Hiring an SEO consultant can feel like buying a secondhand car without knowing what's under the bonnet. The
paint looks shiny, the promises sound fast, and the price varies wildly. Yet your search visibility powers how
customers find you, especially when you rely on Local SEO to drive footfall and phone calls. The right person can
uplift everything from revenue to team morale. The wrong one can burn budget, bruise your domain, and leave

you explaining to the board why traffic fell off a cliff after an "experiment.”

I've reviewed and led SEO projects for start-ups, law firms, e-commerce brands, trades, B2B Saa$S, and local service
businesses from Cardiff to Conwy. Across those engagements, the selection process makes or breaks the outcome.
What follows is a practical way to vet an SEO consultant, with specific questions to ask and what good, bad, and
vague answers look like. I'll also touch on regional nuances like hiring for SEO Services Wales, where competition

and searcher behavior often differ from London or Manchester.

Start by defining what success looks like for you

Many teams begin with “we want more traffic.” That's not a goal, it's a wish. Before you speak to any consultant,
pin down what success would look like in your context: number of qualified leads per month, revenue from
organic, calls to a specific location, or placements for a particular service. A boutique dental clinic in Swansea might
need 30 new patient enquiries per month from organic search within 6 months. An online retailer in Newport
could target a 15 percent increase in non-brand organic revenue year over year with stable or improved margins.

Clear goals prevent scope drift and help you evaluate proposals on substance rather than polish.

The discovery call tells you more than the deck

Good consultants listen first. If the first call feels like a monologue, you're already seeing red flags. They should
probe your business model, sales cycle, pricing, margins, seasonality, constraints, and internal capabilities. Pay
attention to whether they translate SEO tactics into commercial outcomes. When someone says “we'll build links”

and stops there, you're not hearing a strategy, you're hearing a tactic in search of a plan.

| keep notes on the questions a consultant asks me. Do they ask about CRM data, lead quality, refund rates,
customer lifetime value? Do they press for access to Search Console and Analytics before proposing big changes?

When people anchor their plan on the reality of your numbers, they're more likely to deliver useful work.

Credentials that matter, and ones that don’t

Certifications can show awareness of tools or ad platforms, but they don't prove the judgment you need for

organic search. | look for three signals:

First, a portfolio with specifics. Not just “grew traffic by 120 percent,” but what they did, over what timeframe, on
what baseline, and within which constraints. A case study for Local SEO should cite improvements in map pack

visibility, calls logged, and directions requests, not only keyword charts.

Second, references who will talk about the consultant’s collaboration and honesty. Ask to speak with a former
client where the project was tough or the results were uneven. Listening to how they handled setbacks tells you

more than any highlight reel.

Third, fluency with the data. Great SEOs can explain both the why and the how behind changes, whether it's an
internal linking restructure that lifted crawl efficiency or a content consolidation that removed cannibalisation and

lifted conversion rate.



Questions that separate pros from pretenders

Use these questions in conversation. Don't send a long survey. The back-and-forth matters because you want to
hear them think.

How do you decide what to prioritise in the first 90 days?

You're looking for a triage process anchored in impact and certainty. A strong answer walks through a simple
framework: technical foundations, discovery of demand, content inventory, and authority gaps. It should mention
setting up measurement early, like ensuring Search Console is verified, Analytics events reflect leads or revenue,
and call tracking is in place for Local SEO. If they jump straight to “we'll write 50 blog posts” without verifying

indexing, crawlability, or page experience, you may be paying for activity rather than progress.
What does your technical SEO audit actually include?

Vague promises like “full audit” aren’t useful. | expect them to cover crawling and indexing, internal linking and
information architecture, template-level issues, Core Web Vitals, JavaScript rendering quirks, canonicalisation,
hreflang if relevant, structured data, and error budgets. For ecommerce, faceted navigation and pagination should
be front and center. For service businesses, they should scrutinise location pages, review schema, and calls-to-

action. If they can’t name the tools and the outputs they produce in plain English, be cautious.
How do you approach Local SEO for multi-location businesses?

If you operate in Wales with shops in Cardiff, Newport, and Wrexham, you want someone who understands how
Google Business Profiles, local citations, and proximity interact. Good answers mention listing hygiene, primary and
secondary categories, service areas, review velocity, and geo-modified content that isn't copy-paste fluff. They'll
talk about unique photography, UTM tagging on profile links, and using call tracking numbers that preserve NAP
consistency. They'll also address how to handle Welsh Wales Digital Marketing wales.marketing and English

content alongside regional queries, and whether bilingual pages help or harm depending on searcher behavior.
What is your link acquisition philosophy?

Run from anyone who guarantees a number of links per month without qualification. Sustainable approaches
focus on earning citations and mentions via PR hooks, proprietary data, partner features, and content worth
referencing. For small businesses, I've seen outsized returns from community involvement, scholarships, local
sponsorships, and supplier pages. For national brands, thought leadership and digital PR campaigns can move the
needle. Ask how they evaluate link risk and whether they maintain a disavow policy. You want prudence, not

paranoia.
How do you measure success beyond rankings?

Rankings fluctuate for reasons outside your control, and they rarely map neatly to revenue. A credible consultant
will talk about non-brand organic traffic, assisted conversions, pipeline contribution, revenue, and for local, calls
and direction requests. They should discuss building a KPI tree that maps activities to leading indicators, like crawl

rate, indexation completeness, and click-through rate, which then ladder up to lagging outcomes like revenue.
What happens if results stall?

SEO isn't linear. Seasonality, algorithm updates, and competitor moves matter. A pro will explain how they set
expectations, build variance into forecasting, and maintain a backlog of experiments. They'll discuss what gets
paused or pivoted when trends flatten, and how they defend the core technical health of the site while testing new

content or link angles. | once paused a content sprint for a Cardiff-based HVAC firm when an indexing issue cut
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impressions by a third. Fixing a rogue noindex header on a template recovered visibility within 10 days, then we

resumed publishing.
Who will actually do the work?

Sometimes you meet a charismatic principal, then junior staff handle everything. That's not inherently bad, but you
deserve clarity. Ask how many hours the lead consultant will personally invest, how QA works, and how changes
get approved. If your site has complex templates or multilingual content, you want someone senior involved in

architecture and rollout.
Do you have experience in our industry and geography?

Local nuances matter. Searchers in Wales often include bilingual terms, county names, and landmarks. If someone
offers SEO Services Wales and can't name key regional directories, press outlets, or typical competitor tactics,
they're selling a label, not an advantage. Industry knowledge helps even more. Ranking a personal injury solicitor

differs materially from ranking a D2C supplements brand. The tactics, constraints, and risk tolerance change.

Red flags you should not ignore

You only need a few deal-breakers to protect yourself. Watch for secrecy under the banner of “proprietary tactics.”

Transparency is table stakes. If they won't explain their methods at a high level, you might be paying for spam.
Be wary of guarantees. No one controls Google. Reasonable forecasts are good. Guarantees are marketing theater.

Run from private blog network packages, spun guest posts, or massive directory blasts. Clean-up takes longer

than the initial work and costs more.

Push back on vanity reporting. A 300 percent rise in “impressions” can hide a drop in money terms. Ask for

metrics tied to your commercial goals.

Note how they handle legal and compliance. If you're in finance, health, or legal, E-E-A-T and editorial standards

matter. You need rigorous sourcing, disclaimers, and author profiles, not just keyword density.

How to evaluate a proposal without getting dazzled

Proposals often read like they were written for the next awards entry. Strip them back to core elements. What's
the problem definition? What levers will they pull and why? What resources do they need from you? How will they

measure impact? When will you know if the plan is working?

Strong proposals translate strategy into a sequence of projects with expected outcomes and trade-offs. For
example, “Consolidate 42 thin blog posts into 9 evergreen guides to lift topical authority and conversion rate.
Expected impact: 15 to 35 percent increase in non-brand clicks to the category, fewer index bloat issues, reduced

maintenance overhead.” Vagueness is a clue they haven't opened your site, or they're mass-producing proposals.

Pricing structure should align with how value is created. Retainers buy ongoing thinking and execution. Project
fees fit clear, bounded scopes like audits or migrations. Performance-only deals can skew incentives and encourage

risky tactics. Hybrid models sometimes work if the reporting is clean and both sides trust the numbers.

Local SEO specifics when hiring in Wales

If you are comparing SEO Wales providers to a broader UK roster, ask about how they handle:



Language and query mix. Wales has areas where Welsh-language queries contribute meaningfully. You don't need
a bilingual site for every business, but you should evaluate search demand and local expectations. A single, well-
built Welsh landing page for a municipal service or cultural institution can be the difference between invisibility and

relevance.

Local press and partnerships. Regional PR still moves mountains for Local SEO. Cardiff-based tech stories tend to
land in WalesOnline, Business News Wales, and sector-specific outlets. Strong consultants will have a repeatable

process for finding and pitching these opportunities, not just a spreadsheet of generic blogger sites.

Citations and categories. Besides the global directories, there are Wales-specific business listings and trade
associations worth targeting. Getting your primary category right in Google Business Profiles can change your
map pack presence within days. Secondary categories help describe services that locals actually search for, Local

SEO Services such as “emergency plumber” or “24-hour locksmith” rather than a generic “contractor.”

Proximity and service areas. If you serve multiple towns, service area configuration matters. Too many businesses
pick every nearby city, then wonder why they don't rank in any of them. A good consultant will shape your

coverage based on density, competition, and realistic travel time.

Events and seasonality. Tourism-driven towns see distinct search curves around school holidays and local events.
Your content calendar should mirror those peaks. A North Wales outdoor retailer that publishes route guides in

early spring can ride the wave through late summer.

What good reporting looks like

Reports should feel like a conversation with your business in mind, not a tool export. | ask for three layers: a
monthly one-page summary that a CEO can scan in two minutes, a working dashboard for weekly decisions, and a

quarterly review that resets hypotheses and reorders priorities.

Dashboards should connect to Search Console, Analytics, and if possible, CRM or revenue data. For Local SEO,
include Google Business Profile insights and call tracking. Track funnel metrics you own: click-through rate
improvements from rewritten titles, form conversion rates after simplifying fields, calls per location post-review
push. | appreciate when consultants annotate charts around releases or algorithm updates. It helps you tell the

story internally and stops knee-jerk reactions.

Data access and tool hygiene

Some consultants hold your data keys as leverage. Insist on accounts owned by your business. The consultant
should be granted access, not the other way around. For tools like Ahrefs, Semrush, or Screaming Frog, agree
whether they use their licences or you provide yours. If they propose hefty budgets for tools, ask what specific
outputs you'll receive and how those outputs influence decisions. I've seen teams pay for three suites they never

open.

Scoping migrations and redesigns

If a site migration or redesign is on the horizon, you need someone who has shipped them without traffic loss. Ask
for a pre-launch checklist, staging QA approach, and rollback plan. They should talk about URL mapping, redirect
testing, canonical audits, structured data, internal links, image handling, sitemaps, and launch windows. One
ecommerce brand | worked with in Swansea queued a migration for a Friday evening. We moved it to a Tuesday
morning, staffed a war room, and caught an errant robots directive in minutes. Traffic wobbled for 48 hours, then

normalised.
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Content that actually earns its keep

Beware of content mills that churn out 20 articles per month with zero intent alignment. Good consultants map
content to the customer journey: people who don't know you, people comparing options, and people ready to
buy. They also prune. Pruning can feel risky, but removing or consolidating content that never earns impressions
can free crawl budget and focus your site. For a Newport B2B software client, we cut 120 “news” posts no one

read, redirected to thematic hubs, and saw a 30 percent lift in clicks to mid-funnel guides within two months.

Authoritativeness matters for sensitive topics. If you're dealing with medical or legal information, your pages need
expert review, real author bios, and citations. A consultant who shrugs at this is gambling with your brand. For

local services, real photos, technician profiles, and process explanations build trust signals that also lift conversions.

When to say no or not yet

Sometimes SEO is not your biggest lever right now. If your product-market fit is shaky, paid search or partnerships
might validate demand faster. If your dev team is at capacity for six months, a content-only plan may
underperform if technical issues block indexing. A good consultant will tell you when not to hire them, or will stage
the engagement to what's possible. I've delayed two projects by eight weeks to let engineering catch up, then

delivered twice as fast with clean templates.

A compact interview checklist
Use this as a quick cross-check during shortlisting or final interviews.

® Ask for two case studies that resemble your situation, with numbers and context, plus one difficult project

where outcomes were mixed and what they learned.

* Request a 90-day plan sketch. It should include diagnostics, quick wins, and foundational work, with

assumptions and risks called out.

® Confirm who does the work, how much senior time is involved, and how communication happens week to

week.
* Review a sample report or dashboard. Look for clarity, annotations, and alignment with commercial goals.

® Discuss link acquisition with examples. You want methods tied to relevance and brand building, not volume

quotas.

Pricing sanity checks

Rates vary by location and expertise. In the UK, seasoned independent consultants often charge in the range of 75
to 200 pounds per hour, sometimes more for specialised projects. Monthly retainers for SMEs typically fall
between 1,500 and 6,000 pounds, depending on scope and velocity. If someone quotes far below market for
broad promises, they're either automating low-quality work or underestimating the effort. On the other hand,
paying London agency rates for a small local project in Wales can burn budget that would be better spent on

content production or developer time. The right partner will right-size the engagement.

If you're considering providers that market SEO Services Wales, ask for pricing scenarios. For example, what does a
lean 3-month technical and Local SEO cleanup cost versus a 12-month growth plan with content and digital PR?

Scenario planning reveals how they think about resource allocation and impact per pound.

How to run a fair pilot without wasting time



Pilots help both sides test fit. Keep them small, 6 to 8 weeks, and focused on one or two levers. For Local SEO, that
could be a full Google Business Profile overhaul for one location plus a structured review acquisition process. For
content-led engagements, try one cluster from research to publication to internal linking. Insist on pre-pilot
baselines and a written hypothesis. At the end, review results, communication, and whether the collaboration felt

productive.
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Cultural fit and ethics

You'll share access, data, and sometimes sensitive strategy. Pay attention to how a consultant handles
confidentiality and credit. Look for humility paired with conviction. When someone says “we'll try X, but if it doesn't
move the needle in four weeks, we'll switch to Y,” you're hearing a test-and-learn mindset. If they bad-mouth

every competitor or dismiss your team'’s ideas, expect friction later.

Ethics in link acquisition and content creation matter more than ever. If you're handed hundreds of templated
pages or offered placements on sites that look like ad farms, set boundaries. Recovery from a link-related penalty

can take months and costs more than restraint.

Bringing it all together

Choosing an SEO partner is less about the gloss of a deck and more about judgment under uncertainty. You're
hiring someone to navigate shifting algorithms, internal blockers, and market noise, then steadily convert insight
into revenue. The best consultants build roadmaps you can understand, adapt when evidence changes, and tie

their work to your commercial goals.

If you operate locally, especially across Welsh markets, you gain leverage from someone who understands how
Local SEO plays SEO Machynlleth out on the ground: language, proximity, press, and seasonality. If you're chasing
national positions, you need a strategist who can balance technical excellence, content worth reading, and

authority earned, not bought in bulk.

Take the time to ask precise questions. Listen for specificity, clarity, and honesty. Insist on a plan that fits your
resources and appetite for change. The right match won't just lift rankings, it will help your whole organisation

make better marketing decisions, month after month.
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