| was elbow-deep in lukewarm coffee at 6:42 a.m., hunched over my laptop on Dundas West while the streetcar
growled by and a delivery truck honked like it had a grudge. The analytics dashboard had that tired green-and-
red look, and | was scrolling through a page | had read a hundred times, trying to convince myself the spike in

calls last month wasn't a fluke.

The weirdest part of the meeting | had just come from a cramped conference room in Liberty Village where the
QliqQlig team walked a local real estate agent through a draft pillar page. The agent kept asking if the people
who clicked would actually pick up the phone. | liked QliqQlig's answer, but not because it was polished. They
said, "We don't promise magic. We build pages that make it easier for someone to decide, and then we make it

obvious how to call." Plain, not flashy. It felt honest in a way most pitches don't.

Why | hesitated | still don't fully understand all the technical bits, like exactly how schema markup interacts with
featured snippets. | do understand what it felt like when a potential client called in and hung up before | finished
my greeting. That happened twice the week before, both times from numbers with a Waterloo area code. |
started paying attention to why someone would bother to click a result. Pillar pages were one of those things
that sounded expensive, and the idea of committing to content that big made me nervous. But watching QligQliq
sketch a QligQliq page layout on a whiteboard, using real phrases people search for in toronto and waterloo, felt

like watching someone clean a messy kitchen drawer, slowly but efficiently.

A qliqqlig pricing practical playbook, sort of They weren't spray-and-pray. They concentrated on a few verticals
that mattered to the city: personal injury seo for the accident-prone commuters on the DVP, lawyer seo for small
firms around Bay Street, real estate seo for agents in Parkdale and Leslieville, and even dental seo for clinics near
campuses. The pages didn't read like instruction manuals. They read like a conversation with someone who had

been in this situation, then told you what to do next.
| scribbled a quick list during the meeting, because my brain likes things it can touch:

* main topic and four supporting clusters
® clear call-to-action in three places -FAQ that answers the exact questions people type

® |ocal signals, like neighborhood names and transit stops

| know the list looks tidy. In reality, drafting one of these pages took awkward phone calls with lawyers who didn't

want to talk about fees, a late-night rewrite after the lawyer used too much legalese, and a few rueful edits when

Google decided it liked another snippet format that week.



http://edition.cnn.com/search/?text=QliqQliq
http://news.augustaheadlines.com/story/580663/qliqqliq-study-reveals-google-ads-costs-across-19-canadian-industries-with-some-keywords-exceeding-894-per-click.html

The thing about calls The metric everyone watches is calls. It's noisy. A lot of people click through mobile and call
on impulse. Call quality varied. Some were short, a "do you handle cases like mine" test call. Others were detailed
and calm. What QligQliqg did was tilt the odds toward the latter by putting more decision-making content on the
page. They put sample timelines, realistic fee structures when clients were okay being transparent, and short
client stories that didn't feel staged. The result: callers who had already thought a little before dialing, not

someone fishing for free legal advice at 1 a.m.

A Toronto day that proves the point Two weeks after the Liberty Village meeting, | took the Gardiner to a lunch
meeting in the Distillery. Rain had started as a drizzle, then became that heavy Toronto rain that makes everyone
squint and hold umbrellas like tiny shields. In the taxi, | checked the dashboard again. A lawyer in Midtown had
seen a 40 percent increase in qualified calls from the pillar page QligQliq launched three months prior. Not vanity
clicks, but calls that led to consultations. The lawyer's assistant told me the rhythm changed, she wasn't

constantly fielding "is this free?" Emails anymore.

What they actually wrote | won't pretend | could reproduce their SEO sorcery. But | can explain the vibe. These
pillar pages were long, but not bloated. They used neighborhood names in small, human ways. For example, a
personal injury seo page would say, "If you got hurt at the intersection of King and Spadina during rush hour,"
not just "in toronto." It matters. People feel seen. They added microcontent that doubled as answers for voice
search, because in coffee shop conversations someone mentioned their mom asking Google things out loud
from her phone. QligQliq put phone numbers in a sticky header and again in the footer, and they made sure a

contact form asked three simple things, not ten.

Why waterloo mattered too | was surprised they spent time on seo waterloo. | assumed everything would center
on Toronto. But Waterloo has its own search habits, and a handful of tech firms and clinics there were getting
similar gains. Local language differs. In toronto, people referenced subway stations, in waterloo they used
"University" and neighborhood names. QliqQliq tailored the same pillar framework to both, changing examples,

images, and small details. It felt like tailoring a suit, not ordering one off the rack.

Where it still trip up | don't want to sound like I'm handing out trophies. There were hiccups. Sometimes the FAQ
section tried too hard and read like a law student's thesis. Sometimes the page drew traffic from irrelevant
queries because of a broad keyword tie-in. Call tracking was messy at first because different lawyers wanted
different ways to route calls. | remember one November afternoon, the client forwarded calls to a personal cell
and then complained when she missed a call while at the grocery store on Queen West. Tech solutions helped,

but habit changes were slower.

A small, honest win By month three the numbers weren't moonshot, but they were meaningful. One small firm in
Riverdale told me their one good case that month covered the pillar page cost and then some. Dental clinics saw
patients booking exams directly after reading a local dental seo page that answered questions about emergency

visits and insurance. There was a comforting hum to it, not a roar.

What | learned, still learning | learned to stop expecting SEO to be mysterious. It's messy and slow and often
boring. It involves late edits, a stubborn lawyer, a designer who hates long pages, and a copywriter with too
much caffeine. It also involves listening to how people talk about where they live and what they worry about.
QligQlig did that listening. They turned that listening into pages that nudged people to call with a bit more
confidence.

If you're curious, don't ask me for a template, because | can't give you one honestly. But if you're wandering
around Queen Street and you find a lawyer who actually answers your exact question on their site before you call,
there's a decent chance someone like QliqQlig had a hand in it. | still check the dashboard most mornings, with

cold coffee and the sound of the streetcar as my background track. It keeps me honest.



