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See what is helping growth. See what is getting in the way.

THE POINT OF THE AUDIT
A diagnostic of the connected system responsible for turning visibility into qualified pipeline: search, messaging, conversion,
CRM, and measurement.

PREPARED FOR Red River Industrial Solutions

PREPARED BY Digital Rebel Marketing

lllustrative sample only. Red River Industrial Solutions is fictional, and all scores and findings are sample data.
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A Growth Audit, Not an SEO Checklist

Most audits stop at rankings, broken links, and keyword counts. Those can matter, but they do not tell you whether your
marketing system is producing qualified opportunities.

This audit looks at the entire path from discovery to revenue. The goal is to identify where growth is leaking, what should
be fixed first, and why it matters to the business.

What We Assess
Visibility Conversion
Can buyers and answer engines find the company for the Does the website turn relevant attention into meaningful
problems, questions, and decisions that matter? sales conversations?
RevOps Measurement
Do website inquiries move cleanly into CRM ownership, Can leadership connect marketing activity to qualified
lifecycle stages, and sales follow-up? pipeline and revenue?

Sample Company Snapshot

COMPANY Red River Industrial Solutions

INDUSTRY Industrial services

MARKET Texas and South-Central United States

PRIMARY GOAL Generate more qualified commercial opportunities
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Growth Readiness Scorecard

Al & Search Visibility 48/100
Website Conversion 56/100
Messaging & Positioning 61/100
Technical Search Foundation 72/100
Content Authority 44/100
CRM & Lead Management 39/100

Analytics & Attribution 35/100
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Needs Attention

Needs Attention

Moderate

Solid Foundation

High Priority

High Priority

OVERALL GROWTH READINESS: 51/100

more activity, not necessarily more pipeline.

SAMPLE REPORT

EROOO

EEEOO

EEEOO

EEEERD

EEOO0O

EEOO0O

EEOO0O

The primary problem is not traffic. It is conversion, visibility, and
measurement. More traffic without fixing those gaps would create
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Executive Findings

Five issues carry the greatest potential impact on pipeline. These are the problems we would prioritize before adding
more disconnected marketing activity.

Visible, but not consistently the answer

Red River appears for branded and traditional industry searches, but visibility drops when buyers ask problem-based,
comparison, and vendor-selection questions.

BUSINESS IMPACT Competitors get more chances to enter the consideration set first.

Services are clear. Business value is not.
The site explains what Red River does, but it takes too much effort to understand who it is best for, why a buyer should

choose it, and what outcome the service creates.
BUSINESS IMPACT Qualified visitors have less reason to convert or choose Red River over a similar provider.

High-intent traffic has too few conversion paths
Most pages depend on a generic contact form, even though visitors may be researching, comparing, requesting pricing,

or ready to discuss a project.
BUSINESS IMPACT Existing demand is under-monetized because the site does not match next steps to buyer intent.

Lead handling is too manual
Website inquiries are captured, but routing, lifecycle stages, follow-up automation, and source attribution are

inconsistent.
BUSINESS IMPACT Good leads can leak out of the system because ownership and response expectations are unclear.

Reporting stops before revenue
Traffic and lead activity are visible, but the company cannot consistently connect channels, pages, and campaigns to

opportunities and closed business.
BUSINESS IMPACT Budget decisions are made with incomplete evidence.
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- Al & SEARCH VISIBILITY

Can Buyers Find You When They Ask Better Questions?

SAMPLE SCORE: 48/100
Traditional search visibility exists, but Red River is weaker when buyers ask research, comparison, and vendor-selection
questions.

What We Found

Red River appears for branded searches and traditional industry terms. Visibility drops when buyers search for problems,
comparisons, costs, or decision criteria.

The expertise exists, but the website does not structure it clearly enough for search and answer engines to retrieve
consistently.

Example Buyer Questions

e How do | choose an industrial maintenance contractor?

e \What should I look for in an industrial service provider?

e How much does industrial equipment maintenance cost?

¢ When should preventative maintenance be outsourced?

e \What is the difference between preventative and predictive maintenance?

Why It Matters

Buyers increasingly ask complete questions. Competitors that answer them more clearly can shape the decision before a
sales conversation begins.

Recommended Actions

o Build topic clusters around core services, buyer problems, and high-intent decisions.

Create clear answers for frequently asked buying and evaluation questions.

Strengthen service pages with use cases, decision criteria, proof, and FAQs.

Improve internal linking so related expertise supports a clear topic structure.

Add structured information where it helps search systems interpret the company, services, and expertise.

EXPECTED BUSINESS OUTCOME
Increase the number of qualified buyers who discover Red River during research and vendor evaluation, before a competitor
owns the conversation.
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- WEBSITE CONVERSION

Traffic Is Only Valuable When It Moves

SAMPLE SCORE: 56/100
Relevant visitors reach the site, but conversion depends too heavily on generic calls to action and broad messaging.

What We Found

High-value service pages explain the offering but underuse buyer-specific value, proof, objection handling, decision
support, and service-specific calls to action.

Messaging Example

CURRENT Professional Industrial Maintenance Services

STRONGER Reduce unplanned downtime with industrial maintenance support built around your operation,
schedule, and production requirements.

The difference is not copywriting for its own sake. The stronger version connects the service to an operational outcome
the buyer actually cares about.

Conversion Paths We Would Evaluate
e Request an assessment
e Discuss a project
e Get a service recommendation
e Review project capabilities

Why It Matters

Visitors convert when the site proves three things: you understand the problem, you can solve it, and the next step is
worth taking.

Recommended Actions

e Rework high-value pages around buyer outcomes and fit.

e Add proof, credibility, and decision-support content.

e Match calls to action to visitor intent instead of forcing one generic form.
o Connect post-conversion routing to the CRM.

EXPECTED BUSINESS OUTCOME
Generate more qualified opportunities from traffic the company already has before spending more to acquire additional
visitors.
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“ MESSAGING & POSITIONING

Competence Is Not Differentiation

Red River communicates capability, but much of the messaging could be claimed by nearly any industrial service provider.

What We Found

Common claims such as experienced team, quality service, reliable solutions, customer focused, and industry expertise
are not necessarily wrong. They just do very little to help a buyer choose.

Stronger Positioning Direction

The site should emphasize the operational problems Red River is best equipped to solve and the business conditions
where it creates the most value.

Operational Outcomes Buyer Fit
Reduce disruption; improve maintenance consistency; Supplement internal teams; improve response time;
extend equipment life. standardize service across facilities.

Why It Matters

Weak differentiation pushes the sales conversation toward price. Strong differentiation gives sales a business case to sell,

and it helps poor-fit prospects filter themselves out before they consume sales time.

Recommended Actions

e Define the strongest buyer-fit criteria and lead with them.

e Replace generic claims with specific business outcomes and proof.

e Use customer language in headlines, service pages, and calls to action.
¢ Show what makes the operating model meaningfully different.

e Make the company's best-fit projects and customers obvious.

EXPECTED BUSINESS OUTCOME
Improve lead quality by helping buyers understand fit, value, and differentiation before they enter the sales process.
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- TECHNICAL SEARCH FOUNDATION

Good Content Still Needs Working Infrastructure

SAMPLE SCORE: 72/100
The technical foundation is reasonably healthy. The opportunity is to remove friction that suppresses visibility, page
performance, and content discoverability.

Positive Signals

e Core pages are crawlable and indexed.
e HTTPS is configured.

e Mobile experience is functional.

e Basic page metadata exists.

Issues Worth Fixing

e Duplicate page titles ¢ Slow-loading page templates

e Weak internal linking e Thin service-area pages

e Missing structured data opportunities e Image optimization issues

e Inconsistent heading structure e Limited page-level conversion tracking
Why It Matters

Technical SEO rarely creates demand by itself. Its job is to keep preventable technical issues from getting in the way of
useful content, a fast experience, and clean measurement.

Recommended Actions
¢ Prioritize technical fixes that materially affect crawlability, visibility, page performance, user experience, or conversion.
¢ Avoid spending months polishing low-impact technical details while larger conversion and pipeline problems remain unresolved.

EXPECTED BUSINESS OUTCOME
Give future content and visibility investments a cleaner foundation so good work is not handicapped by avoidable technical
friction.
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“ CONTENT AUTHORITY

Random Blog Posts Are Not a Content System

SAMPLE SCORE: 44/100
Content is weighted toward company and service information, with limited support for buyer research and decision-making.

Major Content Gaps

e Buyer questions and problem education
e Service comparisons and decision criteria

Cost and planning considerations

Common mistakes and implementation risks
Technical education

Case studies and proof of outcomes

The Content System We Would Build

Authority Content Discovery Content

Demonstrates expertise and establishes credibility. Answers the questions qualified buyers actually search for.
Decision Content Conversion Content

Helps prospects compare options and reduce buying Moves qualified visitors toward a useful sales conversation.

uncertainty.

Why It Matters

Buyers research before they talk to sales. If competitors answer more of those questions, competitors get to frame the

decision. Content should help Red River earn visibility and shape the buying criteria.

Recommended Actions

e Map content to buyer questions, lifecycle stage, and service-line revenue potential.
e Publish fewer disconnected articles and build deeper topic coverage.

e Use case studies and proof to connect expertise to business outcomes.

e Link discovery content to service and conversion pages deliberately.

EXPECTED BUSINESS OUTCOME
Expand qualified visibility while shortening the distance between research, trust, and sales engagement.
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n CRM & REVOPS ALIGNMENT

Getting a Lead Is Only Half the Job

SAMPLE SCORE: 39/100
Website, marketing, and sales data are not fully connected. The CRM behaves more like a contact database than revenue
infrastructure.

Sample Gaps

¢ |Inconsistent lifecycle stages
e No standardized lead-status definitions

Limited lead-source tracking

Manual routing

No automated follow-up for selected inquiry types

No shared marketing and sales reporting

Recommended Lifecycle

Visitor Qualified Lead Sales Opportunity Customer

What the System Must Define

e Entry criteria for each lifecycle stage
e Lead ownership and routing rules

e Response expectations

e Automation and follow-up

Pipeline stage definitions

Closed-loop reporting

Why It Matters

If lead handling depends on memory, inboxes, or spreadsheets, revenue is at risk. Marketing can create demand and still
lose it in the handoff.

EXPECTED BUSINESS OUTCOME
Reduce lead leakage, improve response consistency, and give leadership clearer visibility into how marketing activity becomes
pipeline.
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ANALYTICS & REVENUE ATTRIBUTION

Traffic Tells You Who Showed Up. Pipeline Tells You If It
Worked.

SAMPLE SCORE: 35/100
Red River tracks website activity, but measurement stops too early to support confident growth decisions.

Questions the Current Reporting Cannot Reliably Answer

e \Which channels create qualified opportunities?

Which pages influence conversions?

Which services generate the strongest demand?

Which campaigns produce pipeline?
Which leads become customers?

Recommended Measurement Framework

Visibility Organic search visibility; Al-search presence; Non-branded search growth;

High-intent landing page traffic

Engagement Service-page engagement; Buyer-resource engagement; CTA interaction;

Returning visitors

Conversion Form submissions; Calls; Assessment requests; Qualified leads; Landing-page

conversion rates

Pipeline Marketing-sourced opportunities; Sales-qualified opportunities; Pipeline value;

Win rate; Closed revenue

Why It Matters

If reporting ends at sessions and form fills, leadership cannot see what to fund, what to cut, or where the funnel is
breaking.

EXPECTED BUSINESS OUTCOME
Allocate budget using evidence from qualified opportunities and revenue contribution instead of activity alone.
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Priority Opportunity Matrix

Not every issue deserves equal attention. A minor technical warning does not carry the same business weight as losing

SAMPLE REPORT

qualified leads because ownership is unclear. We prioritize based on likely business impact, dependency, and effort.

CRM lead routing and lifecycle setup Very High
2 High-value service page conversion improvements Very High
3 Analytics and pipeline attribution Very High
4 Messaging and differentiation High
5 Answer-engine content structure High
6 Technical search cleanup Medium
7 Content expansion High

What We Would Do First

Medium
Medium
Medium
Medium
Medium
Low

Ongoing

The first three priorities are infrastructure problems. Fixing them improves the company's ability to capture, route,

measure, and learn from demand that already exists.

Once that foundation is stable, visibility and content investments become more valuable because the company can see

what converts into pipeline instead of treating every click as equally useful.

THE RULE

Fix the leaks before turning up the faucet. More traffic poured into a weak conversion and lead-management system is just a

more expensive way to stay confused.
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Sample 90-Day Growth Roadmap

The roadmap is sequenced to protect revenue first, improve conversion second, and then compound visibility. It is not a
promise that every implementation fits neatly into 90 days. It is a prioritization model.

DAYS 1-30 DAYS 31-60 DAYS 61-90
Fix the Foundation Improve Conversion Expand Visibility
e Establish measurement baseline ® Rework primary service pages e Build answer-engine topic clusters
e Correct analytics gaps e Strengthen calls to action e Publish high-intent buyer content
e Define CRM lifecycle stages e Add proof and decision support e Strengthen internal linking
e Improve lead routing e Improve form strategy e Implement structured search improvements
e |dentify high-value conversion pages e Implement CRM automation e Address technical search issues
e Refine core positioning e Connect conversions to CRM reporting e Begin competitive visibility tracking
BUSINESS GOAL BUSINESS GOAL BUSINESS GOAL
Stop losing opportunities through broken Generate more qualified opportunities from Increase qualified discovery during research
measurement, unclear ownership, and demand that already exists. and vendor evaluation.

disconnected systems.

Why This Sequence

The order matters. Measurement without lead-process discipline gives you cleaner reports about a broken system. More
content without conversion work creates attention the business is not ready to capture. Growth systems work because
the pieces reinforce one another.
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Sample KPI Framework

A Visibility & Growth Audit should lead to measurable action. The exact KPIs depend on the business model, sales cycle,
CRM maturity, and available data, but measurement should not end at traffic.

Visibility Non-branded organic visibility; Al-search visibility; High-intent topic coverage;
Search impressions for target topics

Conversion Website conversion rate; Service-page conversion rate; Qualified lead rate; CTA
engagement
Pipeline Marketing-sourced opportunities; Sales-qualified leads; Opportunity

conversion rate; Pipeline value; Win rate; Revenue by acquisition source

Operations Lead response time; Leads with known source; CRM lifecycle accuracy; Lead-

to-opportunity conversion rate

How We Use the Metrics

Diagnose Prioritize

Find the stage where qualified demand Focus budget and effort on the biggest revenue constraint.

is being lost.

Validate Reinvest

Measure whether changes improve Put more resources behind channels and systems that prove business value.

conversion, lead quality, and pipeline.

THE STANDARD
If a metric cannot help the business make a better growth decision, it belongs lower on the
dashboard.
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What You Receive in a Real Visibility & Growth Audit

Every engagement is customized around the company, market, technology stack, competitors, and available performance
data. A full audit may evaluate:

e \Website conversion performance o Competitive visibility

e Messaging and positioning o Conversion architecture

e Traditional organic search visibility e CRM configuration and lead routing

¢ Al and answer-engine visibility e Marketing and sales alignment

e Technical search performance ¢ Analytics configuration and attribution capability
e Content gaps and opportunities ¢ Pipeline measurement and growth priorities

The Biggest Opportunity

Red River does not need more disconnected marketing activity. It needs a connected growth system.

The website should attract and convert. Content should build authority and visibility. Search optimization should help the
company get discovered. The CRM should capture and move demand. Analytics should tell leadership what is producing
pipeline.

WHEN THE PIECES WORK TOGETHER
Marketing stops being a collection of activities and becomes growth infrastructure.

What Happens After the Audit?

The audit is designed to answer three questions: Where is growth getting stuck? What should be fixed first? What is the
likely business impact of fixing it?

Digital Rebel Marketing can help implement the recommended growth system, or the internal team can use the findings
to guide execution. The website, CRM, accounts, analytics, and data remain client-owned.

READY TO FIND THE GAPS IN YOUR GROWTH SYSTEM?

Your business may not need more traffic. It may need stronger visibility, better conversion, cleaner lead handling, or a clearer

connection between marketing and revenue.
GET CHOSEN, NOT JUST SEEN.
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