
SEO Terms for Lawyers and Law Firms and How 
We Explain Them: 

1. Local SEO

Explanation: Local SEO is like making sure your law firm’s office is 
visible on a map when potential clients search for legal services nearby. 
It helps people in your area find your firm easily on Google and other 
search engines. 

Benefit: By optimizing for local SEO, you’ll appear higher in search 
results when someone near your office searches for a lawyer, increasing 
foot traffic and client calls. 

Actionable Tip: Ensure your Google Business Profile is up to date with 
correct contact information, office hours, and client reviews. 

2. Backlinks

Explanation: Backlinks are like referrals in the legal world. When another 
website mentions your law firm and links to your site, it’s like getting a 
recommendation from a trusted colleague, which search engines see as 
a positive signal. 



Benefit: The more high quality "referrals" (backlinks) you have, the more 
trustworthy your law firm appears online, which can improve your 
rankings in search results. 

Actionable Tip: Reach out to local legal directories or other 
professionals for backlinks, just like you would network for referrals. 

3. On Page SEO 

Explanation: On page SEO is like preparing a strong legal brief—
everything must be clear, organized, and easy to understand. In this 
case, it’s about making sure your website pages are structured properly 
so search engines know what your site is about. 

Benefit: By optimizing your website’s content (like using relevant 
keywords), you make it easier for potential clients to find you when they 
search for legal help. 

Actionable Tip: Focus on making sure each page of your website 
addresses the specific legal services you offer and includes keywords 
your clients are likely to use when searching. 

4. Technical SEO 

Explanation: Think of technical SEO like the administrative work at your 
firm. If your filing systems are disorganized or the lights keep flickering, 
clients might get frustrated. Similarly, if your website has technical 
issues (like slow load times or broken links), search engines can’t “trust” 
your site, and neither will potential clients. 



Benefit: A smooth running, fast website is more likely to rank higher and 
attract clients who don’t have to wait for pages to load or deal with 
glitches. 

Actionable Tip: Regularly test your website’s speed and ensure it works 
well on both desktop and mobile devices. 

5. Google Business Profile (GBP) 

Explanation: Your Google Business Profile is like your firm’s online 
business card. It’s the box that shows up when people search for your 
law firm on Google, listing your office hours, location, and client reviews. 

Benefit: A complete and optimized GBP increases your chances of 
showing up in local searches, especially in the “Google Maps” area, 
giving potential clients easy access to your firm’s details. 

Actionable Tip: Make sure your GBP is updated regularly with accurate 
contact details and encourage happy clients to leave positive reviews. 

6. Keyword Research 

Explanation: Keyword research is like finding the right arguments for a 
case. You need to know what potential clients are typing into search 
engines when they’re looking for a lawyer like you. Using these 
“keywords” in your website content helps search engines match you with 
those searches. 

Benefit: By using the right keywords on your site, your firm will show up 
more often in relevant searches, bringing in more leads. 



Actionable Tip: Identify common terms your clients use (e.g., “personal 
injury lawyer near me”) and make sure those phrases appear naturally on 
your website. 

7. Meta Descriptions 

Explanation: A meta description is like the summary at the top of a legal 
document. It’s a brief overview of what the page is about, shown under 
the link in Google’s search results. If it’s well written, it convinces 
someone to click on your site. 

Benefit: A compelling meta description can increase the chances that 
someone clicks on your law firm’s site over a competitor’s in search 
results. 

Actionable Tip: Write clear and concise meta descriptions that explain 
what each page of your site is about and why it’s relevant to potential 
clients. 

8. Organic Search Results 

Explanation: Organic search results are like cases you win without 
paying for extra advertising. It means people found your law firm through 
a regular Google search (not paid ads), thanks to the strength of your 
SEO efforts. 

Benefit: Ranking well in organic results can bring in a steady stream of 
clients without paying for Google Ads. 

Actionable Tip: Invest in optimizing your website content and local SEO 
to improve your rankings in organic search results. 
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