
Key steps to improve your Google Business Profile
for personal injury cases

Why your Google Business Profile matters for personal injury lawyer
SEO
When someone gets hurt in an accident, their first move is often a search. They type "personal
injury lawyer near me" or "car accident attorney" and scan the results. The local three pack,
those three business profiles that show up above the organic listings, gets the bulk of the
clicks. For personal injury lawyers, that visibility can mean the difference between a full
calendar and a quiet office. Yet many law firms set up their Google Business Profile once and
forget about it. That is a missed opportunity. Small details on the profile can push a firm up or
down in the rankings. This article walks through a practical checklist to get the most out of
your Google Business Profile, with a focus on what actually moves the needle for personal
injury lawyer SEO.

A profile that is incomplete or inconsistent sends mixed signals to Google’s algorithms. The
algorithm wants to know who you are, where you serve, and whether you are trustworthy. For a
personal injury practice, trust is everything. Potential clients are often stressed and looking for
someone who can handle their case with care. A polished, complete profile builds confidence.
More importantly, it helps the search engine understand your relevance to a local query. The
checklist below covers the essentials, from basic verification to advanced tweaks that support
steps for stronger map rankings.

Verify and claim your profile fully
This sounds obvious, but many firms still operate on an unclaimed or partially claimed profile.
If you have not gone through Google’s verification process, usually by postcard, phone, or
email, you are giving up control. Without verification, you cannot edit hours, respond to reviews,
or add photos. For a personal injury practice, that lack of control can lead to outdated
information getting shown to people who need help now. Make sure the profile is verified under
the correct business name. Use the exact name that appears on your law firm’s letterhead and
website. Avoid adding extra keywords like "best" or "award-winning" in the business name field.
Google disallows that and may suspend the profile.

Choose the right categories

Categories are one of the strongest signals for relevance. The primary category should be the
one that best describes your main service. For personal injury lawyers, options include
"Personal injury attorney," "Trial attorney," or "Law firm." Pick the most specific one that applies.



Secondary categories let you expand without diluting the primary focus. For example, "Criminal
justice attorney" might not be relevant, but "Accident attorney" could be. Do not stuff
categories. Choose only the ones that genuinely describe what you do. Overloading confuses
the algorithm and can hurt your personal injury lawyer SEO efforts.

Fill every field with accurate details
Google looks at completeness as a quality signal. A profile with missing phone numbers, vague
hours, or no description ranks lower than a fully filled one. Start with the basics: business
name, address, phone number, and website URL. Consistency matters here. The address and
phone number must match exactly what appears on your website and across other directories.
Even a small difference, like "Suite" versus "Ste.", can confuse the algorithm. For personal injury
lawyers who serve multiple areas, you can list service areas in the settings. This tells Google
which cities or zip codes you cover, which is especially helpful if your office is in a central
location but clients come from surrounding suburbs.

Craft a description that speaks to clients and search engines

The business description is a short paragraph that shows up in your profile. Write it for a
person who just had an accident. Mention the types of cases you handle, such as car
accidents, slip and falls, or medical malpractice. Keep it concise and natural. Avoid keyword
stuffing. A sentence like "We help accident victims in Denver fight for fair compensation" reads
better than a list of terms. Google uses this text to understand your practice, so it does affect
rankings. But the primary audience is still the person reading it. Make them feel understood.

Manage reviews with strategy
Reviews are a major ranking factor for the local three pack. They also influence whether
someone picks up the phone. A profile with a handful of reviews looks thin. One with dozens or
hundreds, especially recent ones, signals activity and trust. For personal injury lawyers, the
content of reviews matters as much as the count. Clients often mention outcomes,
communication, and empathy. Those keywords can help your profile show up for related
searches. Encourage every satisfied client to leave a review. Make it easy by sending a direct
link. But never offer incentives or ask selectively only from certain clients. Google prohibits
that. Respond to every review, positive or negative. A thoughtful reply to a negative review
shows future clients that you care about feedback. Keep responses professional and brief. Do
not argue or reveal case details.

Add photos and videos that reflect your practice



Visual content boosts engagement. Profiles with photos get more clicks and more direction
requests. For a personal injury firm, images should feel professional but approachable. Photos
of your office, your team, or you meeting with a client (with permission) add a human touch.
Avoid stock photos. Google prefers original images. Videos are even better. A short clip
explaining what to do after an accident can rank in search and build authority. Keep videos
under a minute and upload them directly to the profile. This is one of the simpler ways to
improve your local visibility, and it directly supports steps for stronger map rankings.

Use posts to stay active
Google Business Profile posts are like mini-updates that appear in your listing. They can
include offers, events, or simply helpful content. For personal injury lawyers, a post about a
recent verdict, a change in law, or a community event keeps the profile fresh. Freshness is a
minor ranking signal, but it matters. Post at least once a week. Use clear calls to action, like
"Call now for a free consultation" or "Learn more about your rights." Do not treat posts as an
afterthought. They are a direct line to people who are already looking at your profile.

Check your Q&A section

The questions and answers section on your profile is often overlooked. Potential clients or
even competitors can ask questions there. If you do not monitor it, incorrect or negative
information can sit unanswered. Check it weekly. Answer any new questions promptly and
professionally. You can also pre-populate the section with common questions and answers.
This gives you control over the narrative. For example, "Do you handle slip and fall cases?" with
a clear yes builds trust before the person even calls.
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Track insights and adjust
Google provides data on how people find your profile: whether they search for your business
name or a general term, how many request directions, and how many call from the listing.
Check these insights monthly. If you see a drop in calls, look at recent changes. Did you
change hours? Did a competitor get more reviews? Use the data to decide where to focus next.
For personal injury lawyer SEO, the goal is not just ranking high but converting that visibility into
consultations. Insights tell you whether the profile is doing its job.

Avoid common mistakes

One frequent error is changing the business name to include location keywords. Google sees
this as spam and may suspend your listing. Another is using a virtual office or P.O. box as your
address. Personal injury lawyers need a physical office where clients can meet. Google
requires that the address be staffed during business hours. If you serve a wide area, use the
service area feature instead of listing a fake location. Also, do not create multiple profiles for
the same practice. One verified profile per location is enough. Duplicates confuse the algorithm
and split your reputation.

Keep information consistent across the web
Citations, mentions of your business name, address, and phone number on other sites,
reinforce your profile. If a directory lists a different phone number, it weakens the signal. For
personal injury lawyers, consistency is especially important because clients often check
multiple sources before calling. Use a tool to audit your citations across major directories like
Yelp, Avvo, and Justia. Correct any mismatches. This work is tedious but pays off in higher
local rankings. It also prevents a potential client from landing on an outdated page and moving
on to a competitor.

Final thoughts
A Google Business Profile is not a set-it-and-forget-it asset. It needs regular attention,
especially for a competitive field like personal injury law. The checklist above covers the
essentials, but the real work is in the follow-through. Update your hours for holidays. Refresh
photos every few months. Keep responding to reviews. Each action builds a stronger
foundation for local visibility. When done consistently, these small steps compound into a
profile that ranks well and converts searchers into signed cases.


