


REVEALED! 5 Secrets SEO Agencies Don’t Want you to Know

If you’re a business owner or Marketing Manager, it’s likely that you’ve worked 
with an SEO agency, freelancer or in-house SEO manager in some capacity in 
the past. 

If that is the case, you’ll likely know that SEO can be an elusive practice, and is 
often difficult to pin down exactly what is a worthwhile use of an SEO’s time. 

For this reason, external SEO agencies can be a tricky bunch.

With the results of their services hanging largely on the reaction of search en-
gine algorithms that they have no control over, finding an SEO agency that has 
true accountability and transparency is often a trial and error process.

In this free PDF, I’m going to pull back the curtain on 5 secrets SEO agencies DO 
NOT want you to know, because they highlight areas of their services which are 
ineffective, irrelevant or simply ways to show you something for your money. I’ll 
also outline measures you can take to ensure your campaign is focused in the 
most effective areas, and uncover some of the common deceptions I’ve seen 
less-credible agencies pull. 



Why listen to us?

I’ve been on both sides of the fence. I spent the first few years of my career 
climbing the ranks of a UK-based SEO agency, progressing from a Content Writ-
er and Digital Marketing executive to an SEO Account Manager. Fast forward 6 
years later, and I was Head of SEO at one of the UK’s largest automotive brands.

The role I had inherited was to manage outsourced SEO agencies who were 
hired on lengthy contracts to plan and execute all activity. After 3 years of tread-
ing water and making very little progress with our organic performance, I made 
the push to stop using external SEO agencies altogether.

Instead, we invested in developing an in-house SEO team and executed a cam-
paign that I had full autonomy over; 6 months later the site’s organic traffic was 
up over 40% (remember, we’re dealing with hundreds of thousands of clicks per 
month here) and not one minute was spent focused on the fruitless strategies 
that the SEO agencies had been flogging during the three years prior.

Simply put, I’ve spent enough years working for, with, and against agencies to 
know exactly where clients’ marketing budgets go to waste, and how many 
agencies skip the ‘doing the actual work’ part altogether. I hope this free PDF 
will help guide you to receiving the premium, expert SEO services you deserve 
as a paying customer of an SEO agency!
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Secret #1:
The ‘Meet the 

Team’ Page
There are several criteria you should look for when hiring an SEO agency, includ-
ing reviewing case studies and testimonials from the agency’s past and present 
clients, to discussing any industry expertise the agency may have from working 
within your niche in the past.

Another common question many people tend to ask themselves before hiring 
an agency in ‘how many people work there?’, and while this is not necessarily 
an indication of quality, it does tick the ‘social proof’ box in the back of our lizard 
brains!

But here’s the thing; I’ve shared a beer or two with enough SEO agency owners 
to know that very few of them are as ‘big’ as they like to make themselves seem.

Often their ‘Meet the Team’ pages are padded out with headshots of friends 
and family, or AI-generated headshots of non-existent staff! 

https://www.thispersondoesnotexist.com/
https://www.thispersondoesnotexist.com/


Recently I even saw a SEO agency ‘group’ photo featuring over 50 ‘staff’ all smil-
ing into the camera, only to be told over a cold pint by one of their SEO Man-
agers that there are less than 10 people at the agency, including the MD and 
administrative staff!

In fact, I’ve seen this little deception take place first-hand. During the early years 
of my career at a local SEO agency, the owner would regularly pull in friends and 
family to come in and ‘pad out’ the office when a worthwhile prospect came 
in to visit, creating the illusion that there was much more staff working for his 
agency than there actually were. While the service we were providing back then 
was actually very effective and way ahead of its time, it seemed that to even 
raise the interest of a certain level of client, you simply had to show off an office 
packed with staff, no matter what their ‘role’ may be within the company.

Why would they do this? Because established companies with the biggest mar-
keting budgets like to deal with agencies who also look established - it’s no more 
complicated than that.

Surely an ‘established’ agency has all the necessary processes in place and qual-
ified staff to execute an in-depth SEO campaign and bring about the results you 
so desperately need, right? Unfortunately, that is no guarantee. That’s why it’s 
best to disregard the quantity of staff an agency has as a buying point altogeth-
er, and instead, focus on points that speak to the quality of their service – dive 
into case studies, reach out to the past and present clients, scour their reviews 
and make a decision based on results and deliverables.

Key Points:

1. It’s very easy for agencies to appear bigger and more established than 
they really are.

2. Disregard the size of the agency as a credibility indication altogether, in-
stead focus on past results, case studies and reach out to a handful of their 
existing clients!
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Secret #2: 
Who’s Actually 

Doing the 
Work?

If you’ve hired or worked with an SEO agency in the past, it’s likely that you had 
a designated ‘Account Manager’; someone whom you receive your monthly re-
ports from, and can schedule meetings or calls with to review your campaigns 
progress.

While this is certainly productive for communication purposes (and for the 
agency, for ‘client retention’ purposes), it’s unlikely that you often get to meet or 
deal directly with the team carrying out the actual work on your website.

Here are the two most common reasons for that:



1. The agency is outsourcing work overseas.

It seems that many of the so-called SEO agencies out there are simply glorified 
sales funnels. Their priority is to improve rankings for their own website, boost-
ing their visibility for various ‘SEO Agency [Location] keywords, selling services 
to unwitting customers who make enquiries, and then shipping out the de-
liverables to overseas SEO teams, often in India or Thailand where ethical SEO 
practices are not a priority.

This allows them to charge hefty prices for their services without having to hire 
and accommodate the staff to carry out the actual work, boosting their prof-
it margins in the process. Unfortunately, it’s the clients who come last here, 
spending a great deal of money only to receive a potentially risky SEO service 
that yields poor results or could even lead to penalisation, leaving them in a 
worse position than when they started!

2. The agency employs a team of ‘junior’ staff

Numerous SEO agencies seem to follow a remarkably similar internal staff hier-
archy, hiring only 1 or 2 seasoned SEO Account Managers, who oversee a team of 
less-experienced trainee or junior staff who carry out the actual work.

As you can imagine, this results in a lacklustre quality of service and simply 
makes your website an arena in which inexperienced SEO executives are able to 
make costly mistakes while they hone their skills. Again, this structure serves to 
fatten the agency’s profit margins while making no consideration in the quality 
of service or results for the client.

The fix for this is simple: insist on meeting the team who will be looking after 
your campaign. Discuss their role within the business, make a friendly inquiry 
into work they have carried out on another website, make sure they know their 
onions!

If you can arrange a physical face-to-face meeting before you agree to sign with 
an agency, this should be easy to arrange; if not, ask for each member of the 
team to dial-in to a conference call or jump into a group video call. Make each of 
the people who are supposedly working on your account more than just a smil-
ing face, and make sure they seem confident and enthusiastic about working 
on your project.
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 Key Points:

1. Many ‘agencies’ are simply a ‘shop front’ sales team, focused solely on 
generating new leads and clients. Campaigns are often outsourced over-
seas for a fraction of the client’s monthly spend, often severely hindering 
the quality of the campaign in the process.

2. Some ‘In-house’ agencies employ only a couple of senior staff; just enough 
to conduct initial face-to-face meetings, phone calls and proposals. Then 
the actual labour is passed down to less experienced junior staff, who nat-
urally deliver a lower quality of work and make costly mistakes.

3. Ask to speak directly with the various team members who are carrying 
out each aspect of your campaign, feel-out the agency for anything that 
doesn’t seem transparent or forthcoming.



Secret #3: 
Blog  

Posts = Filler
Okay, I should reword this subheading to include the word ‘often’.

Blog posts can be a worthwhile endeavour for your SEO agency to explore on 
occasion, particularly in cases where there’s some low competition search traffic 
available from ‘long-tail’ keywords, however, the number of SEO proposals and 
pitches I have seen over the years that comprise mostly of ‘we will create you X 
blog posts per month’ without any real reason or sense of direction is baffling.

While the creation of new website content should naturally come as part of an 
SEO strategy, this resource should be focused heavily towards the improvement 
and optimisation of copy for product and service pages or supporting informa-
tional content that directly bolsters them.

The point here is to dig into what specific strategy justifies the inclusion of 
monthly blog content; there are good reasons to create it, but you won’t know if 
this is their plan until you ask for a thorough explanation.
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Again, it is best to ask for a specific explanation when in a meeting or on a call. 
If you send an inquiry like this via email, your account manager could easily 
spend 10 minutes doing some quick keyword research, and cobble together an 
argument that sounds legitimate enough to put your line of questioning to rest.

Here are some common (fair) arguments for publishing blog content as part of 
an SEO strategy, and questions you should be asking to make sure this is ‘part 
of the plan’, rather than just ‘chargeable time’ to increase the cost of your cam-
paign.

1. Targeting ‘long-tail’ or ‘low competition’ keywords.

Publishing blog posts which target less competitive keywords can be a nice way 
to pick up additional relevant search traffic. For example, let’s say our client is a 
national UK plumbing service; we could conduct some initial keyword research 
that reveals there are 100+ UK searches per month for the phrase “sink still 
blocked after using drain cleaner”.

It’s fair to say those 100+ monthly UK searches would be from qualified pros-
pects for our plumbing client, and therefore creating a detailed blog post that 
outlines the solution to a troublesome sink blockage (along with the contact de-
tails of their enquiry telephone number) could score our client some very valu-
able rankings.

However, if the agency doesn’t have this kind of research prepared before pitch-
ing you a time allocation for monthly blog content, there’s no guarantee there 
will be opportunities such as this.

2. Creating ‘link building’ assets

Blog content can also be utilised to create content and resources with the inten-
tion of attracting and securing new backlinks to the client’s domain. This could 
be in the form of a published study, a fascinating interview transcription, an in-
depth guide or informational resource, and so much more.

However, ths again comes down to strategy and planning. Firstly, if ‘link build-
ing’ is given as a primary reason for the inclusion of blog content within your 
monthly SEO plan, there should be records of foundational research and find-
ings that led the agency to this conclusion. 

For example, did they analyse the backlink profiles of your top-ranking com-
petitors, and find they had great link building success by posting in-depth, in-
formational blog posts or resources? Have they highlighted that your website’s 



backlink profile is low in quality or relevance? If sound reasoning and physical 
proof can be provided along with a proposal for ‘link bait’ blog content, then this 
can be a valuable strategy indeed. 

By requesting a thorough explanation and insight into the research that led 
them to propose this strategy, you can be sure you’re not being overcharged for 
blog content without any rhyme or reason.

3. Relevant internal linking

Creating blog content that bears a strong topical relevance with one of your key 
products or services presents a worthwhile opportunity to include an internal 
link to your ranking page, with a look to bolster its rankings in the organic search 
results.

The key factor here is topical relevance, and this should be at the forefront of 
your mind whenever an agency is suggesting the development of onsite blog 
content. If the content they produce for your blog is not closely connected to 
your brand, product or service in some way, the value of an internal link directed 
to one of your ‘ranking’ pages will be almost nonexistent.

Remember, an SEO agency should be focused solely on producing content that 
specifically contributes to improving your rankings and driving more sales or 
leads to your website via increased organic traffic. Blogging about irrelevant or 
tenuous topics purely for the sake of padding out your monthly bill is a telltale 
sign of an unethical SEO agency that does not truly have your rankings or your 
bottom line in mind when planning your workload.

Key Points:

1. No SEO campaign should consist of mostly blog content.

2. If your campaign strategy seems content-heavy, ask yourself what evi-
dence and reasoning you have seen for this. What purpose does this serve 
from the agency’s perspective? What research have you seen to back this 
up? How does it directly impact your bottom-line? 
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Secret #4: 
Link ‘Building’

To make sure you get the most from this one, I need to quickly explain why SEO 
agencies may pitch link building as part of their strategy. 

Also firstly, it’s important to note that link building is absolutely an essential part 
of a long term SEO strategy, however, it is the way it is done which determines 
its effectiveness (or potential riskiness!).

For as long as I’ve been in SEO (and for many years before) acquiring backlinks 
to one website from other websites around the internet has been one of Goo-
gle’s primary ranking factors. As you may know, in the early days of SEO, this 
simple rule could be easily manipulated, and SEOs could simply submit links to 
spam sites, forum comments and article syndication networks to quickly gener-
ate hundreds of backlinks without the involvement of any meaningful manual 
labour or quality consideration.

As search engine ranking algorithms have become increasingly more sophisti-
cated over the years, these ‘quick fix’ solutions began to have the opposite ef-
fect, often resulting in penalisations occurring in which websites found to have 
suspicious backlink profiles were removed entirely from Google’s search results 
index, closing entire revenue streams almost instantly for businesses all over the 
world.



However, that hasn’t stopped SEOs today using ‘paid’ link networks or other 
schemes such as ‘link exchanges’ to acquire new links for their clients, claiming 
the links came from a ‘manual outreach’ process. And this is where I advise you 
again to pay close attention to the output of your SEO agency.

Backlinks must be ‘earned’ in a way that is natural and organic, preferably as a 
result of your agency creating high quality, link-worthy content on your website. 
From in-depth guides, interactive tools, cutting-edge studies or data sets and 
more, your agency should approach link building with a look to ‘earn’ cover-
age and links for your website, rather than suspiciously conjuring coverage and 
backlinks without any real explanation as to why these new domains are linking 
to you. 

If your agency is proposing a link building campaign which includes manual 
outreach to press or blogs, ask to see records of the communications, including 
copies of emails and outreach lists, if your agency is indeed taking an honest 
and ethical approach to your campaign they should be more than happy to 
share (and also be experienced and understanding enough to know why you 
would ask in the first place).

Key Points:

1. Link building can be potentially dangerous if not conducted in an ethical 
manner that stays in-line with Google’s webmaster guidelines.

2. Ask to see a plan of attack for any link building activity - this should in-
clude an outreach ‘hit-list’ of target domains and contact details, and sub-
sequently records of email communications.

https://support.google.com/webmasters/answer/66356?hl=en
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Secret #5: 
SEO MUST 

Include 
Technical & 
Conversion 

Services
I’ve noticed a pattern in the last couple of years when onboarding new clients 
who’ve come to us after unsuccessful campaigns with previous agencies. 



Often, their entire campaigns consisted of just content creation and link build-
ing activity. 

Combining this with points 3 & 4 above,this suggests that many of the ‘deliv-
erable’ aspects of their campaign are tasks that can be easily outsourced for a 
fixed % of the client’s monthly marketing spend. 

However, an effective and comprehensive SEO campaign MUST include a in-
depth technical review and fixes, as well as considerations made as to how each 
client’s site can improve on-page engagements and conversions.

Here’s a simple example that illustrates why this is vital:

 z A visitor clicks a link in the search results, the page takes almost 10 sec-
onds to load. Finally, the site renders and the user is greeted by an incred-
ibly unsightly and outdated page, with no clear ‘call to action’. After scan-
ning the content, the visitor clicks ‘back’ to the search results and clicks a 
competitor’s link instead.

This could be killing your business for two reasons:

1. Poor conversion and engagement rates have a huge impact on your bot-
tom-line. If the SEO agency’s strategy begins and ends with simply rank-
ing your page in the search results, then these glaring issues would con-
tinue to hemorrhage traffic, leads and customers and your shiny 1st page 
rankings wouldn’t count for much.

2. The websites Google list at the top of their results pages are an extension 
of their own search engine quality. For that reason, the speed, technical 
performance and user experience of your website are all key ranking sig-
nals, and Google will happily position better-performing websites above 
you if it means their users will receive a better experience.

Simply put, poor user experience can not only kill your onsite conversion rate, 
but also have a huge hindrance in your SEO performance altogether.

Finding your PageSpeed & Performance Score

If your SEO agency hasn’t reviewed or discussed your technical performance 
with you already (which they absolutely should do at the beginning of your 
campaign), checking your website’s technical performance and speed isn’t too 
tricky.
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The easiest way to get all of this information in one simple report is to install the 
‘Google Lighthouse’ extension for Chrome browser. 

Once the extension is installed, you’ll want to enable it for use within an ‘incog-
nito’ tab (right click the Lighthouse icon then click ‘Manage Extensions’, in this 
menu switch on ‘Allow in incognito’). This ensures your other active browser ex-
tensions won’t impact or hinder the results of the report. Once in the incogni-
to window, visit your website, click the Google Lighthouse extension, and then 
‘Generate report’.

The resulting report will share a host of insights on the speed and technical 
performance of your website, along with a number of recommendations for im-
provements that can be made to speed up, compress and improve your website. 
These recommendations are literally coming directly from Google, and are fully 
worth revising and implementing where possible to increase the site’s overall 
‘Performance’ score.

Of course, site functionality and design aspects will preventing many sites from 
reaching a perfect score without having to make radical or costly redesigns or 
rebuilds, but making as many ‘quick’ improvements as possible at the begin-
ning of your SEO campaign should be a focus for your agency, as it ensures the 
foundation of your campaign is as solid as possible before moving on to other 
areas.

If you find a less-than-ideal Performance score in your Lighthouse report, and 
this hasn’t been raised by your SEO agency during the early stages of your cam-
paign, this is potentially a sign that your agency would rather focus on ‘easy’ 
deliverables such as content and backlink building (again, both of which can be 
outsourced for a fraction of your spend). 

Be sure to bring this to their attention, and ensure they have the resources nec-
essary to implement these fixes for you - if they do not have a technical SEO 
expert who can undertake this, then I strongly advise you take your business 
elsewhere.

https://chrome.google.com/webstore/detail/lighthouse/blipmdconlkpinefehnmjammfjpmpbjk?hl=en


Key points:

1. Technical performance and user experience can kill your onsite conver-
sion and hinder your organic search rankings.

2. A technical audit and subsequent fixes on your website should be the fo-
cus during early stages of your SEO campaign, laying a solid foundation 
for the rest of the campaign.

3. Use the ‘Google Lighthouse’ Chrome extension to check your site’s Perfor-
mance score for yourself. 

https://chrome.google.com/webstore/detail/lighthouse/blipmdconlkpinefehnmjammfjpmpbjk?hl=en
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Summary
We hope you enjoyed our eBook as much as we did writing it. After years work-
ing for, with and against SEO agencies, it was great to put those lessons togeth-
er and create value for those of you who are looking for a genuine SEO agency 
to take your business to the next level…but we hope our relationship doesn’t end 
here.

While the tips in this document will help you dodge some of the less-than-trans-
parent SEO agencies out there, we want to help supercharge your SEO cam-
paign by giving you a FREE bespoke SEO roadmap that will plot out what you 
should be focusing on in the next 12 months.

As we are in lockdown due to Covid-19, we are getting inundated with requests 
from businesses to help them get through this tough time. That’s why we have 
made this offer specific to people who have actually read our material and we 
have already planned over 50 roadmaps for our readers to date.

The roadmap will be played back during a call with our Founder & CEO at a time 
of your choosing and all we ask is for a few details so we can plan accordingly. 
If you are serious about your digital marketing growth plans for 2020 / 2021 we 
would strongly advise that you sign up for the roadmap and call.

Book your Free 30 Minute  
Strategy Call Today

https://www.aquire.co.uk/book-a-consultation/
https://www.aquire.co.uk/book-a-consultation/
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