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By Gyi Tsakalakis

How to Choose a Good SEO Company  
for Your Law Firm

electing the right search en-
gine optimization (SEO) com-
pany can seem daunting. Many 
lawyers simply don’t know 

enough about SEO to make an informed 
decision. Inspired by Rand Fishkin’s blog 
post,1 I am sharing some advice about how 
I would go about choosing an SEO com-
pany if it were my law firm.

In the interest of full disclosure, I’m the 
founder of a company that provides SEO 
services to lawyers. You can give my opin-
ions as much or as little weight as you see 
fit. In fact, don’t give them any weight. Send 
this article to others and ask them what 
they think.

Should I search for an  
SEO company on Google?

Fishkin suggests that using Google as 
your filter is a mistake. Generally, I agree 
with him. Just because an SEO company 
ranks in Google results for your search 
term doesn’t mean the company will do a 
good job for you. Further, it’s important 

to understand why it’s ranking. Is the com-
pany gaming Google? If so, it may employ 
the same tactics to get your firm’s website 
to rank. While these tactics might help you 
rank in the short term, you may eventually 
find yourself facing a manual action that 
hurts your visibility in search results.

On the other hand, if you use Google 
to learn about SEO, and a company has 
posted useful information that helps inform 
you, perhaps take that into consideration in 
building your list of potential candidates. 
But don’t rely solely on those rankings to 
form your final conclusion.

Should I hire an SEO company 
from a “Top SEO” list?

To me, this depends entirely on the list. 
Did the companies pay to be on the list? 
Are they kicking back commissions to the 
list owner? How can you tell? If you have 
reason to believe the list is reliable, then 
maybe those companies warrant consider-
ation. How can you tell if the list is reliable? 
Here are a few questions to answer:

• Who created the list?

• Do you trust the list owner?

• How was the list created?

Without pointing fingers at any particu-
lar list, know this: most “Top SEO” lists 

that appear prominently in Google results 
are pay-to-play. Not all, but most. Read the 
fine print.

Should I hire an SEO  
company based on  
its secret system?

Everyone wishes there were a magic bul-
let to get pages to rank that would result in 
the perfect clients. There aren’t any magic 
bullets. But even if there were (and there 
aren’t), think about the risks involved with 
someone doing secret stuff online on your 
behalf. Ask yourself whether it makes sense 
to hire a company to market your practice 
online with tactics it isn’t willing to share 
with you. Is the company familiar with your 
professional ethical obligations?

The truth is, there are no secrets. To turn 
people who are using search engines into 
clients takes time and effort. It involves 
creating fast, technically sound, useful web 
pages that people link to, share, and other-
wise publicize online.

Any SEO company should be willing to 
share specifically what actions it intends to 
take on your behalf and the reasons behind 
its suggested actions. Require prior approval!

Otherwise, you will eventually say 
“uh-oh.”2
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Should I hire an SEO company 
based on its awards?

Similar to the “Top SEO” lists, some 
SEO companies pitch their services based 
on awards they’ve won. I have nothing 
against awards generally. The question is, 
what does the award represent? Who are 
the judges? Who were the contestants? Hir-
ing an SEO company because it has won 
awards for building pretty websites3 is a 
mistake. These awards are not likely to be 
good indicators of success as measured by 
return on investment.

Should I hire an SEO company 
because my competitor uses it?

Some lawyers will search Google for 
keywords used by law firms that are cur-
rently ranking. They’ll click through to com-
petitor law firms’ websites and scroll to the 
bottom to look for the link that says “Pow-
ered by XYZ Law Firm SEO Company.”

Their reasoning is that if the SEO com-
pany was able to get a competitor’s website 
to rank, the company will likely be able to 
get their own site to rank. Huge mistake.

First, there’s an inherent conflict of in-
terest. For any given search query, there 
can be only one firm in the top position. In 
other words, the SEO company can’t have 
your best interests and your competitor’s 
best interests in mind. When you ask what it 
will take to beat the competitor’s site, guess 
what it will suggest? Hint: it rhymes with 
“honey” but starts with an “m.”

Second, just because the company ap-
pears to be having success with your com-
petitor’s site doesn’t mean it will have success 
with yours. Hundreds of factors determine 
which sites rank. It’s likely that the com-
pany won’t be able to replicate the signal 
pattern across multiple sites.

Third, the real reasons SEO and web de-
sign companies do this is (1) they want to 
work with your competitors4 and (2) they 
want lawyers to use Google to search for 
SEO companies, and they’re using your site 
to help themselves.

Don’t hire your competitor’s SEO 
company!

Should I hire an SEO company  
that guarantees rankings?

No one can guarantee a top ranking on 
Google.5 Those that make this guarantee are 
lying to you. It’s that simple. Even if a com-
pany gets your site to rank number one for 
a keyword, ask the following questions:

• What is the value of the keyword in 
terms of client fees?

• Is anyone actually searching for that 
keyword?

• What tactics did the company use to 
achieve that ranking?

• How long will this position last?

Guaranteed rankings6 might make you 
feel all warm and fuzzy. They’re typically 
a scam. If you want a guarantee, ask for a 
guarantee that the company will be com-
pletely transparent about what it’s doing on 
your behalf. Define what meaningful suc-
cess looks like in advance.

Should I hire an in-house  
SEO person for my firm?

Maybe. I have seen many instances where 
having someone in house who is knowl-
edgeable about SEO and Internet market-
ing is greatly beneficial. Usually, for firms 
that want to compete in competitive prac-
tice areas and geographies, a single in-house 
person isn’t enough. That’s not always the 
case, but in my experience, the best situ-
ations are a combination of experienced 
in-house marketing people and an exter-
nal agency. Agencies are able to allocate 
resources from a variety of disciplines. Typ-
ically, replicating an agency’s capabilities 
would require an in-house team. Usually, 
it’s more expensive to build a dedicated in-
house team than to work with an agency. 
Again, that’s not always true, but that’s been 
my experience.

How I would choose an  
SEO company for my law firm

I would do many of the things Fishkin 
recommends.7 Definitely define your goals 
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in advance. Ultimately, these goals should 
tie back to a business metric at your firm. 
Here are a few suggestions:

• Increase the number of phone calls our 
firm receives from qualified potential cli-
ents from the organic search channel.

• Grow the number of people on our 
firm’s e-mail lists from the organic 
search channel.

• Increase the number of potential client 
inquiries we receive from our Google 
My Business listing.

• Increase the number of potential client 
inquiries we get via live chat from the 
organic search channel.

Whatever your goals, they should relate to 
the organic search channel. Anything else 
simply isn’t SEO.

Definitely ask people you trust for SEO 
recommendations. Ask other lawyers who 
aren’t directly competing with you. Ask 
other business owners who have organiza-
tions similar to yours. Maybe you know 
other local professional service providers 
like doctors, accountants, dentists, and fi-
nancial planners. Find out what and who 
has been working well for them.

See what other lawyers are saying about 
SEO companies online. Ask their competi-
tors what they think of them.

I’d also suggest that you look for compa-
nies that have experience with law firms. 
SEO for law firms presents unique challenges 
that don’t exist with other businesses.

Ask SEO companies you are considering 
what they would do on your behalf. Re-
quest examples of specific law-firm cam-
paigns they’ve executed in the past. Ask for 

references. Closely review their contracts, 
terms, and pricing structures. Specifically:

• Make sure that you own your domain, 
hosting account, content management 
system, and content.

• Make sure your site is built on Word-
Press. Reasonable people might disagree 
about this, but it’s rare that I’m per-
suaded otherwise.

• Don’t sign a long-term agreement with no 
way to terminate. I recommend month-
to-month; six months is reasonable. A 
year is probably as long as I’d commit to 
at one time.

• Require approval and rationale for actions 
the company will take on your behalf.

• Get the company to commit on what will 
be included in reports. Make sure tan-
gible outcomes are included (e.g., phone 
calls and form fills specifically from or-
ganic search).

• Ask the company for its opinion of 
Google’s webmaster guidelines.

• Ask the company how and from where 
it will build links.

• Ask if the company offers additional on-
line marketing services to complement 
SEO activities. Don’t put all your eggs in 
the SEO basket.

• Ask the company about its communica-
tion processes. What will the workflow 
look like? How will you be able to keep 
in touch?

Once you’ve chosen an SEO company 
for your law firm, hold it accountable. Make 
sure the company is doing what it said it 
would do. If not, move on. n

This article was originally published as a 
blog post at https://www.attorneysync.com/.
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