using search engine optimization (SEQO) and high-quality content
marketing, both in terms of strategy and execution. Which level of detail you read and
which you hand off to your marketing team is up to you.

Partner and C-Level “must reads” are designated with the gavel symbol. If you miss
those, you might go down a long and dusty road and get lost.

We will lay out a roadmap that has a lot of details and may seem overwhelming, but it
is truly what it takes to make digital marketing effective.

Once you have the roadmap and get a team to help you with it, you will start seeing
results and get excited to hit the gas pedal!

Vii



When | started selling websites in 1995, | had no idea | would still be building them
and marketing them 25 years later.

My father owned the sixth-largest ad agency in New England, and so | was lucky enough
to be tasked with switching from being a media planner to selling digital marketing.

| got mocked by more than one company that thought | was the latest version of a
snhake oil salesman when | pulled out my laptop and dialed up over AOL in their of ce.
Yet here we are, with digital marketing accounting for about half of marketing budgets
and much more than that for businesses with sales revenues under $25 million.

Because of the vast amount of helpful information on the internet, prospective cus -
tomers are now nearly 75% of the way through their decision-making process before
they ever engage with a sales representative.

“57% of the purchase decision is complete before a customer even calls a supplier.”
(CEB?

“67% of the buyer’s journey is now done digitally.” ( SiriusDecisiong?

“B2B customers are more than 70% of the way through the decision-making pro -

cess before ever engaging a sales representative.” (Demand Gen 7th Annual B2B
Buyer’s Surveyj

1 http://www.executiveboard.com/exbd/sales-service/challenger/new-decision-timeline/index.page
2 http://www.siriusdecisions.com/blog/three-myths-of-the-67-percent-statistic/
3 https://www.demandgenreport.com/resources/research/2017-b2b-buyers-survey-report
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That means people and businesses know what they want, and they know the handful of
law rms that they might consider working with. They have read those law rms’ blogs,
bought their books, downloaded their white papers, and are receiving their automated
email sales messages with intriguing content and occasional offers.

If you are focused solely on sales tactics and are not getting in front of prospects with
a steady diet of your content, you lose to other lawyers, some of whom may even give
new meaning to the phrase “criminal lawyers.”

For example, one law rm showed me a network of sites built by an attorney who
had a criminal record and yet was great at SEO. He was eating his competitor’s lunch
despite his own infamy.

When | was working on a mesothelioma law SEO and Google ad project, a client
shared how one meso marketer made fake veterans hospital websites to get leads. It
doesn’t get any more unethical than that. Sadly, though, Google can't always sort the
good from the bad law rms and sometimes rewards great content, regardless of who
created it (or how legitimate it is or isn't).

Let’s look at Google for how people can nd legal counsel and advice.

Search Google for “How to le a patent” and Nolo, Legal Zoom, Forbes, Inc., and
ipwatchdog.com all come up as sources of information on that topic.

Search Google for “What to do if | get pulled over for drunk driving,” and the search
results will include lawyer videos, law rm websites, and the Huf ngton Post site.

Search Google for “Is an LLC or trust better to protect my business?” and LLC Wizard,
Legal Zoom, Investopedia, and a couple of law rm websites show up in the search results.

The experts who are doing the writing and thinking like publi shers are winning the busi-
ness these days, not those with the largest Yellow Pages ad or the most TV commercials.
Very often, you will see legal directories, big media sites like Forbes, and then niche
sites like LLC Wizard or Birth Injury Guide that have a lot of content on niche topics.

If you let others own the searches for what makes you money, you and your rm lose.

People are so bombarded by marketing messages, and even now by content, that you
really need to get in front of them with just the right message that solves their pain
right when they are ready to pull the trigger.



So you need to have content available and visible when they are researching, when they
are considering what company to choose, and nally when they are ready to buy — at
all stages of the marketing funnel, or what people refer to now as the buyer’s journey.

Sadly, many attorneys think everyone is always ready for a free consultation and that
they are mostly searching for things like “hire Boston business lawyer right now.”

While | have a few unkind words to say about some of FindLaw’s older practices, |
remember seeing a great talk they did about how most law leads actually come from
long tail searches, where customers are seeking to solve their problems, not just hire
an attorney in xyz city and state.

Some of the most expensive Google ads are legal related and can cost over $900 per
click! So long-term, “owning” thousands of non-paid organic Google search terms is

critical. You also need to take improving your website to another level. If you only turn

100 website visitors into leads at a 1% conversion rate, it could potentially cost you
$90,000 per lead, and that's hardly sustainable.

It must be nice to own Google... If they can get nearly $1,000 per click in extreme cases
and it just takes a second to click, they could theoretically make $60,000 per minute.

Just to help illustrate this further, here's how much it would cost advertisers, on average,
to buy Google ads for the ten most expensive Google keyword concepts:

Term Cost per click*
Business Services: $58.64
Bail Bonds: $58.48
Casino: $55.48
Lawyer: $54.86
Asset Management: $49.86
Insurance: $48.41
Cash Services & Payday Loans: $48.18
Cleanup & Restoration Services: $47.61
Degree: $47.36
Medical Coding Services: $46.84

*To get this data, WordStream examined the top keywords between June 1, 2016, and June 12, 2017, and
categorized them by core intent.



As mentioned, there are individual keywords with much higher costs than these, but
WordStream’s research was speci cally looking at related k eywords with extremely high
costs per click on average. This data gives you the broad sense of hot and expensive
topics online.

Now let’'s look at a few more fun examples to freak out you and your wallet completely.

If you use SEMrush to search for the single word “lawyer” and lter keywords by the
highest estimated cost per click in Google ads, you get the following:

Indianapolis Semi Truck Accident Lawyer: $905
Car Accident Lawyer Elite: $872
Mesothelioma Lawsuit Lawyers: $756
Albany Ga Personal Injury Lawyer: $750
Los Angeles Uber Accident Lawyer: $733
Car accident lawyers Colorado Springs CO: $732
Iron Horse Motorcycle Lawyers Greenville SC: $728
Offshore Lawyers In Louisiana: $680
Birth Injury Lawyer Pittsburgh: $666
Car Accident Lawyer Decatur GA: $665

Stage 4 Peritoneal Mesothelioma Life Expectancy:  $889

Mesothelioma Lawsuit Lawyers: $756
Mesothelioma Attorney Pittsburgh: $740
Best Mesothelioma Attorneys: $648
Mesothelioma Lawyers In Michigan: $625
New York Mesothelioma Lawyer: $566
Mesothelioma Lawyer Near Me: $561
Cases of mesothelioma: $534
Mesothelioma Attorney Seattle: $523

Mesothelioma Net: $503
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DUI Lawyers in San Antonio:
Cheap DUI Lawyers Los Angeles:

Best Criminal Defense Lawyers in Fort Myers FL.:

Jewish Criminal Defense Lawyers:

Business Tax Lawyer:

Small Business Lawyer Maryland:
Business Tax Lawyer Near Me:

Business Partnership Dispute Lawyers:
Business Lawyers In Cincinnati Ohio:
Medical Marijuana Business Lawyers LLC:
Business Mediation Lawyer:

Home And Business Lawyer Software Download:

Business Lawyer Colorado:
Business Lawyer For Small Business:

Real Estate Litigation Lawyers Near Me:
Real Estate Lawyer Fairfax VA:
Intellectual Property Lawyer Long Island:
Intellectual Property Lawyer San Diego:
Estate Planning Lawyer:

Estate Planning Lawyers Near Me:
Immigration Lawyer NYC:

Immigration Attorney:

Family Lawyer Near Me:

NY Whistleblower Lawyer:
Whistleblower Lawyers:

Xii

$348
$344
$237
$155

$87
$73
$69
$64
$56
$55
$54
$52
$50
$47

$141
$54
$35
$26
$20
$18
$19
$12
$19
$77
$41



Digital marketing works. Otherwise, people would not have spent years bidding up
the cost of these ads. Therefore, showing up in the search results without paying for
Google ads has a tangible value.

For example, FindLaw has 3.4 million keywords that rank organically in Google. Based
on Google’s estimated costs per click, those keyword ranking positions would have
cost $29 million per month, if they had to buy them as Google ads!

And how many people are searching?

Here is the monthly volume for some top terms that come up when you search SEMrush
for just the word “lawyer.”

Keyword Volume
Lawyer 135000
Attorney 110000
Immigration Lawyer 74000
Donald Trump Jr Russian Lawyer 40500
Lawyer Salary 40500
Rocket Lawyer 40500
Divorce Lawyers 33100
Lawyers Near Me 33100
Personal Injury Lawyer 33100
Bankruptcy Lawyer 27100
The Lincoln Lawyer 27100
Bankruptcy Lawyers 22200
Car Accident Lawyer 22200
Disability Lawyers 22200
Divorce Lawyer 22200
How Much Do Lawyers Make 18100
OJSimpson Lawyers 18100
Real Estate Lawyer 18100
Accident Lawyer 14800
Divorce Lawyers Near Me 14800
Immigration Lawyer Near Me 14800

Injury Lawyer 14800
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Pro Bono Lawyers 14800

Stormy Daniels Lawyer 14800
Bankruptcy Lawyers Near Me 12100
Family Lawyer Near Me 12100
Lawyers Guns And Money 12100
Workers Comp Lawyer 12100
Average Lawyer Salary 9900
Child Support Lawyers 9900
Dog Bite Lawyer Vancouver 9900
How To Become A Lawyer 9900
Malpractice Lawyers 9900
Medical Malpractice Lawyers 9900
Trump Lawyer 9900
Trump Lawyers Mueller 9900
Ask A Lawyer 8100
Attorney Vs Lawyer 8100
Criminal Defense Lawyer 8100
Free Lawyer Consultation 8100
Probate Lawyer 8100
Trump Jr Russian Lawyer 8100
Ty Cobb Lawyer 8100
Wrongful Termination Lawyers 8100
Child Custody Lawyer 6600
DUI Lawyer 6600
Family Lawyers Near Me 6600
Find a Lawyer 6600

Here is just one example of customers searching on their pain points, who may appre -
ciate an attorney’s thought leadership content on this immigration law-related topic:

Keyword Volume
How To Get A Green Card 8100
How Long Does It Take To Get A Green Card 4400

How To Get A Green Card In USA 2900
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How To Get Green Card In USA 1900

Getting A Green Card 880
How Do You Get A Green Card 880
How Long To Get Green Card 720
How Much Does It Cost To Get A Green Card 720
How To Get A Green Card Through Marriage 720

So there is immense potential to getting leads from organic SEO that could otherwise
cost a fortune if a rm tried to get the same visibility through buying Google ads.
Despite that, so many law rms half-bake their SEO and blogging efforts. Then they
change digital marketing agencies like the wind, and wonder why they are frustrated
with their content marketing efforts.

Because you're reading this book, that should not happen to you. That's because you
will gain much greater con dence that you are strategically on the right path and are

using a time-tested roadmap, instead of notes on a napkin, to maximize your digital
marketing efforts.

You will learn what you might do yourself, what you would be better off outsourcing
(like technical SEO), and how to think about marketing as a team effort.

| recently made a list of the things you might do in order to embrace digital market -
ing fully. Wait, let me rephrase that: Here is a list of things we (as a digital marketing
agency) actually do with our in-house team and extended team of highly specialized
subcontractors.

This list may help you realize the importance of having your own team versus having a
“webmaster” or even one or two people at your rm to handle all the various tactics
and software tools needed.
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Marketing Plan

Strategy Development (Business,
Digital, Traditional)

Market / Target Audience Research
Competitive Analysis

SWOT Analysis

Persona Development

Buyer’s Journey Mapping
Positioning / Messaging / UVP
Development

Blogging
Podcasting
Videos
E-books

Email Outreach

Paid Search
Paid Social
Display Ads
Retargeting
GEO Fencing

XVi

Mission Statement Writing

Assigning Roles, Timing and Project
Management System

Budget Setting (5% to maintain, 10%
to grow, 7% is the average according
to cmosurvey.org)

Business and Marketing Goals / KPIs
Documentation

Logo, Font and Color Guideline
Documentation

Infographics
Photo Galleries
Webinars
Surveys

Paid Promotion



Tech SEO
On-Page SEO
Off-Page SEO (Links and PR)

Social Media Policy
Facebook

YouTube

LinkedIn

Twitter

Google My Business
Instagram

Dashboard Development
Monthly Analysis

Attribution Modeling

Setting Up Goal Conversions

PR Strategy
Press Releases

Logo Design
Print Design
Web Design
UX Design

xvii

Local SEO
Topic Cluster Strategy
Voice Search Strategy

Pinterest

Snapchat

Social Graphics
Social Writing
Social Ads

In uencer Marketing

Phone Tracking
Live Chat
Thank-You Page Development

Media Outreach

Infographic Design

E-book layout

Book and E-book Cover Design
E-book Kindle / Digital Formatting



Wireframing
Photoshop
Design to HTML Conversion

PHP
Python

Updating Server Platform

Marketing Psychology
Principles of In uence

Taglines
Headlines

Web Page Text
Blog Posts
White Papers
Technical Writing
Editing
Proofreading
Landing Page Copy
Text Ads

Social Ads

HTML
CSS
WordPress

ASP

Handling 301 Redirects

A/B Testing
Landing Pages

Social Pro le Updates

Email Newsletters

Editorial Calendar Development
Topic Cluster Writing



Email List Development
Email List Segmentation and CRM
Email Marketing Design

Book Concept for Sales and
Positioning
Writing, Editing, Proofreading

Lead Scoring
Account-Based Marketing
Social Selling

Booking Speaking Gigs
Coaching

Af liate Program Management

Handling Negative Online Reviews
and Press

Xix

Email Marketing Text
Marketing Automation Work ows

Outreach to Buy Sponsored Email
Placement

Cover Design, Layout, Digital Version

Book Promotion, PR, Backlinks,
Awards

Content For Sales Outreach
CRM Setup and Training

Recording and Repurposing

Make a Page / Program for Referrals

Building Personal and Business
Brands via Content



Did you know that magazines have full-time headline writers ? That is because they know
that writing effective headlines is a skill that can make the difference between someone
walking past the magazine and being engaged enough to pick it up.

| am not saying you need a different person for each of the different tasks listed above,
but in my experience having your marketing staff wear too many hats can cost you
years of wasted time.

It's not just the number of skills and tasks involved — there’s also a crazy number of
tools that go with these skills.

Have you heard of chiefmartec.com? This year’s graphic, where they show all the tools
you can use for digital marketing, has 6,829 marketing technology solutions from 6,242
unigue marketing technology vendors.

2
¥ chiefmartec.com Marketing Technology Landscape (“Martech 5000") April 2019 4

Advertising & Promotion Content & Experience ationships Commerce & Sales Data Management

blue green

4 https://cdn.chiefmartec.com/wp-content/uploads/2019/03/marketing-technology-landscape-2019-
slide.jpg
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The good news is that nding the right resources is half the battle.

Here are some of my favorites:
SEMrush
HubSpot
Google Analytics
HotJar, Crazy Egg, or Clicktale
Google Optimize, Optimizely, or VWO
Unbounce
Hootsuite
Smartsheets
Wordpress
Ahrefs
Photoshop

Buzz Sumo

Later on, in the tools section of this guide, | will describe a little bit of what each resource
does.

Marketing has made great progress in the past 20 years in terms of generating cus -
tomers and has improved beyond such methods as cold calling. It will get even better
as arti cial intelligence gives us tools to deeply understand and interact with potential
customers.

Grammarly, the world’s best spelling and grammar software, just got $110 million in
venture capital, in part to make a writing assistant to guide your writing that uses huge
amounts of data from the social media pro les of your ideal customer, massaged by
arti cial intelligence.

Imagine you want to reach young female technology entrepreneurs, and the words
they are known to share and like are highlighted for you to use! So much better than
guessing when trying to enter the conversation in their heads.
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Who says robots can’t write? Well, not so fast, but they will be helping smart marketers
radically improve their conversion rates and therefore the volume of leads they get
from the web.

If you still think you can make your website drive leads consistently with just your gut
instincts, think again.

Marketing technology, fused with people who know how to use it and can dovetail it
with your internal team’s efforts, is where it's at, in my opinion.

SEO without techies who keep your site loading fast and error-free, bloggers who are
just writing weekly because someone told them to, web designers who rely merely on
the highest-paid person’s opinion of what will matter to a customer, and people running
paid ads who have no clue about marketing psychology — all of these will produce
neither hot nor cold results.

Back in 1995, 2000, or even 2010, maybe you could have gotten away with such indif -
ferent tactics, but not now, when law rms are all blogging, using social media, and
running digital ads. Not when someone referred to your rm searches for your brand
name, looks at your site to gauge your level of thought leadership, and pores over
your online reviews.

To get consistent and high-quality leads, you can't let referrals slip away unnoticed,
rely on one channel, ignore how channels work together, or just dip your big toe in the
water. Not when clicks from law-related Google ads cost more than they do for almost
any other industry (and can cost $1,000 each). Not when doing content marketing and
SEO could supercharge your business development outreach efforts.

If you want to jump in head rst and learn how to avoid the failures of so many other
legal marketing projects, then this book is for you.

If you want to learn to use a roadmap that will help you to get more leads and still let
you get home in time for dinner, then read on, my new friends. For you are the true
heroes, and | am merely a guy who has a bit of information to guide you on your jour -
ney to many successful projects.
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PART 1

Before You Dive into Optimization

—2% Document Your Roadmap and Strategy

Here’s how to create a simple legal marketing plan that will put your lack of strategy
to bed once and for all.

Aroadmap that is un nished is useless. In my rstbook, Web Marketing on All Cylinders ,
| went a bit wild on the strategy chapter. | even built a piece of marketing planning
software at plansprout.com, which you can give a try if you like.

The problem is that | provided so many details on each tactic and how they went
together that many people got lost in the weeds and didn’t get their marketing plan
done.

So instead of creating a long and overly detailed marketing plan that might work for a
large enterprise or a marketing geek, the idea | want to focus on here is for you keep
it small and get it done relatively fast. The plan has two parts, brie y described below.

First, start with writing one paragraph for each of the items on this list.

1  Executive Summary and Marketing Strategy Synopsis: Write this last, but put it
rst in your written plan.

2 Business / Marketing goals: Key progress indicators (KPIs) are used to track prog
ress. List the #1 and #2 things you want to see happen both short and long term.



Your Competitors: List at least four and identify what they do better than your rm.

SWOT: Write one sentence for now on your strengths, weaknesses, opportunities,
and threats.

Budget for marketing: Set a realistic number (5% of revenue to maintain, 10% to
grow, 7% average according to cmosurvey.org).

Timing: For now, just list a few key dates. Later you can assign each task a date.

Project Management Tool: Make sure you and your team are clear on how you will
keep organized, and commit it to writing.

Roles: Who will implement which parts of the plan? For now, just list the key players
and the agreed-upon tasks they are responsible for.

Second, list some of the key digital marketing and sales tasks that will be part of
your plan. These include attracting prospects, converting prospects, closing pros -
pects, and delighting customers. Let’s take a quick look at each of these.

Who we are targeting and why. List key personas such as “business owner Barbara,”
“marketing manager Mark,” etc.

Your message and unique selling proposition. Explain why customers should buy
from you versus the competition.

List the marketing tactics you will use.
Here's a quick list of speci ¢ tactics to spark your thinking, if you want to do this in a
way that gives more detail across channels:
Branding —Whatis our rm’s core message, unique selling proposition (USP), and mission?
SEO — What are example keywords people might use to search for our rm?
Content Marketing — What types of content will resonate most with our customers?
PPC & Paid Advertising — What keywords will most likely lead to direct conversions?

Conversion Rate Optimization (CRO) — How will split testing show which creative
works best?



Email and Marketing Automation — How can we grow our list and nurture leads?
Online Public Relations — What part of our story or sizzle will attract journalists?
Social Media — What social media sites are our prospects most likely to use?

Persuading Referrals — How will we persuade referrals to hire us after they have
searched for our rm?

Design — What design projects should we work on and why?

Development — How can we avoid technical issues and improve mobile user experi-
ence (UX) / page speed?

What calls to action will we use to get calls and leads? These might include unique
web phone numbers, live chat, e-book downloads, contact forms for those who know
what they want and those who do not, “buy now” buttons, etc.

Do we have content for each stage of the marketing funnel (awareness, consideration,
decision), such as e-books, white papers, case studies, and contact forms?

How we will nurture our leads using tools such as HubSpot, Marketo, or Infusionsoft
marketing automation?

What is our sales conversion strategy?

Once people decide to hire us, how we will wow our customers and stimulate referrals?



A marketing plan is a rare bird for a small law rm, as far too many just wing it and dive
right into the shiniest new tactics.

Now that you have created a quick basic marketing plan, review this checklist to sort
out what not to do.

Before you begin to esh out your legal SEO and content marketing plan and then
implement it, please review this important list of key things to avoid. These are the
most common reasons why SEO and content marketing programs fail, and we want
to see you succeed.

Tech issues: These are just some of the technical reasons that your terri ¢ blog
content might go to waste: slow page load, not having a secure site even if you
don’'t do ecommerce (SSL), broken links, pages that result in a 404 error, lack of
301 redirects from old URLs, improper use of redirects, and poor site folder archi -
tecture. SEQO is not dead, and it's essential to get tech nerds to help you x these
issues before you blindly plod along with a content strategy.

Bad links: If you have bad sites linking to you that an SEO rm got (thinking they
would help you), get them removed or use the disavow tool. Google Search
Console is where you upload your list of admittedly bad links to the disavow
program.

Lack of links: Google still admits that content, links, and RankBrain (basically
arti cial intelligence) are the three big ranking topics you need to address. If you
just have average content, you won't get links. If you don’t promote your content,
you likely won't get links.

Doing regular content but not properly using keywords: The average writer says
they “know SEO” but do they really know how to craft a careful keyword strategy?

If not, you fail. You also need to understand how to add related keywords (LSI) that
give more depth to your content and help make it more relevant to users’ intent.



Focusing only on keywords and not also on topics: Do you know what topic
clusters are? You need to because they are crushing it in terms of making content
rank highly. If you want to rank for “birth injury lawyer,” for example, either on your
practices area page or on a resource page/post, write some long page content
— like 1,600 to 2,000 words or more. Make it all about the topic and have a short
paragraph on the 12 or so most important aspects of birth injury lawsuits. Then
link from each general paragraph about each topic to another shorter post of say
750 or 1,000 words that dives deep into that aspect of the content. Link back and
forth from the cluster subpages to the pillar mother ship pages and voila, your
pages will kick ass (in terms of search engine results) over one page about the
topic — even if it that one page has lots of keywords in it.

Reducing high bounce rate: Go into Google Analytics to discover how often
people bounce off your site if they land on one of your pages and never go to
another. If potential customers hate your site, why should Google love it? Add
better headlines, better images, more information for the customer, a video, and/
or links to supplemental information. When people stay longer and visit more
pages on your site, Google will factor that in when deciding if your site deserves
to rank in the top 10 search results.

Having a poor click-through rate: ~ Make sure when people see your listing in the
search results that it entices them to click to your site. When possible, don't just add
keywords to title tags, but add a value proposition or some emotional hot button.

Getting ranked anywhere below the top 10: The top ve results get 67% of
the traf ¢, while six to ten only get another 3%. So if you do SEO half-heartedly,
do not expect to get leads. Go onto SEMrush and check what terms you rank for
on pages 2 and 3 of search results. Then make even better the pages that cause
those ranks. Add more content on those topics to take advantage of being within
striking distance of having your SEO actually matter.

Doing the tactics but not being a true thought leader: Google will sniff out
if you are respected on LinkedIn and if your content is shared, liked, and loved.
Think you can game the system? Go to Google headquarters and smell the fresh
black ink on the hundreds of whiteboards burning with the math of algorithms

designed to stop “black hats” and spammers.

Not having strong brand signals: Do people search thousands of times a month
for a rm you compete with but only hundreds of times for you? Try adding your



brand name as a search in SEMrush to see what the monthly search volume is on
your brand. We will get deeper into the various brand signals elsewhere in this
guide, but know that you need to be respected in order to be ranked. This is not
just checking a bunch of SEO items off your list.

Don’t make these mistakes, or you will fail to get real leads from your law rm’s new
SEO strategy.

If you need help on some of them, hire an SEO agency (like us) that specializes in law
rms or anyone who leads with quality content and knows how to address these key
issues.

Before you even begin to work on your SEO and content strategy for your law rm,
it's important you conduct a competitive analysis. To me, this is really fun because it is
where your path becomes crystal clear.

You might be in a rush to start looking into keywords, optimizing your content, or even
attempting link building.

However, if you do this without rst conducting an SEO competitive analysis, you will
hinder your law rm'’s efforts.

Competitive analysis allows you to understand not only who your competitors are, but
to see where they are positioned in relation to you. Doing the analysis will give you a
comprehensive understanding of what goals you should be working toward and will
present you with opportunities to rank for speci ¢ keywords.

Think about it. If you don’t know which law rms are dominating organic search, which
keywords are most valuable, or what the best backlink strategy is, how do you expect
to grow your own organic traf ¢ through SEO?

In this section, you'll learn the components that go into a co mpetitive analysis and
which tools you can use to make it as effective as possible.



The rst step of an SEO competitive analysis is to identify your competitors. When you
do this, you'll be able to:

Discover what they’re doing well

Find your strategic advantages

Help you nd link opportunities

If you don’t know who your competitors are, use a tool like SEMrush or SearchMetrics
to identify them.

You should be looking out for a combination of your search competitors and business
competitors (law rms offering services similar to yours). Search competitors are rms
that are also ranking for the terms you hope to rank for.

Once you've identi ed these competitors and analyzed them, you'll have a clearer
idea of which tactics do and do not work within your industry. You'll have a number of
different tactics to improve your own keyword rankings, and you can prioritize which
tactics should take precedence.

Once you have the competitor data overview, it's time to start looking in more detail at
certain aspects of what makes your competitors’ sites great. These are in the list below.

It's okay to skip to the next section on SEO ranking factors if you don’t want to get into
the weeds. Just be aware that underestimating your competitors can be a main reason
for having weak results.

Number of monthly brand searches via SEMrush

Average visit duration, pages per visit, bounce rate via Similarweb.com
Channels driving traf c via Similarweb.com

Competitor search metrics overview

Google top 10 SERPs (search engine results pages) and what is in them that
matters to you



Keywords and keyword gap

Competitor top website pages (that drive SEO rankings)

On-page optimization levels

Backlinks and commonly occurring links

Social media followers, engagement, and frequency

Swipe les of competitors’ top-performing headlines

Topical authority — Screaming Frog SEO Spider or MarketMuse, etc.
Calls to action, navigation, and trustworthiness via user tests

“Spy” (legally) on how competitors get leads with Nacho Analytics

Here’s a brief explanation of each of these list items.

Sometimes we have a client who imagines they are the number one rm or company
in their niche, but it is a good idea to get a reality check on your brand power. This is
something Google can see and that can be used as a signal of trust.

Below are examples of speci ¢ ways people search each month, with brand names
included, for large legal sites. Sometimes you need to add up the variations of your
brand name that get searched on to get the total monthly branded search volume.

Term Monthly Searches in Google
Above The Law 40,500
FindLaw 12,100
Bloomberg Law 9,900
Mass Lawyers Weekly 2,900
FindLaw.com 1,900
Lexology 1,600
JD Supra 1,000
National Law Review 720
Mondaq 320

Lexblog 260



Google has patents on judging if a site is able to retain visitors and get them to take
an action. They use the term “dwell time” and the idea of a “long click” in some of
these patents that they have led over the years.

Does that mean that what they call “dwell time” is a ranking factor?
The head of Google Brain, Nick Frost, at a conference in 2017, said this:

“Google is now integrating machine learning into [the process of guring out what the
relationship between a search and the best page for that search is]. So then training
models on when someone clicks on a page and stays on that page, when they go back
or when they and trying to gure out exactly on that relationship.”

That still doesn’t guarantee it is a direct ranking factor, but | would argue it's a great
reason to improve your website, even if it is a supportive ranking signal.

And SEO authority Neil Patel says “an optimal bounce rate, a healthy session duration,
and a strong SERP CTR are all factors that improve dwell time.”

So it's important to make sure you are in the ballpark of what your competitors are
doing in terms of the metrics below. This way your website is as good as theirs is for
users and potentially will address newer ranking signals.

My big takeaway from this small list below is that Above The Law has a stronger hold
on people’s imaginations than the other sites. People visit longer, click more pages,
and bounce less.

AbovetheLaw.com 4:15 2.42 68.51%
Bloomberg Law — BNA.com 1:54 2.15 69.13%
FindLaw.com 1:35 2.18 76.53%

(Note: The lower a site’s bounce rate is, the better, because it means visitors are staying on a site longer
before they leave.)



Here is a breakdown of what is a good or bad bounce rate.

0-40% bounce rate: Good
41-60% bounce rate: Fair
61-100% bounce rate: Poor

Just be aware sometimes people bounce because they found what they wanted, like
a mortgage rate.

Your job is to nd sites that appear to be doing something bett er than your rm, based
on easily scannable metrics. Then try to gure out what they are doing speci cally, so
you can improve your own site’s engagement.

Google respects you more if you have traf ¢ from various channels, because they have
seen spammy SEO-driven sites kill it with SEO in the past, only to discover they are not
actually great companies.

Similarweb.com has a useful traf ¢ sources graph that gives you a rough idea of what
other ways a site is getting love.

In the examples, on the next page, Above The Law has a greater variety of channels
driving signi cant traf ¢ to them than Lexology.com has.

Traffic Sources ®

2] On desktop

77.46%

17.33%
1.15% 1.03% 2.99% 0.03%

e & p 3 = =
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Above The Law

Traffic Sources ® -
3 On desktop ‘r Slml|al‘Web

41.54%

26.26%
20.80%

8.72%
2.63% z
I - 0.04%
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4. Competitor search metrics overview

The competitor data overview provides you with a holistic view of what your compet -
itors are currently doing in a broader sense.

It goes without saying that you'll need the name and URL of the sites in question. How
many sites you choose to analyze is up to you, but we recommend ve to ten in order to
get a real understanding of what your competitors are doing. SEMrush lets you add four
in the keyword gap tool in addition to your own, so that is a good number to start with.

Using tools like SEMrush, or Ahrefs, you want to look at how many of your competitors’
pages are indexed in Google, how many referring domains they have, the number of
organic keywords they rank for, how much their traf ¢ costs, whether they’re mobile
friendly, and how fast their page loads.

Set up an Excel spreadsheet using these columns to make comparison easy.
Name | URL | pages indexed | referring domains | organic keywords | traf ¢ cost | speed

It will look something like this.
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Ropes & Gray www.ropesgray. 8900 1.6K 20.3K  $19.2K 4.0s
LLP com/en

Goodwin https://iwww. 12,100 902 139K $54.6K 6.8s
goodwinlaw.com/

Mintz Levin www.mintz.com 3,390,000 1.8K 46.6K  $70.6K 4.1s

Wilmer Cutler http://www. 20,800 2.9K 15.0K $7.5K 2.8s

Pickering and wilmerhale.com/

Dorr LLP

Foley Hoag LLP  http://www. 5,090 1.2K 10.2K  $4.0K 2.8s
foleyhoag.com/

Choate Hall & http://www.choate. 1,580 447 3.6K $9.1K 2.4s

Stewart LLP com/

Goulston & http://www. 7,090 392 4.6K $685 4.3s

Storrs PC goulstonstorrs.com/

Nutter McClennen http://www.nutter. 4,670 508 9.3K $9.5K  3.0s

& Fish LLP com/

Nixon Peabody  http://www. 10,900 2K 19.3K  $449K 35.7s

LLP nixonpeabody.com/

Holland & Knight  http://www.hklaw. 16,400 3.2K 23.3K $9.5K  2.0s

LLP com/

For pages indexed you can start by using the “site:” advanced operator in Google
search. Type site:yourdomain.com and hit enter like you would when doing any other
search. Then you will see how many pages Google has in its index for your site. Do
the same with your competitors.

To really get the pages indexed that matter, use a web crawler like Screaming Frog.
You can put a site’s URLs into Excel and delete unimportant things like tag and cate -

gory pages.
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| prefer to use Ahrefs for this because it has the best link database, but you can use
SEMrush if you do not have Ahrefs access. Just add the URL into the tool and go to
referring domains on the left navigation panel.

SEMrush gives you this under the “organic search positions” link in the left navigation
panel. It is how many keywords SEMrush sees as appearing in the top 100 search results
in Google. It is not everything because very local variation would be astronomical, but
it's extremely robust.

SEMrush calls this traf ¢ cost, but | call it traf ¢ value. This is the value of the organic
keywords if you had to buy them as Google ads.

You can get this from GTmetrix or Think With Google / Google mobile page speed
tools. A search in Google should bring these up easily.

When you have access to all this information, you'll quickly be able to see why the web-
sites on the rst page of Google rank for the keywords they do. You also might nd some
anomalies, namely websites that seemingly have poor SEO efforts, but still manage to
rank for the keywords you're trying to target. This presents you with a really good oppor -
tunity to outrank your competitors with better content and better SEO optimization.

One of the best ways to nd your top competitors is to look at which websites show up
within the top 10 search results on Google. These top results show you the websites
that rank for the keywords you're trying to target.
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| use the following items in my overview. (I've broken this into two segments for easier
viewing in book format.)

Here are the top pages that come up in a search for “high interest cds”:

nerdwallet.com/blog/banking/nerdwallets-best-cd-rates
nerdwallet.com/rates/cds/best-cd-rates
magnifymoney.com/blog/earning-interest/best-cd-rates967994263
bankrate.com/cd.aspx

ally.com/bank/cd-rates

thecollegeinvestor.com/21693/best-bank-cd-rates
usatoday.com/story/money/2018/06/05/how- nd-best-rates-cds-cash/663924002
depositaccounts.com/cd

synchronybank.com

Here are the primary factors for each of the above pages:

1876 13,100 159 3.56M
1703 13,100 557 3.56M
20912 1,720 151K 698K
712 15,700 112K 19.9M
2430 5 1.12K 1.98M
2141 117 750 94.1K
1213 2,750 745 170M
1124 3 3.61K 182K
1032 240 57.1K 57.1K

Next, let's look at the secondary factors. Keep in mind that page speed is quickly
becoming a dominant ranking factor. Google won't highly ran k a content-rich long
page with lots of links to it if the page itself doesn'’t load in a reasonable time.
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No No Blog E (56%) E (55%) Yes https No Yes

No No WebPage E (56%) E (55%) Yes https No No
No No Blog B (83%) C(73%) Yes https No No
No No WebPage D (61%) E (56%) Yes https No No
Yes No WebPage E (52%) E (51%) Yes https No No
No No WebPage D (62%) F (48%) Yes https Yes No
No No WebPage F (14%) F(43%) Yes https No Yes
No No WebPage F (47%) E (52%) Yes https No No
Yes No WebPage C (72%) B (80%) Yes https No No

Below are some tools to help you get these metrics.
Word Count — wordcounter.net

Related Pages on a Website / Insite Pages — Type (site:your rmsdomain.com ) in
Google and add a space and then a key phrase. Example: (site:mintz.com patents )
and hit search. Google shows you pages indexed with that term on them, but it's
only a quick way to get a very rough idea. We crawl sites with Screaming Frog and
then go through the URLs in MS Excel and add a column for the topic of each page.
Or use the expensive tool MarketMuse for time-saving topical authority research.

InBound Links for a Page - Ahrefs

InBound Links for a Site — Ahrefs

Keyword in Title — SEMrush

Keyword in Heading — SEMrush

Page Type — Manual Review

Page Speed — GTmetrix or Google Page Insights
Mobile Friendly — Google Mobile Friendly Tool
Secure Protocol — Manual Review

MultiMedia — Manual Review

Have Comments — Manual Review
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6. Keywords and keyword gap

You can get new ideas for your own digital marketing campaigns by looking at the
keywords your competitors use.

I like to make a spreadsheet with multiple tabs. Tab one has the search rankings over-
view from SEMrush from all the main competitors we are looking at.

You can use the number only for the number of organic keywords in the top 100 and
what the traf ¢ would have cost if you had to buy it as Google ads. (See that chart
below.)

Organic Research: findlaw.com ©

Keywords 1 Traffic 1 Traffic Cost 1

3.4M 05 5.1M -i7o%
[ 1 $29.4M .-

Note that | usually ignore the traf c number because most research sites do not have
great accuracy in getting that information, which is normally only accessible if you are
logged into a website's Google Analytics account. That said, | am evaluating a new tool
called Nacho Analytics that claims to have deep competitor analytics.

Or you can use this information with the multiyear tracking chart to see where a com -
petitor is going up or down.

The full chart is below. You can see that FindLaw.com had a dip in total keyword volume
starting around January 2018 but then came back even stronger. Their traf ¢ is now
worth $29 million a month if you bought the keyword search terms as Google ads.

Organic Keywords Trend

Top3 410 1120 2 21-50 2 51-100 [ Total @ Notes ~ M 6M 1Y 2y Alltime

4M

2M

Jan 12 Ja
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Next, you want to export the total keywords for your site and those of your competi tors
and have all of those keywords in separate tabs in Excel. | like to add Iters so | can

re-sort by the largest amount of monthly search volume, then by highest cost per click

(CPC) and the percentage of traf c driven by each term.

You'll end up with a nice graphical overview tab of who is getting the most from organic
search, then tabs with all of the search terms, so you can pick and choose what might
also work well for you.

In order to make nding golden nuggets easier, you can select the “domain vs. domain”
or “keyword gap” feature in SEMrush. It gives you ve slots to add your site and four
competitors. It lets you sort by keywords unique to the rst domain, unique keywords,
and common keywords.

Below is a Venn diagram that SEMrush displays when | sort by unique keywords. It looks
like FindLaw.com is crushing it.

@ findlaw.com @ -abovethelaw.com @ masslawyersweekly.com @ lexology.com @ idsupra.com
Organic Keywords Organic Keywords Organic Keywords Organic Keywords Organic Keywords
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When | sort by cost per click, it shows how dominant FindLaw is for expensive terms. If
other competitors had ranking positions in the top 100, their search position number
would show up in their column. This type of analysis is critical when you want to choose

the right keywords.

car accident lawyer
charleston sc

mitch burns attorney

auto owners
insurance st cloud mn

la car accident lawyer

george sink injury
lawyers myrtle beach

truck accident
attorney dallas

SYSCO union

car accident attorney
savannah

birth injury attorney
chicago

miami auto accident
lawyer

30

11

65

70

50
50

30
20

90

70
50

320

20

647.16

633.15
628.48

627.36
609.34

605.28

600.65
596.53

585.46

581.91

A “top pages” report shows the pages that drive the most organic keyword traf ¢ to

you or your competitors’ sites. Look at this for new page and keyword ideas. It is easily
accessible from SEMrush. It will simply be a list of the pages on the site sorted by the
ones that have the highest number of organic keyword positions in Google.

It looks like this on the next page.
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https://constitution. ndlaw.com/amendments.html 2.68 2755

https://constitution. ndlaw.com/amendmentl1.html 0.92 1260
https://criminal. ndlaw.com/criminal-charges/ 0.74 192
racketeering-rico.html

https://criminal. ndlaw.com/criminal-procedure/what- 0.73 259
is-an-indictment.html

https://litigation. ndlaw.com/going-to-court/what-is-a- 0.67 521
subpoena.html

https://family. ndlaw.com/emancipation-of-minors/ 0.63 735
how-do-you-get-emancipated.html

https://constitution. ndlaw.com/amendment5.html 0.57 327
https://criminal. ndlaw.com/criminal-charges/ 0.55 186
extortion.html

https://criminal. ndlaw.com/criminal-charges/ 0.53 358
homicide-de nition.html

https://blogs. ndlaw.com/blotter/2011/08/difference- 0.52 147

between- rst-second-degree-murder.html

Clearly the amendments pages are doing a lot for FindLaw, as well as a page on exempt
versus non-exempt employees. The rst example — https://constitution. ndlaw.com/
amendments.html — is ranking for 2,755 keywords in Google. It also drives 2.68% of
the organic search site traf ¢ to their site.

It is well worth using this tool to dig up great ideas for content. All it takes is a few
heavily detailed new pages on your site to show solid SEO progress. Just writing lots
of super-basic blog posts doesn’t do much anymore for your site’s Google rankings.

Now let's look at an example of a top-ranking page and how the site is optimized, and
then take this data and apply the keywords and content to your own site. Please note,
you can’t do this in a vacuum, because each industry has its own ranking factors and
optimization levels.
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If you did a Google search for “Law Firm New York,” you'd see results like these.

Most Prestigious Law Firms In America - Business Insider

https://www.businessinsider.com/most-prestigious-law-firms-in-america-2013-7 v
18 Jul 2013 - #4 Skadden, Arps, Slate, Meagher & Flom LLP and Affiliates. "Endless training resources"
"The work is top-notch" "Global presence of the firm"

Best Law Firms in New York, NY
https://bestlawfirms.usnews.com/new-york/new-york-city v

Practice Area. Aaronson Rappaport Feinstein & Deutsch, LLP. of National Rankings: 1. Abigail
Pessen Dispute Resolution Services. Abrams, Fensterman, Fensterman, Eisman, Formato, Ferrara,
Wolf & Carone, LLP. Akerman LLP. Akin Gump Strauss Hauer & Feld LLP. ALL Counsel P.C. Allen
& Overy LLP. Alston & Bird LLP.

Best companies to work for|Best Law Firms in New York|Vault.com
www.vault.com/company-rankings/law/best-law-firms-in-each-us-region/?sRankiD... v
Cravath, Swaine & Moore LLP. Cravath, Swaine & Moore LLP has been known as one of the nation's
pre-eminent law firms for nearly 200 years.

New York Law Firm & Office | Alston & Bird

https://www.alston.com > Offices » New York v
Alston & Bird's New York office represents a number of prestigious Wall Street institutions and other
leading publicly traded and privately held entities, both U.S. ...

List of largest law firms by revenue - Wikipedia
https://en.wikipedia.org/wiki/List_of_largest_law_firms_by_revenue v

This is a list of the world's largest law firms by revenue. The combined revenue of the world's ...
Skadden, Arps, Slate, Meagher & Flom, $2.41b, United States (New York, NY) (4 Times Square), 23,
1948, 51%, $727,000, $3,125,000. 6 Decrease ...

Category:Law firms based in New York City - Wikipedia
https://en.wikipedia.org/wiki/Category:Law_firms_based_in_New_York_City v

Pages in category "Law firms based in New York City". The following 74 pages are in this category, out
of 74 total. This list may not reflect recent changes (learn ...

The Blanch Law Firm

https://www.theblanchlawfirm.com/ v

The Blanch Law Firm focuses on criminal investigations and cases from New York to California. Our
White Collar Criminal Division represents those accused of ...

It's useful to analyze each of these pages to see what the total word count is and which

other sites link to them. This will give you a clear idea of what sort of content you need
to include on your own website in order to compete for the same keywords.
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If you're looking for an easy way to measure word count without copying and pasting
the entire text on the page, you can use WordCounter.net. All you need to do is enter
the URL in question and the tool will tell you how many words appear on that page.

So if we take the number one search result, we see the following:

We found 1854 words on https://www.businessinsider.com/most-prestigious-law-firms-in-america-2013-7?IR=T

Non-Common Keywords All Keywords
Keyword Quantity Keyword Quantity u

work 26 the 97
& 23 of 41
report 22 in 32
hours 22 at 29
uppers 20 and 29
employees 20 work 26
downers 20 to 24
vault 20 & 23
headquarters 20 report 22
full 20 hours 22
read 20 a 21
buzz 20 uppers 20
new 7 employees 20

varlke 1R Anwnore on

Not only does it tell how you many words in total are on the page, but it tells you exactly
what keywords are used throughout the page, too.

Do this analysis for at least your top ve to ten key phrases; otherwise, you might use
the right keywords but have the less-than—optimal word count.

When you rst begin to analyze your competitors’ SEO, what you might nd is that

many don't have a strategy at all. You'll wonder how they were able to rank on the rst
page, despite not having everything in complete order. If this is the case, you'll easily
know what you can do to improve your own marketing efforts.
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Keyword density

Take some time to look at their keyword density. You want to know how many times
your top competitors are using keywords throughout their best-ranking pages in order
to know how aggressive you'll need to be.

Note: Google is very intelligent, and keyword stuf ng will be penalized. If you notice
that one site uses the keywords 50 times on the page and still ranks, don’t take heed
of this site as it's an anomaly and eventually Google will penalize them for it.

If we take one of the law rms from the top 10 SERP results and put their URL into the
Internet Marketing Ninjas keywords density analyzer,® we’ll nd a wealth of data.

Keyword Density Analysis Tool

Check the Influence and Value of Your Keywords

Enter URL (eg: http://www.website.com/page.html):

Ninja Check

Using the Keyword Density Analysis Tool

Content matters, not only from an end user perspective, but also from a search engine perspective. The words used on a webpage, including
what type (keywords or stop words), how they are used (alone or within phrases) and where they are used (link text or non-link body text), can
all influence the value of the page in search. The Keyword Density Analysis Tool, a free SEO tool from Internet Marketing Ninjas, enables you
to run a keyword analysis of an existing page on your website. Alternatively, you can even use our free keyword density tool to run a keyword
density analysis of a very successful competitor. The keyword density analyzer tool is extremely useful in helping users to refine the keyword
distribution within the existing content of their site.

To use the keyword density analysis tool, type or paste a full URL in the text box to view the keyword density analysis of that page. The
Keyword Density Analysis Tool returns a detailed report on the text content of the page. The report generated by the keyword density analyzer
tool includes:

Number of total words on the page
Number of linked words
Number of non-linked words

Number of stop words or very short words used in the non-linked text
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https://www.internetmarketingninjas.com/seo-tools/keyword-density/

Results for https://www.mandellawfirm.com/
= There are 1735 words on this page
= Of those 1735 words 694 words are linked ones
= Of 1735 words 1041 are not linked
= Of 1041 non linked words 480 words are either stop words or have less than 3 characters
= This tool only shows keyphrases with three or more occurrences

Below you can see words from the entire text ranked by their occurrence

Below you can see words

Show/Hide

from the non-linked text ranked by their occurrence

Word Count Percent|| 2 Word phrases |Count Percent|| 3 Word phrases Count Percent
law 43 2.47% |family law 26 1.49% | mandel law firm 10  0.57%
family 33 1.9% | mandel law 11 0.63% | family law attorneys 7 0.4%
divorce 22 1.26% |law firm 10  0.57% |ui wpengine netdna-ss| 4 0.23%
custody 20  1.15% |york city 9  0.51% | sxrjr ui wpengine 4 0.23%
mandel 17 0.97% |law attorneys 8  0.46% |png class 4  0.23%
york 17 0.97% | child custody 7 0.4% | wondercarousellightbox
child 16 0.92% | child support 6 0.34% | https yefn sxrjr 4 0.23%
support 15  0.86% | milo meed 5  0.28% |yefn sxrjr ui 4 0.23%
attorneys 13 0.74% | liz fried 5 0.28% |class 4 0.23%
firm 10  0.57% |angel reed 5  0.28% | wondercarousellightbox
Show/Hide Show/Hide wondercarousellightbox
peer review rating 4 0.23%
problems take care 4 0.23%

Word Count |Percent|| 2Word phrases  Count Percent | 3Word phrases | Count Percent
law 32 3.07% | family law 20 1.92% [ mandel law firm 10  0.96%
family 21 2.01% | mandel law 1 1.05% | family law attorneys 7 0.67%
divorce 14 1.34% |law firm 10  0.96% |problems take care 4  0.38%
york 13 1.24% |law attorneys 8  0.76% | peer review rating 3 0.28%
mandel 13 1.24% |york city 7 0.67%

attorneys 11 1.05% | take care 4 0.38%

firm 10 0.96% | nassau counties 4 0.38%

problems 7  0.67% | problems take 4 0.38%

city 7  0.67% |real solutions 4 0.38%

martindale- 6  0.57% |review rating 3 0.28%

hubbell

Show/Hide

And by looking at the home page the keyword phrase “Family Law Firm New York”
doesn’t even show up, despite the company ranking on the rst page for this term.
However, despite this, there are instances of “New York” dotted around the site,
although these are not “match terms.” This means that you don’t need to over Il your
website with “Family Law Firm New York” in order to rank well for this speci ¢ phrase.

Further research on this website will be able to provide reasons for why this company
is able to rank on the rst page, despite there being so many search results for the
keyword phrase.

Don't just do this for one competitor; do it for at least four good ones, and track the
data in a spreadsheet. Keep a note if there are other keywords that repeatedly pop up
that you perhaps haven't considered using on your own site.
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You'll also want to look at the following:

Meta descriptions. Do they use keywords within their meta descriptions to increase
the click-through rate? Are they using LSI keywords, which are basically related
keywords, and is there a strong call to action for what a user should do next?
Ideally, you're looking for why a user would click onto their site.

Do they link internally? Here you want to see what model of internal linking they're
using to see if you could make changes to your own link architecture.

On-page optimization is likely the rst thing people think of when they think SEO, and
many writers will claim they can do it. However, | am shocked by how we have to burn
through testing four or ve writers for every one person we can nd who can even be
trained properly to get this job done.

It takes a writer's nesse, but it also takes an engineer’s mindset and strategy. Much as
in sales, the salespeople who make the most money are often both technically know! -
edgeable and also have strong relationship-building skills.

Backlinks are still one of the top three ranking factors. Doing backlink research is not
optional if you want your SEO and content marketing to actually work.

When it comes to backlinks, look at two things. The rstis what backlinks your competitors
get. The second is your common backlinks, meaning the links that are common to you and
your competitors. These can sometimes spur ideas about who to reach out to for links.

To analyze your competitors’ backlinks, you can use a range of tools from Ahrefs,
Majestic, or Open Site Explorer. Analyzing their links tells you whether there are oppor -
tunities to generate links from sites you haven’t considered, or whether you should try
to mirror their approach.

Mirroring their approach assumes that if you're getting the same links, your site should
perform in a similar way. However, if you notice some of your competitors are gener -
ating links from irrelevant sites, it's best to ignore those. But if you see they're getting
links from industry journal websites, these would be great to target within your own
backlink campaign.
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When it comes to backlink opportunities, you want to see what sites are linking to your
top competitors but not to your site. You may notice that there is one particular site
that links to all your top competition but not to you, and if so, there’s a good chance

they’ll link to you too with the right outreach message.

If you can also get links that your competitors don’t have, that is even better.

Social media has a positive impact on SEO, even though it may be more of an indirect
factor. Many people debate the use of social media for SEO results, but the fact of the
matter is, the more people who share links to your content on social media, the more
people are likely to link to and visit your law rm’s website.

If you produce a solid social media campaign, you'll be able to foster relationships with
industry experts, interact with your current and new customers, and discover where
your content ts in the market.

Look at what your competitors’ social media strategy is. What types of content do they

post and share? What is their engagement like? Are people actively and consistently
sharing links to their website, their content, or their other marketing assets? If the answer
is yes, then it gives you an idea of what you should be doing with your own social strategy.

Amazingly, several social media “experts,” whom we have hired in-house and/or used
as subcontractors, don’t have a good system for social media competitive analysis.

Do keep in mind that social sites like Facebook prefer you don’t send people via a link
to your site because they are “greedy” and want people to stay on their site. They
may also decrease engagement to “punish” you for sending people to your own site

and off of theirs.

So, if organic social engagement is your key metric, then don’t share a link to your site.
Rather, get insights about what people love to share from your best content pieces
you used in your social pro les, and nd a way to get those same topics on your site.
And then you will have to use other means to promote your website and blog content.

Set up SEMrush to do a social media audit of your site against a good number of com -
petitors. It will show you, in a bar graph format, numbers of social media followers,
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engagement, and frequency.

Here’s how it looks in action.

Comparison with competitors

Audience Activity  Engagemen t Sortby: Totalaudience Change

rsesions.con. | s 30581 4152
— 15247 4113

www.daktr

signarama.co - 7207 +47
sions.com | 6,257 5
www.optec.com | NN 5,037 +2
stewart signs | N RN 4,724 2
www.watchfiresigns.com | INNN 4546  +31
vantageled.com | 3,802 +12
goldenrutesigns.com [ 1,400 -2
sign-express.com [ Il 989 -1
www.landmarksign.com [ 555 +1
B Facebook [ Twitter [l YouTube [l Googles

11. Keep swipe les of competitors’ top-performing headlines

Keeping a swipe le is a copywriting technique where you gather the best headlines
from your competitors and use them to generate ideas.

Ahrefs is a great tool for this because you can assess both the top pages on your com-
petitors’ sites by the number of links but also by the number of social shares.

Simply make a spreadsheet with a tab for each of your best competitors and add the
top 25 pages on their website sorted by links, and then in another tab, add the top 25
sorted by social shares.

You can turn to these swipe les when you are generating ideas for blog posts and/or
more powerful content like pillar pages, “link bait,” and social media contests.

The topic research tool in SEMrush gives you lists of top headlines by backlinks and
the top questions people ask about the topic.
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Being a topical authority is critical if you really want to dominate the organic search

results in your industry. You can't just put keywords in a page and expect to rank highly
if your competitors have dozens or hundreds (or in some cases, thousands) of pages
on a single niche topic.

What you need to do is use a “crawling” tool like Screaming Fro g and put all of your URLs
into a tab and organize them by type. You will have the main pages like home, about, and
contact, and then all of the practice area pages and blog posts organized in a logical ow.

Then add a column to the right side of your spreadsheet entitled “topic.” Look at the
URL and if necessary go to the page and decide what the topic of the page is. Type
that into the column.

Let's say you want to rank well in search results for “estate planning attorney” and you
nd that your website only has one practice area page and a couple of blog posts
about the topic, but a couple of your top-ranked competitors have dozens or hundreds
of pages. The work that you have to do becomes obvious after you see what your
competitors are doing.

Google understands and can potentially track when a user completes an action on a
website like buying a product or lling out a free consultation form. You need to make
sure that your calls to action — whether it's your phone number, an invitation to a live
chat, consultation forms, or e-book downloads — are easy for your site visitors to nd
and act on.

Your website must be easy to navigate and create a sense of trust in the visitor who
doesn’t know you or your rm well, especially if they found you through search engines or
social media. Even if people come to you through a referral, you still want to have these
things under control on your site. Bonus: It will help your search engine optimization.

A great way to gure out how to correct these things is to run user tests with the tool
at UserTesting.com. You can ask users to go to your website and then to one of your
best competitors’ websites and compare the experience. Fixing these things will also
give you more leads, so it's well worth the effort.
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As | write this guide, | am testing Nacho Analytics, software that's supposed to allow
you to look at your competitors’ website analytics. The software developers claim to
have gured out how to get the data similar to what your competitors have in their
Google Analytics accounts so you can see how they get leads and sales. If it works, it
will be very exciting — but also a little bit creepy.

With the advent of Google looking more and more at user signals and user experience
factors, understanding a range of factors, from your competitors’ bounce rate and time
on site, to the number of pages visited and even deeper elements, could be a game
changer for law rm SEO and marketing.

In the introduction, we mentioned the growing competitiveness in paid advertising (for
such items as pay per click — PPC — ads for popular keywords) and as a result, the
increasing cost of PPC. However, if you conduct a thorough competitive analysis, you
can nd opportunities to rank for speci ¢ keywords at a fraction of the cost.

Keep in mind that when you buy Google ads, you mostly buy positions 1 to 3 in the
search results, and so your SEO must mimic that in order to be effective.

When you conduct an SEO audit of your top competitors, you put yourself in a position
whereby you have access to some really important insights. You can use these insights to
help drive your own SEQO strategy, knowing what you should and shouldn’t do for success.

Putting the reports together with the data from all your competitors will take time,
but it's important to actually do something with this data. The audit tells you what you
need to do right away in order to get ahead. For example, if you know that all your
competitors have double the number of backlinks that you have, then you should focus
on a backlink campaign, creating new assets to generate more backlinks.

If you do decide to conduct an SEO competitive analysis, you'll have a resource that
will allow you to develop your law rm’s marketing in a strategic way, based on real
data from your market.

Following “top 10 SEO tips” is no longer enough, and will lead you down a road where
you try everything and hope something sticks. Follow the process and blueprint out -
lined in this guide -- we tell you exactly what you need to do and why.
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PART 2

SEO Ranking Factors and
Roadmap for Law Firms

—% Overview of SEO Ranking Factors

In this section, we share an overview of law rm search engine optimization (SEO)
ranking factors and how they go together. What used to work in SEO just a few years
ago won't work today. In this guide, we outline the action steps you need to follow to
develop an effective SEO action plan for your law rm.

What's more, other methods of marketing (such as paying for PPC ads) is becoming
increasingly competitive, meaning increasingly expensive. So although PPC and social
media are great marketing approaches to add to your arsenal, they don’t drive as much
traf c as SEO and should be used as a supplementary strategy, rather than the entire
thing.

Studies from leading enterprise-level SEO software companies Conductor and Bright
Edge showed that only 2% to 5% of traf c comes from social media, but as much as
64% comes from organic search. This means it's never been more important to have an
active presence in search results for the keywords you're hoping to rank your law rm for.

There are an estimated 3.5 billion searches per day on Google and 1.2 trillion world -
wide. Although this might sound overwhelming, we’re going to use this opportunity to
look at the SEO landscape, what sort of websites or pages rank for speci ¢ keywords,
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and how you can implement these strategies to help your own law rm gain extra vis -
ibility on search engines like Google. Throughout this section, we’ll delve deeper into
each strategy to provide you with a framework for success.

Before we begin to learn about SEO, here’s a quick glimpse of how ranking factors have
changed and will continue to change. | won't try to document everything, but rather
am offering a casual, not perfectly historical, sketch.

On-page keyword usage, meta data
PageRank, On-page
Anchor text, Domain name, PageRank, On-page

Domain authority, Diversity of links, Topic modeling, Anchor text, Domain
name, PageRank, On-page

Entry of social signals from Facebook and Twitter

Google Panda makes sure sites have high-quality original content
Google Penguin penalizes sites with bad links

HTTPS becomes a ranking signal

Mobile usability becomes a ranking signal

Content development shifts as RankBrain looks beyond keywords
HTTPS becomes a near-requirement

Mobile page speed becomes emphasized

Relevance and user intent are critical

Customer engagement with your brand getting easier for Google to analyze

Search engines have evolved dramatically, and in order to do the work of a quality SEO
person, you need the stamina of an Olympian and the plan below to keep you on track.

30



Now let’s look at the steps we’re going to cover.

When considering all the facets of SEO for your law rm, you should focus on the fol -
lowing ranking factors. It's as if you are building a house — you will see how the pieces
all ttogether. If you skip a step, the house crumbles.

Building Your Brand for SEO: Designing your house

Technical SEO: Laying the foundation

On-Page SEO Optimization: Framing the rooms

Content: Designing the rooms

User Signals and User Experience: The ow of your oor plan

Link Building — Off-Page Optimization: Having the equivalent of an ocean view

Social Signals: Engaging with guests

Now let’s get started mapping out your new action plan and look more closely at each
of these seven ranking factors and tactics.

In order to judge websites, Google uses three factors that go by the acronym “EAT,” which
stands for expertise, authority, and trustworthiness. If your rm is a thought leader and
people search frequently for your brand name, you are more likely to rank well in Google.

Having social mentions, PR placements, and high branded-search volume sends a signal
to Google of trust and authority.

While social media isn't necessarily a direct ranking factor, we know that Google looks
at your level of expertise and good standing in your niche.

In 2008, Google CEO Eric Schmidt said, “Brands are the solution, not the problem”
and “Brands are how you sort out the cesspool.”
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If you have checked all the SEO boxes like having good backlinks, keyword placement,
and blogging, etc., but people don’t search for your brand, Google will place you in
the search rankings below someone with the same or less “optimization” if they are
seen as the go-to company for that topic in other detectable ways.

So you should make sure that you tie your SEO into your broader marketing plan and
build your brand with “Mad Men style,” as opposed to winging it.

Your house can be made of the best materials, but if no one wants to come over or
live there, it’s all for nothing.

For many, the technical side of SEO is confusing and a world away from what they’re
used to.

Fear not; in this guide we’ll provide you with a checklist you (and/or your SEO team)
can use each time you need to perform a technical SEO audit.

Focus on things like having a secure site by using HTTPS:// rather than HTTP://. Make
sure you've included H1 and H2 title tags to give your content some clarity as well.
Also be sure the le sizes of your images and videos are compressed as small as they
can be without losing quality, to ensure your site loads as fast as it can. You can use
Google Search Console to help you improve the technical aspects of your site.

Adding keywords into text and code is one of the most misunderstood things in SEO.
Maybe because | have been doing it since the 1990s, | think of it as fairly simple. Yet
our agency has hired, from the best agencies in Boston and beyond, top writers who
failed to “get it.” Bloggers and writers working for our clients claim to know it, yet fail
to pick logical keywords for each page and then don't optimize the title and meta tags
or the text on the existing pages.

While it is less important than it once was, when you could slap in some keywords and
make clients millions, proper keyword use is still a prerequisite for most sites to rank
well.
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Back in the day, your old-school “SEO guy” or “SEQO girl” could do it. Now you want
a writer to do it with nesse, because Google is not so forgiving as they used to be.

But you also need the keyword strategy done in a way the average writer may not
understand. You may even need more related keywords and other factors only an SEO
geek could muster, such as tying your keyword strategy into a topic cluster strategy.
More on that later.

Like technical SEQ, it's one of those things that gets mocked for being “ uff” until your
search rankings drop off the map. So get your hammer and be prepared to frame up
the walls of your digital mansion.

You know that if you want your law rm to show up in search results, you need to create
relevant content that engages people’s emotions and minds.

But what you might not know is that search engines, especially Google, are becoming
exponentially smarter about determining relevance rather than simply just recognizing
keywords. Gone are the days where you could write content and stuff your keyword
in every sentence.

Now, Google understands content in much greater detail and can understand the rel -
evance of a piece of content regardless of whether you've used keywords in the body

of the content or H2 tags. This is not to say that these things aren’t important. They

are, and we’ll look further at on-page SEO later in this guide.

You'll notice many of the chapters within this guide have a heavy focus on content.
That's because if you want your law rm’'s SEO strategy to be successful, you need to
get better at creating content. That includes what's known as “deep content.”

Deep content is often de ned by its length — the pages in the top 10 results on Google

have on average 1,633 words — but it's so much more than that. Writing deep content
involves more than just writing length; it's also about focusing on depth. The idea is to cover
a topic in detail so the reader no longer needs to seek out further information elsewhere.
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However, you might not consider this a viable strategy. You may feel there are few
readers who would appreciate a law rm practice page of this length, but it's still worth
considering making those pages -- not just your blogs and resource pages -- at least
1,000 words.

Remember though, if you are thinking about changing your current law rm practice
pages into deep content, use the opportunity to focus on your user’s needs, as opposed
to your own sales pitch.

We've already mentioned that Google is getting smarter at understanding what type
of content will resonate with what type of person. Because of this, you need to make
sure you're creating content with speci c user intent in mind.

Although the importance of keywords has declined over the years due to improve -
ments in Google’s machine learning algorithms, you should still look at the text on a
topic level and ensure you've included enough context for Google to understand what
content you're producing and who it's for. That's not to say you should ignore keywords
completely. In the on-page SEO section of this guide, we’ll look at some of the best-
use cases for keywords within your law rm’s content.

Although you’re running a law rm, you should still think about your business like a

publisher. Why? A recent study found that bloggers are spending more time creating

content, and an increasing number are publishing once a week, or even monthly,
compared to recent years where the common practice was to publish sometimes as
often as daily.

This might be due to bloggers focusing on writing deeper pieces of content that take
more time to produce.

On the other hand, bloggers who publish content frequently reported higher search
rankings. What this means is that you should publish as much in-depth content as you
can, making sure you don't sacri ce quality for quantity.
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Thinking like a publisher involves thinking about promotion, too. Many bloggers use a
combination of social media, SEO, email marketing, and in uencer outreach to market
their content, and your rm can, too.

User signals and user experience optimization work together to make it easier and
smoother for visitors to move around your site and nd what they’re looking for.

User signals show you how a reader interacts with your site. These include click-through
rate, time on site, and bounce rate. Your bounce rate refers to users who enter your
site and leave without clicking through any further.

If you want users to click through to your website from search results, you need to make
yourself stand out with more interesting titles and meta descriptions, along with short
and easy-to-read URLs. We call this click-through rate optimization.

It's good to know that the web pages in positions 1 through 3 on Google (in the search
results) have an average click-through rate of 3%. However, converse to that, the aver-
age bounce rate for URLs on the rst page is 4%.

This means there is plenty of opportunity to take the winning spot on the rst page of
the search results simply by producing better, more relevant content on your site and
creating more engaging titles that show up in the search results.

User experience is as much about SEO as keywords are. You should make a conscious
effort to improve the user experience of your website by setting text in a readable font
size, including a number of images, and providing users with internal links to your other
content to help them navigate around your site. Using internal links helps improve the
user experience by connecting one comprehensive article to another, so readers spend
more time on your site.
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Backlinks should never be ignored in your SEO strategy. Such links have been an
important part of SEO since their rst few years in existence.

Although questionable “black-hat” SEO tactics have meant that Google has slightly
reduced the power of backlinks over time, it's still a good idea to improve the number
and the quality of the inbound links your site generates. You can use various tools to
sort your backlinks from best to worst.

You should also use the Google “disavow” tool to disassociate with any bad backlinks
that might be hindering your efforts.

Social media platforms like Facebook, Twitter, LinkedIn, and Youtube should be a part
of your overall SEO strategy.

You can use tools like LinkedIn and Twitter to share and improve your own thought
leadership. Keep in mind that longer content is more likely to be shared across social
media.

You can use a tool like Ahrefs to understand what pages on your law rm website
generate the most shares.

If you don't tie your success to overarching company goals, it's unlikely you'll feel
inspired to set the budget needed to do SEO at the advanced level required to see
serious results.

This involves making sure you look at speci ¢ metrics, such as where your law rm cur -
rently ranks in the search engines results; the search volume for the keywords you want
to target; the traf c you're targeting from search engines; and the conversions you're
hoping to get from search engines, as well your website’s ability to retain customers
by bringing them back to your website again and again.
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Later, in the tools section, we'll look at some of the tools you can use to help you do
this. If you haven't already, make a note of SEMrush, Advanced Web Ranking, and
Google Analytics.

Now that you’ve reading this overview on how SEO ranking factors work together, feel
free to skip directly to the section most relevant to you and your law rm. Just make
sure you cover all of the SEO ranking factors eventually.

The rst thing that comes to mind for most of us when we think of branding is the
visual identity of a rm. However, your logo, website, fonts, and colors are just a few
elements of branding.

Your advertising and communications, your products or services, pricing, reviews,
thought leadership, content, and the experience you give your customers are all also
a part of branding. Even your sponsorship agreements, support of charitable causes,
and partnerships impact the perception of your brand.

However, as Intuit co-founder Scott Cook says, “A brand is no longer what we tell the
customer it is — it is what customers tell each other it is.”

The traditional idea of branding has shifted because of the internet, but at the same
time, your off-line brand, and the perception of your company in general, affects your
digital branding capabilities.

Google is starting to give higher importance to businesses that receive the maximum
engagement, and if people don’t engage with you, it may be because you don’t have
a strong brand.

Your content is one of the primary ways that you can build a strong relationship with
your customers in an age where customers don’'t want to talk to you until after they’ve
done their research online.

Reviews are essential because customers like to know that they can kick your tires, so
to speak, without you noticing them sizing you up.
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Customers may be turned off by your brand if you cold-call them and advertise too
much, so you need your digital experience to be much more personal and engaging
than you did in the days when you could dominate the search engine rankings by hiring
someone to manipulate results.

Google is very sophisticated. Here are some insights about the ways that they can
determine if a brand is strong.

Let’s start with local rankings, since that is so important for law rms. According to
tidings.com: “Google’s goal in local search has always been to mirror the real world as
closely as possible with its digital results. The engagement signals they now have access
to as a result of the rehose of data coming from Chrome, Gmail / G Suite, Google
Maps, Waze, Android, and soon Google Home, has nally given them the ability—at
least in Local—to make the algorithmic shift so many of us have long yearned for: to
stop using backlinks as their primary ranking factor.”

This graphic from Tidings.com makes it much clearer in terms of where they expect
Google to put the emphasis moving forward.

Engagement

Traditional

Engagement \\\ SEO

Traditional SEO

2017 2020

The bottom line? The absolute top experts in local search are strongly buzzing about
the engagement factor.

We have been talking about the idea of “pogo sticking” (when users hit the back button
after clicking from search results to your site) at least since 2014, when SEO expert
Rand Fishkin wrote about how Google may be using it as an important ranking signal.

38



The click-through rate from search results to your site as a ranking factor has also been
discussed since 2014 or before.

Larry Kim of WordStream posits that “dwell time” is already having an impact on rank -
ings. He shares how Google has led patents on “dwell time,” which essentially looks
at how long a customer stays on your website.

These are merely speculative topics for SEO-obsessed people like me if Google can't
incorporate them in a practical way into their search algorithms. However, you have to
take them seriously, now that Google is gaining traction on putting them into practice.
Here is a list of brand signals:

Branded searches — People search frequently on your rm name

Brand + keyword searches — People look for your brand and speci c topics

Brand name anchor text — People link to your site using your brand name

Known authorship by authors listed on your about us and bio pages

Brick and mortar location as seen on contact page

Site has Facebook page with lots of likes

Site has Twitter pro le with followers

Site has LinkedIn company page

Legitimacy of social media accounts

Brand mentions on top stories

Brand mentions without getting linked to

Check out this post by Brian Dean of Backlinko,® where some of these came from.

People discussing you and your rm on forums, in communities or articles, and men -
tioning you online, builds you into an entity that can be put into a database by Google.
Once again, Google has led patents on the idea of tracking entities and authors.

Here’s an example of such a patent.”

5 https://backlinko.com/google-ranking-factors#brand
7 https://patents.google.com/patent/US20180046717Al/en
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These are important Google ranking factors today, and a strong brand entity will help
with most if not all of them:

Links

Organic click-through rate
Mobile usability

Dwell time

Content quality

On-page SEO

We have already discussed how Google admits that brands help them to sort through
the cesspool of the web.

In 2013, Google CEO Eric Schmidt noted that veri ed people get better ranks.

“Within search results, information tied to veri ed online proles  will be
ranked higher than content without such veri cation, which will result in most
users naturally clicking on the top [veri ed] results.”

We know Google’s algorithms look at expertise, authoritativeness, and trustworthiness
to judge who the true thought leaders are. So if you want your brand to be strong,

you should work on building authority — for your company, your locations, and your
individual attorneys.

In addition to the other elements in this guide, as well as your traditional branding
activities, here are some ways that you can improve your thought leadership and further
build your brand.

Thought leadership is one of those concepts that can raise hackles when used in certain
circles. Yes, it's business jargon. Yes, the term has been thrown around indiscriminately
by people who don't have a clear grasp of what it means.

However, none of those negatives have any effect on its core value. Thought leadership
still remains one of the best ways to build a law rm’s brand and effectively differentiate
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that brand from the competition. Not to mention that Google explicitly says it ranks
websites better that have clear expertise, authoritativeness, and trustworthiness (EAT).

What is thought leadership? A thought leader is someone who has the knowledge
and experience to be seen as an authority in their industry. It follows then that thought
leadership involves using that knowledge and experience to answer the questions that
your target audience is asking and doing so in ways that differentiate you from your
competition.

Typically, thought leadership is demonstrated through content. However, this is not
content designed to sell. Rather, it is content designed to convince and to educate.
Oftentimes, a thought leadership article will explore a subjec t in depth, laying out
background, diverse approaches, choices, and potential outcomes from a client’s point
of view. Think of it as one-stop shopping for information on a subject.

The whole point of thought leadership is to build a brand. Authority and con dence
build trust with a target audience. Once that trust is established, it becomes much
easier to convert prospects into paying customers.

So what does it take to effectively utilize thought leadership to build a rm’s brand?
Here are seven things to consider when utilizing a thought leadership approach as a
part of an overall law rm marketing strategy.

The initial part of any thought leadership strategy is to have a clear understanding of
what you're trying to achieve. Make your intentions as narrow and as focused as pos-
sible. This means that brand promotion is not an adequate intention. Determining the
exact purpose behind promoting your brand is a far better de nition of your intention.

It's important to have a message. But it's far more important to have a message that
connects with the people who are viewing your content. In order to accomplish this,
you must not only know who those people are, you must also tailor your message to t
their needs. As we will see, the most well-researched and authoritative content will be
ignored unless it is designed to tackle subjects that interest the target audience the most.
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Once you know who your audience is, the next step is to zero in on what they want.
Far too many rms take blind stabs at guessing what their audience’s needs are. Worse
yet, they simply mimic another’'s rm’s content and hope for the best. In order to have
a productive conversation with your audience, you must be prepared to engage them.
The only way to effectively do this is to put yourself in their shoes. What motivates them?
What itch do they need you to scratch? Your audience’s needs — as they perceive and
de ne them — are paramount, not what you think they need.

Face it. There are dozens of rms in any given location that practice in the same areas
of law as your rm. How do you stand out in the crowd? How do you clearly commu -
nicate to potential clients the things that set your rm apart from the competition?
How do you differentiate your message from the dozens of similar messages available
to your audience? The answer to these questions is actually deceptively simple. Your
message doesn’t have to be revolutionary. It doesn’t have to be unique. All it has to
do, from a thought leadership perspective, is answer their questions more thoroughly,
more effectively, and more convincingly than your competition.

In short, differentiate when necessary, but don’'t make the mistake of trying to always
differentiate. A simple and clear demonstration of your knowledge and experience will
win the day every time.

You know your angle. You know your audience and you know their needs. What next?
In a word, delivery. You could have the most complete and convincing answers to the
guestions troubling your audience. However, if you don’t deliver those answers in a
way that the audience expects and, more importantly, in a way that appeals to them,

the whole thought leadership process derails.

The manner in which you deliver your message matters as much as the message itself.
So, when it comes to content delivery, mix it up. The written word is ne. However,
don't neglect audio, video, and graphics. Some of your biggest thought leadership
gains can come from taking existing content and repurposing its message in another
medium.
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Too many rms neglect the content delivery platforms that different segments of their
potential client base prefer. That means that their message is muted and will not be
heard by important segments of their target audience. In order to be a thought leader,
you must reach out to your audience through multiple channels. This means that your
leadership pieces need to be in multiple media formats, being pumped out on the
popular platforms that match the speci ¢ media.

Use blogging, social media, print and online magazines, live speaking engagements,
podcasts, and YouTube videos in order to effectively demonstrate your knowledge and
expertise. A best-selling book on a niche subject is the ultimate way to get exposure
and to be the clear leader.

Developing a reputation as a thought leader takes consistent effort and time. If you
keep the message on point in terms of audience appeal, maintaining a steady volume
through multiple channels, your efforts will yield results.

The target audience will begin to see your rm as the leader in your practice area for
your location. It is at that point that the role of thought leader will begin to pay divi -
dends in terms of increased client volume and revenue.

Platforms: Deliver your content in the channels your audience prefers. The many differ -
ent platforms for content delivery include blogs, social media, newspapers, magazines,
conferences, podcasts, webinars, YouTube, radio, and television.

Plan: The next step to attaining thought leadership is to come up with a strategic plan

that puts all the pieces together. The plan should include your audience, their needs
and objectives, your theme, your content, and how you will deliver your content. A

great way to start on your plan is to create an editorial calendar. This calendar will
enable you to map out your content strategy during the year and will ensure that you

stay committed to the plan you develop.

Connect: As previously mentioned, you will need help in becoming a thought leader.
Once you have your plan, your next step should be to identify in uencers and other
thought leaders who can help you attain your goal. Reach out to them and develop a
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strategic relationship with them. Tell them what your goals and objectives are and ask
them for help.

If you are genuine about your efforts and humble in your approach, most thought
leaders will be happy to lend a hand and help you to connect with their peers and
their audience.

Learn: A true thought leader never stops learning. In order to become a true author -
ity, you must continue to enhance your knowledge and learn from others. Watch and
learn from other thought leaders, do research, and read voraciously within your area
of interest. Keep up with the latest trends and explore new ideas and new methods.
Stay on top of your game.

Execute: As | mentioned above, attaining thought leadership takes a signi cant amount
of time, effort, and determination. Thought leadership is not something you can buy
or take shortcuts with. You need to hone your knowledge and skills, execute your plan,
and be relentless in your pursuit of greatness.

Sadly, many great law rms and their websites have lots of content, but never land
at the top of the search results due to technical issues. The next section will help you
avoid those pitfalls.

Technical SEO is like laying the foundation of your house. Not super-sexy, but nothing
else happens without it and the house will crumble if it fails.

Technical SEO is different from on-page SEO (which deals with how the content on the
site is optimized) and off-page SEO (which deals with how popular a page is through
building relationships with other websites).

Technical SEO is more about the things like how a search engine can “crawl” the web
or nd your site, and it's more about website load time and coding competency than
on- or off-page optimization.
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Technical SEO

With the constant updates from Google including Hummingbird and RankBrain, these
technical aspects are forever changing and are often complex.

So while you can perform a technical SEO audit yourself, it may be helpful for your
law rm to seek help from an experienced digital marketing agency. Without technical
SEO in the right state, you won’t have the proper base for your on-page SEO or links
to grow from.

Technical Analysis Overview

I’'m giving you two lists, so that you can start with the most important elements and
work your way up to being a more comprehensive technical SEO expert or hand it off
to someone else.

If you really want to dive in deeper, you can set up a tool like SEMrush with an SEO
site audit.

It will give you the errors, warnings, and notices and then show you your progress as
you correct errors over time.
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Site Audit: MFA

mecougallfineats.com | Device:Deskiop | Lastupcate:Tue.Jul16,2015 | Pagescrawted: A 1.000/1.00(

Overview | Issues Crawled Pages Statistics CompareCrawls Progress

Total Score Errors warnings

Notices

92 6,725 @ 1,226 @
100 =« 1500
68- i e I I (A L
o o
Thematic Reports
Crawled Pages Crawlability HTTPS International SEO
1 . 000 O 92«
Site Performance | Internal Linking
Os7% B3 | | Osax YR
Top lIssues:

3 pages returned 4XX status code

Robots.txt Updates

30 pages have duplicate content issues
File status i
Available
7 internal links are broken

No changes detected oW aFton

The Mega Technical SEO Action List

First, | will give you the mega list, so your eyes bleed. Just kidding, | mean, so you
know how deep this stuff can get. Then | will give you a more manageable list you can

take action on.

The second list is the one that's more actionable for C-level folks and partners.

Site Architecture — URL Structure — Getting Pages Indexed

Make sure your pages and assets are crawlable (don’t add a Noindex tag by mistake)

Make sure your content is actually indexed (Use Google Search Console)

Test your robots.txt le for “typos” and make sure you are not disallowing, or block -

ing, good content

Use an XML sitemap and keep it updated

Review blocked resources (hashbang URLS) with the Fetch as Google tool

Optimize your crawl budget (See Search Console >Crawl > Crawl! Stats)

Set up permanent 301 redirects (not temporary 302's) when launching a new website
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Do not use meta refresh for moving a site

Use hre ang for language and regional URLS

Use HTTPS, so your site is secure

Make your URLs simple for users and search engines vs. “index.php?p=367595.”
Add breadcrumbs for better navigation and indexing

Fix 404 errors, and x broken links (internal and external)

Avoid indexing multiple versions of homepage (e.g. www. vs. non www.)
Rel=canonical can be used for multiple versions of the same content

Use structured data markup / schema.org

Avoid canonicalizing blog pages to the root of the blog

Declare the default language of your site

Make sure title and meta-descriptions exist, are unique and the right length
Use H1 tags for main topic heading, H2 for sub-topics, etc.

Fix broken images

Add ALT tags to images

Get rid of duplicate content

Review pages with low text-to-HTML ratio and add more content

Improve poor mobile experience

Improve website navigation

Improve the amount of helpful links to internal pages
Keep a reasonable number of links on each page

Remove spammy / bad links to your website
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Limit the number of resources

Improve server response time

Optimize images for size and quality

Reduce the number of redirects and remove redirect loops
Make a browser cache policy

Minimize render-blocking JavaScript and CSS

Need some aspirin? Here is a more manageable list to start with. For many of you who
are not digital marketers or technical SEO experts, the rst list might have been a lot
to take in. That's why we’ve included this checklist you can use each time you run a
technical SEO audit on your law rm’s website.

Make sure URLs follow the same format and make them easy to understand.
Implement an XML sitemap to get pages indexed.

Use a robots.txt le to direct search engines.

Set up secure browsing (HTTPS)

Use breadcrumbs for improved navigation and indexing.

Create a 404 error page to handle broken links.

Make sure you use permanent 301 redirects versus temporary 302 redirects.
Limit the number of redirects.

Check for duplicate content and remove it (including having two home pages
indexed).

Correct any title and meta-tag issues (missing, duplicate, length).
Improve mobile load time.

Make your website’s user experience mobile-ready and responsive.

48



The site architecture tells search engines how your site is put together. In order to make
their job easier, you should ensure your law rm website has a clear and consistent URL
structure; a sitemap; a robots.txt le; and secure browsing. We’'ll go into detail about
each of those rst because no one will see your site in the search engines if the search
engines don’t even have a chance to index it.

One thing both your users and the search engines want to see is a well-organized URL
structure. This helps both parties understand what is on the page.
www.yourlaw rm.com/fhdj334hjhjjk/hjfdsdsfjh

Is more confusing than
www.yourlaw rm.com/family-law

You can use your URLs to add targeted keywords to any pages, but do keep in mind,
using hyphens in your URL structure will make them easier to understand. Keep the
number of characters under 2,048, or the page won't load.

XML sitemaps are useful if you want to correctly index your law rm’s website. When

the search engine crawls your site, having an up-to-date XML sitemap is bene cial. The
sitemap is what the search engine crawlers use to check and update their link database,
so they can nd pages on your website they might not have previously seen.

So if you're currently going through an overhaul of your website content, or you have
a load of updated pages, you should consider creating a sitemap.

Creating a sitemap is easy. You just need to follow these steps. XML-Sitemaps.com
offers users a free tool to create your sitemap.
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. G+
@ XML_S|temapS.com B PRO SITEMAPS <> UNLIMITED GENERATOR ~ ABOUTSITEMAPS ~ NEWS  FORUM  SEOTOOLS

Just enter your website URL to create a sitemap

More options v

All you need to do is enter the URL of your law rm, and hit “start.”

Once you have your sitemap downloaded, you'll need to submit it to Google Search
Console.

Sitemaps

Add a new sitemap

http://statsified (I()m/' I

Submitted sitemaps =
Sitemap Type Submitted ¥ Last read Status Discovered URLs

Rows per page: 10 0-00f0

WordPress also has plugins for XML sitemaps. UsingGoogle Search Console, you'll
be able to upload new sitemaps, as well as see any previous sitemaps you might have
created.

If you don’t keep your site up to date, you risk indexing old or duplicate content that
can cause ranking issues. Google may miss some new content as well.

Robots.txt

A robots.txt le is what webmasters use to instruct web robots (usually the crawlers we
mentioned earlier) how they should crawl the pages on their website. In basic terms,
a robots.txt le tells robots and crawlers which pages of the website they can and
cannot access.

50


https://search.google.com/search-console

You do this through “allowing” or “disallowing” certain behavior by speci ¢ agents,
robots, or crawlers. Here’s how a robots.txt le might look.

URL:www.yourlaw rm.com/robots.txt
Blocking all web crawlers from all content
User-agent: *

Disallow: /

What the above means is that all web crawlers should not crawl any page on www.your
law rm.com

If this seems complicated, don’t worry. There are plenty of tools available that can help
you generate your own robots.txt le.

SEOBOOK has a free tool that generates the les for you.

Default robot access

“Disallow all robots @Allow all robots

Additional rules

Action Robot Files or directories

Add

<«

©pisallow Allow Al
You should start url with /

Sitemap (optional)

Sitemap url:

Your Robots.txt File

User-Agent: *
Disallow:

A robots.txt le is also used in situations where you have private or sensitive data you
only want certain people to be able to access.
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Go to your competitors’ websites and add /robots.txt after their domain and you can
often see how they’re using it.

Set up secure browsing (HTTPS)

Hypertext transfer protocol (HTTP) is the underlying protocol used by the World Wide
Web that de nes how messages are both formatted and transmit ted. It includes letting
web servers and browsers know what actions they should take.

But due to safety, you should upgrade your law rm website to the more secure HTTPS
rather than just HTTP. Having (or not having) HTTPS on your website is a factor Google
takes into account when ranking websites. HTTPS is also a much safer option and
reduces the chance of your website being hacked.

Use breadcrumbs for better navigation and indexing

Your website’s “breadcrumbs” are a trail of a navigation system that shows where the
user is located on your website. Breadcrumbs will be most useful for your law rm if
you have a large law rm website with hundreds or thousands of pages.

(]

.

) t e Advanced Se,
‘PoIn Q, ] Advinosd 5o

1st level

' ond level tests  Marketplace  Forums  Referen

Home » Server-side Coding » Server Side Essentials » Introducing Joomla

It helps to create a proper structure. However, don’t consider breadcrumbs to be your
entire navigation system; they should be a secondary extra addition.

Create a 404 error page to handle broken links

Most websites will have 404 error redirect pages that usually occur when a page cannot
be found.
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To combat users bouncing from your website when they land on a 404 error page, think
about making a creative 404 page. Use it as an opportunity to direct visitors back to
your home page, or another important service page on your website.

Just because you're alaw rm doesn’t mean you can't inject some personality into your
website, especially when things go wrong.

Fish & Richardson offers a great example of how to design a good 404 page.

S Monu e &Fish Team
-~ o

e

if’f',
-
- ™

Sorry, no bites.

The page you are looking for does not exist.

Return Home

And if you want to avoid users reaching the 404 page completely, then you can nd
your error pages by using Google Search Console.

» Search Appearance @

» Search Traffic

Current Status

» Google Index

» Craw Crawl Errors »
Security Issues Site Errors
Web Tools DNS Server connectivity  Robots.txt fetch
V] V] V]
URL Errors
1 Server error 2 Access denied
6 Not found 0 Other

Click “crawl errors” and you'll be presented with a number of pages that might have
errors on them.
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If only | had a dollar for every company that came to me after building a website with
massive search engine optimization problems. Advertising agencies, designers and
programmers often fail to understand technical SEO, and they either don't set up 301
redirects that permanently tell the search engines that the old pages now have a new
name, or they do it improperly.

You need to make an Excel spreadsheet of the old URLs and map them to the new URLs
you intend to launch on your new website. Then, using a .htaccess le or by adjusting
the server via the admin panel directly, you make this available to Google.

WordPress has some plugins for doing this as well, such as Redirection by John Godley.

You really should direct the search engines on a page-by-pag e basis, or at the very least,
you can redirect an entire URL to the homepage. Simply setting the URL to forward
from Go Daddy or a similar domain name registrar is not the same thing and will result
in you losing not only a massive amount of revenue if you are getting lots of traf ¢ from
the search engines, but you might forever lose the backlinks to the old pages as well.

Improper use of redirects is one of the most common and costly mistakes in all of tech -
nical SEO. Getting people to link to your website and its pages is one of the hardest and
most expensive things you can do in digital marketing. It is very sad to see companies
throwing money and energy away on a regular basis and only employing the help of
technical SEO people after the fact.

If you catch mistakes like this within a few weeks, you might be able to get everything
back, but if you wait for several months, other websites will stop linking to you because
they see that your page no longer exists and doesn’t forward properly so they will

delete the links.

Redirects as we just outlined are extremely useful, but they can also slow your website
down. The more redirects you have on one page, the longer a user must wait for it to
load. Use a redirect tool like redirect-checker.org to discover which pages of yours have
redirects and consider the necessity of each one.
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Check Your Redirects and Statuscode

301 vs 302, meta refresh & javascript redirects

add http:// or https:// on your URL.

Redirect Checker Options:

You what to check your redirect with a specific user-agent. Just select the browser user-agent to
test your redirect.

Set User-Agent: °

Result

CONGRATULATION. Everything seems to be fine.

https://www.legalmarketingreview.com

200 OK

HTTP Headers

Check for duplicate content and remove it

Duplicate content is when Google sees two or more versions of the same content.
Copyscape.com and siteliner.com can be used to diagnose what issues you have.

You can have issues with the following types of duplicate content:

Text that someone let you use on your website but that you didn'’t realize was already
indexed somewhere else on Google. This will get you negative points with Google, so
if you want to make use of content from one of your partners, you need to make sure
it's not indexed using a “no index” tag.

One way to do this simply with a meta tag is detailed on Google’s support pages:

“To prevent most search engine web crawlers from indexing a page on your
site, place the following meta tag into the <head> section of your page:
<meta name="robots” content="noindex">

To prevent only Google web crawlers from indexing a page:

<meta name="googlebot” content="noindex”>"
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If you have a technical issue getting rid of duplicate content on your site, you can use
a rel=canonical tag to tell Google which of the pages is the one you want indexed and
to get credit for.

You can even have duplicate content in terms of your title and meta-tags. Make sure
that your page titles and meta descriptions are unique for each page.

In addition to having duplicate content in your title and meta description, it is basi -
cally considered a technical prerequisite to ensure that you have title tags and meta
descriptions that are the proper length.

A title tag should be around 55 to 60 characters, depending on the font styling, which
could make the pixel width wider or narrower.

A meta description should be 150 to 160 characters. We shoot for 150.

We will describe in much greater detail how to optimize these in the on-page optimization
section. For now, you just need to know that search engine opt imization experts consider
these factors when looking at the various types of technical SEO issues you may have.

Internet users have a short attention span. The same can be said for people looking
for law rms. In fact, every 100 milliseconds of time it takes your page to load leads to
a 1% decrease in potential leads.

In basic terms, the faster the page loads, the better for visitors and also for a site’s
Google rankings.

Before you begin optimizing your page load time, you should rst try to see how quickly
or slowly it loads. Our Google rep called me a few weeks ago and pressed the issue of
load time for our PPC clients. He suggested using Test My Site from thinkwithgoogle.
com,® and we also use GTmetrix.?

8 https://testmysite.thinkwithgoogle.com
®  https://gtmetrix.com
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If you want to improve your page load speed, you should think about the assets you
have on your website, as well as where your website is hosted. Page speed optimiza-
tion is an art usually best done by developers. At the simpler level, it includes enabling
compression, optimizing images, and leveraging browser caching.

We will review a few of the basics but know that if you want it done properly, people
who specialize in this will get it done quickly, whereas novices will spin their wheels and
waste your time and your money. Every day that goes by with a slow-loading website
means you are losing money, visitors, and rankings in Google. Here are some important
considerations.

If you can, limit the number of elements your website template or theme uses.
Remember that when a user nds your site, their browser has to load each individual
element, and using too many can slow your website down. This includes reviewing
what plugins, widgets, or tracking codes your law rm currently uses on your website
and considering whether they are all necessary.

Page design is important too, as well as getting important information across to your
audience. Don't give up the quality of your law rm website just to reduce the page
load speed.

Images and videos take up a lot of space on your website and are often one of the

leading causes for slow website speeds. Ideally, you should be looking to compress your
images so that you maintain quality, while still reducing the le size. Use CompressJPG®
to compress your JPEG images.

10 http://compressjpeg.com
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If you can, save your images in JPEG format (.jpg) when dealing with photographs and
PNG format (.png) when dealing with graphics.

“Mobilegeddon” is a term you might have seen around the internet if you've been
looking to improve your own law rm SEO strategy. It refers to how Google ranks web -
sites in the search results, with a preference given to those with mobile-friendly sites.

This is especially true for local mobile results. So when a customer types “Family law
rm lllinois,” all the results on the rst two pages of Google will be responsive and
mobile-ready. If your page isn't mobile-ready, there is a huge chance you won't show up
in the search rankings at all, and if you do, it'll be so far down, no one will discover you.

Having a responsive, mobile-ready site involves ensuring all the elements load in a way
conducive to easy reading.
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Look at this example from Designer websites.! The website on the right is non-respon -
sive and not mobile ready because the text is bunched together and will be dif cult for
users to navigate. The example on the left shows how the images and text have been
spaced out, making it easier to navigate the site.

To see whether your site is ready for mobile, use the Google mobile test tool. 12

When you click “run test,” you'll be presented with a “pass” or “fail.”
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If your page fails the mobile-friendly test, fear not, as Google will outline things you
can do to improve it.

Accelerated mobile pages (AMP) are also worth looking into.

In this section of the guide we’ve walked you through some of the core technical aspects
of law rm SEO that you should be concerned with. As we mentioned at the start, if
you don't have your technical SEO set up correctly, this will hinder any work you'll do
on the on-page and off-page SEO.

Technical SEO, although it might seem confusing, is a process you should follow to
ensure your site performs at its highest rate. When performing a technical SEO audit,
use our checklist to make sure you have everything covered.

Now it's time to cram your site with repetitive keywords that will destroy the text.
Hahaha, just kidding! Let's dig into how to do on-page keyword optimization the right
way!

60



On-page SEO is the bread and butter of SEO marketing tactics for your law rm.
However, it's not the entire meal, despite how long it takes to bake the bread and
churn the butter.

On-page SEO optimization refers to the techniques you apply to the text of pages on
your law rm website to help improve its position in the search rankings. It's very easy
to forget elements of on-page SEO. When you rst get started, it seems almost as
though there is too much to think about.

Keep in mind that Google has capabilities beyond the sci- level now, so you can’'t do
only the basics and expect great things. Let's have a quick look at some technology
Google uses to understand keywords and text.

According to Wikipedia, Hummingbird (launched by Google in 2013) is “capable of
understanding the concepts and relationships between keywords,” and its goal “is that
pages matching the meaning do better, rather than pages matching just a few words.”

Aleh Barysevich, co-founder and CMO of SEO PowerSuite, says,“There are two parts
to RankBrain: the query analysis part and the ranking part. For the former, RankBrain
attempts to interpret queries (particularly the rare or completely new long-tail queries)
by associating them with other more common queries and concepts, so as to provide
better search results in response. For the ranking part, it analyzes the pages in its index
and looks for speci ¢ features that make them relevant to the query. These pages will
not necessarily contain the exact words from the query, but are nonetheless relevant.”

Google’s patents imply TF-IDF is used in ranking. The main purpose of TF-IDF is to sort
out the value of a keyword to a page. TF-IDF compares an individual page’s keyword
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usage to lots of other pages. If you use a TD-IDF analyzer, you can look at the top 10
pages ranking for a term and sort out the most important related terms they use. You
could then experiment with those terms in ratios similar to those of the winning sites.

If you use a tool like MarketMuse?®® or analyze the number of pages on a practice area
that a top ranking site has, you can not only match the winning language but improve
on the number of relevant sub-pages.

Google has tools that look beyond the keyword and, using things like arti cial intelli -
gence, can sort out why a page should rank. They look at user satisfaction signals, inks,
and comprehensiveness, as well as on-page elements like headings and body copy.

If you don’t want to get really fancy with geek tools, just write very high-quality con -
tent that uses lots of related terms that help the page be the best you can nd online
about the topic.

If you were thinking on-page optimization would be 90% of the work you do in SEO,
it's really just the tip of the iceberg.

Below is a synopsis of the latest SEO best practices, aligned with recommendations
made by industry authorities such as Brian Dean,'* HubSpot,'* and our personal favor-
ite, Neil Patel .2

Pages should have short, concise, and shareable URLSs that let both the user and Google
know quickly what the page is about.

13 https://www.marketmuse.com

14 https://backlinko.com/seo-this-year

15 https://blog.hubspot.com/marketing/new-era-seo
16 https://neilpatel.com/what-is-seo
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URLSs should include the primary keyword. This impacts SEO, and users are more likely
to click through a URL that contains the keyword they were searching for (or a variation
thereof) than one that does not.

Title tags should include primary keywords, again to help the page rank well in search
engines and to quickly convey the primary topic(s) to the user.

Having a strong value proposition or enticing language in addition to keywords in the
title tags and meta descriptions where possible will make your search engine results
more attractive. User signals are currently a major ranking factor.

Review PPC ads for value proposition ideas and consider using numbers, brackets, and
parentheses, which have been shown to improve click-through rates.

It's also important to have target keywords and persuasive/enticing language in the
meta description to improve click-through rates. Although Google does not give credit
for keywords in meta descriptions, if users see the keyword they are searching for or a
variation of it in the description, they are more likely to click through.

It's important to have your page structured so Google understands the primary, sec -
ondary, and/or tertiary topics of the page. When possible, use at least an H1 with the
main topic and an H2 with a subtopic.

If your website’s programming does not allow H1 or H2 headline s, at least put headings
in bold, since Google will recognize this.
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It's ideal to use your exact keyword in the rst 100 words of text. It's a good idea
when possible to use your main keyword several times, but it's not a good idea to
over-optimize and focus on keyword density. That said, it can be helpful to look at
keyword density for a reality check on what is working for the top ve sites in your eld.
Sometimes in legal SEO, we see over-optimized pages doing well, although that will
continue to change as Google gets even smarter.

Studies from Search Metrics, Brian Dean, and others show that 1,600 or even 1,890
words is ideal for ranking. Not all of your main website pages will be able to have this
much text, but it's an important factor to consider. If a main product or service page
can't include this much text, you will need other pages with greater depth, such as
blog posts and resource pages, if you want to get your keywords and topics ranking
well. Thin content does not rank well and can hurt your website.

Make your page part of a topic cluster. Google appreciates it when you create a “pillar
page” that covers a topic broadly and then interlinks with lots of clusters of related
content. If you are optimizing the page, you need to think strategically to make sure it
is part of a group of related pages to build your topical authority.

Making your page more readable can have a directimpact on rankings. Having shorter
paragraphs and including bulleted and numbered lists is an SEO best practice.

Google has gone beyond keywords. They are now looking at topics and who covers
content more comprehensively, also known as topical authority. Your pages will become
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more authoritative if you include a healthy mix of keywords that are related to your
primary keyword. This can help individual pages potentially rank for hundreds, if not
thousands, of keywords.

It's important to link to two to ve or more other related pages or articles on your site
from each page. In order to build topical authority, you need to show Google that your
site has topic clusters, or multiple pages on the same topic.

Do not use the main key phrase that you are targeting as the anchor text (underlined
words) of a link to another page. Anchor text tells Google that you are implying the
other page is about the topic more than the page that links to it.

It's also important to link out on a regular basis to authoritative resources. We've found
that using two to ve or more external links per page is helpful.

Note: Shorter pages should lean toward having fewer internal and external links and
longer pages should have more.

When possible, use multimedia elements, such as photos, videos, podcasts, etc. “Dwell
time,” or time-on-site and number of pages visited, is now a ranking factor with Google.
Dwell time can be increased by using the above multimedia elements and will also
decrease your bounce rate and lead to more conversions.

Every image should have alternative text not only for SEO, but also for disabled users.
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Be aware that the following are also important, directly or indirectly:

How long it takes the page you are optimizing to load
Inbound links to the page you are optimizing
Number of social shares the page has

Additional optimization for ADA disability compliance

Page author identi cation using schema markup and links to the author’s social
pro les

Make sure to re-optimize and test different best practices on a quarterly or yearly
basis, because what works for one site might not work for another,

Add fresh content over time to keep the page alive.

Use a striking distance report to gure out where you are coming up on the second
and third results pages of Google and take additional action to push yourself into
the top ten.

Pick the right keywords that you have a chance to rank for, or this entire exercise is
a waste of time.

Make sure the keywords you pick for a page match the intent of what someone is
looking for when they search for that keyword.

Now that you have a short list, let's dig into some of the details on organizing and
creating compelling content.

The rst step with any on-page SEO optimization is to get your current content orga -
nized. As alaw rm, you likely have reams and reams of content already, from category
pages for speci c practice areas, pages for speci ¢ industries you work with, resources

pages for downloadable items, and blog posts.

The reason you should optimize each of these pages for SEO is that it will help search
engines get a better idea of what content is on each page.

And if the search engines have a good idea of what content is on each page, your
rankings on the search engines will be higher.
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The overarching theme of on-page SEO optimization is to ensure you have thought
about the keywords each page wants to target, as well as building a suf cient site
architecture to build topical authority.

In order to organize your content, rst, think about the different themes you have
present on your website. These themes act as parent categories. Within each parent
category, you might also have subcategories. Below is a simple example of how a search
engine traditionally would like to see a main category page and subpages.

However, our preference for site architecture these days is to use the pillar cluster model
instead of the traditional SEO silo model above. Rather than using folder structures,
you focus on interlinking powerful general topic pages with subtopic pages, regardless
of the folder they are in. Read more about that in the section on topic clusters.

Once you've organized your pages into categories, you can start working on the indi -
vidual pages. In the following sections, we'll look at optimizing URLS, body content,
keywords, meta descriptions, and title tags. Implementing all of these on your site will
help you optimize your law rm website to rank better in search engine results.
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When you create each piece of content, think about what keywords you'd like the con -
tent to rank for. If we go to our previous example, the top keyword might be: “Family
Law.”

However, you should delve further and create a series of long-tail anchor keywords
too. Long-tail keywords help search engines understand the exact context of what your
content is about.
Some examples of long-tail keywords could be:

“Family law advice”

“What does the family law court deal with?”

“What are a man’s rights in divorce Vermont?”

These long-tail keywords help give context and intent to your content. If someone is
speci cally looking for what their rights are, and you include “what are a man’s rights
in divorce” within your content, the search engines will understand that your content
potentially gives a suitable answer to their query.

But you don’t want to stuff the page with keywords. Keyword stuf ng is where you
include keywords so often it appears unnatural.

If you really want to write compelling content, pay attention to keywords, and be sure
to include them. But you must make sure your content is also interesting, well-written,
easy to share, and that it solves a problem because it's written with the end user in mind.

When it comes to your uniform resource locators (URLS), you need to keep them both
short and informative. The example below tells the search engine (and the user) nothing
about what type of content is on the blog or page.

www.law rm.com/jdsfhsjd/jrehtk

Compare that to:

www.law rm.com/familylaw/mans-rights
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In the second example, you can see we've included some of the keywords we men -
tioned before. This helps users and search engines alike understand the context of the
content on the page.

When you optimize your URLS, you get the opportunity to increase your rankings.
However, the rankings aren’t the be-all and end-all of optimization efforts. So although
it's important to make sure your URLs have a logical structure consistent across the
entire website, be mindful that you probably won’t see dramatic results.

Short and clear URLs will likely increase your click-through rate, which is another small
but positive ranking signal.
Some top URL tips:

Keep your URLs short, they shouldn’'t exceed 2,083 characters!’

Make sure the URL represents the content that is on that speci ¢ page.

Use hyphens to help people and search engines understand what content they’re
about to read. For example, www.law rm.com/bene tso aw rmmarketing  isn't
as clear aswww.law rm.com/bene ts-of-law- rm-marketing

If you can, try to use the primary keyword or long-tail keywords within the URL. This
is because of user intent. When a visitor looks for a website, they use speci ¢ search
terms to help them solve their query or problem.

If you can include the primary keyword in a URL, people are more likely to click-through.

As well as the URL, you should understand the importance of a title tag.

17 https://helpx.adobe.com/experience-manager/scene7/kb/base/is_protocol-_-forming_is/url-character-
limit-get-requests.html
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The title tag gives the viewer the title of the webpage. It appears above your URL in
search engines as a clickable link.

Often, when a visitor is looking for a speci ¢ search query, they’ll read the title to help
them decide which of the links to click.

You should optimize your title tags to include keywords, but be careful, you have a
maximum pixel size of 600 pixels, which works out to around 60 characters. If you do
write more than that, it'll be cut off by the search engines and users won't be able to

view the extra characters.

For the same reasons we’ve already mentioned, you should include keywords in your
URL, you should also include them in your title tag, especially if you can match the
keyword to direct search intent.

If you want to check how your law rm website’s title will appear, use the Moz title tag
tool 8 to test it out.

Type in what you think you'd like your title to be and this tool will show you how it'll
appear on a search engine and whether or not the text will be cut off.

18 https://moz.com/learn/seoltitle-tag
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When it comes to optimizing your titles, use Google Search Console® to see your click-
through rates for speci c keywords people have used to nd your site.

Use this data to experiment with the impact that varying your titles might have on clicks.
Make sure, however, that each title is unique. Duplicate titles will confuse the search
engines as to which piece of content they should show.

When it comes to writing titles, think about the emotional element or think about the
practical elements. If you go down the emotional route, you can increase your click-
through rate by appealing to your audience’s pain points. If you go down the practical
route, you give yourself the chance to increase click-throughs by directly adhering to
their search query. If you can use emotion and keywords in 60 characters or less, that's
even better.

The meta description (as shown in the image below) is a further indication as to what
the content is about. According to a study by Survey Monkey,?° 43.2% click on a search
result based on the meta description given.

The meta description should be used to explain what topic the webpage covers and
the exact audience who might be interested in it.

It should be descriptive, unique to the page, and shouldn’t exceed 160 characters.

Your meta description is where you can show added value. If you offer free law consul -
tations, this is the place you can mention it.

19 https://www.google.com/webmasters/tools/home?hl=en
2 hitps://newseotechniquesblog.wordpress.com/2017/02/08/how-meta-title-descriptions-affect-seo-ranking/
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So, once you've convinced someone to click through your website through effective
title tags, meta descriptions, and URLSs, it's time to work on how to optimize the content
on each page.

Each page should have an H1 and H2 tag. These are header tags that help you break
up the content. Below is an example of how we use H1 and H2 tags at our own legal
marketing review website.

As mentioned, these tags break up the content to help a reader navigate their way
through. No one wants to look at a block of text. Just as human readers do, Google
uses H1 and H2 tags to understand the context behind the content on the page. The
best method is to use the H1 tag as the title and the H2 tags as secondary topics.
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We've already covered the importance of including keywords in the title tags and URL,
but they’re also important to use within the body copy, too.

However, you don’t need to Il your entire webpage with your keyword as often as you
can write it. Google’s Al is becoming much smarter when it comes to working out what
context your copy is written in.

So although you do want to consider keywords and use them sparingly throughout
your page, you also should think about phrases that are semantically similar to the main
keyword and secondary keywords.

Latent semantic indexing (LSI) means synonyms for your main keyword.

Also, it's important to note that adding keywords in your meta descriptions does not
cause rankings to improve. However, you may see a boost in rankings if your meta
descriptions generate a lot more click-throughs. For example, if your main keyword
was “family lawyer lllinois,” here are some LSI keywords that you can use:

“Best family lawyer lllinois”

“Most affordable family lawyer lllinois”

If you're struggling to nd LSI keywords you can use within your copy, Google will help.
Toward the bottom of the search results page, you'll see a range of “searches related
to your search phrase.”
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When it comes to content, size matters, but it depends on the purpose and aim of the
speci ¢ page. Studies show that content with a longer word count generates better
attention. Look at this example below:

But not every page must have this much text. You might have speci c pages for dif -
ferent practice areas that might only need a few hundred words of optimized text. You
also might have pages that demand a much more thorough exploration of a topic and
therefore need to be longer. Generally, | like longer practice-area pages that lead with
engaging and empathetic sentences that summarize the bene ts of working with your
rm on this topic. Then you can give solid detail on what the practice area is all about,
include a video, even an infographic, testimonials, and links to lots of resources you
have on the subject.

A user-centric page like that will usually, if not always, outrank and out-convert a few
hundred words of dry, “we are great,” rm-centric copy.

We already mentioned you should use H1 and H2 tags to break up the content on each
page. This helps readers easily scan the content to nd exactly what they’re looking
for. You can also use video and images to ensure the content is easy to understand
and easily digestible.
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Your website users have a short attention span, meaning you only have a few seconds
to capture their attention. In addition, humans have a memory buffer, and we can store
only so much information at once. That is why short sentences are better. Long and
in-depth content is not the problem, it's how you break it up.

Alongside using your H1 and H2 tags to break up the text, avoid writing paragraphs
longer than ve lines. Break text up through the use of bullet points and numbered lists.

We brie y touched upon the concept that you can use images to break up the text
within your content.

But the SEO issue with images is that search engines are unable to read text in them the
way they do HTML text. The workaround here is to use “alt text.” “Alt attributes” tell
search engines what the image is of. Just don't use images for keyword-rich headlines
or subheads, even if you use ALT tags, because HTML text is better for SEO.

An ALT tag is an HTML element used by web developers and search engines alike.

It's also good to note that for any visually impaired people, if they're using specic
browsers or perhaps have their content read to them through voice-to-text, they will
be given the alt attribute rather than the image.

If your site fails to load for any reason or is struggling to load, the web browser will opt
to show the alt attributes instead.

Not having alternative text attributed to images also may put you at risk of failing to
comply with disability laws. If you have a business that is supposed to be fully acces-
sible to the public, like a hotel or a retail store, then you are even more at risk if your
website doesn’t allow the same degree of accessibility that your physical location does.

Nearly 5,000 ADA lawsuits were led in federal court for alleged website violations in
the rst six months of 2018. Even if you don’t face potential legal issues, it's a nice thing
to do for people who are visually impaired and are using screen readers to “listen” to
your website instead of looking at it as they read.
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Images are indexed in Google, so describe the image and its use in the best way you
can.

Optimizing your law rm website pages for SEO is a dif cult task if you don’t have this
guide and the right people helping you.

Itis a task that has to be done by a writer with the exact experience of on page optimi -
zation. You also need an SEO expert to map out the keyword strategy, and unfortunately
many website copywriters do that wrong.

It's a huge mistake to think that any writer can do this type of work and it's a mistake
that is made repeatedly. | personally don’t understand why more writers can't get the
hang of this, but | can save you a ton of time by promising you that it's better to start
with someone who has a proven track record of doing exactly this.
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Follow the guidelines listed above and you’ll be well on your way to a high-ranking site.
Doing so will give you the best possible advantage at ranking with the search engines
for your speci c topics/keywords and getting more high-quality leads for your law rm.

Back in the 1990s, if you gracefully added keywords and related terms into your pages,
you could kick back and relax.

Now you're just getting ready to start the fun part, where you track visitors as they use
your site — or bounce away from it — and make it better for them.

Content is already covered in Part 2, so please refer to page 33 in that section for how
content ts into wholistic SEO and for what types of content to create.

Why does your law rm bother having a web presence? Because web traf c generates
leads, leads can be converted into clients, and clients keep the lights on.

However, simply having a web presence is not enough.

Your potential clients are internet-savvy. They've seen and interacted with thousands
of websites for all sorts of reasons. When it comes to the law, they use the internet to
nd a rm that can solve a problem they’re experiencing, quickly and easily. In fact,
legal consumers are among the most motivated customers on the web. According to
the National Law Review, 74% of consumers visit a law rm’s website to take action.

However, if the website they’re viewing doesn't quickly grab and hold their attention,
they head for the exits, taking their desire to act with them. In short, it's your competition
that’s likely to bene t if your website is not up to a visitor's expectations.

This is where UX — short for “user experience” — comes into play. UX is speci cally
the experience a visitor has (or doesn’t have) when visiting a website. The more satis-
factory the experience is for the visitor, the longer they will stay on site. The longer they
stay on site, the more likely it is that they will become engaged with your brand. The
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higher their level of engagement, the easier it will be to prompt them to take action
and convert them into a paying client.

In today’s marketplace, good UX isn't an option. It's a necessity. Not only is it important
in generating leads, it is also increasingly important as an SEO element in and of itself.

Google wants the very best results for each search. One of the metrics that's used to
determine if a site is a “best result” for a given search is user experience.

User experience encompasses many things, including how long a site takes to load,
ease of navigation on the site, and the quality and availability of in formation on the site.
In short, a site that offers good user experience is fast, clean, easy to use, and grabs
and holds the attention of the people who visit.

Google increasingly uses UX as a metric to reward sites with good UX and penalize sites
with poor UX. In other words, by sacri cing UX you not only are sacri cing potential
clients, you're also torpedoing the chances that your website will be seen by anyone
at all. And an unseen website is an oxymoron in terms of purpose and function.

In this section, we look at several factors that are important to good UX on your rm’s
website. Your rm can easily implement these factors to not only raise your website’s
search ranking, but also to convert a larger percentage of your traf c into clients.

Many times, you can get a fairly accurate audit of your site’s UX performance simply by
looking at the signals being sent by the users on your site. Speci cally, you can look
at three factors:

Click-through rate, or CTR;

Time on site; and

Bounce rate.

Collectively, the information from these signals will give you a fairly accurate snapshot
of the average visitor's experience when using your website. Let’s look at each of these
user signals separately, so that you can understand what they are and how to use them
to improve your site’s UX.
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For UX purposes, the click-through rate is the number of visitors who are coming to
your site from a third party, in this case from search engine results. These results will be
largely, if not totally, from Google and also will be primarily organic traf c. This means
that CTR is a metric that is measuring the overall effectiveness of the information con -
tained in the search engine results for your site.

There’s an old SEO joke that says the best place to hide a body is on the second page
of Google’s search results. CTR statistics prove that this old joke is at least partially true.
In 2017, the top 10 search results in Google garnered the best CTR,?* with the highest
rates going to spots 1 through 3. So, when it comes to CTR, the higher you are in the
rankings, the better off you’re going to be. However, ranking is not the whole story.

Another thing to consider when discussing CTR is Google’s increasing use of paid
advertising, carousels, and answer boxes at the top of every search result. These items
have a big footprint and take up a lot of geography on the page. As a result, they push
organic search results farther down the page. This means that viewers have to wade
through more of Google’s territory before they get to your result. But don't take my
word for it, let's look at the Moz Google SERP Feature History? over the past 30 days.

2L https:/fignitevisibility.com/ctr-google-2017
2 http://mozcast.com/features
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“Data is updated nightly across 10,000 Google SERPs. All percentages re ect unique queries across the
10K (not query volume). Searches link to live queries, and some results may have changed since the last
data was captured.” 2

There’s a whole lot going on here, but the important statistic to focus on is site links.
Site links, the actual links in Google’s search result that lead to businesses like yours,
only represent 20.5% of matched queries. Even HTTPS results, which include results
other than site links, such as external blogs, only account for three-quarters of the search
page. The rest of the territory is taken up by Google-related items.

As you can imagine, this means that even if you're in the top ten search results, more
of your potential organic traf c is being picked off by Google ads, etc. before someone
reaches the organic listing link to your site. Research bears this out.

One industry study?* showed that the organic CTR has dropped a whopping 37%
between 2015 and 2017. Coincidentally, this drop in organic traf ¢ coincides with the
rise of Google’s increased use of the top of the search results page.

Z  http://mozcast.com/features
% https://www.wordstream.com/blog/ws/2017/04/26/google-ranking-click-through-rate
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All of this means that if you want clicks, you'll have to pull out all of the stops. With
that in mind, here are some things that you can do to improve your organic CTR in the
search results.

To begin with, the search results for your site consist of three elements:
Title tag
URL

Meta description

The graphic below shows all three elements and how they are displayed in a search
result.

Each of these elements presents an opportunity to boost your CTR, so let’s take a
closer look at each one.

The title tag gives the viewer the title of a web page, displayed in search results as
clickable links. Titles have a maximum size of 600 pixels. Anything larger than that will
be cut off by Google and be unviewable by a potential user.

As such, every title tag should describe a page’s content as precisely and concisely as
possible. In general, titles of 60 characters or less will generally be fully viewable in
the results. Title tags are not only used in search results, they also are displayed in web
browsers at the top of tabs, as well as in shared posts in social media.

Therefore, it's important that every title tag you use is as compelling as possible. A
good title consists of a number of different factors:

Always be aware of character length. When composing a title, less is more. Aim
for brevity. Remember that capital letters will take up more space than lowercase
letters. The last thing that you want to do is exceed the 600-pixel limit and have
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your carefully crafted title tag become useless because it's been cut off. Moz offers
a neat Title Tag Preview Tool % that can tell you if you're in the ballpark.

Lead with a title that attracts viewers. For example, people love numbers in titles.
Studies have shown thattitles with numbers are 36% more likely to result in a click .26
But, not all numbers are created equal. As the graph below shows, it turns out that
people prefer round numbers, ending in zero, in titles far more than any other .2

Credit; Via Journal of Consumer Research, DOI: 10.1086/674546

Don't be afraid of using emotion. Human beings are emotional. This means that
viewers are more likely to click on a title that contains an emotional appeal .28 This
use of emotion doesn’t have to be in-your-face. Simple words like “important,”
“best” or “effective” speak strongly to a viewer’s pain points.

A good title foreshadows the content to come, so that a viewer doesn’t have to
guess what's coming next. So make sure that you tell the viewer the format of your
content. For example, “tips,” “strategies” or “steps” all clearly communicate the
format to a viewer.

25

26

27

28

https://moz.com/learn/seoltitle-tag
https://moz.com/blog/5-data-insights-into-the-headlines-readers-click
https://www.fastcodesign.com/3024538/why-we-love-top-10-lists
https://searchengineland.com/5-brilliant-headline-hacks-crazy-high-organic-click-rates-249320
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Use brackets [ ] and parenthesis () as HubSpot has shown them to be effective for
increasing CTR? Example: Internet Ad Spend Is About to Surpass TV Ad Spend
[New Report]

Finally, use your topic in the title. This can be keyword-driven, an evergreen subject,
or a newsworthy event. Again, the point is to let the viewer know up front what's
going on.

The URL (or Uniform Resource Locator) is the web address of the page being viewed in
the search results. A URL can have up to 2,083 characters. However, because a URL is
more than an address in terms of CTR, you never want to get anywhere close to having
one that long. Like your title tag, the shorter and more descriptive your URL is, the better.

The idea is that a potential visitor to the page will know what the page is about just by
looking at the URL. This means that the URL should be clear and concise enough so that
even if the title tag were hidden or missing, someone looking at the URL would still know
what the site is about. If your URL is readable by human beings, you’re on the right track.
Rand Fishkin formerly of Moz®® has summed this issue up nicely with the graphic below.

2 https://blog.hubspot.com/marketing/a-simple-formula-for-writing-kick-ass-titles-ht
30 https://moz.com/blog/15-seo-best-practices-for-structuring-urls
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Also, make sure that you're using a top-level domain, or TLD. Both .com and .net are
TLDs.

The meta description is found under the title tag and the URL in a search result. In
general, meta descriptions have a size limit of about 150 characters.

When it comes to meta descriptions, you want to reinforce the information that’s already
contained in the title tag and URL in regard to the nature of the page in question.
Because you have a little more wiggle room in terms of length, this is a perfect oppor -
tunity to create a good value proposition for your user.

If your rm offers free consultations, this is the place to let the user know that. This is
also the perfect place for your phone number, giving a user the opportunity to call you
directly without having to click through to your site. That may decrease CTR but calls
are worth the small risk.

Full-length, well-thought-out descriptions can give you more real estate in search
engine results pages (SERPS) and nally, any starred reviews should be added to them.

Time on site, as the name implies, is how much time the average visitor spends on
your site after they click through. The average time on site for the top 10 URLs in a
given search is 3 minutes and 10 seconds. Given that the average attention span on
the internet is now 8 seconds, that 3-minute and 10-second time on site is enormous.
It means that the person using the site is having a quality experience and nding

relevant and interesting information that solves a problem or meets a need they are

experiencing.

It's important that you have a clear idea of how much time visitors are spending on your
site. There are three main ways to get this information — analytics, user experience
testing, and heat mapping.

In Google Analytics you can look at the average number of pages visited and average
visit duration.
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User experience testing allows you to watch a video of a typical user interacting with
your site and giving feedback about likes, dislikes, and problems. Usertesting.com is a
platform that allows you to easily set up UX testing at a very affordable rate.

Heat maps are graphic tools that use color-coded values to help you understand how
visitors use your site. Areas where users click more frequently, scroll or, in some cases,
even look become more brightly colored, while less-frequented areas are duller or not
colored at all. Because of this, heat maps can give you a more in-depth understand -
ing of how visitors behave on your site and what pages and content engage them.
CrazyEgg,® HotJar®? and Clicktale® are all platforms that provide heat mapping services
for your website.

Bounce rate is the percentage of total visitors who visit only one page on a site and
then leave. Bounce rate is not only indicative of bad UX, it also has a direct correlation
to time on site. The higher the bounce rate, the lower the overall time on site will be.

It's impossible to talk about user signals without talking about RankBrain, Google’s
arti cial intelligence/machine learning system that helps sort and rank search results.
RankBrain has been in place, in one form or another, since 2015. However, since then,
Google has revealed that RankBrain is the third most important search ranking factor,
after content and linking. Google continues to re ne its search algorithm, which means
that RankBrain will continue to grow in importance.

Basically, what RankBrain does is look at the number of people who click on your site
in the search results and how much time people spend on your site once they click
through. In other words, Google is measuring your CTR and time on site (dwell time).
The higher both are, the higher your site may rank in the search results.

8L https://www.crazyegg.com/
32 https://www.hotjar.com/
3 https://www.clicktale.com/solutions/re ect-true-experiences/heatmaps/
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Google is using these metrics as a way of measuring what user experience is like for
the average visitor. This means that sites that get great time on site and click-through
rates will continue to outperform sites that don't, irrespective of content and backlinks.
Google will often use these metrics as the deciding factor between two competing sites
that are tied when it comes to content and backlinks. So, if you fail to optimize your site
for user experience, speci cally looking to user signals, you do so at your own peril.

If you've looked at your site’s user signals and discovered that your UX needs work, it's
not the end of the world. In this section, we offer some proactive steps you can take
to improve your UX and, as a result, your ranking and traf c conversion.

Internal linking is one of the easiest ways to give your website a fairly signi cant UX
boost. Despite this fact, many websites often fail to optimize their opportunities to
link internally.

An internal link is a link that connects one part of your website with another part of
your website. To put it another way, with an internal link, the source and the target
domains are the same. Compare this with an external link where the source and target
domains are different.

In terms of UX, the primary purpose of internal linking is to h elp a user navigate around
a site more easily. However, smart internal linking also has an important side effect — in
terms of SEO, it distributes authority throughout the website. By spreading authority
throughout different pages and areas, the ranking power of the site is increased.

Here are several tips to help you increase the effectiveness of your internal links:

Use descriptive anchor text, the highlighted area of the source that contains the
link to the target. When creating anchor text, make sure that you use language that
describes the nature of the link target accurately. Descriptive anchor text should
establish the relevance of the link target to the content that contains the anchor.
This relevance is important to the user because it lets them know why clicking the
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link will be helpful. It is also important to Google because it establishes the authority
of the link.

Don't use phrases like “Read More” or “Click Here.” They’re simply not descriptive
enough. The same goes for creating an exact match between the anchor text and
the title of the link target. Insuf cient description equals insuf cient relevance, which
equals no clicks and no authority.

Don’t use more than one sentence as anchor text. Too much information is as bad
as too little information when it comes to link relevance.

Link to pages on your site that have high conversion numbers. If one part of your site
is converting well, you want to make sure that you are funneling users to that area.

Remember to link deep. This means that you want to link to parts of your site that
are deep within the structure, for example blog content that might otherwise be

harder for the average user to nd. Conversely, you want to avoid shallow links to
the top-level pages on the site, places that are already linked by the navigation bar.

Use links that provide value to a user. The primary purpose of internal linking is to
give every visitor a positive UX. Showcase top-notch content and watch your user
signals improve.

External links are the opposite of internal links. Instead of linking from anchor to target
within the same domain, the target of an external link is on a different domain. External
links are generally a positive thing for the same reasons that apply to internal linking,
as long as you follow a few simple rules:

As with internal links, you want to keep your external links relevant to both the
source and the target.

You also want to use the same kind of descriptive anchor text that you use when
doing internal linking. Not too short and not too long.

It's important that the external link provides real value to the user. So you want to
make sure that your external link target is enhancing whatever source content con -
tains the anchor text. External links to authoritative resources are excellent examples
of this.
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There’s also plenty of evidence that shows external linking makes your site more
relevant in the eyes of other sites, increases your site’s authority, and can even
boost your ranking.

In ever-increasing numbers, visitors to your site are expecting video content. Take a
look at some of these statistics:

By 2021, video will account for 82% of all global consumer internet trafc .*®

Over 500 million people watch over 100 million hours of video * on Facebook every
day.

YouTube has over one billion users.®” (That’s almost one third of the internet.)

Clearly, video is the medium of choice for a large percentage of all internet users. That
means that it's likely that a large percentage of your site’s users will also prefer video
over any other medium. In terms of UX, failing to give them what they want could be

a serious mistake, one that affects your reach, your brand, and your bottom line.

In order to optimize your video content to improve UX, here are a few tips:

Don't rely exclusively on video content. Yes, video is increasingly popular as an
informational medium. However, even people who prefer video will still explore a

website before watching video content. There are also people who don’t want to
watch videos. Make sure that all of the information contained in the videos on your

site is also available in text format as well.

Don't use autoplay. It's annoying and it universally detracts from your site’s user
experience. Not convinced? Google has started to block autoplay videos 8 and will
only allow their use under speci c, user-controlled circumstances.

3 https://moz.com/blog/linking-internally-externally-from-your-site-whiteboard-friday

3% https://www.cisco.com/c/en/us/solutions/collateral/service-provider/visual-networking-index-vni/
white-paper-c11-741490.html#_Toc484813971

% http://tubularinsights.com/500-million-watch-facebook-video/
7 https://www.youtube.com/intl/en-GB/yt/about/press/
% https://arstechnica.com/tech-policy/2017/09/google-chrome-block-auto-play-video/
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Keep your video content short. As the chart below demonstrates, users like to watch
videos that are of shorter lengths.

39

Don't leave your viewers hanging. Many videos simply end, leaving the user won -
dering what they should do next. In terms of UX, a confused use r is one who is likely
to bounce off-site. Instead of leaving them hanging, make su re that you provide the
next step they should take. If appropriate, use a call to action. Alternatively, direct
them to other content on the site.

Humans are visual creatures. That's why video is such a popular format on the internet.
However, when looking at the UX big picture, don't forget the power of imagery.

Unlike video, images have the power to encapsulate a mood, describe a brand, and
entice a user — all with one glance. That's why it's important to select the right images
for your site, ones that will stand out from your competition and make your web pres -
ence memorable.

3 https://dmakproductions.com/blog/what-is-the-ideal-length-for-web-video-production/
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When it comes to using images on your site, here are a few things to remember:

If possible, make image selection a part of the initial design or redesign phase of
your site. There are two reasons for this:

First, images (unlike videos) are visual cues. They grab a user’s eye and tell them
where to look next. This means that all images on a page need to be designed
with this ow and cohesion in mind. One misplaced image can interrupt that ow,
causing lower average time on site and increasing bounce rates.

Second, the use of too many visual elements — different videos, image formats,
and font types — can bog down your site’s load time which, as we will discuss
shortly, can be a deal breaker for ranking when it comes to Google.

There's no magic number when it comes to images. Every site is different. Every
audience is different. How many images you use, what they are, and where they'll
be on the page, is dependent on your rm’s brand, message, and outlook. Just
remember to vet every image you use for effectiveness, appropriateness, and over -
all look. Overly compressed images or images that are too bright, too dark, or too
small will negatively impact your site's UX.

Just as they do with video and images, your users want text that is clear, understand -
able, and easily digestible. While we've emphasized the importance of imagery and
video, the written word still contains considerable power. Every effective website creator
knows this and uses copy and content that engages, informs, and convinces the user
to take action. Your website should be no different.

When considering text, here are a few things to consider:

Google wants more in-depth content and many experts say 1,600 words or more is
what works both for SEO and even for social shares.

Avoid long, monolithic blocks of content. As we've discussed, the attention span

of the average user is short. This means that if you don’t get to the point quickly,

your user will never get to the point at all. Make sure that you use short, informative

sentences and keep your paragraph lengths to no more than four to six sentences.
Breaking up your text this way makes it seem shorter and allows the user to absorb
it in smaller portions. This keeps them engaged, on site, and moving forward.
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Use structured text elements. In reading this content, you'll notice that much of the
information, such as the current section you're reading, is in bullet point format.
There is a reason for this. Lists and bullet points are another way to break up infor-
mation for ease of use. The easier that you make it for a user to take in what you
have to say, the better their UX will be.

In addition to the content- and design-related items discussed above, there are also
some technical tweaks that you can make to improve your site’s UX. These include:

Using HTTPS. HTTP stands for hypertext transfer protocol. It's used to allow two
systems to transfer information, most commonly from a server to a web browser.
The problem with HTTP is that it isn’'t secure. Anyone with the right knowledge or
tools can intercept any of the information being transferred. HTTPS adds the word
“secure” to the formula. Using an SSL certi cate, a HTTPS site protects the infor -
mation, making any information transfer safer. This obviously means a lot to your
users. It also means a lot to Google, which gives a boost in search rankings to sites
that use HTTPS. In fact, upwards of70% of the sites on the rst page of any Google
search are using HTTPS* HTTPS is good for your UX and your rankings. If you're
not using it, you should be.

Increasing site speed. Google loves good UX. That's why site speed and load time
are a part of Google’s algorithm. Faster sites may get ranking boosts, while slower
sites get penalized. It makes sense. With an average 8-second attention span, no
user will patiently wait for your site to load. It's either there the instant they click
or they’re gone. You can test your site’s load speed using tools like GTmetrix,*
Pingdom*? or Google Developers Page Speed Insights.*

UX is one of the most important aspects of any law rm’s online marketing strategy.
You have a web presence because that's where your potential clients search for legal
representation. It's imperative that you make those potential clients’ experience on

40
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https://searchengineland.com/moz-report-50-page-one-search-results-are-https-273659
https://gtmetrix.com/

https://tools.pingdom.com/

https://developers.google.com/speed/pagespeed/insights/
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your site as positive as possible. When you do, you signi cantly increase the chances
of converting prospects into clients.

Now it's time to learn another critical tactic which is often talked about but rarely exe -
cuted well, and that is getting quality links pointing at your site.

When it comes to SEO, link building is an effective strategy that helps you improve
the authority of your site.

Link building is the process you take to generate links from other websites back to your
own. However, there are good and bad techniques for acquiring links. An effective
link-building strategy allows users to navigate between different pages of content on

the internet relevant to their needs. When crawling your website, search engines also
look at the links present on each page.

In this section, we look at the importance of high-quality links, how to acquire them,
and what to do if you start generating bad links.

Before you start building links to your website, you need to make sure you have great
content that other websites will actually want to link to.

The issue is this: If you get links from sites that aren’t relevant to yours, people might
click on the link and immediately leave your website when they realize it offers no value
to them.

When this happens, your ranking is affected negatively. In an ideal world, if you want
to see SEO success from link building, you want to build relevant, valuable links from
trustworthy sites.

When it comes to the type of law rm content people want to link to, it falls largely
under the category of “usefulness.” This could include anything from checklists, tip
sheets, and other resources or lead magnets people to want to share with their own
audience.
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When it comes to looking for opportunities for link building, there are a number of
different strategies you can implement to generate links. However, you rst need to
check the value of a link.

Search engines are very clear when it comes to link building: They want it to happen
naturally and organically. Therefore, it's critical that you check just how valuable your
links are, not just for Google’s sake, but because you don't want to spend unnecessary
time building links for your law rm site when they are useless.

Start by checking who currently links to you and whether or not those links are bad, or even
worse, harmful to your own SEO ranking. You can use a number of tools like SEMrusH*
or Ahrefs* to check which sites are currently linking to your own website’s content.

The great thing about these tools is that they show you whether or not the links will
hinder your SEO efforts. The SEMrush backlink audit tool will also give you a rough
indication of which backlinks you currently have that you should consider removing.

If you use these tools and see that there are a number of harmful, toxic websites linking
to yours, it's time to do something about it. For the most part, Google is quite clever
about identifying which links are toxic and ignoring them.

4 https://lwww.semrush.com/analytics/backlinks/overview/http%3A%2F%2Fwww.legalmarketingreview.
com%?2F:root_domain

4 https://ahrefs.com/dashboard/metrics
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However, sometimes that isn’t the case, and you may nd your rankings increase if you
remove these low-quality links. But remember these are other people’s websites linking
to yours. You don’t have access to their websites, so just how do you remove the link?

The rst step is to nd the website owner and reach out to them via phone or email to
see if they’'ll remove the link. Often, this doesn’t work, which is where Google’s bad link
disavow tool comes into play. Disavow links is a feature of Google Search Console that
helps you reduce any harm from unwanted links pointing to your site. You can access the
tool by searching for Google disavow tool or by logging into Google Search Console.

Please note that Google does offer a warning with the disavow tool. They explicitly

say that it's an advanced feature that should only be used if you have a considerable
amount of “spammy” or low-quality links to your site and you know they’re causing
issues. If you have only a few spammy links, you can likely ignore the tool, as Google
is clever enough to understand and assess which links to trust.

If you're unsure whether your bad backlinks are harming your SEO ranking efforts, consult
with a specialist before you use the disavow tool.

Initially, you want to use the tools listed above to nd all the backlinks linking to your
website. You then want to list each of these sites and where it links to.

It can be helpful to use a spreadsheet to organize all your data. | like to use Ahrefs
and export the information into Excel, then sort it by Domain Rating high to low and
investigate the lowest quality links.
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When you have a list of all the URLs linking to your site, visit each site and decide
whether you should keep the domain linking to you or add it to your disavow le.
When it comes to evaluating each domain, ask:
Does this link have anything to do with the legal content | put on my website?
Would | be worried if someone from Google saw this link?

Was this link created with SEO in mind and not the user?

For example, if your law rm website has a baby toys website linked to it and there’s
absolutely no relevance, it will harm your SEO.

Once you have created a list of all the sites you want to disavow, put together a disavow
le. List the disavowed websites in this format: domain:website.com. For example:

Domain:spammedbacklink.com
Domain:unethicallinking.com

Save this list as a .txt le to upload in Google Search Console. Remember, if you're
struggling with this, or unsure at any point, reach out to an expert.

You should see immediate results from your disavow efforts after you le your docu -
ment. Google will now consider those as “no follow” links, which pass no positive or
negative ranking energy to your website.

You may or may not know that Google continually releases different updates that can
affect your law rm website’s SEO.

One such important update is Google Penguin .*® The update helps Google nd websites
that are trying to generate links in an unethical way to increase their search engine rankings.

When Penguin was launched in 2012, all kinds of problems arose for search engines.
People even started the “SEO is dead” debate. Eventually Google provided the dis -
avow tool to help website owners sort out problems from bad links, and today you
likely just have to do some routine maintenance.

4 https://en.wikipedia.org/wiki/Google_Penguin
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On the other hand, if you see a warning in Google Search Console, you need to address
it immediately. The same is true if you have a large number of low-quality sites pointing
to your site.

Be diligent in deleting bad links, but also make sure to look at sites before you delete
them as some that get agged as “bad” by tools may actually be good and some that
are not agged may be bad. So it’s part art and part science.

By now, you understand that, before you start building links, you need to have solid
content and you should evaluate your current links. Before you start implementing a
strategy to generate links, it's useful to know what type of links exist.

There are two core types of links:
Dofollow

Nofollow

Naturally, when you insert a link to your website, the default will be a dofollow link.
<a href="https://www.law rmwebsite.com/">Law rm</a>

The dofollow link tells search engines that the site you've linked to is valuable and
should be given credit for it. This will increase your search rankings.

A nofollow link looks like the one below:

47

47 http://www.nyszone.com/seo-nofollow-link-attribute.com
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A nofollow link tells search engines the website in question doesn’t want any “link juice”
to be carried over to the linked site and to ignore it.

Google is very strict about how you generate and give out links, so if you have expe -
rienced any of the following, it's good practice to make the link nofollow.

If you were paid to provide the link

If you received a product for adding the link

If the link will earn you af liate revenue

In September of 2019, Google implemented two new link attributes, in addition to the
“nofollow” attribute. Combined with “nofollow”, these are the 3 link attributes now:

rel="nofollow” — for general use in linking out to untrusted links

rel="ugc” — for links from “User Generated Content” such as blog comments and
forum posts

rel="sponsored” — for paid links, such as ads

Check out the McDougall Interactive blog for some important things to know about
the new rules and link attributes, “8 in terms of how they might affect you and your site:

4 https://www.mcdougallinteractive.com/blog/seo/googles-new-nofollow-link-attributes/
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And, if at any point you're still unsure, use Google’s support guides, *° which will walk
you through when you should and should not use the nofollow or default follow link.

Often, there will be an opportunity to link to your site that you have missed. In these
situations, search for instances where your website has been mentioned but a link
hasn’t been used.

Buzzsumacom is a great tool to help you identify when your brand name has been
used without a link.

Using Buzzsumo.comsets up an alert for your brand name, and you'll receive a noti ca -
tion every time your brand name is mentioned online without a link. You'll also see the
domain authority of the site, so you know whether it's worth pursuing the link or not.

If you determine the link is worthy of nding out more, then nd the owner of theweb -
site using a tool like hunter.io and email them to let them know you're pleased they
mentioned your brand and ask whether they’d mind linking to your website. If there’s
a speci ¢ (relevant) page you'd like them to link to, make it easy for them to do so by
providing them with the link.

We'll turn next to a number of different strategies you can use to start generating
valuable links to your law rm’s website.

4 https://support.google.com/webmasters/answer/96569?hl=en
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One of the best ways to generate links from authoritative sites is through guest blog -
ging. When you guest blog, you offer valuable content to other people’s sites. Because
you’re writing the content for their site, you are usually allowed to include a link back
to your own website.

More important is that you are getting in front of a larger audience and building a fol -
lowing that leads to other natural links. So even a basic author pro le link or nofollow
link is okay if you build brand buzz.

When you reach out about guest blogging opportunities. make sure:
The site is one that allows guest blogs from law rms like yours,

You can pitch a good idea that will bene t their audience, and

Your idea follows the theme of the content your law rm currently produces.

| constantly nd big sites like Forbes and a variety of other blogs ranking for keywords
our legal marketing clients want to rank for. When you can’t beat ‘em, join ‘em. Well,
let's rephrase that as get on these sites so you get in front of a larger audience while
also ranking and building your own audience.

Another method you can use to build links to your law rm’s website is through social
shares. Although social shares don't directly affect your ranking, they indirectly help
you widen the reach of your content.

The more people who decide to share your content on social media, the more people
will see it. And if people are seeing your content, it's likely they will also link to your
content, too. If you analyze your current content, you'll see that the content with the
most social shares usually has the most links.
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If you run your law rm website on Wordpress, you can add social sharing plugins to
encourage others to share your content if they nd it valuable.

Orbit Media did a blog survey of 1,000 bloggers and it made them famous in the con -
tent marketing community. If you do that type of survey and actually email hundreds or
thousands of people and get them to Il out a survey form, you can create stunning blog
content, a downloadable guide, and an infographic. All of this content will make it much
more likely that you will get featured by journalists and that people will link to your website.

Did you know that you can use Google consumer surveys and for as little as $500 ask
a question to some hundreds of people that relates to your topic? If you think surveys
are out of your reach, you might consider this tactic. Given how hard it is to get atten -
tion for your content, doing something more dramatic like an industry survey can be a
game changer, especially if you do it yearly.

Although building links to your law rm website is a great way to increase search
rankings, you should do it with caution. Make sure you don’t buy or sell links, offer
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excessive link exchanges, or generate links from irrelevant sites. Doing this will hinder,
rather than help, your search rankings.

However, as we've outlined above, there are many ways to monitor your links and
generate new ones if you want to become successful.

See page 219 in the section on link bait to learn more ways to get links.

While getting links is critical for SEO, it is hard to do without the use of social media,
which plays a part in the complete digital package. If you're not already active on social
media, before we get into the ner details, you should be aware that social media is
critical for protecting your referrals.

If you search for your brand name or your personal hame, you may nd your social
media pro les popping up in the search engine results. You do not want any of your
social media pro les to look like a ghost town or you will turn high-quality referrals away.

As it intersects with SEO, social media doesn’'t necessarily cause your rankings to go up.
But, as we have mentioned in our link building discussion, social media shares usually
attract organic backlinks.

Here's what the search engines say about this issue.

Bing said they do use social signals as a ranking factor:We do look at the social author -
ity of a user. We look at how many people you follow, how many follow you, and this
can add a little weight to a listing in regular search results.

Matt Cutts, the former head of Google’s webspam team, at one point early in the
debate con rmed that Google used links from Facebook and Twi tter as ranking signals,
and later put out a video where he said they don't.

In 2016, Gary lllyes, a Google webmaster trends analyst, was asked if Google takes
social media into account for SEO. He then retweeted Cutts’ video that said, “Google

treats Facebook and Twitter pages like any other web page for search, but not as a

ranking factor.” He then said: “The short version is, no, we don't.”

Yet according to Searchmetrics (one of the top ranking factor analytics rms) in their
2016 Rebooting Ranking Factors white paper: “The correlation between social signals
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and ranking position is extremely high, and the number of social signals per landing
page has remained constant when compared with the values from last year's whitepa -
per... The top-ranked websites in Google’s rankings displays vastly more social signals
than all other pages... This is primarily due to the overlap between brand websites
performing strongly in social networks and being allocated top positions by Google.”

So while there is a big debate about the ner details of social media being a direct rank -
ing factor in advanced SEO circles, for the purposes of this guide we won't worry too
much about proving causation versus helpful correlation. Social media builds authority
and helps you share your content, and that is what you should be focused on.

Let’s look at a few different social platforms and how you can use of each these to
increase the number of social signals your site generates.

Social signals are in part various links and shares from people’s social networking pro les
to your law rm’s website.

If you're looking at an infographic on a website, and you notice there is an option to
“give it a like,” you will be providing that website with a social signal.

Social signals have a positive effect on SEO in a really interesting way. The rst thing to
remember is that Google favors page time or what they refer to in patents they have
led as “dwell time.” That is, how long do people spend on your website consuming
content?

If you stumble across a blog post on a law rm website that has been shared over
4,000 times, you're likely to infer that the content is good and worth reading. Adding
these social indicators helps other people ascertain the value of the content they're
about to read.

Secondly, think about it this way. The more social signals you can generate for each
piece of content means that more people have visited your site in the rst place.
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All of these factors help Google understand that the content on your website is useful
and valuable for the target audience. This will go a long way to increase your brand
and search engine results page rankings over time.

Social signals are not only great for encouraging people to actively engage with and
share your content, but they help you understand what your customers are saying
about you and your niche.

Take each platform one by one and see if people are talking about you. Simply use
each platform’s search feature and type in the name of your law rm to see what comes
up. If you can nd out what people are already saying about you, it gives you a good
opportunity to control and navigate the conversation.

You might nd that no one is talking about your law rm. This could be due to a number
of reasons that you have yet to gure out. It could be because your law rm hasn’t
done anything signi cant.

The next step is to take a step back from your own law rm and nd out where people
go online to discuss the questions and topics you care about. For example, if you're a
family law rm, you might research where people talk about divorce or child custody.

To begin this process, put together (if you don’t already have one) a list of keywords
that re ect your own law rm’s business. It will be helpful to phrase these keywords in
the same way your customers might. The same way you searched through each rele-
vant social media platform to nd instances of your own law rm, nd when and where
people are discussing your search terms. What this tells you is where you need to put
your focus to reap the most rewards.

Before you begin to put together your social signals strategy, note that you need a foun -
dation of top (valuable) content. The whole idea of social signals is that people use their
own social networks to share your content. This way, it reaches new audiences and grows
your brand. However, if you don’t have content worthy of sharing, you won't succeed.
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It's also important to note that no two social networks are the same and each requires
a different approach in order to have the most effective results.

Some of the types of content you might consider include:

Industry surveys and research Blogs

Infographics using research data Company news
Videos Guest blog posts
Press releases Customer case studies
White papers Webinars

Below are just a few initial ways you can send good signals from social media and build
your brand. We’'ll take a closer look at LinkedIn, Facebook, Twitter, and YouTube.

LinkedIn is primarily a business-oriented social network used by professionals in busi-
nesses small and large to share content they nd useful, source job opportunities, and
connect with people from the same or similar industries.

In 2018 LinkedIn had 590 million total users, 260 million of them deemed active. A
smaller number than Facebook for sure, but it's a business network and especially
helpful for any law rm’s social media and content marketing.

Almost 50% of LinkedIn users have a college or postgraduate degree, two-thirds are
over 29 years old, and 45% have an average household income of $75,000 or more.
Not to mention you can use LinkedIn ads to target people by job title, industry, and
ne-tuned demographics.

If you are using LinkedIn, start by making sure your own personal pro le is up to date,
along with a customer-centric headline and description. You should also be asking a
handful of people to give you references that will get posted in your pro le. Then create

a LinkedIn company page for your law rm and connect your team members to it. This
lays the foundation you must have in place before publishing content on LinkedIn.

If we conduct a search on the LinkedIn platform for the phrase “divorce law,” we get
articles about how millennials are causing the US divorce rate to plummet.
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We can see that people interact heavily with shared content from top publications. In
the example above, there were 202 likes on the post and 159 comments.

That's a lot of engagement.

If you can create stellar content using LinkedIn publishing and encourage people to
share it across LinkedIn, you'll not only increase the number of people who organically
nd and read your content, but you'll get more people potentially clicking through to
other pages on your website to nd out more.

When you log in to LinkedIn, right at the top of your wall, you can add a little social
blurb update or click “publish an article.”

While making a reasonable number of basic updates to your pro le is good to keep In
front of your connections, publishing an article is even better for your thought leader
ship. And we know for a fact that Google respects authorities.

Just in case search engines later decide they want to consider something you publish
on LinkedIn as duplicate content, we recommend taking half of the content from the
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blog posts that are on your website and re-posting them as articles on LinkedIn. Then
you can put a link back to your blog where visitors can read more.

Getting extra LinkedIn eyeballs to come see the content you've already written is one
of the basics that requires a small effort but offers signi cant rewards.

Facebook had 2.41 billion monthly active users as of June 2019, which is an impressive
feat. That said, they certainly have had their share of privacy-related controversies and
it will be interesting to see how that affects them in the future.

If you want to use Facebook as part of your law rm’s social strategy, the rst thing you
need to do is to create a Facebook business page, which is entirely separate from your
personal information and posts.

Even if you post on your Facebook business page just once a month and grow to 500
“likes,” you will look far more “alive” than if you are not there at all. You shouldn’t buy
likes on sites like Fiverr, but you can use Facebook ads to do “like” campaigns and
jumpstart your activity very quickly.

In order to stay pro table, Facebook has greatly diminished the amount of organic
reach your content will get, so using Facebook boosts or paid ads is far better than
just doing it organically.

Studies from Conductor and BrightEdge show that only 2% to 5% of traf c comes from
social media to websites, so in order to increase your chances of it actually producing
leads, you should set up even a small Facebook advertising budget. Pay a minimum of
$10 to boost every piece of content on your blog; ideally, invest $100-plus. Again, an
easy thing to do that gets more eyeballs with little extra effort, if you stick to a system.

Another effective technique is to get reviews on Facebook, which helps build trust in
your law rm. While you might be more inclined to focus only on Google reviews, what
happens if you are targeting a group of people who prefer Facebook as their main
place to hang out online? Don't let your own preferences block you f rom reaching your
target audience.
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On Facebook in general, people only interact with and “friend” people they know.
Therefore, the content tends to be personal. People like to share updates about their
lives and look into the lives of the people within their network. As many Facebook pro les
are private, it can be hard to in Itrate their pro les to know what they’re talking about.

That said, there is a huge community of Facebook users who use the platform for
business. There is a large number of Facebook groups dedicated to offering insights
about legal issues.

These are often location-speci ¢, so conduct a search to see if there’s one in your area.
If there are no Facebook groups, consider whether your rm could create one. That
way you can help people with the law, as well as offer value by sharing your content.

Facebook is also fantastic for sharing your brand’s personality and getting people to
like you more. As the old saying goes, people buy from those that they know, like, and
trust, and Google certainly appreciates a trusted brand.
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If you're looking to improve your social signal strategy, Twitter is an effective platform,
particularly if you want to connect with journalists and get featured in the media.

Like it or not, even though being on Twitter isn’t necessarily a requirement to be inter -
viewed, journalists have stated over and over again that the y greatly appreciate seeing
that someone they are about to interview is a thought leader on Twitter.

The ability to “retweet” content you like means that even if you share your own content

it can reach a wide network of people - simply by others sharing what they believe
to be valuable. If you add topic-speci ¢ hashtags and @mention other people, your
visibility on Twitter will go up even more.

Twitter is all about sharing great content and having great conversations. Because of
this, people often use the platform to nd recommendations.

In the example above, the Twitter user has asked in their network if anyone can rec-
ommend a good charity lawyer. Now, an approach you could take here (beyond
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recommending yourself) would be to provide a resource or some content that helps
people decide how to choose an attorney, as in the next example.

YouTube is not only the second-largest search engine in the world, but it appears to
be passing Facebook as the most popular social media platform.

A Pew Research Center survey from March 2018 revealed that the number of American
adults using YouTube had climbed to 73% — more than Facebook, which came in at
68 percent.

And if that’s not enough, by 2021, video will make up 80% of global internet traf ¢, accord -
ing to Cisco. So you would be remiss to leave video out of your law rm’s digital marketing
strategy. For people who prefer audio and visual content, YouTube is just the platform.

Video should be professional, but even iPhones used with a tripod can give you a
reasonably good-quality video that you can edit with iMovie.

Short videos (30 seconds to two minutes), especially FAQ-style videos, are a great way
to build your brand on YouTube.
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We have had legal clients tell us that not only do people call them and reference their
YouTube videos, but attorneys have been interviewed by journalists because of the
YouTube strategies we have recommended for them.

One of the four times Google ew us to their headquarters for our Google advertising
partnership, one of their executives complimented us on how we not only focus on
having attorneys give helpful content instead of sales pitches, but that we also include
the transcript of the video’s content for disabled visitors. The transcripts can help with
your organic search rankings because of the in-depth content, which is much better
than just having the video on the page alone.

Videos often pop up in the search results, and Google gives preference to its own
video platform YouTube.

You can embed YouTube videos right into your practice area website pages, but you
should also add them to a blog post with the transcript. Add the transcript into both
the blog post and in closed captioning directly in YouTube. YouTube will auto-trans
late your video into text for the closed captions, but the results are often incorrectly
rendered, so don't leave that job up to robots. Instead, be sure a human from your law
rm reviews and corrects transcripts as needed.

In the example below, you can see that a lawyer is providing the audience with advice
on divorce.
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They've also included two relevant links back to their site.

As with all these platforms, the more people who share your content, the more people
who will inevitably end up visiting your site.

In numerous studies about what content generates the most backlinks, videos come up
in the top three. So, if you want your social media to impact your organic SEO, don't
just put your helpful videos on YouTube but also add them in a shareable and linkable
way to your website.

Beyond the major social media platforms discussed above, there are many more avail -
able. From Snapchat to Pinterest and Instagram, there are lots of other social media
networks that you could use. Outside of having a basic presence on the major channels
mentioned here to protect referrals and send strong brand liking signals, the key is to
focus on the platforms where you think your customers are spending the most time.

Social media requires content. At the very least, you need to write little blurbs when

you make a status update. Even better is to develop eye-catching graphics and links
to the valuable content you have posted on your website. A big part of social media is

engaging customers and interacting with them, but the content will make that easier

in terms of having something consistent to offer that isn’t just uff.

For example, if you create an infographic, you can take little pieces of it and make
smaller graphics that you can then share daily or weekly on your social media channels
to promote that deeper piece of content.

If you have an industry survey, you can take quotes from the survey and make graphics
out of them to share on a regular basis.

You get more bang for your buck when, instead of focusing mostly on creating content,
you repurpose content and spend more time promoting it with a smart strategy.



When it comes to social signals, make sure you set goals. These goals will help you
understand which social channels will be best for your law rm to target and will help
keep you accountable.

You can use your goals to measure how effective your social signals campaign is, and
whether or not you need to make any additional changes to take you from where you
are now to where you want to be.

Use Google Analytics to track the number of leads you get from socia | media, but
don’t be discouraged if it's not a large number. When you factor in social media as
being a critical part of protecting referrals and promoting your content, the return on
investment is clear.

One major advantage you have as a forward-thinking law rm is that there aren’t too
many lawyers or law rms really taking advantage of their social media, especially when
it comes to social signals.

If you take the necessary efforts to ensure you are encouraging people to provide you
with social signals for your website, you're doing better than most other lawyers.

Here’s a quick recap of some of the reasons social media is more important than it
appears on the surface.

Protects your referrals

Generates potential for attracting links

Helps you build an audience

Increases branded searches

Helps with content promotion

Videos, photos, and personal content increase conversions

Social media pro les rank in search engines

Social media channels are search engines too, and the number of searches in social
channels is growing all the time
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You might not be a social butter y and it might just feel like there are one too many
social media platforms to tackle, but if you start with these basics (and remember that
you don't have to use every social media platform), it will pay off in spades.

At this point, you're starting to see how the pieces all come together for SEO to work
properly from on-page edits to social media.

In the next section you will see how, even for local rankings in an organic search,
Google looks at a variety of factors. So you can't just check a list of boxes in each
tactic; instead you need to build overall authority from search and content to social
and public relations.

In addition to the most important ranking factors we just reviewed, you also need to
consider local SEO for your law rm.

When you travel or visit a new city, how many times have you googled a phrase like
“good Thai restaurant near me"? How frustrated would you be if you were in New York
and Google showed you Thai restaurants in Florida? Pretty annoyed, | guess.

The idea of searching for results only in a speci ¢ geographic location is known as local
SEO and it's super-important for law rms.

Law rm local SEO is a little bit different from traditional SEO and something you want
to get right for your business if you want to generate high-quality leads.

For many legal practice areas, your prospective clients want to work with someone
local. Sure, with powerful legal marketing you can get customers from all over the
country, especially as you build your authority in niche areas, but it's important to rank
extremely well locally rst.

Here’'s a look at the different ways you can implement law rm local SEO on your
website to improve your local rankings and increase the number of relevant targeted
leads that come to you.
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Let's consider how the majority of people begin their search for a law rm. It either
involves asking a friend or colleague who they’d recommend or heading to the internet
to do preliminary research.

Directory listings, articles, reviews, and websites are all commonly used by people to
nd an attorney, and they often make use of these resources after getting a referral.

If a potential client searches for “law rm in [your area]” and you don’t show up on the
rst results page(s), what will they conclude? That you don't exist or are not very good,
even if they found out about you from a colleague or friend.

These were my results for “law rm in New York.” If you run a law rm in New York,
you really need to take speci ¢ measures to ensure your website shows up on Google
for these speci ¢ search terms relevant to your location.

When you think about the type of traf ¢ that comes through local search, it's super-targeted
and quite a warm lead. If someone is searching for law rms, th ere are a range of things they
could mean by that. They might be looking for a job, they might be looking to learn more
about the legal industry, or they might just be like me, writing about law rm marketing.
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However, when someone is looking for a law rm in a speci ¢ area, you can assume a
certain level of intent and/or need. You're unlikely to search for law rms in New York
if you have no interest in hiring a law rm in New York.

So, from a marketing standpoint, dominating local SEO gives you a great opportunity
to convert free traf c into paying clients. What's more, the intensity of the competition
is somewhat lower. Ranking in the top position for a search term like “law rm” will
be a dif cult task for most companies. There is just simply too much competition. But
the more speci ¢ you get with your location, the less competition, and therefore, the
easier it will be to rank more highly.

One of the rst steps you should take to optimize your site for local SEO is to think
about what keywords you're using. The bene t of local SEO is that it's pretty obvious
which keywords you should be targeting based on your location.

Ideally, you want to let Google know that each page of your website is for a local busi -
ness. True, you might use your blog or resources page to create content that speaks to
a wider group of people beyond your immediate geographic location. But your home
page, services page, contact page, and about page should all highlight your location.

If you focus on family law in New York, key phrases you might want to use could include:

“Family law rm in New York”
“Family law attorney New York”

If you scroll down to the bottom of any results page on Google, you'll see a range of
similar searches that show you just how detailed you can go.

Instead of just using “New York,” you should also go further by specifying which area
of New York you're based in, like Queens or Manhattan.

When it comes to enhancing your law rm’s keywords with local SEO in mind, consider
updating the following spots. However, be careful not to “keyword stuff.” If every other
word on a page is your location, not only will it not be an enjoyable experience for
readers but Google won't like it either.

With local SEO you're going to do many of the same things you learned to do for
on-page optimization, but this time make sure you include your geographic location.
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Optimizing your home and contact pages along with practice area pages for geographic
keywords will help the other parts of local SEO to kick in. The way to get started is to
focus on basics like title tags, H1 tags, body content, meta descriptions, and alt text.

Your title tag for your website should indicate the city or region you operate in, as well
as your main keyword, e.g., “Family Law Firm Brooklyn NY.”

You should nd at least one opportunity to include your location plus a keyword in one
of your H1 tags. Your H1 tags are there to split the content up and provide a hierarchy
for the content on each page. In essence, it looks like this:

H1

H2
H3

H4

The contact page is often a great place to input your location and keyword into an H1

tag. When visitors have reached your contact page, it seems reasonable that they'd
like a quick reminder of who you are and where you’re based, and it won’'t come off
as spammy.

Just remember that headlines with a bene t and unique selling position — and not
just a keyword — will get you more leads every time.

Throughout the body of your web page content, wherever it feels natural, try to include
the location of your law rm as well as the keyword. The body content is often where
law rms should use variations of the core keyword phrase. For example, instead of
just writing “family law rm New York,” you might have a sentence that looks like this:
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“We're passionate about helping you, the people of New York, solve issues
regarding family law. Families are complicated, your law support sh ouldn’t
have to be.”

The meta description, even though in recent years it provides less footing for SEO click-
throughs, is useful for people who want to check that the link they’re about to click is
relevant for them. In this example, you can see that Mandel is a law rm specializing in
family law and they’re based in New York. If this was something you were looking for,
you'd likely click through to visit this law rm’s website.

Compare that to this law rm where, other than the .uk in their domain, it's unclear
where they’re based.

If you use images on your law rm’s website (and you should), the alt text is a great
way to indicate to Google where your main practice is based and what services you
offer. Images are indexed by Google, so having images like these show up on search
results is a powerful bene t.
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All of these images showed up on Google for a search of “family law rm New York.”
Each of the pictures clicks through to various different New York-based law rms. Don’t
ignore your images when it comes to local SEO, and make sure to take pictures at your
of ce and at local events. You can then use those images on Google My Business and
on social media.

A vast majority of searches are happening on people’s mobile phones, more so than
on desktop computers. This is largely due to people wanting access to information
exactly when they want it. Google has updated their own algorithm to support this.

If your website isn’t ready for local SEO on mobile, you're leaving potential clients
behind.

When | type “family law rm,” Google understands | might be looking for a local law
rm and the rst suggestion is “near me.” Now, when you click this, Google will pro -
vide a number of recommendations for you, located near where you are right now. It's
a no-brainer, then, that you should optimize your site to support such searches.

In order for your law rm SEO website to rank well for mobile searches, you need to
make sure it's fully optimized with a responsive theme. You should also make sure you
have included important information such as accurate contact details, addresses and
team member names. Adding this data will give your website more authority within
the search results.
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With the dominance of the internet, people are using print directories like the Yellow
Pages less often, but this doesn’t mean directories aren't still used online. In fact, online
legal directories are a great way to improve your local SEO ranking as well as improve
the domain authority for your site. Just don’t go overboard on this, because it could
hurt your traditional search engine ranking if you start getting dozens or hundreds of
low-level directory links.

If you want to increase your domain ranking further, you need people from authoritative
sites to link to yours. This isn’'t an easy task and usually involves guest-blogging on a
high level and the best legal-related sites. This is a time-consuming task and is more
a long-term strategy, but it is more powerful than the basic directory listings that are
used in local search.

It's very revealing to search Google for your main keywords and see what directories
come up.

If Google is ranking certain directories well, they might be worth getting listed in. But
if they have no visibility and have stupid names like “lawyer-link-directory-SEO.com,”
then you want to run in the other direction.
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Updating “data providers” with your correct name, address, and phone number can
also be a good idea. Infogroup, Acxiom, Factual, and Neustar/Localeze are the four
major providers that push information across hundreds of websites online.

Be sure to update individual listings on sites like the following

Google Findlaw.com

Facebook Lawyers.com

Bing local Superlawyers.com

Yelp Your local Chamber of Commerce
YP.com Your local Better Business Bureau
Avvo.com

Even making sure a small number of the best listings have your accurate information
can go a long way.

NAP citations are important for your local SEO. NAP stands for “name, address, phone
number.” If you want to increase your local SEO rankings, be sure to include your rm’s
name, address, and phone number on your website. But more importantly, the way
you address these details should be consistent. For example, if you use “road” in your
address in one instance, don’t then use the abbreviation “Rd.” in another instance.
Remember to periodically monitor your listings, especially if your rm’s address changes.

Although it's important to make sure your website is optimized for local SEO results,
you also need to make full use of your Google My Business account.
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You'll notice Google shows you not only the companies’ names but their reviews, con -
tact details, opening times, links to their websites, and directions to the rms.

To get started, search for Google My Business and set up a basic account.
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You'll then have the opportunity to input your details. Be as comprehensive as possible.

When adding your law rm’s details, it's important that the information you provide
is consistent with what you show on your website. Make sure that if you're providing
phone numbers, you use local area codes to indicate to Google that you are actually
alocal rm. You should also make a Bing local page.

It should come as no surprise that Google favors companies that use its tools, and one
speci ¢ tool relevant to local SEO is Google reviews. When you generate reviews on

Google, you can increase your search rankings. Google reviews directly impact a local
business’ ranking within the search results.

Positive reviews are not only good for local SEO, but they can help establish your law
rm as an industry leader.
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Making use of Google reviews and reaching out to your top clients to request a review
is a great way to increase your rankings and protect referrals.

Make note of how many reviews your competitors have, because that will partially
determine what you need to do to impress potential customers and satisfy Google.

Whatever you do, don't get fake reviews or pay for them. It's far better to email your

customers or send them a postcard with instructions on how to post an online review.
You might say something like, “Please avoid using words such as ‘best’ or ‘guarantee’
and simply explain what you liked about working with us.”

Send them something like this:

Shortened URL to your Google My Business page
facebook.com/attorneypro le
avvo.com/attorneypro le

In addition to Google My Business, you should also ask for clients to post reviews on
Facebook and AVVO. Yelp and Citysearch are other places where you can get reviews.
Set up a Google alert or brand-mention tracking tool and respond to any negative
reviews.
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So, now you know that you need to optimize your website’s pages for local search,

create a Google My Business page, get into some high-quality online directories using

a consistent name, address, and phone number, and ask for some reviews from your
clients.

What if | told you that doing these things wasn’t enough? You’'d probably be mad at me,
but | have to tell you it's true. Search engine optimization rms have been doing most
of these things for years, so Google has to get way out ahead of it and nd ways to
prevent only the companies that get good at these tactics from ranking high in searches.

Add to that the fact that there are plenty of unscrupulous lawyers and attorney SEO
agencies that are willing to create and post fake reviews and fake pro les in order to
game the system. Not only are such efforts bound to fail, but they can pose an ethics
violation problem (not good for a law rm!).

Currently, local search comprises about one-third engagement, one-third local data,
and one-third traditional SEO like the on-page keyword plus geographic targeting
and backlinks.

Add these items to your local SEO checklist:

Check your Google My Business timeline to see if people are asking questions
of your business. You might not be getting noti ed and you will look like you are
missing in action if you don’t respond.

Review your knowledge panel, which is the little box that comes up to the right when
people search for your company name. It's your responsibility to keep that updated.
If it's out of date, people won’t engage with the brand they can’t nd.

Google can see if people are opening your emails in Gmail, so do a good job
engaging instead of selling customers, just in case Google u ses this in the algorithm
for the local map listings.

Work on your social media engagement metrics, even though we are not 100%
positive whether Google will use these directly as a ranking factor.
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Set up your major search terms in Zapier for anyone who mentions your keywords
in your location, and if there is a way to engage them online, provide helpful infor -
mation. Make it clear that people can send texts to your business.

Provide clear travel directions to your rm, so people can visit and meet with you
easily.

A local SEO campaign is a great way to increase your overall organic search rankings
and make the most of the hyper-targeted traf c you can gain from good local SEO
rankings.

Steer clear of gaming the system and prepare for a day when engagement metrics are
used even more for local map listings than merely lling out a business pro le, man -
aging directory listings, and getting reviews.

There aren’t too many law rms that are making serious efforts to get their local SEO
right, giving you the opportunity to become the industry leader.

For the best results, follow the steps we’ve listed above and watch your rankings
increase.

SEO is powerful, but have you heard that some bloggers have paid little attention to
it and yet still manage to have famous blogs? That is because they do advanced and
unigue content marketing.

Many of these same bloggers have also admitted that they missed a few SEO steps.
This resulted in them missing the even better results that the blogs offering valuable
content with smart link and SEO strategies were able to get.

If you can stay the course and follow through on the content marketing tips in the next
section and use what you have learned about SEO, you will be well on your way to
dominating your niche and getting consistent leads.
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