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Source: Clio Legal Trends Report
Your next clients will most likely hear about you from a referral. Many others will search on
their own.
Now matter how someone hears about you, they’re likely to search for information about
you online. Most of those searches are likely to take place on Google.
Understanding and inﬂuencing what they see when they search for you, can help you
make a remarkable impression on them.
In many instances, these initial impressions play a signiﬁcant role in whether or not they’re
likely to contact you about how you can help them.
This is where Google My Business becomes a powerful tool to help you make a
compelling ﬁrst impression and motivate them to contact you.
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Here’s an example for a search for Ken Levinson, an attorney in Chicago:
[ken levinson attorney]

For these types of searches, Google gives a lot of real estate to Google My Business listings
(highlighted in the red box).
Making it easy for people to ﬁnd information about you and your practice is one of the most
effective ways to make a great ﬁrst impression and increase your chances that they will
contact and hire you. Your GMB proﬁle can also:
●
●
●

Reduce friction in ﬁnding key information (i.e. your contact information)
Demonstrate your commitment to excellent service with former clients.
Help them get to know you, how you might help them, and how you’re uniquely
qualiﬁed to help them.
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Key Basic GMB Features

Photos + Videos:
Prefer photos of
people over logos.
Reviews: Deliver
remarkable service,
ask for reviews.
Category: Prioritize
your main category.
Hours: Be open
when PCs are
looking for you.
Q&A: Seed with
FAQs.
Reviews from the
web: Earn reviews
from major review
sites (Avvo,
Facebook, etc).
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Be sure to become familiar with the Guidelines for representing your business on
Google.
Failing to comply with GMB Guidelines can result in loss of reviews, loss of visibility, and
even suspension. Navigating the guidelines can be confusing. Be sure to understand the
details.
In addition to guideline compliance, there are a variety of business issues that can arise
from unthoughtful GMB implementations.
For example, be sure to have clear and documented policies about who owns GMB
accounts for speciﬁc locations and practitioner pages. Write clear policies on where
attorneys and team members should be sending happy clients to leave reviews.
Finally, make sure you consider the impacts on the search experiences of adding
additional GMB listings. Make sure you don’t accidentally decrease the visibility of a
strong ﬁrm listing with many positive reviews, for one that doesn’t.
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In addition to searches on your name, GMB is a great tool to earn visibility for non-brand
searches. These include localized services searches like: [chicago personal injury lawyer].
Google My Business powers their local pack listings, Local Services Ads, local ﬁnder.

Local Search Ads

Local Pack Listings

Local Finder
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Hopefully, it’s clear what role GMB can play in brand positioning and client acquisition.
In fact, if you do nothing else online, you should strongly consider claiming, updating, and
optimizing your Google My Business Proﬁle(s).
We are regularly amazed by how many legal services consumers will contact lawyers
directly from a GMB call tracking number, without ever clicking-through to a ﬁrm’s
website!
If you decide to implement a tracking number, be sure to:
●

Use a dedicated call tracking number in the primary phone ﬁeld.

●

Use your real local phone number as an alternative number.

Based on our experiences, as well as, many other SEO experts, this implementation does
not negatively impact name, address, and phone number (NAP) consistency. Put simply,
we do not believe this negatively impacts search visibility.

Dedicated Call Tracking Number
Real Local Business
Number
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If you use a call-tracking number from a platform like CallRail (and you should), you can
generate detailed call reports, including duration, and recordings for qualiﬁcation and
value.
Now you can gain deep insight into the alignment of your local SEO strategy, your intake
process, and your ability to convert potential clients from this channel to open cases
and fees.

In fact, you can qualify calls right inside CallRail’s system. You can also deploy CallRail
with a virtual reception service like Smith.ai. Now you can monitor and measure the
entire potential client experience from search, to click, to call.
Combine this with a client relationship management (CRM) tool like Lawmatics, and you
can completely close the loop to retainer, fee, and lifetime value of a client.
Now you can calculate cost per client, and really get a sense of the business metrics
attributable to clients calling directly from your GMB listing that haven’t even
clicked-through to your website.
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Consider all the money that law ﬁrm allocate to website design, development, maintenance,
and marketing, many potential clients never even click-through to see them.
Further, by adding UTM parameters (try this free tool) to GMB URLs, you can granularly
track the performance of your GMB proﬁle’s visibility via Google Analytics and Google
Search Console.

?utm_source=google&utm
_medium=organic&utm_ca
mpaign=gmb&utm_conten
t=main

By implementing proper tracking, you can monitor your GMB’s local pack:
●

Impressions: The number of time your URL showed for a search query.

●

Clicks: The number of times your URL was clicked from a local pack listing.

●

Click-Through Rate: The percentage of times clicked versus shown.

●

Average Position: The average position on the search results page for your listing.

You can also see the speciﬁc search queries!
Combine these front-end metrics to your back-oﬃce business metrics (leads, new clients,
fees, etc), and you have a very powerful marketing intelligence tool.
You can now gain insight and perform analysis measuring local search engine
optimization performance. Put simply, you can see the opportunities for relevant search
queries that you can use to optimize your content and consider as part of your Google Ads
strategy.
Most importantly, you can calculate the cost per qualiﬁed and cost per acquisition of a
new client from your local SEO expenditures.
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Measure Organic Local Search
Trends
By ﬁltering down to the GMB page in Google Search Console, you can get a sense of
how your listing is performing with respect to visibility over time.
Ideally, you’re seeing growth in relevant impressions and clicks. You should also see
improvement in Average positions for relevant search queries over time.
Keep in mind that Google Search Console (GSC) is not without limitations. I don’t
recommend you use GSC as your sole source of Google organic traﬃc or conversion
data. However, it is very valuable in measuring directional trends over time and
segmenting brand from non-brand traﬃc.
Be sure you understand the ﬁlter sets and align them when comparing with other
data sources, like Google Analytics. For example, be sure you have Source, Medium
in GA set to Google Organic. Also be sure you’re analyzing targeted traﬃc.
Unfortunately, Seach Console does not have a region ﬁlter, so you can’t compare
across respective GA data.
We usually focus on metrics at the URL level. That helps a lot.
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But the value of having non-brand search query data cannot be overstated. Understanding
how your target audience is search for information relevant to their life-legal issues is the
closest thing we have to a window into our potential clients’ minds at the moment they’re
performing research.
Use search query data to inform:
●
●
●
●
●

Your local SEO strategy.
Your overall organic strategy.
Your paid media campaigns.
Your content strategy.
Your social media strategy.

These search queries reveal so much information about our audiences. By adding regex
ﬁlters to your queries, you can see speciﬁcally what types of questions people are asking
Google for which your pages appear.
You can even model out forecasts for non-brand search query performance based on
benchmarked conversion rates. Now you can get a sense of the value of an organic click
by search query.
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Hopefully you can more clearly see the value of implementing Google My Business
performance tracking at your law ﬁrm. For our clients, we’ve found this to be among the
most meaningful sources of qualiﬁed potential clients.
Needless to say, Google My Business isn’t the only tool in your online client
development arsenal. But it can be a very valuable one, if you know how it’s improving
your business.
It’s also worth noting that if you’re in a competitive market and practice area, it’s unlikely
you’ll rank for high-volume competitive head terms merely by claiming and optimizing
your listing.
There are a variety of factors that go into how Google determines which listings to show
for a give search.
If you’re interested in learning more about these factors, please don’t hesitate to to
contact us.
I’m working on an upcoming guide on inﬂuencing Relevance, Distance, and Prominence
of your GMB listing. Let me know if you want to be notiﬁed when it’s complete.
Should you have any questions about anything Google My Business, or digital marketing
for your law ﬁrm more generally, please don’t hesitate to connect.
We also offer free weekly digital marketing tips via email.
Thanks,

Gyi Tsakalakis
President at AttorneySync
gyi@attorneysync.com
Building the most trusted team in digital legal
marketing.
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