
Below is an article I submitted along with an application to work as a Digital Marketing 
Consultant for BluShark Digital, a company specializing in Law Firm SEO.

 

Optimizing Your Law Firm's Local SEO 
Dominance for Proven Results 
Google Business Profile is a cornerstone to expert SEO strategy and 
working smarter, not harder. Optimizing it to attract local clients grows 
your firm’s practice organically. GBP works for you behind the scenes, 
so you can continue doing what you do best, delivering tangible 
results for your clients. The purpose of this article is to provide a 
step-by-step action plan showing how to optimize your law firm’s GBP. 

1. Claiming Your Google Business Profile 
If you had to guess just how many lawyers there are in the greater D.C. area, what 
would you say? According to Georgetown Law, the concentration per capita is 9x 
greater than New York City! At a colossal 80,000, that’s some serious competition; but it 
doesn’t have to be. While there are endless ways to distinguish one firm from another, 
there is an essential key that often goes overlooked-local SEO. 
 
Optimizing existing details to remain consistent is vital to SEO best practice. The 
easiest way to do this is by NAPping, or providing and updating Name, Address, and 
Phone number across all online platforms.  
 

●​ Name: consistent with official legal documentation.  
●​ Address: accurate physical address in D.C. If the firm serves a wider area 

without a central physical office, explain. 
●​ Phone Number: a primary, local phone number for the D.C. area. 

 
By maintaining NAP continuity, you create an online presence of trust, thereby ranking 
more professional in the eyes of Google’s Search Quality Rater. 

 



2. Optimizing Key Sections of Your GBP Listing  

●​ Specialties: now that your firm’s NAP is up to date, you need to select the most 
relevant primary and secondary categories to accurately describe the firm's legal 
specializations. Is your firm more focused on Personal Injury Attorney, Criminal 
Defense Lawyer or  Business Law Attorney? Detailing this is key to match local 
search queries. The specificity makes a key difference.    

●​ Services: list specific services offered-Car Accident Claims, DUI Defense, or 
Contract Drafting? This provides an opportunity to use locally relevant keywords 
within the service descriptions. 

●​ Attributes: highlight various attributes available such as accessibility features, 
languages spoken, and online appointments.  

●​ Description: write a compelling and informative business description that 
includes relevant keywords for D.C. and the firm's practice areas. Advise 
effectively by highlighting the firm's unique selling propositions and experience. 

3. Leveraging GBP Features for Engagement and Visibility  

●​ Google Posts: within Google there are different types of Posts-Updates, Events, 
Offers, Products. These can be used skillfully to share news, legal insights, and 
engage with potential clients. Post regularly to keep your profile fresh and active, 
while maintaining relevancy. This can be done by creating a content marketing 
objectives calendar and scheduling posts ahead of time.  

●​ Q&A: be proactive by populating this section with common legal questions and 
providing accurate, helpful answers. Respond to these user-submitted questions 
professionally and in a prompt manner.  

●​ Photos and Videos: seeing is believing, a picture’s worth a thousand words, etc. 
These are truisms for good reason. Develop high-quality visuals of the firm's 
office, attorneys, and team. For ultimate memorability, incorporate short, 
informative videos introducing the firm or explaining legal concepts in a practical 
way. 

 

4. The Power of Local Reviews and How to Encourage Them  

Positive Google reviews make a tremendous impact on local search rankings. These 
are then shared as social proof with friends and colleagues, which in turn fosters trust 
with potential D.C. clients. That’s why it’s essential to respond to all reviews, both 
positive and negative, in a professional and timely manner–showcasing reliability and 



commitment to client satisfaction. You know your ideal clients best. So conceptualize 
ethical and practical strategies for encouraging the satisfied clients to leave reviews. 

In conclusion, a well-optimized Google Business Profile is an easily accessible 
investment in your firm’s growth. Consistent effort leads to improved visibility and 
successful client acquisition. You already know what makes your firm stand out in the 
saturated crowd of 80,000 attorneys in D.C. Achieving local SEO success simply 
reveals that to your potential clients. So unlock your marketing edge by utilizing 
optimized GBP and experience the lasting results it delivers.  
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