SHOW ME RESULTS ONLY ¢ $299 FULL DIY GUIDE

Show Me Results Only Full DIY Growth
Guide

Business reviewed: Show Me Results Only ¢ Greenville / Simpsonville / Upstate SC ¢ https://showmeresultsonly.com/

This guide combines website review, trust and conversion analysis, off-site footprint research, local competitor
comparison, SEO/GEO interpretation, Al-readiness fixes, and plain-English next steps for tightening the SMRO client
acquisition surface.

Review date: August 5, 2026 Business type: marketing + Al readiness audit service Overall score: 61/100

Audit style: full paid SMRO guide



1. How to use this guide

Start here Then go to Then use

Executive summary Priority list Category pages

Read this first for the short Work top to bottom. Priority 1 Each page explains the score,
version of what already works should move before the others what it means, and what to do in
and what still leaks trust or for a reason. plain English.

momentum.

Simple rule: do not add more traffic before the trust, proof, off-site footprint, and checkout clarity are tighter. More
traffic on a thin proof surface just scales the leak.



2. Executive summary

Show Me Results Only already has a cleaner point of view than most local marketing sites. The homepage says
what the business is. The services page explains scope with unusual honesty. The founder identity is visible. The Al-
readiness angle is not bolted on as random jargon. That foundation matters.

The main issue is not confusion. The main issue is corroboration. A first-time buyer can understand the offer, but
they still do not see enough third-party proof, public traction, or independent echoes confirming that this service
works in the wild. The site asks the buyer to trust the voice before it shows enough outside evidence.

The second issue is conversion confidence. The call-to-action structure is clear, but the free-call path leaves the
domain for a Google Form and the checkout page is almost too clean. It works, but it does not answer enough of the
guestions a careful buyer will have right before committing.

The third issue is strategic consistency. The business teaches Al readiness, yet the robots policy blocks several
major Al crawlers. That may be intentional, but if the goal is to be found, summarized, and recommended by modern
systems, the public policy and the marketing promise need to agree.



3. What is already working

WORKING WORKING

The promise is clearer than most The services page is unusually honest

agency sites
In-scope and out-of-scope notes reduce vague-

The homepage tells the buyer this is about leaks, agency energy and make the offer stack easier to
trust, conversion friction, and Al readability. That is trust.
concrete.
WORKING WORKING
Founder identity is visible Structured data and metadata are

. _ . . . already better than average
John Such is named directly and tied to Simpsonville /

Upstate SC instead of being hidden behind generic The site has real schema blocks, local metadata, and
company language. sensible page descriptions across the core pages.



4. Priority list

Put visible proof beside every buying
decision

Why it matters: this brand explains itself well, but still
does not prove itself enough in public.

First move: add testimonials, short case snapshots,
and sample outcome tiles on the homepage, services
page, and checkout surface.

Keep lead capture on-site and raise pre-
submit confidence

Why it matters: the external Google Form and
minimal checkout create avoidable trust loss at
decision points.

Expand the authority surface

Why it matters: one good Al article is a start, not a
durable expertise moat.

Decide whether Al-crawler blocking still
matches the offer

Why it matters: the current robots file blocks major Al
crawlers even though Al discoverability is part of the
pitch.

First move: make a conscious policy decision, then
align the public message with it.

Build a real public footprint outside the
website

Why it matters: strong websites still convert better
when buyers can find GBP, LinkedIn, reviews, or
active proof elsewhere.

Instrument measurement and follow-up
basics

Why it matters: if the business sells clarity, it should
also model visible conversion discipline.



5. Score overview

61
OVERALL SCORE

Brand clarity 781100

How fast a small-business owner understands what Show Me Results Only
does and why it is different.

Weighted importance: 11% of the final score.

Service packaging 81/100

How clearly the offer stack turns audits, fixes, and support into easy-to-buy
lanes.

Weighted importance: 10% of the final score.

Homepage conversion 68/100

How well the homepage moves a first-time visitor toward the right next step.

Weighted importance: 12% of the final score.

Quote path and lead capture 62/100

How easy it is to request help, buy the audit, or understand what happens
next.

Weighted importance: 12% of the final score.

Mobile/contact path 72/100
How easy it is for a phone visitor to understand the offer and act quickly.

Weighted importance: 9% of the final score.

Trust and review leverage 46/100

How well proof, examples, reviews, and confidence cues help the buyer say
es.

<

Weighted importance: 11% of the final score.

Local discovery and GBP 52/100

How strong the business looks in local search, maps, and service-area trust
signals.

Weighted importance: 11% of the final score.

Social proof and engagement 34/100

How much real off-site presence supports credibility and referral
confidence.

Weighted importance: 7% of the final score.



Al readiness and GEO 61/100
How clearly search engines and Al systems can ingest, classify, and

summarize the business.

Weighted importance: 10% of the final score.

.
Measurement and follow-up 41/100
How visible tracking, follow-up, and conversion assurance signals are from

the public surface.

Weighted importance: 7% of the final score.



6. Brand clarity

781100
Quick read: this is one of the strongest parts of the site. The language is

What is being measured cleaner and more specific than most local agency copy.

How quickly a small-business
owner understands the offer,
audience, and promise.

Highlights Room to improve

» Hero promise is direct and memorable * Add one proof-driven subhead under the hero

e The audit is framed as a decision tool, not generic o Clarify exactly who the best-fit buyer is in one
marketing help sentence

e Local market and Al angle are both visible * Use more examples of business types served

Example hero support line: "Built for Greenville and Upstate service businesses that need to know what is hurting trust,
calls, and Al discoverability before they spend more money."



7. Service packaging

81/100

Quick read: the services catalog is one of the strongest assets on the whole
What is being measured

site.

How clearly the site turns
capabilities into offers a buyer can
actually choose.

Highlights Room to improve

o Clear separation between audit, one-time fixes, * Add entry price ranges or starting points to more

and recurring lanes offers
» In-scope / out-of-scope lists reduce ambiguity * Show when each service is the right next step after

» Al-focused offers feel intentional, not stapled on the audit

* Add proof examples beside the highest-value
offers

Implementation cue: add a small line under each offer saying "Best for owners who..." so the buyer can self-sort faster.



8. Homepage conversion

68/100
Quick read: the homepage explains well, but it still needs more confidence-

What is being measured building proof and more obvious buyer outcomes.

How well the homepage moves a
first-time visitor toward the right
action.

* Add a proof strip directly below the hero:
testimonials, number of audits, or sample
categories improved

Be Easy to Find.
Be Easy to Trust.

e Put a short "who this is for" box near the main CTA

* Add one client-story teaser block before the FAQ
section

5200 fatpri

Get My Audit — $299 Request a Free Results Call

What We Check

We still audit the classic conversion leaks — but now we also

check the business signals that help search engines, Al
assistants, and service-booking agents understand who you
are, where you operate, and why they should trust you.

Evidence: strong promise, clean layout, and visible
CTAs. The main missing piece is third-party proof near
the ask.

Sample proof strip: "Plain-English reports ¢ Built for Greenville & Upstate businesses ¢ Prioritized fixes, not agency fluff"
plus one real testimonial and one example deliverable thumbnail.



9. Quote path and lead capture

62/100
Quick read: the core paths work, but the trust sequence is thinner than it

What is being measured should be right before submission or purchase.

How easy it is to buy the audit or
raise a hand for help without
friction.

Main leaks
» Free call sends users to an external Google Form

¢ Checkout lacks FAQ, proof, guarantee, and
N sample deliverable framing

* No visible response-time promise near the free-call
path

Evidence: the checkout card is clean and functional,
but sparse. It gives little reassurance beyond price and
a button.

Immediate fix: add three short lines above checkout — "What you get," "What happens after payment," and "Who this is
best for." Then put one testimonial and one tiny report-preview image underneath.



10. Mobile/contact path

72/100

Quick read: the site is reasonably mobile-friendly and CTAs are visible, but

What is being measured some next-step reassurance is still missing.

How easily a phone visitor can
understand the offer and reach the
right next step.

What helps What to tighten

» Sticky / repeated CTAs are visible * Add a tap-to-email or short contact assurance in

» Navigation is simple more places

» Surface one FAQ snippet higher on mobile
checkout

» Pages are not overloaded with giant walls of copy

+ Make the free-call path feel more native to the site



11. Trust and review leverage

46/100

Quick read: this is the largest trust gap on the site.
What is being measured

How strongly the site uses proof,
testimonials, examples, and
confidence cues to close doubt.

What is missing DIY fixes

e Prominent testimonials * Add 3 short testimonial tiles with business type +

 Short case studies or before/after examples result

* Create a "sample audit wins" block using
anonymized but specific examples

e Review counts, screenshots, or outside validation

e Public proof doing work on checkout and service

pages * Add a small "why buyers trust this process" section

to checkout

Sample case card: "Local contractor audit — clarified service pages, trust strip, and GBP fixes. Result: cleaner quote
path and stronger local credibility."



12. Local discovery and GBP

52/100

Quick read: the on-site local cues are decent, but the public local footprint still
What is being measured

looks light.
How strong the business looks in
local search, maps, and service-
area relevance.
What is already present What was not strongly verified
« Greenville / Simpsonville / Upstate language on- * No strong accessible GBP evidence surfaced
site during checks
» Area-served cities in schema * No review base was clearly verified
» Founder location context on the About page * No citation layer was visibly reinforcing the brand

Local fix sequence: claim/clean GBP, add service categories, upload brand-consistent images, publish 3-5 early reviews,
and create a short Greenville / Upstate proof section on-site that mirrors the listing.



13. Social proof and engagement

34/100
Quick read: this is more absent than broken. The footprint is simply thin or

What is being measured hard to verify.

How much public social presence
helps the brand look chosen,
active, and real.

Grounded findings Best next move

» No verified LinkedIn, X, or YouTube company o Prioritize LinkedIn company presence and one
presence was found at tested canonical handles controlled social lane

» Facebook and Instagram could not be confidently » Post short audit insights, before/after examples,
verified because of login / rate-limit barriers and buyer FAQs

» No visible engagement or posting rhythm was » Use social mostly as proof and referral

grounded from accessible checks reinforcement, not as content theater



14. Al readiness and GEO

61/100
Quick read: the site has better-than-average Al-readiness language and

What is being measured schema, but the crawler policy undermines some of that work.

How clearly modern search and Al
systems can summarize, classify,
and retrieve the business.

G shomermisony Whot We Check Al Reodiness  Bog  About . M ai n i ssues

* Robots file blocks several major Al crawlers
What Al Readiness Means for ) )
Small Businesses * Very light content depth beyond one flagship

explainer

« Limited off-site entity corroboration

What s Al, in plain English?

Today, many people already use Al tools to ask questions they used to ask a search engine.
Instead of typing a few keywords, they ask a full question in normal language. They may ask
for recommendations, comparisons, pricing guidance, or the fastest next step.

‘Why should a small business care?

Because customer behavior is changing,

Some people still search the old way. Many will continue to. But more people are starting to
ask Al systems to help them narrow choices, understand service differences, compare
businesses, and decide who looks trustworthy.

That does not mean your business needs to become a tech company. It means your online

presence needs to be clearer, cleaner, and easier (o interpret.

What will people use Al for?

Evidence: the Al explainer is a good authority asset,
but the broader Al-content surface is still shallow.

Al consistency fix: if the policy remains blocked, explain why. If discoverability matters, relax the crawler blocks
selectively and add more example-rich pages that show what the service actually evaluates.



15. Measurement and follow-up

41/100
Quick read: little public evidence was visible that conversion tracking or

What is being measured follow-up discipline is being surfaced as part of the buyer experience.

How visible tracking, response
discipline, and post-lead process
signals are from the public

experience.
Publicly visible gaps DIY fixes
e No clear response-time promise * Add a line: "You will get a confirmation and next-

» No visible missed-call / follow-up assurance step email after purchase

+ Add a service-level expectation for free-call
requests

» No visible measurement or reporting proof around
the purchase path
¢ Track source, CTA, and completed purchase or
form events cleanly



16. Evidence exhibits

Be Easy to Find.
Be Easy to Trust.

Clear scope, honest boundaries, and
a simple way to request a quote.

NEW AUDIT VIEW
What ovners can see quickly

Offer lariy

Cals & forms 5209 Requesta quote
Show Me Results Only now checks both your marketing leaks and I T

Google profie
your Al Readiness. For $299, you get a plain-English DIY audit that

e
Al Readiness.
shows wh ng, why it . and how to fix it yoursef. If you
would rather have help, support and done-for-you s

ailable too.

+ Top lesksranked by prioty

+ Al Readiness fincings expiained inpiain Engish

+ Step-by-stepnsructions you can actualy use How this catalog is meant to
work

For businesses that need  cleanup, For businesses that want consistent
tune-up, or specific implementation content, visbity, testig, and

The auditis the front door. After that, clients can efther fix e e

things themselves, buy one focused project, of move into

recurring support lane.

Every package below keeps clear in-scope and out-of-scope.
boundaries so the buyer knows what they are actually getting

ses tha need entity No hidden “strategy time,"no
before a quote s discussed 9. and vague implementation promises,
support adapting to Al-diven

and no pretending a package
discovery includes  full ebuld when f does
ot

Tris audit s Ut for owners who want one honest answer: what i eaking leads, what s making the business harder  O'**™He | Simpronule  Upsate SC
to1rust, what needs to be fixed frst, and how can we fix # wthout guessing? s (M

Start here: audit + one-time fixes
These are the best first offers for owners who want clarity or want a focused fix without

signing up for a monthly engagement.
What We Check )
Audit Areas

encugh to spot what both humans  CHECKPOINTS

Results-Only Audit $299
check the business signals that help search engines, Al and Al tools il truggle wih

We still audit the classic conversion leaks — but now we also

Quick Wins Fix Sprint REQUEST A QUOTE
“The plain-English front-door product. Built to show the biggest ssed one-time sprint for the most obvious leaks that are
assistants, and service-booking agents understand who you leaks, what is already working, and where to look first.
Offer & positioning Websitestructure o
are, where you operate, and why they should trust you. 8 o

ng calls, leads, or bookings right now.
Can important services and

locations b

In scope Outof scope
 quickly?

In scope Outof scope
« Freo assessmentand fullpaid  » Implementation work « Up to6 hghvimpact fixes flom  » Fulredesigns
quide produced separately . the audt
Homepage clarity Service-page coverage * Ad mansgement
Can a vistoror Al system Do your servc cals,

ustom app/backend work
Instantly telwhat you do, where

You work, and who you help?

« Shared score model P - CTA, tust, contact-path,
messaging cleandp mamgement
Are trust signals near + Ongaing support after delvery N ; 9
decison poknts? = One working session to confirm
priotes

dedicated pages, o are key Gana buyer actualy act
offers buried n generic without frction?

+ More than & cistinct fxes

without a change order
+ One revison round after
= DIY-riendly paid guide with

prirtized actions

Buy the $209 Audit Request a Free Results Call

implementation review

Homepage exhibit: clear positioning and modern

Services exhibit: unusually strong offer architecture
design, but still light on social proof.

for a small service brand.



Built for owners who want
clarity before spending more.

Results-Only Audit
5299.00 one-time

“The plain-English audit thal shows what i leaking, why
ftmaters, and what to fx frt.

After payment, you shouid land on the tharik-you page. ff

Jou Cancel, you Shou relum 1 th Servces page
Why this exists

1f a business is already spending time or money on marketing, what is actually
helping, what is hurting, and what should be fixed first?

John Such built Show Me Results Only around that question. The goal is to give
local owners a simpler, more useful answer than a bloated agency deck of a
Vague monthly report, and to turn that answer into a report they can actually

Now that customer discovery is starting to shift toward Al tools, the audit also
looks at whether the business is easy for systems ke ChatGPT, Claude, search
engines, and future agents to understand accurately.

Bt fo Greater Greenvile and Ouners shoud not need a marketing
Upstate SC businesses, not copled degree to understand the findings or
from a generic natonal terpiate the i nstructions.

John Such

Results over activity AlReadiness added
calls, and your
conversions actually break down. businessis easy for Al-drven

discovery to ind and summarize
cormecty,

My Audit Read the Al explainer

What the service is designed to do

Get owners a clearer point of view before they commit to more spend, more content,

About exhibit: helpful founder identity and local- Checkout exhibit: functional, but too minimal for a
market framing. trust-sensitive purchase step.



17. Competitor and substitute read

Show Me Results Only does not compete only with classic agencies. It competes with three overlapping substitute
types: local agencies that offer audits as a lead-in, Al-forward local marketers, and non-local Al-readiness specialists
with clearer category labels.

HOME GROWTHSYSTEMS SERVICES AREAS INDUSTRIES RESOURCES PROOF PRICING WILSON AUDIT CONTACT

Al-Enabled Digital
Marketing for Local
Service Businesses in
Spartanburg SC

Wilson Digital helps local businesses get found, ean trust, tur website
visitors into calls, and follow up faster through local SEO, conversion-
focused websites, reviews, content, reporting, and practical Al automati

Find out why your
website is not
generating more
calls.

Website URL

hitps:liexample.com

- Main marketing challenge

Select one

SMALL

Got Your Free Wilson Audit Explore Local SEO Services

BUSI
MAR
SERVI

+175% revenue YoY

Strategic positioning plus useful pages for real customer
questions.

site should explain ages to rank. Home and Local Growth

Top3in44of49

i ———— map grid points for our latest local SEO client

$0in paid ads

social media
marketing
Spartanburg SC

SEO services
Spartanburg SC

digital marketing

website design
Spartanburg SC

Spartanburg SC

for

SEE OUR LATEST LOCAL SEO CASE STUDY.

n support, lead
wrture, and campaigns
tied to growth,

WE GOT TIRED OF
WATCHING GOOD

digital marketin
Shartanburg SC

Louis Lynn & Co: stronger Greenville-local framing
plus a more visible SMB-operator credibility angle.

Wilson Digital: very clear Al-enabled local-service
positioning with a visible free-audit funnel and stronger
city/service-page depth.



/ plainpath Whypepen  Howicwoks  Sevees  FQ FeldNoc - ' nnnnnnnnnnnnnnn oo .
AlReadiness Assessment for

SmallBusiness . .

Bafr o s ooy an AL e ut whas ksl wath dlg Digital marketing

built for Greenville
businesses. '
< -Spartanburg-Anderson metro. Local SEO, i

A EEE  Taa—

$2500-$5000  2-3weeks  Clarity  Ground ' ‘
Where s A1 going 0 amits placenyo

Answer the three business?

questions most

businesses skip. What needs o be nshape before i wilsick?

Three services, one team, built to
compound.

Agood Al

30-50%vs.a
split-vendor setup.

Q £4 =}

Greenville SEO

drive call. M

Plainpath: not local, but much more explicit about the Media Spearhead: polished free-audit funnel,
Al-readiness product category, pricing range, and stronger partner / badge trust stack, and heavier
assessment mechanics. conventional agency proof.

What these substitutes do better

* They show more obvious proof or partner credibility

* They often make the free-audit entry path feel more native and guided

* They use more public confirmation that the business exists beyond its own site
What SMRO can own

« Plain-English diagnosis without retainer-first agency energy

+ Greenville / Upstate specificity plus Al-readiness clarity

» A productized audit that feels practical instead of bloated



18. Off-site footprint summary

Public off-site evidence is currently the weakest part of the brand story. In accessible checks, no strong GBP/review

stack or verified multi-platform social presence clearly surfaced. That does not prove the profiles do not exist. It does
mean the brand is not yet easy to corroborate from the outside.

What was grounded What was not grounded cleanly

e Founder + location cues are strong on-site * Meaningful social engagement metrics

» Contact emails are visible » Verified review counts or ratings

e Local-market positioning is explicit * Astrong accessible Google Business Profile
surface

Practical next move: make LinkedIn + GBP the first two public proof surfaces to harden. They are the cleanest fit for this
kind of offer.



19. Copy examples and templates

Homepage proof strip Checkout trust copy

Try: "Plain-English audits ¢ Built for Greenville & Try: "After payment, you will land on a short intake
Upstate businesses ¢ Prioritized fixes you can actually and get a confirmation email with the next step. The
use" audit is delivered as a clear HTML + PDF guide."
Free-call reassurance Case-study teaser

Try: "Tell me what feels broken. | will review it and Try: "Example: contractor website with strong work
reply with whether an audit, a fix sprint, or no but weak proof. We tightened the homepage, quote
purchase is the right next step.” path, and local trust cues so buyers could understand

the value faster."



20. 30 / 60 / 90-day roadmap

30 days
Trust surface first

* Add testimonials / sample outcomes
+ Strengthen checkout copy
* Replace or improve external free-call path

60 days
Off-site and local proof

¢ Launch /clean GBP
+ Create LinkedIn company presence
¢ Publish first review / proof requests

90 days
Authority and Al consistency

» Publish 3-5 authority articles
+ Decide on crawler policy

« Turn sample audits into repeatable proof assets



21. Implementation options

Quick trust + CTA cleanup

Homepage proof strip, checkout reinforcement, testimonial placement, free-call path cleanup.

Best when: the site already converts some traffic but needs stronger confidence cues.

Local proof and entity cleanup

GBP setup / cleanup, LinkedIn presence, citation basics, schema and policy alignment.

Best when: the brand needs stronger public corroboration outside its own domain.

Authority content sprint

Turn the current Al-readiness angle into a proper article cluster, case examples, and verticalized examples.
Best when: the business wants stronger SEO, GEO, and sales-proof depth.

Simple recommendation: if only one package moves first, start with trust + CTA cleanup. That is the fastest way to
make the current traffic work harder.



