The Bankruptcy Attorney’s SEO Guide 2026

How to Get Found Online and Turn More Searchers Into Clients

Created for bankruptcy attorneys who want to improve search visibility, attract
more qualified leads, and build a stronger intake process from first website visit
to signed client.

[Insert Cover Image Here Showing A clean professional law firm/SEO-themed visual
with a laptop, search bar, local map pin, and consultation form.]
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Introduction

Bankruptcy SEO is not just about ranking higher on Google. For bankruptcy attorneys,
SEO should help potential clients find your firm, understand their options, trust your
team, and take the next step toward a consultation.

People searching for bankruptcy help are often under pressure. They may be dealing
with wage garnishment, foreclosure, creditor lawsuits, repossession, medical bills, credit
card debt, or the fear that they can no longer keep up with monthly payments. Many are
not simply looking for legal information. They are looking for direction, reassurance, and
a clear next step.

That is why a strong bankruptcy SEO strategy needs to go beyond keywords. It should
connect search visibility, helpful content, local trust, website conversion, and intake
follow-up.

After working with bankruptcy attorneys on lead generation, Ascend saw a recurring
issue: many firms were not only trying to generate more leads. They were also trying to
manage leads more consistently after the first inquiry or consultation. A potential client
may submit a form, schedule a consultation, miss the appointment, ask for more time,
or go quiet after receiving next steps. Without a strong intake process, good leads can
fall through the cracks.

This guide is designed to help bankruptcy attorneys think about SEO as a full client
acquisition system. The goal is not just more traffic. The goal is more qualified
consultations.

1. What SEO Means for Bankruptcy Attorneys

Search engine optimization, often shortened to SEO, is the process of making your law
firm easier to find, understand, and trust online. For bankruptcy attorneys, SEO is not
simply about getting more website traffic. The real goal is to appear when someone in
your local market is actively searching for legal help with debt, bankruptcy, foreclosure,
wage garnishment, repossession, credit card lawsuits, or overwhelming financial
pressure.

A bankruptcy prospect is usually not browsing casually. Many are searching because
something stressful has happened. Their wages may have been garnished. Their bank
account may have been frozen. They may have received a lawsuit from a creditor. They



may be behind on their mortgage or worried about losing their vehicle. Others may
simply be exhausted from minimum payments and trying to understand whether
Chapter 7, Chapter 13, debt settlement, debt management, or another option makes
sense.

That is what makes bankruptcy SEO different from many other types of marketing. The
searcher often has urgency, fear, and uncertainty. They are not just asking, “Who ranks
first?” They are asking, “Who can explain this clearly? Who can help me understand my
options? Who seems trustworthy enough to call?”

Good SEO helps answer those questions before the first consultation ever happens.

[Insert Picture Here Showing A Google search results page for a bankruptcy-related
search, with paid ads, local map results, and organic results labeled.]

SEO Is More Than Ranking for “Bankruptcy Attorney Near Me”

Many firms think bankruptcy SEO means ranking for one or two big terms, such as
“bankruptcy attorney near me” or “Chapter 7 lawyer in [city].” Those terms matter, but
they are only one part of the picture. Bankruptcy clients search in many different ways
depending on where they are in the decision process.

Someone just beginning their research may search:

Should | file bankruptcy?

Does bankruptcy clear credit card debt?

What happens if | stop paying my credit cards?
Can | keep my car if | file Chapter 77?

How much does bankruptcy cost?

Someone with an urgent problem may search:

Can bankruptcy stop wage garnishment?
Credit card company sued me, what do | do?
Can bankruptcy stop foreclosure?

My car is about to be repossessed.

Bank account frozen by debt collector.

Someone ready to speak with an attorney may search:

Bankruptcy attorney in [city]
Chapter 7 lawyer near me
Chapter 13 attorney [state]
Affordable bankruptcy lawyer
Free bankruptcy consultation



A strong SEO strategy helps your firm appear across these different search moments. It
is not just about one page or one keyword. It is about creating a useful online presence
that matches the real questions potential clients are asking.

Bankruptcy SEO Has Three Main Jobs
For a bankruptcy attorney, SEO should do three things.

First, SEO should help potential clients find your firm. If your website, Google Business
Profile, and local presence are properly optimized, you have a better chance of
appearing when people search for bankruptcy help in your market.

Second, SEO should help potential clients understand their situation. Many bankruptcy
prospects do not know the difference between Chapter 7 and Chapter 13. They may not
understand the means test, exemptions, secured debt, unsecured debt, dischargeable
debt, reaffirmation, plan payments, or the automatic stay. Your content should explain
these issues clearly without overwhelming the reader.

Third, SEO should help potential clients take the next step. That may mean calling your
office, submitting a consultation form, taking a qualification quiz, or scheduling a
consultation. A website that gets traffic but does not generate consultations has an
incomplete SEO strategy.

[Insert Picture Here Showing A simple funnel graphic labeled “Search Visibility —
Website Visit — Trust — Consultation Request — Intake Follow-Up — Signed Client.”]

Why Bankruptcy SEO Is Especially Local

Bankruptcy is federal law, but bankruptcy representation is still local. A person filing
bankruptcy usually wants an attorney who understands their district, local trustees, local
procedures, state exemptions, court expectations, and regional cost norms. They also
often want someone nearby or at least someone licensed and experienced in their
state.

That is why local SEO matters so much for bankruptcy attorneys. Your firm’s local
visibility depends on several parts working together:

Your website should clearly show where you practice.

Your Google Business Profile should be complete and accurate.
Your attorney bios should show local experience and credibility.

Your reviews should support trust.

Your content should answer state-specific and city-specific questions.

Your phone number, address, and business information should be consistent
across the web.

For example, a generic article titled “What Is Chapter 7 Bankruptcy?” may be helpful,
but a page titled “Chapter 7 Bankruptcy in [State]: What to Know Before Filing” may be



more useful for a local searcher. A page titled “Can Bankruptcy Stop Wage Garnishment
in [State]?” may match a much more urgent and valuable search.

SEO Should Reflect How People Actually Feel When Searching

A person considering bankruptcy may feel embarrassed, anxious, confused, or
defensive. They may have avoided the problem for months. They may be afraid of being
judged. They may have heard myths such as “bankruptcy ruins your life forever” or “you
will lose everything if you file.” They may also be comparing bankruptcy with debt
settlement, consolidation loans, credit counseling, or simply trying to keep making
minimum payments.

Your SEO content should meet that person with clarity, not fear tactics.
A strong bankruptcy SEO page should explain:

What the issue is

Why it matters

What options may exist

When bankruptcy may help

When bankruptcy may not be the right fit

What the person should gather before speaking with an attorney
What the next step looks like

This kind of content builds trust. It also helps attract better consultations because the
person arrives more informed.

SEO Is a Long-Term Asset

Paid ads can generate visibility quickly, but once the ad budget stops, the visibility
usually stops with it. SEO works differently. A well-built page can continue bringing in
traffic and consultations long after it is published, especially if it is maintained and
updated.

That does not mean SEO is instant. It often takes time for pages to be discovered,
indexed, evaluated, and ranked. It also takes time to build authority, earn reviews,
improve local visibility, and understand which pages actually convert. But for bankruptcy
attorneys, SEO can become one of the strongest long-term marketing assets because it
captures people who are already searching for help.

The goal is not to publish hundreds of low-quality articles. The goal is to create a
structured, trustworthy, locally relevant website that answers the questions real
bankruptcy prospects are asking.



What Bankruptcy Attorneys Should Avoid

Many law firm SEO strategies fail because they focus on shortcuts instead of
usefulness. Bankruptcy attorneys should be careful with:

Thin city pages that only swap out the city name

Generic blog posts with no local or practical insight
Overly technical legal content that regular people cannot understand
Pages that rank but do not explain what to do next
Al-generated articles with no attorney review
Overpromising results

Using fear-based claims without explaining options
Hiding the attorney behind generic brand language
Failing to include clear calls to action

Ignoring mobile users

Failing to track whether SEO leads become consultations

The strongest bankruptcy SEO strategy is not about tricking search engines. It is about
making the firm genuinely easier to find, easier to understand, and easier to contact.

2. How Bankruptcy Clients Search Online

Bankruptcy clients do not all search the same way. Some are researching general debt
relief options. Some are urgently trying to stop a specific collection action. Some already
know they want to file bankruptcy and are choosing an attorney. Understanding these
different search behaviors helps a bankruptcy law firm build better pages, better calls to
action, and better intake processes.

A person’s search query often reveals where they are emotionally and practically.
Someone searching “what is Chapter 7 bankruptcy” may be early in the process.
Someone searching “how to stop wage garnishment tomorrow” may need immediate
help. Someone searching “Chapter 13 attorney near me” may be ready to schedule a
consultation.

Your SEO strategy should account for each stage.

[Insert Picture Here Showing A search intent ladder with four steps: “Problem Aware,”
“Option Aware,” “Bankruptcy Aware,” and “Ready to Schedule.”]

Stage 1: Problem-Aware Searches

Many people do not start by searching for bankruptcy. They start by searching for the
problem they are facing.



Examples include:

My wages are being garnished.

Can a debt collector freeze my bank account?
| got sued for credit card debt.

How to stop foreclosure.

My car was repossessed.

Can | be sued for medical bills?

What happens if | stop paying credit cards?
Debt collector keeps calling me.

Judgment entered against me.

These searches are valuable because they often come from people with an immediate
need. However, they may not know whether bankruptcy is the right answer. A good
page for this type of search should explain the problem first, then explain possible
options, including bankruptcy where appropriate.

For example, a page about wage garnishment should not begin with a dense legal
explanation of Chapter 13 plan confirmation. It should begin with the issue the searcher
cares about: money is being taken from their paycheck, and they want to know what
can be done.

A strong wage garnishment page might cover:

What wage garnishment means

Why it happens

Whether bankruptcy may stop it

How the automatic stay works generally

Whether Chapter 7 or Chapter 13 may be relevant
What information the person should gather

Why timing matters

How to request a consultation

[Insert Picture Here Showing A sample “Stop Wage Garnishment” page layout with
sections for problem, options, bankruptcy explanation, FAQs, and consultation CTA.]

Stage 2: Option-Aware Searches

Some searchers know they need debt help but are comparing options. They may not
know whether bankruptcy is better or worse than debt settlement, debt consolidation,
credit counseling, or doing nothing.

Examples include:

e Bankruptcy vs debt settlement
e Debt consolidation vs bankruptcy



Should | file bankruptcy or settle debt?
Chapter 7 vs Chapter 13

Is bankruptcy better than debt relief?
Can | negotiate credit card debt myself?
Debt management plan vs bankruptcy
Is bankruptcy worth it?

These searches are important because they allow the attorney to educate the person
before they choose a path. Comparison content can perform well when it is balanced
and practical. It should not simply say “bankruptcy is always best.” That can feel biased
and may reduce trust.

Instead, comparison pages should explain when bankruptcy may make sense and when
another option may be worth exploring. For example, debt settlement may be appealing
for someone who wants to avoid bankruptcy, but it can involve creditor risk, tax
consequences, credit impact, and affordability issues. Chapter 7 may offer faster relief
for eligible consumers, but not everyone qualifies, and asset issues may matter.
Chapter 13 may help protect a home or catch up on secured debts, but it requires a
multi-year payment plan.

The goal is to sound like a counselor, not a salesperson.

Stage 3: Bankruptcy-Specific Searches

At this stage, the searcher is already considering bankruptcy. They are trying to
understand eligibility, cost, timeline, and consequences.

Examples include:

Do I qualify for Chapter 77?

Chapter 7 income limits

Bankruptcy means test

How much does bankruptcy cost?

What debts are discharged in Chapter 77
Can | keep my car in bankruptcy?

Can | keep my house in bankruptcy?
Does bankruptcy clear medical bills?
How long does bankruptcy take?

What is the 341 meeting?

What happens after bankruptcy discharge?

These searches are excellent opportunities for educational content. A bankruptcy
attorney’s website should have clear, plain-English pages answering these questions.
These pages may not always convert immediately, but they build trust and internal
linking strength. They also support the main service pages.



For example, your Chapter 7 page should link to:

Means test page

Chapter 7 cost page
Exemptions page

Car in bankruptcy page
House in bankruptcy page
Credit card debt page
Medical debt page
Chapter 7 timeline page
Consultation page

This structure helps the user navigate naturally. It also helps search engines understand
the relationship between your bankruptcy topics.

[Insert Picture Here Showing A website topic cluster map with “Chapter 7 Bankruptcy” in
the center and supporting pages around it.]

Stage 4: Attorney-Ready Searches

These are the searches most firms immediately care about because the person may be
ready to contact an attorney.

Examples include:

Bankruptcy attorney near me
Bankruptcy lawyer in [city]
Chapter 7 attorney [city]
Chapter 13 lawyer near me
Affordable bankruptcy attorney
Emergency bankruptcy attorney
Free bankruptcy consultation
Best bankruptcy lawyer in [city]

These are high-intent searches. They are also competitive. Many attorneys, lead
generation companies, directories, and paid advertisers compete for these terms. To
perform well, your firm needs more than a generic homepage.

You need:

A strong Google Business Profile
A clear bankruptcy service page
Local landing pages

Reviews

Attorney credibility



Fast mobile experience

Clear calls to action

Consistent business information

Useful content that supports your authority
A smooth intake process

Someone searching “bankruptcy attorney near me” may compare several firms in a few
minutes. They may look at reviews, call the first firm that seems responsive, or submit
multiple forms. Speed matters.

How Search Intent Should Shape Page Design
Every page on your website should match the intent of the searcher.

If the searcher has an urgent problem, the page should quickly acknowledge the
urgency and present a clear next step.

If the searcher is comparing options, the page should be balanced and educational.

If the searcher is researching eligibility, the page should explain the criteria clearly and
offer a way to get personalized help.

If the searcher is ready to hire, the page should make it easy to call, schedule, or submit
a consultation request.

A common mistake is using the same call to action on every page. “Contact us today” is
fine, but it may not be specific enough.

Better examples include:

Ask whether bankruptcy can stop your wage garnishment.
Schedule a Chapter 7 consultation.

Find out whether Chapter 13 may help protect your home.
Talk with a bankruptcy attorney about your lawsuit.

See whether you may qualify for bankruptcy relief.

The CTA should reflect the reason the person came to the page.

3. From SEO Lead to Signed Client: Why Intake
Systems Matter

Generating bankruptcy leads is only one part of growth. The next challenge is turning
those leads into consultations and signed clients. Many law firms invest in SEO, paid
ads, referral relationships, directories, and lead generation, but lose potential clients
during the intake and onboarding process.



That gap can be costly.

A person searching for bankruptcy help may be under immediate pressure. They may
be receiving collection calls, facing garnishment, worried about foreclosure, or trying to
understand a lawsuit. If they contact your firm and do not hear back quickly, they may
call another attorney. If they complete a consultation but do not understand the next
steps, they may delay. If the firm does not follow up consistently, the lead can go cold.

This is why bankruptcy SEO should be connected to intake. SEO creates the
opportunity. Intake determines whether the opportunity is handled well.

[Insert Picture Here Showing A side-by-side comparison of “Lead Generated” versus
“‘Lead Managed,” with the managed side showing follow-up, consultation, documents,
onboarding, and retained client.]

Why Bankruptcy Leads Fall Through the Cracks

Bankruptcy prospects often require more follow-up than other legal leads. Some are
ready to file immediately, but many are uncertain. They may be embarrassed, afraid, or
overwhelmed. They may need to speak with a spouse. They may need to gather pay
stubs, creditor notices, lawsuit papers, tax returns, bank statements, or mortgage
information. They may need to understand attorney fees or payment plan options. They
may schedule a consultation and then miss it because their life is chaotic.

Common intake problems include:

The firm responds too slowly.

The lead is not assigned to a specific staff member.

The lead source is not tracked.

The consultation outcome is not recorded.

No one follows up after a missed consultation.

No one follows up after a completed consultation.

The lead does not understand the next step.

Documents are requested but not tracked.

The firm cannot easily see which leads are urgent.

The attorney does not know which marketing channels produce retained clients.
Staff members rely on spreadsheets, email inboxes, sticky notes, or memory.

These issues can make marketing look worse than it really is. A firm may think it needs
more leads when the bigger problem is that existing leads are not being managed
consistently.

The Difference Between a CRM and an LRM

Many firms use the term CRM, which typically means customer relationship
management. A CRM can be helpful for tracking contacts, notes, stages, and



communication. But for bankruptcy firms, it can be useful to think in terms of an LRM:
lead relationship management.

A lead relationship management system is focused on the journey from first inquiry to
consultation to signed representation. It helps the firm understand not only who
contacted the office, but what needs to happen next.

An effective LRM process should help answer questions like:

Who contacted the firm today?

Where did the lead come from?

Has the lead been called or texted?

Was a consultation scheduled?

Did the person show up?

What was the consultation result?

Was the person a Chapter 7 fit, Chapter 13 fit, or not a bankruptcy fit?
Did the person receive a follow-up?

Did they retain the firm?

If not, why not?

Which marketing source produced the lead?

Which marketing source produced the signed client?

[Insert Picture Here Showing A sample lead pipeline with stages such as New Lead,
Contacted, Consultation Scheduled, Consultation Completed, Documents Requested,
Retained, Not a Fit, Lost.]

Why Speed-to-Lead Matters

When someone submits a bankruptcy consultation request, they may not wait long.
They may have submitted forms to multiple law firms. They may be calling from a lunch
break, after receiving a garnishment notice, or while trying to stop a foreclosure-related
deadline. A fast response can make the difference between a scheduled consultation
and a missed opportunity.

Speed-to-lead does not mean pressuring the person. It means acknowledging the
inquiry quickly and making the next step clear.

A strong process might include:

Immediate confirmation after form submission

A same-day phone call

A text message with scheduling information

An email explaining what to expect

A reminder before the consultation

A follow-up if the person misses the consultation



e A post-consultation summary of next steps
e A document checklist if the person is moving forward

Bankruptcy prospects often need reassurance. Even a simple message can help:

“Thank you for reaching out. We received your request and will help you understand
your options. You can schedule a consultation here, or call us at [phone number].”

Intake Is Part of the Client Experience

Many attorneys think of intake as administrative work. But for a potential bankruptcy
client, intake is often their first real experience with the firm. The way the firm handles
that first interaction can influence whether the person feels safe, understood, and
confident.

A strong intake process should be:

Fast

Organized

Empathetic

Clear

Consistent

Trackable

Respectful of urgency

Easy for staff to follow

Easy for the client to understand

For example, if a person says they are being sued, the intake process should capture
key information such as the lawsuit deadline, creditor name, court date if known, and
whether a judgment has already been entered. If a person says wages are being
garnished, the process should capture when the garnishment started, who is garnishing,
and how much is being taken. If a person is behind on a mortgage, the process should
capture whether a foreclosure sale date exists.

This does not replace legal advice. It simply helps the firm route the lead properly and
prepare for the consultation.

SEO Without Intake Tracking Creates Blind Spots

A law firm may know that its website traffic increased, but that alone does not answer
the most important question: did the traffic produce good cases?

Without lead tracking, the firm may not know:

e Which page generated the inquiry
e Which keyword theme attracted the person
e Which city page produced consultations



Which leads became Chapter 7 clients

Which leads became Chapter 13 clients

Which leads were not a fit

Which leads were lost due to no follow-up

Which marketing source produced the highest-value cases

This matters because not all SEO traffic is equal. A blog post may generate many
visitors but few consultations. A wage garnishment page may generate fewer visitors
but more urgent leads. A Chapter 13 page may generate fewer inquiries but
higher-value cases. A local city page may convert better than a general statewide page.

A good intake and LRM process helps connect marketing activity to actual business
outcomes.

[Insert Picture Here Showing A reporting dashboard concept with columns for Lead
Source, Page, Consultation Scheduled, Consultation Completed, Retained, and Lost
Reason.]

A Better Way to Think About Growth

More traffic is useful. More leads are useful. But the best bankruptcy marketing strategy
connects the full journey:

Search visibility

Clear website content
Strong calls to action

Fast lead response
Organized intake
Consultation scheduling
Post-consultation follow-up
Document collection
Signed representation
Source-level reporting

When these pieces work together, SEO becomes more than a ranking strategy. It
becomes part of a complete client acquisition system.

4. Google Business Profile and Local Map Rankings

For bankruptcy attorneys, Google Business Profile can be one of the most important
parts of local SEO. When someone searches for a nearby bankruptcy attorney, Google
may show a local map pack above or near the organic results. This area often includes



a map, law firm names, reviews, ratings, business hours, phone buttons, website links,
and directions.

For a potential client in distress, the map results may be the first place they look. They
may compare reviews, distance, office hours, and whether the firm appears to handle
bankruptcy specifically. If your Google Business Profile is incomplete or poorly
optimized, you may lose opportunities before the person ever reaches your website.

[Insert Picture Here Showing A mock Google local map pack for “bankruptcy attorney
near me,” with review stars, phone buttons, website buttons, and map pins.]

Why Google Business Profile Matters for Bankruptcy Attorneys

Bankruptcy is a local service. Even though bankruptcy law is federal, clients usually
need an attorney licensed in their state and familiar with local practice. Searchers often
use location-based terms or rely on Google to show nearby options. Your Google
Business Profile helps your firm appear in these local discovery moments.

A strong profile can support:

Map visibility
Phone calls
Website visits
Direction requests
Review credibility
Local trust

Mobile conversions
Brand recognition

For many firms, Google Business Profile calls may be some of the highest-intent
inquiries they receive. A person tapping “Call” from a map result is often closer to taking
action than someone casually reading a general blog post.

Complete and Accurate Business Information

The foundation of Google Business Profile optimization is accuracy. Your profile should
clearly show who you are, where you are, what you do, and when you are available.

Key items to review:

Business name
Primary category
Secondary categories
Address or service area
Phone number
Website URL



Appointment URL

Hours

Holiday hours

Business description

Services

Photos

Reviews

Messaging, if used

Call tracking setup, if applicable

For bankruptcy attorneys, the primary category should usually be “Bankruptcy attorney”
if that accurately reflects the firm’s focus. Secondary categories should be selected
carefully and only if they genuinely apply. Avoid category stuffing or selecting categories
unrelated to your practice.

[Insert Picture Here Showing A checklist graphic titled “Google Business Profile
Optimization Checklist for Bankruptcy Attorneys.”]

Business Description

Your business description should be clear, specific, and client-centered. It should not be
stuffed with repetitive keywords. It should explain who you help and what kinds of
bankruptcy-related issues your firm handles.

Example:

“Our firm helps individuals and families understand their bankruptcy options, including
Chapter 7 and Chapter 13. We assist clients dealing with credit card debt, medical bills,
wage garnishment, foreclosure concerns, repossession risk, and creditor lawsuits. If you
are overwhelmed by debt, our team can help you understand whether bankruptcy may
be an option and what next steps may look like.”

This description is better than a keyword-stuffed version like:

“Best bankruptcy lawyer bankruptcy attorney Chapter 7 lawyer Chapter 13 lawyer debt
lawyer near me.”

The first version sounds professional and useful. The second version sounds spammy.

Services Section

The services section is a useful place to list the specific problems and practice areas
your firm handles. Bankruptcy attorneys should consider adding services such as:

e Chapter 7 bankruptcy
e Chapter 13 bankruptcy
e \Wage garnishment help



Foreclosure and bankruptcy

Debt lawsuit defense and bankruptcy options
Medical debt bankruptcy

Credit card debt bankruptcy

Repossession and bankruptcy

Bankruptcy consultation

Bankruptcy means test review

Emergency bankruptcy filing, if applicable

Each service should have a clear explanation. Be careful not to guarantee outcomes.
Use careful language such as “may help,” “may be an option,” and “depending on your
situation.”

Reviews and Reputation

Reviews are critical in bankruptcy marketing because potential clients are often nervous
about reaching out. A strong review profile can make the firm feel safer and more
credible.

A good review strategy should be ethical, consistent, and compliant with applicable
rules. Firms should never fake reviews or pressure clients. They should also be careful
when responding to reviews so they do not reveal confidential information.

Strong review themes for bankruptcy firms often include:

The attorney explained everything clearly.
The staff was kind and nonjudgmental.
The process was less scary than expected.
The firm helped stop collection pressure.
The client felt informed.

The firm communicated well.

The team was responsive.

When asking for reviews, the firm can make the process simple. For example:

“We appreciate the opportunity to help. If you feel comfortable sharing your experience,
your review may help others who are trying to understand their options.”

Do not ask clients to reveal private details. Let the client decide what to share.

[Insert Picture Here Showing A review request workflow: Case Milestone — Review
Request Sent — Client Leaves Review — Firm Responds Professionally.]



Photos and Visual Trust

Photos help make a law firm feel real. Bankruptcy clients may be hesitant to call a
faceless firm. Photos of the office, attorneys, staff, reception area, exterior signage, and
consultation space can help build comfort.

Useful photos include:

Attorney headshots

Team photos

Office exterior

Office interior

Logo

Reception area

Conference room

Community involvement photos
Professional but approachable images

Avoid overly generic stock photos when possible. Real images usually build more trust.

Website and GBP Should Work Together

Your Google Business Profile should not exist in isolation. It should connect to a website
that reinforces the same message.

If your profile says you handle Chapter 7, Chapter 13, wage garnishment, foreclosure,
and debt lawsuits, your website should have strong pages for those topics. If your
profile links to a generic homepage with little bankruptcy content, the user may not feel
confident.

A strong profile-to-website journey looks like this:

User searches “Chapter 13 attorney near me.”
User sees the firm in local results.

User reviews ratings and business information.
User clicks the website.

Website has a clear Chapter 13 page.

Page explains common concerns.

Page includes attorney credibility.

Page offers a consultation CTA.

. Lead submits form or calls.

10.Lead enters the firm’s intake process.

© 0Nk~ WDN =

[Insert Picture Here Showing A flow from Google Business Profile — Website Page —
Consultation Form — Intake Follow-Up.]



5. Bankruptcy Keyword Strategy

Keyword strategy is the process of identifying the words, phrases, and questions
potential clients use when searching online. For bankruptcy attorneys, keyword strategy
should be based on real client intent, not just search volume.

A keyword with high search volume is not always the best keyword. A lower-volume
keyword like “can bankruptcy stop wage garnishment in [state]” may produce a more
urgent and qualified lead than a broad keyword like “debt help.” The best keyword
strategy balances visibility, relevance, intent, competition, and conversion potential.

[Insert Picture Here Showing A keyword matrix with columns for Keyword, Search
Intent, Practice Area, Funnel Stage, Page Type, and CTA.]

The Main Bankruptcy Keyword Categories
Bankruptcy keywords usually fall into several categories.
Core Attorney Keywords

These are the most obvious terms:

Bankruptcy attorney
Bankruptcy lawyer
Bankruptcy attorney near me
Bankruptcy lawyer near me
Chapter 7 attorney

Chapter 7 lawyer

Chapter 13 attorney

Chapter 13 lawyer
Bankruptcy law firm
Bankruptcy consultation

These keywords are important because they signal strong hiring intent. However, they
are usually competitive. Your homepage, main bankruptcy service page, and local
pages should support these terms.

Chapter-Specific Keywords
Many searchers know enough to search by chapter:

e Chapter 7 bankruptcy
e Chapter 7 bankruptcy attorney
e Chapter 7 bankruptcy lawyer



Chapter 7 income limits
Chapter 7 means test
Chapter 7 bankruptcy cost
Chapter 7 bankruptcy timeline
Chapter 13 bankruptcy
Chapter 13 bankruptcy attorney
Chapter 13 payment plan
Chapter 13 plan payment
Chapter 13 trustee payment
Chapter 13 foreclosure
Chapter 13 car payment

These keywords should map to dedicated Chapter 7 and Chapter 13 pages, plus
supporting articles.

Problem-Based Keywords
These often represent urgent client needs:

Stop wage garnishment
Stop foreclosure

Stop creditor harassment
Stop debt collection calls
Credit card lawsuit help
Debt lawsuit attorney
Bank account levy
Judgment collection

Car repossession help
Medical debt lawsuit
Behind on mortgage
Behind on car payment
Sued by debt collector

These keywords are powerful because they capture people searching from pain, not
theory. Each major problem should have its own page or section.

Asset Protection Keywords
Many people worry about what they will lose:

Can | keep my house in bankruptcy?

Can | keep my car in bankruptcy?

What happens to my tax refund in bankruptcy?
Can | keep my bank account in bankruptcy?



Will | lose my retirement in bankruptcy?
Bankruptcy exemptions

Homestead exemption bankruptcy
Vehicle exemption bankruptcy

Personal property exemption bankruptcy

These searches are often high-anxiety. The content should be careful and state-specific
when needed.

Comparison Keywords
These keywords capture people weighing options:

Bankruptcy vs debt settlement

Bankruptcy vs debt consolidation

Debt management vs bankruptcy

Chapter 7 vs Chapter 13

Debt settlement vs Chapter 13

Should | file bankruptcy or settle debt?

Is bankruptcy better than debt consolidation?
Alternatives to bankruptcy

Comparison pages can build trust if they are balanced and practical.
Cost and Affordability Keywords
Cost is one of the biggest concerns for bankruptcy prospects:

How much does bankruptcy cost?
Bankruptcy attorney fees

Chapter 7 attorney fees

Chapter 13 attorney fees

Can | file bankruptcy with no money?
Affordable bankruptcy attorney
Bankruptcy payment plan

Court filing fee bankruptcy

Cost pages can convert well because they answer a question many firms avoid. The
page does not need to list exact fees if fees vary, but it should explain what affects cost
and what the consultation process looks like.

Keyword Strategy Should Start With Client Questions

One of the best sources of keyword ideas is your own intake process. Review the
questions potential clients ask during phone calls and consultations. These questions
often reveal search demand.



Examples:

Will | lose my car?

Can | file without my spouse?

Can | file if | make too much money?
What if | was already sued?

Can | stop garnishment?

What happens to my house?

Can | include medical bills?

Will my employer find out?

How long before my credit recovers?
What if | filed before?

Each of these can become a page, FAQ, article, or section within a larger guide.

[Insert Picture Here Showing Intake call notes being transformed into website content
ideas.]

Match Keywords to Page Types
Not every keyword deserves the same type of page.

A broad high-intent keyword may need a core service page. A local attorney keyword
may need a city page. A question keyword may need a blog article or FAQ. A
comparison keyword may need a detailed comparison page. A cost keyword may need
a dedicated pricing explainer. A problem keyword may need an urgent-action landing

page.
Example keyword mapping:

“Chapter 7 bankruptcy attorney in [city]” — Local Chapter 7 service page

“Can bankruptcy stop wage garnishment?” — Wage garnishment landing page
“Bankruptcy vs debt settlement” — Comparison guide

“‘How much does Chapter 7 cost?” — Cost page

“Can | keep my car in bankruptcy?” — Asset-specific article

“Bankruptcy attorney near me” — Homepage, Google Business Profile, location
page

This prevents the website from becoming a random collection of articles. Every keyword
should have a purpose.

Build Topic Clusters

A topic cluster is a group of related pages connected through internal links. Instead of
writing isolated articles, you build a library around a major topic.

Example Chapter 7 cluster:



Main page: Chapter 7 Bankruptcy
Chapter 7 Means Test

Chapter 7 Cost

Chapter 7 Timeline

Can | Keep My Car in Chapter 77

Can | Keep My House in Chapter 7?7
What Debts Are Discharged in Chapter 77
Chapter 7 vs Chapter 13

What to Bring to a Chapter 7 Consultation

Example Chapter 13 cluster:

Main page: Chapter 13 Bankruptcy

Chapter 13 Payment Plan

Chapter 13 and Foreclosure

Chapter 13 and Car Loans

Chapter 13 Trustee Payments

Chapter 13 vs Chapter 7

Chapter 13 Cost

What Happens If | Miss a Chapter 13 Payment?

[Insert Picture Here Showing Three bankruptcy topic clusters: Chapter 7, Chapter 13,
and Debt Lawsuits.]

Final Thought on Keywords

The best bankruptcy keyword strategy does not chase every possible search term. It
focuses on the terms that match the firm’s services, local market, client concerns, and
intake capacity.

A good keyword strategy should help the firm answer four questions:

What are potential clients searching for?

What does that search reveal about their problem?
What page should answer that search?

4. What next step should the page offer?
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When keyword strategy is built this way, SEO becomes more than content production. It
becomes a structured path from client question to consultation.




6. Pages Every Bankruptcy Attorney Should Have

A bankruptcy law firm’s website should not function like a digital business card. It should
function like a structured resource center that helps potential clients understand their
situation, evaluate their options, and take the next step toward a consultation.

Many bankruptcy attorney websites are too thin. They may have a homepage, an
attorney bio, a contact page, and one general “Bankruptcy” page. That may be enough
to tell someone the firm exists, but it is usually not enough to compete in search results
or answer the range of questions potential clients are asking.

A stronger bankruptcy website should have dedicated pages for the firm’s core services,
common client problems, local markets, attorney credibility, consultation process, and
frequently asked questions. Each page should have a specific purpose.

[Insert Picture Here Showing A bankruptcy law firm website sitemap with homepage,
Chapter 7 page, Chapter 13 page, problem pages, city pages, attorney bio, reviews,
and consultation page.]

The Homepage

The homepage is usually the highest-authority page on the website. It should clearly
explain who the firm helps, where the firm practices, and what the visitor should do next.

A bankruptcy attorney homepage should quickly answer:

Does this firm handle bankruptcy?
Does this firm serve my area?

Does this firm help with my problem?
Can | trust this firm?

How do | contact them?

What happens after | reach out?

The homepage should not try to explain every bankruptcy topic in depth. Instead, it
should introduce the firm, communicate trust, and route visitors to the right next page.

A strong homepage might include:

A clear headline

A short explanation of the firm’s bankruptcy focus

A phone number and consultation button

Links to Chapter 7 and Chapter 13 pages

Links to urgent-problem pages such as wage garnishment or foreclosure
Review highlights

Attorney or team photos

Local service area information



e A short “what to expect” section
e Frequently asked questions
e A final consultation CTA

Weak homepage headline:

“‘Experienced Legal Representation You Can Trust”

Better homepage headline:

“Bankruptcy Help for Individuals and Families in [City/State]”
Even better:

“Overwhelmed by Debt? Speak With a [City] Bankruptcy Attorney About Your Options”
Chapter 7 Bankruptcy Page

Every bankruptcy attorney who handles Chapter 7 cases should have a dedicated
Chapter 7 page. This should be one of the most important pages on the website.

A Chapter 7 page should explain:

What Chapter 7 bankruptcy is

Who Chapter 7 may help

What debts may be discharged

What debts may not be discharged

How the means test works generally
What happens to property

Whether a person may keep their car or home
How long the process may take

What the consultation process looks like
When Chapter 13 may be a better fit
How to schedule a consultation

Example introduction:

“Chapter 7 bankruptcy may help individuals eliminate certain unsecured debts, such as
credit cards, medical bills, and personal loans. It is often used by people who cannot
realistically repay their debts and need a legal way to move forward. However, Chapter
7 is not right for everyone. Your income, assets, prior filings, and debt types can all
affect whether you qualify and whether Chapter 7 is the best option.”

[Insert Picture Here Showing A sample Chapter 7 page layout with sections for
qualification, debts discharged, property concerns, timeline, FAQs, and consultation
CTAl]



Chapter 13 Bankruptcy Page

A Chapter 13 page is equally important, especially for firms that want to attract
homeowners, higher-income clients, people behind on secured debts, or people who do
not qualify for Chapter 7.

A Chapter 13 page should explain:

What Chapter 13 bankruptcy is

How a repayment plan works generally

Why someone may choose Chapter 13

How Chapter 13 may help with mortgage arrears
How Chapter 13 may help with car loans or repossession risk
What happens to unsecured debts

How plan payments are generally determined
How long Chapter 13 lasts

What happens after filing

What happens if payments are missed

How to speak with an attorney

Many consumers assume bankruptcy only means Chapter 7. They may not understand
that Chapter 13 can sometimes help someone keep property, catch up on missed
payments, or deal with debt in a structured plan.

Chapter 7 vs. Chapter 13 Comparison Page

Many potential clients do not know which bankruptcy chapter applies to them. A
comparison page can help them understand the basic differences.

This page should compare:

Eligibility

Timeline

Treatment of unsecured debts
Treatment of secured debts
Property issues

Income requirements

Monthly payments

Mortgage arrears

Vehicle loans

Prior bankruptcy filings
Common reasons to choose each option



[Insert Picture Here Showing A simple comparison table: Chapter 7 vs. Chapter 13, with
rows for timeline, payment plan, eligibility, property, mortgage arrears, and common use
cases.]

Bankruptcy Cost Page

Cost is one of the biggest questions potential clients have. Many firms avoid discussing
fees online, but a helpful cost page can build trust.

The page does not need to list exact attorney fees if fees vary by case. But it should
explain what costs may be involved and what factors affect pricing.

A bankruptcy cost page may cover:

Court filing fees

Credit counseling and debtor education course costs
Attorney fees

Chapter 7 fee considerations

Chapter 13 fee considerations

Payment plan availability, if offered

Why complicated cases may cost more

What happens during the consultation

Why the cheapest option may not always be the safest

Bankruptcy Means Test Page

The means test is one of the most searched and misunderstood bankruptcy topics. A
means test page can attract people who are trying to determine whether they qualify for
Chapter 7.

This page should explain:

What the means test is

Why it matters

How household income may be reviewed

Why state median income matters

Why expenses and deductions may matter

Why being over median does not automatically mean Chapter 7 is impossible
Why the person should not self-disqualify without speaking to an attorney
How Chapter 13 may apply if Chapter 7 is not available

Bankruptcy Exemptions Page

Exemptions are critical because they affect what property someone may be able to
protect. A bankruptcy exemptions page can be especially valuable if it is state-specific.



This page should explain:

What bankruptcy exemptions are
Why exemptions matter
How exemptions may protect property

Common categories such as homestead, vehicle, household goods, tools,
retirement accounts, and personal property

Why exemption rules vary by state
Why equity matters
Why exemption planning should be reviewed with an attorney

[Insert Picture Here Showing A visual example of asset value, loan balance, equity,
exemption amount, and potential nonexempt equity.]

Problem-Specific Pages

Problem-specific pages often perform well because they match the urgent reason
someone is searching.

Important pages may include:

Stop Wage Garnishment
Stop Foreclosure

Debt Lawsuit Help

Creditor Harassment

Bank Account Levy

Vehicle Repossession
Medical Debt

Credit Card Debt

Tax Debt and Bankruptcy
Student Loans and Bankruptcy
Judgments and Bankruptcy

Each problem page should begin with the client’'s immediate concern. For example, a
wage garnishment page should start with the paycheck issue, not a broad history of
bankruptcy law.

Attorney Bio, Reviews, Consultation, and FAQ Pages

Attorney bio pages are often underused. For bankruptcy SEO, they matter because
people want to know who they are trusting with a sensitive financial decision. A strong
bio should include professional background, bankruptcy experience, bar admissions,
court admissions, education, years in practice, approach to client service, local ties, a
professional photo, and a consultation CTA.



A dedicated reviews page can help reinforce trust. It can also support conversion when
someone is close to calling.

A consultation page is different from a contact page. A contact page simply tells people
how to reach the firm. A consultation page explains what will happen when they do.

A bankruptcy FAQ page can capture common long-tail searches and reduce friction
before consultation. FAQ topics may include whether the person can keep their car,
whether bankruptcy stops garnishment, whether they can file without a spouse, how
long Chapter 7 takes, and what to bring to a consultation.

The Minimum Page Set

If a bankruptcy attorney were starting from scratch, a strong minimum page set would
include:

Homepage

Chapter 7 Bankruptcy
Chapter 13 Bankruptcy
Chapter 7 vs. Chapter 13
Bankruptcy Cost
Bankruptcy Means Test
Bankruptcy Exemptions
Stop Wage Garnishment
Stop Foreclosure

Debt Lawsuit Help
Attorney Bio

Reviews

Consultation Page
Primary City Page

FAQ Page

This gives the firm a strong foundation before expanding into more niche content.

7. How to Write Helpful Bankruptcy Content

Helpful bankruptcy content does more than define legal terms. It helps a person
understand what is happening, what options may exist, and what next step they should
consider.

This matters because bankruptcy is both legal and emotional. A person researching
bankruptcy may feel anxious, embarrassed, or overwhelmed. They may be afraid of
losing their home, car, paycheck, tax refund, or reputation. They may also be confused



by legal language. If your content makes them feel more confused, they may leave. If
your content makes them feel informed and respected, they may be more likely to
contact your firm.

[Insert Picture Here Showing A distressed searcher reading a clear bankruptcy article
on a phone, with simple section headings and a consultation button.]

Start With the Client’'s Question

A common mistake is writing from the attorney’s perspective instead of the client’s
perspective.

Attorney-focused opening:

“The automatic stay is codified in 11 U.S.C. § 362 and provides broad injunctive relief
upon the filing of a bankruptcy petition.”

Client-focused opening:

“If your wages are being garnished, bankruptcy may be able to stop the garnishment
after the case is filed. This protection is called the automatic stay. It can be powerful, but
how it applies depends on your situation.”

The second version still introduces the legal concept, but it starts with the client’s
problem. That is usually the better approach for SEO content.

Use Plain English Without Being Inaccurate

Bankruptcy content should be easy to read but legally careful. Plain English does not
mean oversimplifying. It means explaining the issue in a way a non-lawyer can
understand.

Instead of:

“‘Debtors may obtain a discharge of certain unsecured obligations subject to statutory
exceptions.”

Use:

“Chapter 7 may eliminate many unsecured debts, such as credit cards, medical bills,
and personal loans. Some debts, such as certain taxes, child support, and most student
loans, may be harder or impossible to discharge.”

Instead of:
“Secured creditors retain in rem rights notwithstanding discharge.”

Use:



“If a debt is tied to property, such as a car loan or mortgage, bankruptcy may eliminate
personal liability in some cases, but the lender may still have rights against the property
if payments are not made.”

The goal is to be understandable while remaining cautious.

Use a Repeatable Page Structure
Helpful bankruptcy pages often follow a predictable structure:

1. Identify the problem.

Explain what it means.

Explain how bankruptcy may apply.

Explain when Chapter 7 may matter.

Explain when Chapter 13 may matter.

Explain risks, exceptions, or limitations.

Explain what information the person should gather.
Answer common questions.

9. Invite the person to schedule a consultation.
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This structure works because it mirrors the reader’s thought process. They want to
know:

What is happening?
How serious is it?

Can bankruptcy help?
What could go wrong?
What do | do next?

[Insert Picture Here Showing A content template graphic with sections: Problem,
Explanation, Bankruptcy Options, Risks, Documents, FAQs, CTA ]

Balance Education With Conversion

A bankruptcy article should be useful even if the reader does not immediately contact
the firm. But it should also make the next step clear.

A strong CTA should appear naturally after helpful information. For example:

“If you are being sued by a creditor, timing matters. A bankruptcy attorney can help you
understand whether Chapter 7, Chapter 13, settlement, or another option may make
sense before a judgment is entered.”

Then the CTA:

“Schedule a consultation to discuss your debt lawsuit.”



This is better than abruptly ending the article with “Call now!” after several paragraphs
of general information.

Address the Fear Directly

Bankruptcy clients often have fears they may not say out loud. Good content should
address those concerns respectfully.

Common fears include:

Will I lose everything?

Will everyone find out?

Will my employer know?
Will | ever get credit again?
Will | lose my house?

Will | lose my car?

Can | afford an attorney?
Will | be judged?

Is filing bankruptcy a failure?
Will I go to court?

Will creditors keep calling?

When content answers these questions, it builds trust.
Example:

“‘Many people delay speaking with a bankruptcy attorney because they are afraid they
will lose everything. In reality, bankruptcy exemptions may protect certain property, and
many people who file are able to keep necessary assets. The details depend on your
state, the value of your property, your debts, and the chapter you file.”

This type of copy is both reassuring and careful.

Avoid Fear-Based Marketing

Bankruptcy content should not rely on panic. Urgency can be appropriate, especially
when there is a garnishment, lawsuit, foreclosure sale, or repossession risk. But the
content should not manipulate the reader.

Weak example:
“If you do not call today, you could lose everything.”
Better example:

“If you are facing wage garnishment, foreclosure, or a debt lawsuit, timing can matter.
Speaking with a bankruptcy attorney quickly may help you understand what options are
available before the situation becomes harder to resolve.”



The second version communicates urgency without exaggeration.

Use Examples and Scenarios

Examples make bankruptcy content easier to understand. They help readers see how
the issue may apply to real life.

Example:

“Consider someone who is current on their car loan but overwhelmed by credit cards
and medical bills. Chapter 7 may help eliminate unsecured debt while the person
continues making car payments, if they qualify and if the vehicle equity is protected.
Now consider someone who is behind on a car loan and wants time to catch up.
Chapter 13 may be more relevant because it can create a repayment structure over
time.”

Scenarios are especially helpful for:

Chapter 7 vs. Chapter 13
Wage garnishment
Foreclosure
Repossession

Debt lawsuits

Means test issues
Exemptions

Married couples

Prior bankruptcy filings

[Insert Picture Here Showing Two fictional scenarios side by side: “Maria: credit card
and medical debt” and “James: behind on mortgage and car payment.”]

Include “What to Gather” Sections

Bankruptcy prospects often do not know what information matters. A “what to gather”
section can make the next step feel easier and help the intake team.

Examples of documents or information:

Recent pay stubs
Tax returns

List of creditors
Collection letters
Lawsuit papers
Garnishment notice
Mortgage statement
Car loan statement



Bank statements

Property values

Monthly expenses

Prior bankruptcy filing information
Identification

This section should not overwhelm the reader. It can be framed as helpful, not
mandatory.

Be Careful With Legal Claims

Bankruptcy content should avoid absolute promises. Use careful language when
outcomes depend on facts.

Avoid:
e “Bankruptcy will stop foreclosure.”
e “You can keep your car.”
e “We can wipe out your debt.”
e “You qualify for Chapter 7.”
e “Your lawsuit will go away.”
Use:

e “Bankruptcy may stop or delay foreclosure, depending on the timing and your
situation.”

e “You may be able to keep your car if payments, equity, exemptions, and chapter
choice support that result.”

“‘Many unsecured debts may be dischargeable in bankruptcy.”
“An attorney can help determine whether you may qualify for Chapter 7.”

“Bankruptcy may affect a debt lawsuit, but the result depends on the case status
and type of debt.”

This is important for accuracy, ethics, and trust.

8. Local City Pages and State-Specific Content

Local city pages and state-specific content can be powerful for bankruptcy attorneys
because people often search for help in their area. However, these pages must be
useful. Thin location pages that simply repeat the same content with a different city
name are unlikely to build trust and may not perform well over time.



A good local page should feel genuinely relevant to the person in that market. It should
explain the firm’s services, local availability, state-specific issues, and the types of debt
problems people in that area may be facing.

[Insert Picture Here Showing A map with multiple city service areas connected to a
bankruptcy law firm website.]

Why Local Pages Matter

A person searching for a bankruptcy attorney usually wants someone who can help in
their jurisdiction. They may search:

Bankruptcy attorney in [city]

Chapter 7 lawyer near me

Chapter 13 attorney in [county]
Bankruptcy lawyer [state]

Stop wage garnishment attorney [city]
Foreclosure bankruptcy lawyer [city]

If your website only has a general bankruptcy page, it may not be clear that you serve
that person’s area. Local pages help connect your services to specific markets.

Local pages can also help with conversion. A potential client may feel more comfortable
when they see that the firm serves their city, county, or region.

What Makes a Good City Page

A strong bankruptcy city page should include more than the city name.
It may include:

A clear title

A local introduction

Services offered in that market
Chapter 7 information

Chapter 13 information

Common local debt problems
State-specific exemption discussion
Local court or district context where appropriate
Nearby areas served

Attorney credibility

Reviews or testimonials

FAQs

Consultation CTA

Example title:



“Bankruptcy Attorney in [City, State]”
Example introduction:

“If you live in [City] and are overwhelmed by credit card debt, medical bills, wage
garnishment, foreclosure concerns, or creditor lawsuits, you may be wondering whether
bankruptcy can help. Our firm helps individuals and families in [City] understand their
options under Chapter 7 and Chapter 13.”

This introduction is specific enough to feel local but not artificially stuffed with keywords.

[Insert Picture Here Showing A city page wireframe with local intro, services, Chapter 7,
Chapter 13, local FAQs, reviews, and CTA]

Avoid Duplicate City Pages

Many law firms create dozens of nearly identical city pages. The only difference is the
city name. This creates a poor user experience and may not help SEO.

Weak city page strategy:

Bankruptcy Attorney in Phoenix
Bankruptcy Attorney in Mesa
Bankruptcy Attorney in Chandler
Bankruptcy Attorney in Scottsdale

Each page has the same paragraphs with only the city name swapped.
Better city page strategy:

Build a strong primary city page first.

Add unique information for each meaningful market.

Mention nearby areas naturally.

Include local office proximity or service details.

Add unique FAQs where possible.

Add relevant local court or district context.

Include specific examples of problems people in that area ask about.

If you cannot make a city page useful and distinct, it may be better not to create it.

State-Specific Content

State-specific bankruptcy content can be very valuable because bankruptcy is affected
by state exemptions, state collection laws, wage garnishment rules, homestead
protections, vehicle exemptions, and local practice.

Important state-specific pages may include:

e [State] Bankruptcy Exemptions



[State] Chapter 7 Bankruptcy

[State] Chapter 13 Bankruptcy

[State] Means Test Information

[State] Homestead Exemption

[State] Vehicle Exemption

[State] Wage Garnishment and Bankruptcy
[State] Foreclosure and Bankruptcy

[State] Bankruptcy Court Information

State-specific pages should be carefully reviewed for accuracy. If exemption numbers or
laws change, the page should be updated.

Bankruptcy Exemption Pages
Exemption pages can attract people who are worried about losing property.
A state exemption page should explain:

What exemptions are

Why exemptions matter

How exemptions interact with equity

Common categories of property

Why the rules are state-specific

Why federal exemptions may or may not be available, depending on the state
Why legal review is important

Avoid giving overly definitive answers like “you will keep your home” unless the page
explains the required facts.

Better phrasing:

“Whether your home is protected depends on several factors, including the value of the
property, mortgage balance, available exemption, filing chapter, and other case facts.”

[Insert Picture Here Showing A home equity example: home value, mortgage balance,
equity, homestead exemption, and potential risk.]

Local Court and District Information

Bankruptcy cases are filed in federal bankruptcy court, and local districts may have
procedures, trustees, and expectations that matter. A local page can briefly explain the
relevant district if appropriate.

Useful information may include:

e The bankruptcy district serving the area
e General court location



Meeting of creditors concept

Local attorney experience

Whether consultations can be handled remotely
What clients should expect after filing

Do not make the page sound like an official court resource unless it is. If linking to court
resources, clearly distinguish between the law firm and the court.

Local Pages Should Have Strong CTAs
A local page should invite the person to take the next step.
Examples:

Schedule a bankruptcy consultation in [City].

Ask whether Chapter 7 or Chapter 13 may be an option.
Speak with a bankruptcy attorney serving [City].

Get help understanding your debt relief options.

The CTA should be location-specific but not awkward.

Local SEO Works Best With Local Intake

If a firm builds city pages for multiple markets, the intake process should be ready to
handle those inquiries. Staff should know which areas the firm serves, whether the firm
can appear in that district, whether consultations are remote or in-person, and how to
route leads.

Local SEO should not create confusion. If a person from a city page calls, the intake
team should know how to respond confidently.

Example:

“Yes, we help clients in [City]. Consultations can be handled by phone or video, and the
attorney can explain how the bankruptcy process works in your area.”

The website promise and intake experience should match.

9. Reviews and Trust Signals

Trust is one of the most important factors in bankruptcy marketing. A potential client
may be embarrassed about debt, afraid of judgment, and uncertain about whether
bankruptcy is the right choice. Before they call, they are often looking for signs that the
attorney is credible, responsive, and safe to talk to.

Reviews and trust signals help answer those concerns.



[Insert Picture Here Showing A trust-building section of a law firm website with review
stars, attorney photo, bar admissions, consultation CTA, and client-centered
messaging.]

Why Trust Matters So Much in Bankruptcy

Bankruptcy is personal. Clients may need to discuss income, debts, assets, lawsuits,
family issues, job concerns, spending history, and financial mistakes. They may feel
vulnerable before they ever speak to the firm.

A person comparing bankruptcy attorneys may ask:

Will this attorney judge me?

Will they explain things clearly?

Will they call me back?

Will they help me understand my options?

Do they handle cases like mine?

Are they experienced with Chapter 7 and Chapter 13?
Can | trust them with sensitive financial information?
Will they pressure me?

Your website should help answer these questions.

Google Reviews

Google reviews are often one of the first trust signals a searcher sees. In local search
results, reviews can influence whether a person clicks, calls, or keeps scrolling.

A strong review profile may include:

Consistent review volume

Recent reviews

Specific client experience themes

Professional responses from the firm

A rating that supports credibility

Reviews mentioning communication, compassion, clarity, and responsiveness

Bankruptcy attorneys should be careful when requesting and responding to reviews.
Attorney advertising and confidentiality obligations matter. A firm should never reveal
confidential details in a review response.

Safe response:

“Thank you for your review. We appreciate your kind words and are glad you had a
positive experience with our team.”

Risky response:



“We are glad we helped stop your wage garnishment and discharge your credit card
debt.”

Even if the client mentioned those facts, the firm should be cautious about confirming or
expanding on them.

Review Themes That Matter

Potential bankruptcy clients often look for emotional reassurance. The most persuasive
reviews may not simply say “great lawyer.” They often mention the experience.

Helpful review themes include:

The attorney explained everything clearly.

The team was responsive.

The client felt less stressed.

The firm was nonjudgmental.

The process was easier than expected.

The attorney helped the client understand Chapter 7 or Chapter 13.
The staff helped with documents.

The firm communicated next steps.

The client felt respected.

These themes can also inform website copy. If many clients praise the firm for
explaining things clearly, the website should reinforce that positioning.

Example:
“We focus on helping clients understand their options clearly before making a decision.”

[Insert Picture Here Showing A review word cloud with terms like “explained,” “kind,”
“responsive,” “helpful,” “clear,” and “nonjudgmental.”]
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Attorney Bio Trust Signals

Attorney bio pages are one of the strongest trust-building assets on a bankruptcy
website. Many potential clients want to see the actual person they may speak with.

A strong bio should include:

Attorney photo

Name and title

Bankruptcy experience
Bar admissions

Court admissions
Education

Professional memberships



Years in practice

Approach to client service

Local connection

Publications or presentations, if any
Link to schedule a consultation

The bio should be human. It should not only list credentials. It should explain why the
attorney helps people with bankruptcy and how the attorney approaches client
communication.

Firm-Level Trust Signals

In addition to reviews and attorney bios, a bankruptcy website should include firm-level
trust signals.

Examples:

Years in practice

Number of bankruptcy cases handled, if accurate and compliant
Bar admissions

Court admissions

Professional associations

Local office address

Real team photos

Secure website

Clear privacy policy

Clear consultation process

Educational resources

Media mentions, if any

Community involvement

Awards or recognitions, if meaningful and compliant

Avoid vague claims that cannot be substantiated.

Weak trust signal:

“We are the best bankruptcy firm in town.”

Better trust signal:

“Our firm focuses on helping individuals and families understand Chapter 7 and Chapter
13 bankruptcy options in [State].”



Process Transparency

One of the best trust signals is explaining what happens next. Potential clients are often
nervous because they do not know what the process looks like.

A consultation process section can include:

Contact the firm.

Share basic information about your debts, income, and concerns.
Speak with the attorney or intake team.

Review potential options.

5. Understand next steps, documents, and fees.
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[Insert Picture Here Showing A five-step bankruptcy consultation process timeline.]

Trust Converts Searchers Into Consultations

SEO can bring someone to the website. Trust determines whether they contact the firm.
Bankruptcy attorneys should think of trust signals as conversion assets, not decorative
elements.

A potential client may not know how to evaluate legal skill. But they can evaluate
whether the firm appears professional, responsive, clear, and experienced. Your website
should make that evaluation easier.

10. Technical SEQ Basics

Technical SEO refers to the parts of your website that help search engines crawl,
understand, and display your pages properly. For bankruptcy attorneys, technical SEO
does not need to be overly complicated, but the basics matter.

A website can have excellent content and still underperform if search engines cannot
access the pages, if the site loads slowly, if the mobile experience is poor, or if important
pages are accidentally blocked from indexing.

Think of technical SEO as the foundation. It may not be the most visible part of your
marketing, but it affects whether the rest of your SEO work can perform.

[Insert Picture Here Showing A house foundation labeled “Technical SEO,” with content,
local SEO, reviews, and conversion built on top.]

Make Sure Important Pages Can Be Indexed

Indexing means a search engine can store and potentially show your page in search
results. If an important page is blocked from indexing, it may not appear in Google
results even if the content is strong.



Important bankruptcy pages that should usually be indexable include:

Homepage
Chapter 7 page
Chapter 13 page
Local city pages
Bankruptcy cost page
Means test page
Exemption pages
Problem pages
Attorney bios
FAQ pages

Blog articles

Common indexing problems include:

Accidental noindex tags

Robots.txt blocks

Canonical tags pointing to the wrong page
Pages hidden behind forms

Broken links

Duplicate pages

Staging site settings left on after launch

A firm or SEO provider should regularly check Google Search Console to make sure
important pages are indexed.

Mobile Experience

Many bankruptcy prospects search from their phones. They may be on a lunch break,
sitting in their car, or trying to understand a notice they just received. If the website is
hard to use on mobile, they may leave and call another firm.

A mobile-friendly bankruptcy website should have:

Readable text

Fast loading

Tap-to-call phone number

Simple consultation form

Sticky or easy-to-find CTA

Clear navigation

No intrusive pop-ups

Buttons large enough to tap

Content that does not require pinching or zooming



e Short paragraphs
e FEasy-to-scan headings

[Insert Picture Here Showing A mobile bankruptcy page with tap-to-call button, short
paragraphs, and simple consultation form.]

Page Speed

A slow website can hurt user experience. If a potential client is stressed and your page
takes too long to load, they may leave. Page speed can be affected by large images,
poor hosting, excessive scripts, heavy themes, unused plugins, and inefficient page
builders.

Ways to improve speed include:

Compress images

Use modern image formats
Limit unnecessary plugins
Use quality hosting
Minimize large scripts

Use caching

Reduce unused code
Avoid auto-playing videos
Test key pages regularly

Bankruptcy firms do not need the fastest website on the internet, but the site should feel
quick and stable on both desktop and mobile.

Site Structure

A clear site structure helps both users and search engines. Your most important pages
should be easy to find from the main navigation or internal links.

A simple bankruptcy site structure might look like:

e Home
e Bankruptcy
Chapter 7
Chapter 13
Chapter 7 vs. Chapter 13
Bankruptcy Cost
Means Test
o Exemptions
e Debt Problems
o Wage Garnishment

O O O O O



Foreclosure
Debt Lawsuits
Repossession

o Medical Debt
Locations

o [City 1]

o [City 2]

o [City 3]
e Resources

o Blog

o FAQs
About

o Attorney Bio

o Reviews
Contact

o Consultation

O O O

[Insert Picture Here Showing A clean navigation menu for a bankruptcy law firm
website.]

URL Structure
URLs should be short, readable, and descriptive.
Weak URLs:

e /page?id=123
e /blog/post-9
e /services/legal-help-bankruptcy-attorney-chapter-seven-debt-lawyer-city

Better URLSs:

/chapter-7-bankruptcy/
/chapter-13-bankruptcy/
/stop-wage-garnishment/
/bankruptcy-cost/
/bankruptcy-attorney-phoenix/

Readable URLs help users understand the page and make the site easier to manage.

Title Tags, Meta Descriptions, and Headings

The title tag is often what appears as the clickable headline in search results. The meta
description may appear as the short summary underneath.



Examples:

“Chapter 7 Bankruptcy Attorney in [City] | [Firm Name]”
“Can Bankruptcy Stop Wage Garnishment in [State]?”
“Chapter 13 Bankruptcy Lawyer in [City] | [Firm Name]”
“Bankruptcy Cost in [State]: What to Know Before Filing”

Headings should make the page easy to scan.
Example:

H1: Chapter 7 Bankruptcy Attorney in [City]
H2: What Is Chapter 7 Bankruptcy?

H2: Who May Qualify for Chapter 77?

H2: What Debts Can Chapter 7 Eliminate?
H2: Can You Keep Your Car or Home?

H2: How Long Does Chapter 7 Take?

H2: Speak With a [City] Chapter 7 Attorney

Internal Linking

Internal links connect pages on your website. They help users find related information
and help search engines understand your site structure.

Examples:

A Chapter 7 page links to the means test page.

A means test page links to the Chapter 7 consultation page.

A wage garnishment page links to Chapter 7 and Chapter 13 pages.
A foreclosure page links to the Chapter 13 page.

A cost page links to Chapter 7 and Chapter 13 pages.

A city page links to the main bankruptcy service pages.

Internal links should be natural and helpful. Avoid adding links only for SEO if they do
not help the reader.

Schema Markup

Schema markup is structured data that helps search engines better understand certain
information on a page. For bankruptcy attorneys, useful schema may include:

LegalService

LocalBusiness

Attorney

BreadcrumbList

FAQPage, where appropriate



e Atrticle
e Review markup, if compliant

Schema does not guarantee rankings, but it can help search engines interpret
information such as business name, address, phone number, hours, services, article
details, and FAQs.

[Insert Picture Here Showing A simplified visual of website content being translated into
structured data for search engines.]

Practical Technical SEO Checklist

A bankruptcy firm should review the following:

Important pages are indexable.

Website is mobile-friendly.

Pages load quickly.

Consultation forms work.

Phone numbers are tap-to-call on mobile.
Site uses HTTPS.

Navigation is clear.

URLs are readable.

Title tags are unique.

Meta descriptions are compelling.
Headings are organized.

Images are compressed.

Alt text is descriptive.

Internal links connect related pages.
Broken links are fixed.

Old URLSs redirect properly.

Sitemap is submitted.

Google Search Console is active.
Analytics and conversion tracking are installed.

Technical SEO does not have to be intimidating. Start with the basics, fix the issues that
affect users, and make sure your most important bankruptcy pages are accessible, fast,
and easy to understand.




11. Website Conversion Strategy

Getting someone to your website is only the first step. The next question is whether the
website makes it easy for that person to trust your firm and take action. This is where
conversion strategy matters.

For bankruptcy attorneys, conversion does not simply mean “getting a form
submission.” A better definition is: helping a potential client move from confusion or
concern into a clear next step. That next step may be calling your office, scheduling a
consultation, completing a short intake form, or asking whether Chapter 7 or Chapter 13
may be an option.

A bankruptcy prospect is often not in a calm, analytical mindset. They may be reading
your website after receiving a lawsuit, wage garnishment notice, foreclosure letter,
repossession warning, or collection call. They may be embarrassed. They may be afraid
of being judged. They may be comparing several attorneys quickly. If your website is
confusing, slow, generic, or hard to contact from, they may leave even if your firm is
highly qualified.

[Insert Picture Here Showing A mobile bankruptcy attorney webpage with a clear
headline, tap-to-call button, consultation button, attorney photo, and short trust
statement.]

The most important conversion principle is clarity. A visitor should immediately
understand what your firm does, where you practice, and how to get help. Avoid vague
headlines like “Trusted Legal Solutions for Difficult Times.” A clearer headline would be:
“Bankruptcy Help for Individuals and Families in [City/State].” Even better, if the page is
problem-specific: “Facing Wage Garnishment? Talk With a Bankruptcy Attorney About
Your Options.”

Every major page should have a clear call to action. That does not mean the page
should feel pushy. It means the reader should never have to hunt for the next step. A
Chapter 7 page should invite the reader to schedule a Chapter 7 consultation. A wage
garnishment page should invite the reader to ask whether bankruptcy may help stop or
address the garnishment. A Chapter 13 foreclosure page should invite the reader to
discuss whether Chapter 13 may help with mortgage arrears.

The call to action should match the page intent. Someone reading a general bankruptcy
article may respond well to “Schedule a consultation to understand your options.”
Someone reading about a debt lawsuit may respond better to “Talk with a bankruptcy
attorney before the lawsuit deadline passes.” Someone reading about Chapter 13 may
respond to “Ask whether Chapter 13 may help protect your home or vehicle.”

Conversion strategy also depends heavily on mobile design. Many bankruptcy
searchers are on their phones. A mobile page should have a tap-to-call phone number,
easy-to-read text, short paragraphs, visible buttons, and a simple form. If a visitor has to
pinch, zoom, scroll endlessly, or fight with a long form, the firm may lose the lead.



The consultation form should be simple enough to complete quickly. Many firms ask too
much too soon. A first-step form usually does not need every debt, every asset, and
every financial detail. It can ask for name, phone, email, location, primary concern,
preferred contact method, and a short message. More detailed financial information can
be gathered later through intake.

[Insert Picture Here Showing A simple consultation form with fields for name, phone,
email, city/state, primary concern, and preferred contact method.]

Trust elements should appear near conversion points. A form or consultation button will
usually perform better when it is supported by attorney photos, review highlights, years
of experience, bankruptcy-specific language, or a short explanation of what happens
next.

A strong bankruptcy website should also include multiple conversion paths. Some
people want to call. Others prefer to submit a form. Others may want to schedule online.
Some may want to take a short quiz first. Offering multiple paths can increase total
inquiries, as long as the options are not overwhelming.

Useful conversion elements include:

e Tap-to-call button on mobile
e Consultation form

e Online scheduling link

e Sticky header or footer CTA
e Bankruptcy qualification quiz
e “What to expect” section

e Attorney photo near CTA

e Review snippet near CTA

e FAQ section before final CTA

The biggest mistake is treating conversion as an afterthought. A page can rank well and
still fail if the visitor does not feel confident enough to contact the firm. SEO gets the
person to the door. Conversion strategy opens it.

12. Link Building and Authority

Link building is the process of earning references from other websites. In SEO, links can
help search engines understand that your website is credible, established, and
connected to the broader web. For bankruptcy attorneys, link building should be
approached carefully. The goal is not to collect as many links as possible. The goal is to
build legitimate authority from relevant, trustworthy sources.



A good link is one that makes sense for a real law firm. A local bar association profile,
state bar listing, chamber of commerce page, local sponsorship, legal directory profile,
podcast appearance, or community organization mention can all support credibility. A

spammy link from an unrelated website created only to manipulate search rankings is

usually not worth pursuing.

[Insert Picture Here Showing A law firm website in the center connected to local bar
association, chamber of commerce, legal directories, local news, community
organizations, and attorney profiles.]

Bankruptcy attorneys should start with foundational profiles. These are the places a
legitimate attorney or law firm would naturally be listed. Examples may include state bar
profiles, local bar associations, court admission references where appropriate, legal
directories, law firm directories, and professional association pages. The purpose is not
only SEO. These profiles also help potential clients verify that the attorney is real and
credible.

Local links can also be valuable. A bankruptcy attorney serves a local or state market,
so local relevance matters. Sponsoring a local nonprofit, writing an article for a
community publication, joining a chamber of commerce, speaking at a financial wellness
event, or being quoted by local media can all create meaningful local authority. These
activities are useful because they connect the firm to the community, not just because
they may produce a backlink.

Educational content can also attract links over time. A strong state bankruptcy
exemption guide, wage garnishment explainer, foreclosure and Chapter 13 resource, or
bankruptcy cost guide may be useful enough for others to reference. The more practical
and accurate the content is, the more likely it is to be shared, cited, or linked by relevant
sources.

However, link building should not be separated from reputation. Bankruptcy attorneys
should avoid cheap backlink packages, private blog networks, irrelevant guest posts,
fake scholarship schemes, and mass-produced directory submissions. These tactics
may create risk and rarely build real trust. If a link would look strange to a potential
client, it is probably not the type of link your firm should prioritize.

A practical authority-building strategy may include:

Complete attorney and firm profiles on reputable legal directories.

Join relevant local and professional organizations.

Publish useful bankruptcy resources worth referencing.

Seek local media opportunities when bankruptcy or debt issues are in the news.
Sponsor or participate in community financial education events.

Build relationships with complementary professionals, such as financial
counselors, tax professionals, real estate professionals, or consumer advocacy
groups.



e Keep business information consistent across major platforms.

Authority is not built overnight. It grows when the firm becomes a visible, useful, and
credible resource in its market. The best link-building strategy for a bankruptcy attorney
is often the same as a good reputation strategy: be visible, be helpful, be accurate, and
be easy to verify.

13. Tracking Results

SEO should be measured by business outcomes, not just rankings. Rankings matter,
but they are only one signal. A bankruptcy law firm ultimately needs to know whether
SEO is producing qualified inquiries, scheduled consultations, completed consultations,
retained clients, and profitable cases.

Many firms stop too early in their tracking. They may know that website traffic increased
or that a keyword moved up in Google, but they may not know whether those visits
became meaningful opportunities. That creates a problem. Without deeper tracking, the
firm may invest in content that gets traffic but does not generate consultations, while
ignoring lower-traffic pages that produce better cases.

[Insert Picture Here Showing A reporting dashboard with columns for page, traffic, calls,
forms, consultations scheduled, consultations completed, retained clients, and lead
source.]

At a basic level, every bankruptcy firm should track website traffic, form submissions,
phone calls, Google Business Profile activity, and consultation bookings. But the most
useful tracking connects the full journey: where the lead came from, what the person
needed help with, whether they scheduled, whether they showed up, whether they
retained, and why they did not move forward if they were lost.

This is where an intake or lead relationship management process becomes important.
SEO data can tell you which pages are getting clicks. Intake data can tell you whether
those clicks became real opportunities. When the two are connected, the firm can make
better marketing decisions.

For example, a general article about “what is bankruptcy” may get a lot of traffic but few
consultations. A page about “stop wage garnishment” may get less traffic but produce
urgent, high-intent calls. A Chapter 13 foreclosure page may get even less traffic but
produce valuable cases for the firm. Without tracking, all of those pages may look
similar or be judged only by traffic.

Useful metrics include:

e Organic website traffic
e Google Business Profile calls and clicks



Form submissions

Phone calls from organic pages
Consultation requests
Consultations scheduled
Consultations completed
No-show rate

Retained clients

Lead source

Landing page

Case type, such as Chapter 7, Chapter 13, or non-bankruptcy
Lost reason

Tracking lost reasons is especially important. If many leads are not a fit, the SEO
strategy may be attracting the wrong audience. If many leads schedule but do not show,
the reminder process may need improvement. If many leads complete consultations but
do not retain, the issue may be follow-up, affordability, documentation, or clarity around
next steps.

Google Search Console can show which search queries and pages are gaining visibility.
Google Analytics can show website behavior. Google Business Profile can show calls,
clicks, and direction requests. Call tracking can help identify which pages or channels
produce phone calls. A CRM or LRM can help track whether those leads become
consultations and signed clients.

A firm should review SEO performance at least monthly. The review does not need to
be complicated. The key questions are:

Which pages generated inquiries?

Which pages generated consultations?
Which sources produced retained clients?
Which topics produced low-quality leads?
Where are leads dropping off?

What content should be improved next?
What intake steps need attention?

Good tracking turns SEO from a guessing game into a feedback loop. The firm
publishes content, measures results, improves pages, adjusts intake, and invests more
in what is actually working.




14. 90-Day SEO Action Plan

SEO can feel overwhelming when viewed all at once. There are pages to write, profiles
to optimize, reviews to request, technical issues to fix, and reports to build. A 90-day
plan helps make the process manageable.

The goal of the first 90 days is not to do everything. The goal is to build a strong
foundation, fix the biggest gaps, and create a repeatable system for future growth.

[Insert Picture Here Showing A 90-day roadmap divided into Days 1-30, Days 31-60,
and Days 61-90.]

Days 1-30: Build the Foundation

The first month should focus on the basics. Start by reviewing the website, Google
Business Profile, tracking setup, and intake process. Make sure the firm’s core
information is accurate and that the most important pages are easy to find.

During the first 30 days, the firm should review or improve:

Homepage

Chapter 7 page

Chapter 13 page

Consultation page

Attorney bio page

Google Business Profile

Phone number and form tracking
Mobile usability

Website speed

Search Console and analytics setup

This is also the time to identify the firm’s primary market, desired case types, and most
important services. A firm that wants more Chapter 13 cases may prioritize foreclosure,
mortgage arrears, and Chapter 13 content. A firm that wants more Chapter 7 volume
may prioritize means test, cost, wage garnishment, credit card debt, and medical debt
content.

Days 31-60: Build High-Intent Content

The second month should focus on pages that match high-intent bankruptcy searches.
These pages are often closer to consultation intent than general blog posts.

Good pages to create or improve during this period include:

e Bankruptcy Cost
o Means Test



Stop Wage Garnishment
Stop Foreclosure

Debt Lawsuit Help
Chapter 7 vs. Chapter 13
Bankruptcy Exemptions
Primary City Page

Each page should have a clear purpose, client-friendly explanations, FAQs, internal
links, and a strong consultation CTA. These pages should not be written as generic
legal summaries. They should answer the real questions potential clients ask before
calling.

During this period, the firm should also begin or improve its review request process.
Reviews take time to build, so the process should start early.

Days 61-90: Improve Conversion and Measurement

The third month should focus on turning visibility into consultations. Review the website
from the perspective of a stressed potential client on a phone. Is it easy to call? Is it
easy to schedule? Does the form work? Does the page explain what happens next? Are
there trust signals near the CTA?

This is also the time to review early performance data. Some pages may already be
getting impressions in Search Console. Some may be generating calls or form
submissions. Some may need better titles, stronger CTAs, improved internal links, or
more helpful content.

During days 61-90, focus on:

Improving CTAs on major pages

Adding trust signals near forms

Adding internal links between related pages
Reviewing form completion and call tracking
Tracking consultation outcomes

Creating a simple monthly SEO report
|dentifying the next content priorities
Improving no-show and follow-up processes

By the end of 90 days, the firm should have a stronger website foundation, a clearer
local presence, better tracking, and a more organized plan for future content.

The most important mindset is consistency. SEO is not a one-time project. It is an
ongoing process of publishing, improving, measuring, and adjusting.




15. Final Checklist: Turn Search Visibility Into More
Consultations

[Insert Checklist Image Here Showing The final bankruptcy SEO checklist graphic.]

Use this checklist to review whether your bankruptcy SEO strategy is built to attract and
convert qualified leads.

Your website clearly explains that you handle bankruptcy.
Your homepage identifies your services and service area.
You have dedicated Chapter 7 and Chapter 13 pages.

You address urgent problems like wage garnishment, foreclosure, lawsuits, and
repossession.

You have content for cost, qualification, exemptions, and comparison searches.
Your Google Business Profile is complete and accurate.

Your reviews support trust and credibility.

Your attorney bio pages are detailed and human.

Your website is mobile-friendly and easy to contact from.

Your forms are simple and functional.

Your phone number is easy to tap on mobile.

Your pages include clear calls to action.

Your content is written in plain English.

Your pages are locally relevant.

Your important pages are indexable.

Your site loads quickly enough for mobile users.

Your title tags and headings are clear.

Your internal links connect related topics.

Your analytics and Search Console are set up.

Your firm tracks calls, forms, consultations, and retained clients.
Your intake process follows up with leads quickly and consistently.

A strong bankruptcy SEO strategy should do more than increase traffic. It should help
potential clients find your firm, understand their options, trust your team, and take the
next step toward a consultation.

The firms that succeed with SEO usually do not rely on one tactic. They combine local
visibility, helpful content, strong trust signals, technical basics, conversion-focused
design, and organized intake follow-up.

The final point is critical. SEO may generate the opportunity, but the intake process
determines what happens next. A potential client who submits a form, calls the office, or
schedules a consultation should not fall into a gap. They should receive a timely
response, a clear next step, and consistent follow-up.



This is why bankruptcy attorneys should think about SEO and lead management
together. Search visibility creates attention. Helpful content builds trust. Website
conversion turns interest into action. Intake follow-up turns that action into a real
consultation opportunity.

Bankruptcy marketing works best when it is treated as a complete system:

People search for help.

They find your firm.

They understand your content.

They trust your team.

They contact your office.

Your intake process responds quickly.
The consultation is scheduled.

The lead receives follow-up.

. The firm tracks the outcome.

10.The data improves future marketing.

©OoNOO A~ ODN =~

That is how search visibility becomes more than rankings. It becomes a consistent path
toward more qualified consultations and better client acquisition.

Soft CTA / About Ascend

Ascend works with bankruptcy attorneys to help generate and manage bankruptcy
leads. After working with attorneys across different markets, we saw a recurring
challenge: lead generation is only one part of the growth process. Many firms also need
a better way to track new inquiries, follow up after consultations, and prevent potential
clients from falling through the cracks during intake.

A strong SEO strategy can help your firm get found. A strong intake and lead
relationship management process can help your firm manage what happens next.

If your firm is investing in SEO, paid ads, referrals, or lead generation, make sure your
intake process is ready to support that growth.

Learn more about bankruptcy lead management and intake systems at Ascend.
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