
The Bankruptcy Attorney’s SEO Guide 
How to Get Found Online and Turn More Searchers Into 
Consultations 
A practical guide for bankruptcy law firms that want to improve search visibility, 
attract more qualified leads, and build a stronger intake process from first 
website visit to signed client. 
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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 minimum 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 complete 
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 help with bankruptcy, wage garnishment, 
foreclosure, repossession, credit card lawsuits, medical bills, or overwhelming financial 
pressure. 

Why Bankruptcy SEO Is Different 

A bankruptcy prospect is usually not browsing casually. Many people search 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 a vehicle. Others may 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 One Keyword 

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. 

A person just starting research may search: 

●​ Should I file bankruptcy? 
●​ Can I keep my car if I file Chapter 7? 
●​ How much does bankruptcy cost? 
●​ Does bankruptcy clear medical bills? 

Someone with an urgent problem may search: 

●​ Can bankruptcy stop wage garnishment? 
●​ I got sued by a credit card company. 
●​ Can bankruptcy stop foreclosure? 
●​ My car is about to be repossessed. 



Someone ready to hire may search: 

●​ Chapter 13 attorney near me 
●​ Bankruptcy lawyer in [city] 
●​ Affordable bankruptcy lawyer 
●​ Free bankruptcy consultation 

The Three Jobs of Bankruptcy SEO 

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: 

●​ Help potential clients find your firm. 
●​ Help potential clients understand their situation. 
●​ Help potential clients take the next step. 

That next step may mean calling your office, submitting a consultation form, taking a 
qualification quiz, or scheduling a consultation. 

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

What Strong Bankruptcy SEO Looks Like 

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. 

A strong bankruptcy SEO strategy should help answer: 

●​ What does this firm do? 
●​ Where does this firm practice? 
●​ Does this firm handle my specific issue? 
●​ Can I understand my options before calling? 
●​ Do I trust this attorney or law firm? 
●​ What happens after I reach out? 

 

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. 

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

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? 
●​ I got sued for credit card debt. 
●​ How to stop foreclosure. 
●​ My car was repossessed. 
●​ Judgment entered against me. 

These searches are valuable because they often come from people with an immediate 
need. A good page for this type of search should explain the problem first, then explain 
possible options, including bankruptcy where appropriate. 

Option-Aware Searches 

Some searchers know they need debt help but are comparing options. They may 
search: 

●​ Bankruptcy vs debt settlement 
●​ Debt consolidation vs bankruptcy 
●​ Chapter 7 vs Chapter 13 
●​ Should I file bankruptcy or settle debt? 
●​ Debt management plan vs bankruptcy 

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

Bankruptcy-Aware Searches 

Other searchers are already considering bankruptcy and want to understand eligibility, 
cost, timeline, and consequences. 



Examples include: 

●​ Do I qualify for Chapter 7? 
●​ Bankruptcy means test 
●​ How much does bankruptcy cost? 
●​ Can I keep my car in bankruptcy? 
●​ What debts are discharged in Chapter 7? 
●​ How long does Chapter 13 take? 

These searches are excellent opportunities for educational content. 

Attorney-Ready Searches 

Some searchers are ready to contact a lawyer. They may search: 

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

These are high-intent searches, but they are also competitive. To perform well, your firm 
needs more than a generic homepage. 

What Attorney-Ready Searchers Need to See 

A searcher who is ready to hire is often comparing several firms quickly. Your website 
and local presence should make the decision easier. 

Important elements include: 

●​ A strong Google Business Profile 
●​ Clear Chapter 7 and Chapter 13 service pages 
●​ Local landing pages 
●​ Reviews 
●​ Attorney credibility 
●​ Fast mobile experience 
●​ Clear calls to action 
●​ Consistent business information 
●​ A smooth intake process 

Match the CTA to the Search Intent 

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 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 calls to action 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. 
●​ Ask whether bankruptcy may help with creditor calls. 

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, mortgage 



information, car loan statements, or collection letters. 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: 

●​ Slow response times 
●​ Unclear lead ownership 
●​ Poor source tracking 
●​ Missed follow-up after a consultation 
●​ Missed follow-up after a no-show 
●​ Unclear next steps 
●​ Untracked document requests 
●​ Staff relying on spreadsheets, 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. 

What an LRM Is 

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. 

Questions an LRM Should Help Answer 

An effective LRM process should help answer: 

●​ 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 

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. 

What a Strong Follow-Up Process May Include 

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 
●​ A post-consultation summary of next steps 
●​ 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, and easy for the client to 
understand. 



What Intake Should Capture 

The intake process should capture the information needed to route the lead properly. 

For example: 

●​ If a person says they are being sued, capture 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, capture when the garnishment 
started, who is garnishing, and how much is being taken. 

●​ If a person is behind on a mortgage, capture whether a foreclosure sale date 
exists. 

●​ If a person is worried about a car, capture whether payments are current, behind, 
or the car has already been repossessed. 

This does not replace legal advice. It simply helps the firm 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: 

●​ Which page generated the inquiry 
●​ Which keyword theme attracted the person 
●​ 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.] 



Minimum Lead Management Process 

A bankruptcy law firm does not need a complicated system to improve intake, but it 
does need a consistent process. 

At minimum, the process should include: 

●​ Lead capture 
●​ Source tracking 
●​ Status tracking 
●​ Task assignment 
●​ Follow-up reminders 
●​ Consultation notes 
●​ Document tracking 
●​ Lost reason tracking 
●​ Reporting 

Different Leads Need Different Follow-Up 

Not every lead is ready to retain today. That does not mean the lead is worthless. Some 
people need time. They may need to speak with their spouse, compare options, wait for 
a paycheck, gather documents, or decide whether bankruptcy is emotionally 
acceptable. 

A good LRM process accounts for different readiness levels. 

Example stages might include: 

●​ New inquiry 
●​ Unable to reach 
●​ Contacted 
●​ Consultation scheduled 
●​ No-show 
●​ Consultation completed 
●​ Considering options 
●​ Documents requested 
●​ Payment pending 
●​ Retained 
●​ Not eligible 
●​ Not interested 
●​ Referred out 
●​ Follow-up later 

This allows the firm to treat each lead appropriately. A person who is ready to file should 
receive immediate next steps. A person who is still deciding may need educational 



follow-up. A person who no-showed may need a rescheduling text. A person who is not 
eligible may need a referral or future follow-up. 

Software Does Not Replace Process 

The purpose of this guide is not to suggest that software alone solves a marketing 
problem. A tool only helps if the underlying process is sound. However, once a firm 
starts generating leads from SEO, the firm needs a way to manage those opportunities. 

SEO helps the firm get found. A lead relationship management process helps the firm 
handle what happens next. 

Intake Questions to Ask Before Scaling SEO 

Before investing heavily in more SEO, a bankruptcy firm should ask: 

●​ How quickly do we respond to new leads? 
●​ Do we know where every lead came from? 
●​ Do we know how many SEO leads scheduled consultations? 
●​ Do we know how many consultations turned into signed clients? 
●​ Do we follow up with no-shows? 
●​ Do we follow up after consultations? 
●​ Do we know why leads are lost? 
●​ Do we have a clear intake script? 
●​ Do we track Chapter 7 and Chapter 13 opportunities separately? 
●​ Do we know which pages produce our best leads? 

SEO and Intake Should Work Together 

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, and 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.] 

Complete the Basics First 

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. 

Review the following: 

●​ 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 settings, if used 

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. 

Write a Clear Business Description 

Your business description should be clear, specific, and client-centered. 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.” 



Add Bankruptcy-Specific Services 

The services section is a useful place to list the specific problems and practice areas 
your firm handles. 

Examples include: 

●​ Chapter 7 bankruptcy 
●​ Chapter 13 bankruptcy 
●​ Wage garnishment help 
●​ Foreclosure and bankruptcy 
●​ Debt lawsuit defense and bankruptcy options 
●​ Medical debt bankruptcy 
●​ Credit card debt bankruptcy 
●​ Repossession and bankruptcy 
●​ Bankruptcy consultations 

Use Reviews Carefully 

Reviews are critical. A strong review profile can make the firm feel safer and more 
credible. Good review themes for bankruptcy firms often include clear explanations, 
responsive staff, nonjudgmental communication, help understanding options, and a 
smoother process than the client expected. 

When responding to reviews, be careful not to reveal confidential information. A safe 
response might say, “Thank you for your review. We appreciate your kind words and are 
glad you had a positive experience with our team.” 

Add Real Photos 

Photos help make a law firm feel real. Real attorney headshots, team photos, office 
exterior, office interior, reception area, conference room, and approachable professional 
images can help build comfort. Avoid relying only on generic stock photos. 

Connect GBP to the Website 

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. 

 



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.” 

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

Core Attorney Keywords 

Core attorney keywords include: 

●​ Bankruptcy attorney 
●​ Bankruptcy lawyer 
●​ Bankruptcy attorney near me 
●​ Chapter 7 attorney 
●​ Chapter 13 attorney 
●​ Bankruptcy law firm 
●​ Bankruptcy consultation 

These keywords are important because they signal strong hiring intent, but they are 
also competitive. 

Chapter-Specific Keywords 

Chapter-specific keywords include: 

●​ Chapter 7 bankruptcy 
●​ Chapter 7 income limits 
●​ Chapter 7 means test 
●​ Chapter 7 cost 
●​ Chapter 13 bankruptcy 
●​ Chapter 13 payment plan 
●​ 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 

Problem-based keywords often represent urgent client needs. 



Examples include: 

●​ Stop wage garnishment 
●​ Stop foreclosure 
●​ Stop creditor harassment 
●​ Credit card lawsuit help 
●​ Debt lawsuit attorney 
●​ Bank account levy 
●​ Car repossession help 
●​ Medical debt lawsuit 
●​ Behind on mortgage 
●​ Sued by debt collector 

These searches are powerful because they capture people searching from pain, not 
theory. 

Asset Protection Keywords 

Asset protection keywords include: 

●​ Can I keep my house in bankruptcy? 
●​ Can I keep my car in bankruptcy? 
●​ What happens to my tax refund in bankruptcy? 
●​ Bankruptcy exemptions 
●​ Homestead exemption bankruptcy 
●​ Vehicle exemption bankruptcy 

These searches are often high-anxiety and should be handled carefully. 

Comparison Keywords 

Comparison keywords include: 

●​ Bankruptcy vs debt settlement 
●​ Bankruptcy vs debt consolidation 
●​ Chapter 7 vs Chapter 13 
●​ Debt management vs bankruptcy 
●​ Should I file bankruptcy or settle debt? 

Comparison pages can build trust if they are balanced and practical. 

Cost and Affordability Keywords 

Cost and affordability keywords include: 

●​ How much does bankruptcy cost? 



●​ Bankruptcy attorney fees 
●​ Chapter 7 attorney fees 
●​ Chapter 13 attorney fees 
●​ Affordable bankruptcy attorney 
●​ Bankruptcy payment plan 
●​ Court filing fee bankruptcy 

Cost pages can convert well because they answer a question many firms avoid. 

Use Intake Questions for Keyword Ideas 

One of the best sources of keyword ideas is your own intake process. 

Common questions include: 

●​ Will I lose my car? 
●​ Can I file without my spouse? 
●​ What if I was already sued? 
●​ Can bankruptcy stop garnishment? 
●​ What happens to my house? 
●​ How much does it cost? 

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

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. 

A strong 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. 

 

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. 



[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 Minimum Page Set 

At minimum, a bankruptcy attorney website should have: 

●​ Homepage 
●​ Chapter 7 page 
●​ Chapter 13 page 
●​ Chapter 7 vs. Chapter 13 comparison page 
●​ Bankruptcy cost page 
●​ Means test page 
●​ Exemptions page 
●​ Urgent-problem pages 
●​ Attorney bio page 
●​ Reviews page 
●​ Consultation page 
●​ Primary city page 
●​ FAQ page 

Homepage 

The homepage should clearly explain who the firm helps, where the firm practices, and 
what the visitor should do next. It should include a clear headline, short explanation of 
the firm’s bankruptcy focus, phone number, consultation button, links to Chapter 7 and 
Chapter 13 pages, review highlights, attorney or team photos, local service area 
information, and a short “what to expect” section. 

Chapter 7 Page 

A Chapter 7 page should explain what Chapter 7 is, who it 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, and how to schedule a consultation. 

Chapter 13 Page 

A Chapter 13 page should explain how a repayment plan works, why someone may 
choose Chapter 13, how Chapter 13 may help with mortgage arrears, how it may help 
with car loans or repossession risk, how plan payments are generally determined, how 
long Chapter 13 lasts, and what happens after filing. 



Bankruptcy Cost Page 

A bankruptcy cost page can build trust because cost is one of the biggest concerns for 
potential clients. The page does not need to list exact attorney fees if fees vary by case, 
but it should explain court filing fees, credit counseling and debtor education costs, 
attorney fees, Chapter 7 and Chapter 13 fee considerations, and whether payment 
arrangements may be available. 

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 
●​ Judgments and Bankruptcy 

Each page should have one clear purpose. The more precisely a page matches the 
client’s problem, the easier it is for the person to understand why they should contact 
your firm. 

 

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. 

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 Problem 

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 version: 

“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.” 

The second version still introduces the legal concept, but it starts with the client’s 
problem. 

Use a Repeatable Content Structure 

Helpful bankruptcy pages often follow a predictable structure: 

1.​ Identify the problem. 
2.​ Explain what it means. 
3.​ Explain how bankruptcy may apply. 
4.​ Explain when Chapter 7 may matter. 
5.​ Explain when Chapter 13 may matter. 
6.​ Explain risks, exceptions, or limitations. 
7.​ Explain what information the person should gather. 
8.​ Answer common questions. 
9.​ Invite the person to schedule a consultation. 

Use Plain English 

Bankruptcy content should use plain English without being inaccurate. 

Instead of: 

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

Say: 

“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.” 



Address Common Fears 

Content should address fear directly. 

Common fears include: 

●​ Will I lose everything? 
●​ Will everyone find out? 
●​ Will I lose my car? 
●​ Can I afford an attorney? 
●​ Will creditors keep calling? 
●​ Will my employer find out? 

When content answers these questions respectfully, it builds trust. 

Avoid Absolute Promises 

Be careful with legal claims. Avoid absolute promises like: 

●​ Bankruptcy will stop foreclosure. 
●​ You can keep your car. 
●​ We can wipe out your debt. 

Use careful language such as: 

●​ Bankruptcy may help, depending on your situation. 
●​ An attorney can help you understand whether this applies. 
●​ Chapter 7 may eliminate many unsecured debts. 

Helpful content is not just an SEO tactic. It is part of the client experience. 

 

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. 

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

What a Strong City Page Should Include 

A strong bankruptcy city page should include: 

●​ A clear title 



●​ 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 
●​ FAQs 
●​ Consultation CTA 

Example City Page Introduction 

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.” 

The page should feel genuinely local, not like a template with the city name swapped 
out. 

State-Specific Content 

State-specific bankruptcy content can also be 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: 

●​ [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 



Exemption Pages 

Exemption pages can attract people who are worried about losing property. A state 
exemption page should explain what exemptions are, why they matter, how exemptions 
interact with equity, common property categories, and why legal review is important. 

Local SEO and Local Intake 

Local SEO should also connect to local intake. If a firm builds city pages for multiple 
markets, the intake team should know which areas the firm serves, whether 
consultations are remote or in-person, and how to route leads. 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. 

[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 

Bankruptcy is personal. Clients may need to discuss income, debts, assets, lawsuits, 
family issues, job concerns, spending history, and financial mistakes. 

A person comparing bankruptcy attorneys may ask: 

●​ Will this attorney judge me? 
●​ Will they explain things clearly? 
●​ Will they call me back? 
●​ Do they handle cases like mine? 
●​ Are they experienced with Chapter 7 and Chapter 13? 
●​ Can I trust them with sensitive financial information? 

Google Reviews 

Google reviews are often one of the first trust signals a searcher sees. A strong review 
profile may include consistent review volume, recent reviews, specific client experience 
themes, professional responses from the firm, and reviews mentioning communication, 
compassion, clarity, and responsiveness. 



Review Themes That Matter 

Helpful review themes include: 

●​ Clear explanations 
●​ Fast response times 
●​ Nonjudgmental treatment 
●​ Reduced stress 
●​ Help understanding Chapter 7 or Chapter 13 
●​ Clear next steps 
●​ Strong staff communication 

Attorney Bio Pages 

Attorney bio pages are one of the strongest trust-building assets on a bankruptcy 
website. A strong bio should include an attorney photo, bankruptcy experience, bar 
admissions, court admissions, education, years in practice, approach to client service, 
local connection, and a link to schedule a consultation. 

Consultation Process Transparency 

One of the best trust signals is explaining what happens next. 

A consultation process section can include: 

1.​ Contact the firm. 
2.​ Share basic information about your debts, income, and concerns. 
3.​ Speak with the attorney or intake team. 
4.​ Review potential options. 
5.​ Understand next steps, documents, and fees. 

SEO can bring someone to the website. Trust determines whether they contact the firm. 

 

10. Technical SEO 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. 

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



Indexing 

Important bankruptcy pages should usually be indexable, including the homepage, 
Chapter 7 page, Chapter 13 page, local city pages, bankruptcy cost page, means test 
page, exemption pages, problem pages, attorney bios, FAQ pages, and 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, and staging site settings left on after launch. 

Mobile Experience 

Mobile experience is critical. Many bankruptcy prospects search from their phones. 

A mobile-friendly bankruptcy website should have: 

●​ Readable text 
●​ Fast loading 
●​ Tap-to-call phone number 
●​ Simple consultation form 
●​ Clear navigation 
●​ No intrusive pop-ups 
●​ Buttons large enough to tap 
●​ Content that does not require pinching or zooming 

Page Speed 

Ways to improve page speed include: 

●​ Compress images 
●​ Limit unnecessary plugins 
●​ Use quality hosting 
●​ Minimize large scripts 
●​ Use caching 
●​ Reduce unused code 
●​ Avoid auto-playing videos 
●​ Test key pages regularly 

Site Structure and URLs 

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

URLs should be short, readable, and descriptive, such as: 

●​ /chapter-7-bankruptcy/ 
●​ /chapter-13-bankruptcy/ 



●​ /stop-wage-garnishment/ 
●​ /bankruptcy-cost/ 
●​ /bankruptcy-attorney-phoenix/ 

Title Tags and Headings 

Title tags, meta descriptions, and headings should also be clear. Examples include: 

●​ Chapter 7 Bankruptcy Attorney in [City] | [Firm Name] 
●​ Can Bankruptcy Stop Wage Garnishment in [State]? 
●​ Chapter 13 Bankruptcy Lawyer in [City] | [Firm Name] 

Technical SEO does not replace helpful content, but it makes sure your content can 
perform. 

 

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. 

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. 

[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.] 

Clarity Comes First 

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].” 

Match CTAs to the Page 

Every major page should have a clear call to action. 



Examples: 

●​ 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. 

Keep Forms Simple 

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. 

A simple first-step form may ask for: 

●​ Name 
●​ Phone 
●​ Email 
●​ Location 
●​ Primary concern 
●​ Preferred contact method 
●​ Short message 

Add Trust Near CTAs 

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. 

Useful Conversion Elements 

Useful conversion elements include: 

●​ Tap-to-call buttons 
●​ Consultation forms 
●​ Online scheduling links 
●​ Sticky CTAs 
●​ Bankruptcy qualification quizzes 
●​ “What to expect” sections 
●​ Attorney photos 
●​ Review snippets 
●​ FAQs 

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. 

[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.] 

Good Links Make Sense 

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. 

Foundational Profiles 

Bankruptcy attorneys should start with foundational profiles. These are the places a 
legitimate attorney or law firm would naturally be listed, such as: 

●​ State bar profiles 
●​ Local bar associations 
●​ Legal directories 
●​ Law firm directories 
●​ Professional association pages 

Local Authority 

Local links can also be valuable. 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. 

Educational Resources 

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. 

What to Avoid 

Bankruptcy attorneys should avoid: 

●​ Cheap backlink packages 



●​ Private blog networks 
●​ Irrelevant guest posts 
●​ Fake scholarship schemes 
●​ Mass-produced directory submissions 

If a link would look strange to a potential client, it is probably not the type of link your 
firm should prioritize. 

 

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. 

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

Track the Full Journey 

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. 

Connect SEO Data to Intake Data 

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. 

Metrics to Track 

Useful metrics include: 

●​ Organic website traffic 
●​ 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 
●​ Lost reason 

Use Lost Reasons 

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. 

Monthly Review Questions 

A firm should review SEO performance at least monthly and ask: 

●​ 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. 

 

14. 90-Day SEO Action Plan 
SEO can feel overwhelming when viewed all at once. A 90-day plan helps make the 
process manageable. 

[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 

During days 1–30, focus on the foundation. 

Review the: 

●​ 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. 

Days 31–60: Build High-Intent Content 

During days 31–60, build high-intent content. 

Good pages to create or improve include: 

●​ Bankruptcy Cost 
●​ 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. 

Days 61–90: Improve Conversion and Measurement 

During days 61–90, improve conversion and measurement. Review the website from 
the perspective of a stressed potential client on a phone. 

Ask: 

●​ 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? 
●​ Are leads being tracked through consultation? 
●​ Are no-shows being followed up with? 



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. 

 

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. 

Final Takeaway 

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 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. 

The Complete Bankruptcy Marketing System 

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

1.​ People search for help. 
2.​ They find your firm. 
3.​ They understand your content. 
4.​ They trust your team. 
5.​ They contact your office. 
6.​ Your intake process responds quickly. 
7.​ The consultation is scheduled. 
8.​ The lead receives follow-up. 
9.​ The firm tracks the outcome. 
10.​The data improves future marketing. 

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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