
What Makes a Genuine SEO Expert UK Businesses
Can Trust
After spending over two decades in search engine optimization, I have seen the industry
change more times than I can count. I have worked with startups trying to get their first page
ranking, with established retailers losing traffic after a Google update, and with agencies that
needed a fresh pair of eyes on their strategy. Through all of that, one question keeps coming
up: how do you know if someone really knows their stuff?

The short answer is that a reliable SEO expert UK businesses can trust is not someone who
promises guaranteed results or claims to know Google's secret algorithm. It is someone who
can explain what they do, why they do it, and what trade-offs exist along the way. The field has
matured a lot since the days of keyword stuffing and link farms. Today, the work is more
technical, more strategic, and far more tied to real user experience.

I work out of Glasgow, Scotland, and over the years I have spoken at events like Brighton SEO
and PubCon, written for Search Engine Journal, and trained teams in using tools like Ahrefs,
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Moz, and SEMrush. But none of that matters if the advice does not translate into real results
for the people who hire me. So let me break down what I have learned about finding and
working with a genuine expert.

Experience Beyond Tool Knowledge
Knowing how to run a crawl with Screaming Frog or set up a campaign in SEMrush is table
stakes. Any decent practitioner can do that. The difference comes from knowing what to do
with the data once you have it. A junior SEO might see a thousand 404 errors and think the
whole site is broken. An experienced person understands that some of those are normal, some
are critical, and some are just noise from old CMS versions or test environments.

I remember working with a client who had a massive drop in organic traffic after a Core Web
Vitals update. Their first instinct was to blame the hosting provider. But when I ran PageSpeed
Insights and dug into the data, the real problem was lazy loading implemented incorrectly on
their image-heavy product pages. The hosting was fine. The fix took an afternoon, and traffic
recovered within weeks. That kind of diagnosis comes from pattern recognition, not from a
checklist.



Similarly, understanding Google Search Console and Google Analytics is not just about reading
dashboards. It is about knowing which metrics matter for your specific business model. A
content site cares about page views and dwell time. An ecommerce site cares about product
page visibility and conversion rates. A local service business in Scotland cares about map pack
rankings and phone calls. A good SEO expert UK professional tailors the approach accordingly.

The Technical Side That Most People Miss
Many business owners assume SEO is all about keywords and links. Those matter, but the
technical foundation is what makes everything else work. If Google cannot crawl your site
efficiently, no amount of content or backlinks will save you. This is where tools like Screaming
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Frog and the SEO plugin for Yoast or RankMath come into play, but only if you know how to
interpret what they tell you.

Schema.org markup is another area where a little knowledge goes a long way. Adding
structured data for reviews, products, or events can help search engines understand your
content better. But misusing schema can also lead to warnings in Google Search Console. I
have seen sites lose rich snippets because someone added markup that did not match the
visible content. The fix is always to test before deploying, something that comes with
experience.

Core Web Vitals are now part of the ranking system, but they are not the only thing that
matters. I have worked with sites that scored poorly on PageSpeed Insights but still ranked
well because their content was genuinely useful and their backlink profile was strong. Speed
matters, but it is not a silver bullet. The judgment call is knowing when to prioritise speed
improvements and when to focus on content quality or link building instead.

Content, E-E-A-T, and Real Authority
Google's emphasis on E-E-A-T (Experience, Expertise, Authoritativeness, Trustworthiness) has
changed how we think about content. It is no longer enough to write a 2000-word article that
vaguely covers a topic. You need to show that you have firsthand knowledge. For a local
business in Glasgow writing about plumbing services, that might mean including photos of real
jobs, customer testimonials, and a clear address. For a digital marketing agency, it could mean
publishing case studies with real numbers and client names (with permission, of course).

I have written for Search Engine Journal and spoken at Brighton SEO and PubCon, and those
activities do help build a public record of expertise. But I also make sure the content I produce
for clients demonstrates their own authority. That is where tools like Keyword Planner and
Ahrefs help identify topics that the audience actually searches for, rather than topics someone
thinks are important.



Bing is often overlooked, but it still drives a meaningful share of traffic, especially in older
demographics and certain industries. Optimising for Bing is not dramatically different from
Google, but it does place more weight on exact match keywords and social signals. A well-
rounded SEO expert UK practitioner will at least check Bing Webmaster Tools to see if there are
easy wins being missed.

Choosing the Right Tools and Knowing Their Limits
Every SEO has their favourite tools, but no single tool gives the full picture. I use Ahrefs for
backlink analysis and keyword research, SEMrush for competitive audits, Moz for domain
authority metrics, and Screaming Frog for technical crawls. Each tool has strengths and blind



spots. For example, Ahrefs has a huge backlink index, but it can miss newer links that Moz
catches. SEMrush is great for PPC data, but its organic keyword data sometimes lags behind.
The skill is in triangulating data from multiple sources rather than trusting one number.

Google Search Console and Google Analytics are non-negotiable. Every client should have
these set up correctly, with proper tracking of goals and events. I am surprised how often I find
sites where Google Analytics was installed but not configured to track conversions, or where
Search Console has never been verified. Those two free tools give you more actionable data
than most paid tools, but only if you know how to read them.

Keyword Planner is useful for getting search volume estimates, but the numbers are often
bucketed into ranges. For precise data, I cross-reference with Ahrefs or SEMrush. The same
goes for Yoast and RankMath. They are excellent for on-page suggestions, but they cannot
replace human judgment. A green light in Yoast does not mean the content is good. It means
the technical checklist is satisfied. The real quality check happens when you read the content
and ask whether it answers the user's question.

Practical Advice for Hiring an SEO Expert
If you are looking for someone to help with your site's search performance, here are a few
things I have learned to look for:

Ask for case studies or examples of past work, not just testimonials. Real numbers
and before/after comparisons tell you more than a five-star review.

Check whether they understand your industry. SEO for a local plumber in Scotland is
different from SEO for a global SaaS company. A good consultant adapts their
approach.

See if they talk about trade-offs. If someone promises quick results without
mentioning risks or timelines, be cautious. Real SEO involves experimentation and
sometimes failure.

Look for someone who uses multiple data sources. A person who only relies on one
tool may have blind spots.

Pay attention to how they explain things. If they use too much jargon or refuse to
simplify, they might not be able to communicate with your team effectively.



I have been doing this for 25 years, mostly from my base in Glasgow, Scotland. I have seen
fads come and go. I have seen Google updates wipe out entire business models. And I have
seen good, steady work outlast every shortcut. The best SEO is not flashy. It is consistent,
data-informed, and focused on the user. That is what I try to deliver, and that is what I
recommend you look for.

Whether you are just starting out or trying to recover from a penalty, the principles remain the
same. Understand your audience. Build a technically sound site. Create content that genuinely
helps people. And work with someone who has the scars to prove they have been through it all
before. That is the kind of SEO expert UK businesses deserve.


