
Most SEO reports are built to look impressive, not to help you decide anything. Thirty pages of charts, a

dozen acronyms, and a green arrow pointing up do not tell you whether the phone is ringing more. As a small

business owner, you need a short list of numbers that connect search activity to revenue, and the discipline

to ignore the rest.

This article walks through the metrics that matter, the ones that mislead, and how to build a one-page report

you will actually read.

Start With the Business Question

Before opening any dashboard, write down what a good month looks like. For a home-service company it

might be "more booked estimates." For a clinic, "more new-patient appointments." Every metric you track

should connect to that outcome in a clear chain: visibility, then clicks, then contacts, then customers.

The Metrics Worth Watching

Leads and Conversions

This is the top of your report. Count the actions that signal a real prospect:

Phone calls from the website and from your Google Business Profile

Contact form submissions

Booking or quote requests

Direction requests, for storefront businesses

If your tracking is not counting these, fix that before anything else. A site with excellent rankings and no

conversion tracking is flying blind.

Organic Traffic, Segmented

Total organic visits is a fine starting point, but the useful view is segmented. Split traffic by landing page

type (service pages, location pages, blog) so you can see which parts of the site bring people who act. Ten

visitors to a service page often matter more than five hundred to a general blog post.

Rankings for a Short Keyword List

Pick ten to twenty search terms that describe what you sell and where. Track them monthly. Include a mix of

the service plus city and the service plus neighborhood. Do not track hundreds of terms, because noise

hides the signal. Look for direction over time rather than daily wiggles, which are normal.

Google Business Profile Activity

For local businesses, profile performance is often more important than website traffic. Watch calls, website

clicks, direction requests, and how people found you (searching your name versus searching a service).

Rising discovery searches mean you are reaching people who did not already know you.
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Impressions and Click-Through Rate
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Search console shows how often your pages appeared and how often people clicked. Rising impressions

with a flat click rate usually means your titles and descriptions need work. Falling impressions on a key page

is an early warning worth investigating.

Reviews

Track review count, average rating, and the date of your most recent review. A recent steady flow matters

more than a high total from years ago.

Metrics That Often Mislead

Metric Why it misleads Better alternative Domain "authority" scores Third-party estimates, not used by

search engines Rankings and leads Total keyword count More terms is not more customers Rankings for

money keywords Bounce rate alone A quick call from a mobile visitor looks like a bounce Calls and form fills

Raw backlink totals Quantity ignores quality and relevance A short list of relevant, trusted links Page views

Includes people who will never hire you Leads per landing page

What a Useful Monthly Report Looks Like

One page is enough. Here is a sample layout you can copy:

Section What to show Compare against Leads Calls, forms, bookings Last month and same month last year

Traffic Organic visits to service and location pages Last month Visibility Rankings for your top terms Last

quarter Profile Calls, clicks, directions, new reviews Last month Actions What was done and what is next N/A

Comparing to the same month last year is important because many local businesses are seasonal. A drop in

January for a landscaper is normal, and a flat November may actually be a win.

Add Context, Not Just Numbers

A report without commentary is a puzzle. For each section, write one or two sentences: what changed, why

you think it changed, and what you will do about it. "Calls from the profile rose after we added service

photos and refreshed hours" is more useful SEO Bellingham WA bellingham seo company than any chart.

Know Who Owns the Data

Make sure your analytics, search console, and business profile are registered under accounts you control. If

a former provider set them up under their own login, you could lose years of history when the relationship

ends. Ask for owner-level access to everything.

When to Get Help

If reporting feels like a second job, working with Bellingham local search marketing can help you set up

tracking correctly and translate the numbers into decisions. Whoever you choose, insist on a report in plain

English with leads at the top.

How Often to Review

Weekly: a quick look at leads and any alerts for drops.
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Monthly: the one-page report above, and a short call or note on next steps.

Quarterly: a deeper review of rankings, content performance, and competitors.

SEO moves slowly, so judging results on a two-week window usually leads to bad decisions. Three months

of consistent data tells a much clearer story.

The Takeaway

Good SEO reporting answers three questions: are more of the right people finding us, are they contacting

us, and what are we doing next. If your report cannot answer those in a minute, it is too complicated. Trim it

down to leads, qualified traffic, a short ranking list, profile activity, and reviews, and you will know where you

stand.
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