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Black Boxes In Advertising

Advertising AI

Internet law, ADSQUIRE slays it & comes up with insane strategies that
maximize the revenue of law firms. This year ADSQUIRE obtained cases worth

over $27M multiple times for their clients. While ADSQUIRE requests that
Google stop wasting advertisers money, they get the game and know how to

work around this. 



Local services ads are Google's new experiment in advertising. Love them or hate them, they are currently at the very top of search
results for a variety of high intent keywords for lawyers. 

It is too early to tell is Local service ads for lawyers will last, but until they are gone your firm should be in them, if even just as a free
listing. Read on for more information on how to set up a profile and how to turn it into a free listing. 



Google local services ads are not new. They started out originally for home services businesses like roofing and
electricians. Now they have expanded to include many other service types, the newest kind being the legal vertical.

Google's local services ads are a “pay per call” platform . I put that in quotes on purpose . I will explain in a later
section 

Google local services ads are basically a hybrid between a paid search ad and a legal directory. All your competitors
are in there - there are free listings - but you only get leads if your paying to be in the 3 pack - read on to learn more
about the details of how these work. 

WHAT ARE GOOGLE LOCAL SERVICE ADS? 



Pictured on the left are local services ads at top of search results
for the search : “car accident lawyer” 

Directly below the Local services ads 3 pack is 1 paid search ad
and then the Google Map Pack. 

Local Services Ads

Google PPC Ads



This is the bottom of the first page for the
same search for “Car Accident Lawyer”

You can see here that this is where the
remaining paid search ads are now
located and how local services ads really
change the landscape for a variety of
keywords.

It now goes - Local Services Ads 3 Pack
(At the tippy top) 
-Then 1 paid search PPC ad 
-Then 3 Paid search ads at the 
bottom of the page.



I know its 2021 and Lawyers can now operate nationwide using phones, texts, the internets, zoom
and a wide array of other new communication technologies. So why does it matter if your local? Well
it does!!! And why? Because Google says so! 

Google has the data and they would not have introduced Local services ads for the legal vertical if
people were not looking for local lawyers. For whatever reason, people want a lawyer that lives in
their town or is close by. I suspect it has something to do with how the law operates in the United
States and how courts and jurisdictions across the country operate very differently from town to town.
Consumers instinctively know that a local law firm may have connections that a lawyer (although
capable) may not have if they live hours away. So basically local matters and Google knows this!

Why Does Local Matter For Law Firms? 



Pictured left is the Google local services ads 3
pack. 

Google will tell you that your placement here is
determined by the 3 R’s - buts its really what
vertical, area and who has the biggest budget to
a point.

The 3 R’s are: 
-Radius
-Responsiveness 
-Reviews 

While yes the 3 R’s are important, there are 
other factors that more frequently determine if
you will be in the 3 pack and they are your
business hours and your budget and bid 
settings. 



In the 3 pack Google displays : 
The firm name - 
a headshot of the featured attorney, 
your star rating from your Google My Business listing - 
How many years you have been in business
your hours of operation. (Hint - Put 24/7) and you get more leads - but you DO need to be
able to answer them. If calls go unanswered you will penalized by not showing in the 3 pack
as much. 



Clicking inside the directory 



If you click the button that says “More personal Injury Lawyer” You will be
taken into the entire directory that will list additional law firms that are not
in the 3 pack. 



when you click into the 
directory you are taken to all of
“local lawyers” who are in this
specific vertical of law. 



Scrolling further allows
you to see more
lawyers in the profile. 



Then where that light
blue line starts and
says “More personal
injury lawyers” is
where the the free
listing section starts.
This means that 
these law firms 
turned off their ads 
or budget.



Inside of a lawyer profile- What is shown 

In the directory if you click
on an individual lawyer, you
will taken to that law firms
Google Local Services Ads
Profile. See what is included
in the profile on the next
page. 



This is the inside of a
specific attorney 
profile. 

In the top is what is
generally shown in the
3 pack. 

Then the Google
screened Status check
mark. 

Then general business
information 

Then services ( hint -
these are all the boxes
he ticked on the back
end that he wants to
advertise for.)



The services displayed
here are the boxes this
advertiser has clicked
on the back end - this is
great competitor
research. 

You can use the
information in these
profiles to find
opportunity zones that
other law firms in your
area are not serving. 



The “At this business”
section is another profile
this attorney has created -
As attorneys are looking
for a competitive edge in
this platform, many are
creating additional &
separate profiles for each
attorney at the firm to get
more chances in the 3
pack. As of now this is still
legal according to 
Google's rules. 

read more about that here.

Then reviews - These are
linked from your Google
my business listing 



Then at the very bottom of this
law firms profile is two additional
law firms ads!!! 

This is my favorite part because
has NO shame! 

They are literally advertising two
other law firms in this 
advertisers local services ads
profile lol. There will be more of
this to come, especially for high
spend verticals. Read about our
predictions for google maps 
here 



Setting Up A Profile - The initial walk through. 



First things first 

-Go to Google and type in : 
“ Google Local Services Ads” 
-Make sure you are clicking a link to

Google. Other marketing firms are 
also buying these keywords. 

-Googles properties will say 
ads.google.com/local-services/ads



You will need to have a gmail
account to set up Local
Services Ads. 

If you don't have one, see
how to create one here. 

Then click the blue get 
started button. 



When starting your profile you will be prompted to enter your country, state, zip code and job
category - they are all drop down menus and relatively easy to use.



Choosing a job type 



In job category scroll down to and select Law



Choosing a law vertical 
(Practice Area) 



After choosing the “Law” job type you will brought to a screen with all of the legal categories (these
are not all available to serve as of yet) while you can set them up they are not guaranteed to be
worth Googles time and may not run or may run at some time in the future. For Personal injury and
other high traffic verticals they are serving in most major metro areas. 



To Include Lawyer or Not To Include? That Is the question! 



When selecting your practice area or vertical which has a large variety of sub verticals ( I
will explain) you will also be prompted to click a checkbox to include general lawyer
searches. 



When I refer to “General Lawyer searches” I mean that these are users who are going to google and
doing a search for just the word “Lawyer” or some other variation. Some other variations would be
things like: “I need a lawyer” , “ Lawyers near me”, “ Lawyer + Town Name” etc. 

While selecting this option will generally result in more calls to your firm, they will also be calls that are
all over the place in terms of what the user is calling about. If you handle all types of law at your firm,
this may be a good option, but if you looking for more specific kinds of cases I would stay away from
this option. 

The calls for “General lawyer searches” will generally be cheaper, but again they will be broad and
varied calls. 



Creating Your Law Firms Profile 





Entering your business Details and A Very
Important Caveat! (Choosing Your business

Address!) 



When entering your
general business
information, remember
that your business
address MUST match a
location that already has
a Google My Business
Listing or Google Map
listing. When you enter
your business address,
Google will show
available locations that
match active GMB
listings. 



Do They Visit? Put “No” 



On this step in the set up -
Google asks if people visit
this location? 

While yes people do visit law
firms, this setting is more
ecommerce stores where
people go to buy a physical
product. I would recommend
choosing “No” for this option. 



Choosing your service area and tips and tricks 



For choosing your service
area, Google will already
match your geographical
area to your business
location. From here you can
make further selections to
expand your area of to take
away areas that you do not
serve. Clicking the tiny blue
arrow will drop down a menu
that includes specific zip
codes. 



This shows the 
expanded zip codes after
clicking on the blue 
arrow. 



You can then deselect
specific zip codes if you 
don't want your ad shown in
these locations. 



If you want to add in 
additional areas to target, you
can do so by adding them in
the “Search for a location”
box. 

Pro level tip: You need to be
mindful that the larger of an
area you select to cover, 
what that does to your budget
in terms of how ads will 
serve. This is also true for the
categories you select. The
more categories you select
and the larger your service
area, the faster your budget
will be depleted. This has to
do with how the Google Ads
algorithm works - and Hint -
Local Services Ads run on
Google's Ads technology (even
though it's a different
platform)



In A Recent Search In A Major Metro Area ( Philly) Google is Running Local Services Ads for everything
EXCEPT for the following categories of law : 

-Traffic Lawyer 
-Estate Lawyer 
-IP Lawyer 
-Tax lawyer



All Practice Areas and Sub categories available for Lawyers in Local
Services Ads 

In the next slides are screenshots of all sub categories included in
each practice area of law available in Local Services Ads. 



Bankruptcy Lawyer



Business Lawyer 



Contract Lawyer 



Criminal Lawyer 



Disability Lawyer 



Estate Lawyer 



DUI Lawyer 



Family Lawyer 



Immigration lawyer 



IP Lawyer 



Labor Lawyer 



Litigation Lawyer 



Malpractice Lawyer 



Personal Injury Lawyer 



Real Estate Lawyer 



Tax Lawyer 



Traffic lawyer 



What I would choose for car accident &
Explanation With Math! 





Do crossover verticals and categories for next five
slides and explanations



Setting Your Hours 





Uploading your headshot and how to actually get it to work 







Adding Your Bar license # - set expiration date to five plus years
in the future - glitch 





Initiating the background check and the steps
to follow need to show that process -
insurance document upload - phone call
license check - email check.





Google My Business Review Sync

Your reviews from google my business will link here ater details
are confirmed. Usually takes a couple hours 





Bidding and Budget and of course tips and tricks from
decades of experience 

More screen shots for bidding and budget and
explanations taking in account factor/ 





Whats the min? 

Generally around 450 and that will get 1-3 calls lol. 





Entering in CC info





Adding in additional Laywers - Tips and tricks 





Thats it lol - now if you want to see how to manage
them - and tips and tricks on optamizing for the right
calls. Subscribe here . 


