Prices for SEO vary wildly, and that alone can make a sensible business owner nervous. One agency quotes 300
per month and promises the moon. Another suggests 2,000 plus with a six-month minimum and no promises at
all. A freelancer down the road says Local SEO is 500 for the first month, then 200 after. Who is right? More

importantly, what is fair?

| have sat on both sides of the table: agency, in-house, and hands-on consultant. The pattern is consistent. Fair
pricing follows work, talent, and risk. Unfair pricing tries to sell dreams or hide the work behind a thick fog of
jargon. If you can separate effort from hype, you can judge value no matter where you are, whether you're buying

national SEO services or looking for SEO Services Wales for a local business in Cardiff, Swansea, or Wrexham.

What real SEO work looks like

Before we compare price tags, it helps to know what you're paying for. SEO is not one thing. It is a set of
disciplines that need to align: technical, content, on-page, local signals, and links. On a typical engagement, here is

what credible work includes in practice.

Technical groundwork. Crawl the site, fix indexation issues, remove junk pages, tidy internal linking, improve page
speed, and sort schemas. On small sites, this might be a few focused days. On large or legacy platforms, this can

take weeks, plus dev time.

Content strategy. Keyword research is not just export and sort. It is mapping search intent to your products or
services, prioritising topics that can rank within your authority, then building content assets that can win. A smart

plan prevents thin, duplicative pages and cuts wasted spend.

On-page optimisation. Titles, headers, internal links, structured data, media compression, and copy edits. It is not
glamorous, but it moves needles. On an e-commerce site, doing this well across categories and top product types

can produce dependable, compound gains.

Local SEO. For a bricks-and-mortar or service-area business, this includes Google Business Profile optimisation,
consistent NAP (name, address, phone) data, categories, services, local landing pages, and proximity/intent queries.

Reviews and photos matter here more than many realise.

Link acquisition and digital PR. Good links remain a ranking driver. The tactic should match your brand: useful
tools, data storytelling, partnerships, supplier links, or expert contributions. Paying for spammy link packages is a

short-term sugar rush with long-term cost.

Analytics and reporting. Define KPIs tied to revenue, not vanity metrics. Organic revenue, qualified leads, phone
calls via call tracking, assisted conversions, and local SEO Machynlleth pack visibility. Reporting should tell a story

and trigger decisions, not just export charts.

When a proposal breaks these elements down, you have something you can judge. When it reduces everything to

"SEO package - 20 keywords, 100 backlinks,” you are being sold a box with a label, not a plan with accountability.

Pricing models you will encounter

Retainers, projects, and performance deals cover most of the market. The right model depends on goals, timeline,

and how many unknowns sit in the technical stack.

Monthly retainer. Most common for ongoing SEO Services. You pay a set fee for a defined scope. Good for sites

that need continuous work: content creation, technical tickets, and link outreach. Fair retainers typically start at
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800 to 1,200 per month for very small local businesses and can run 3,000 to 8,000 per month for competitive

national niches. Enterprise can climb well beyond that due to complexity and internal coordination.

Project-based. Useful for audits, site migrations, content sprints, or Local SEO overhauls. A thorough technical
audit plus roadmap might cost 1,500 to 6,000 depending on site size and access. A migration for a mid-sized site

is commonly 4,000 to 15,000 because the risk of traffic loss is real and the prep and QA are intensive.

Hourly. Most often used by an SEO consultant for advisory, second opinions, or ad hoc troubleshooting. Rates
vary from 60 to 250 per hour based on experience Local SEO Services and market. This makes sense when you

have a capable internal team but need direction, or when you want an independent audit of an agency’s work.

Performance-based. Tied to leads or revenue instead of effort. It sounds attractive until you unpack the
dependencies. True performance deals work only with clean tracking and strong sales processes; otherwise you pay
for due credit or starve a capable partner. If offered, expect a hybrid: modest retainer plus a bonus tied to SEO

Wales qualified leads or milestones.

Packages. Fixed-price bundles are common in Local SEO: setup, citation clean-up, Google Business Profile
optimisation, and a set number of local landing pages. When scoped clearly, packages can be good value. When

they promise “first page rankings in 30 days,” they typically rely on shortcuts or non-competitive keywords.

What affects cost beyond the label

Two sites with the same number of pages can demand different budgets. A fair price reflects at least these factors.

Competition and market size. A family-run café in Aberystwyth can make gains with Local SEO and consistent
reviews. A national e-commerce site in supplements faces heavyweight competitors with content teams and PR

machines. The budget needs to match the battleground.

Site health and platform. A clean WordPress install with modern hosting is cheaper to optimise than a bespoke
CMS with clunky routing, no sitemap control, and slow build cycles. If you need developer time or platform

upgrades, SEO becomes a team sport, and the cost rises.

Starting authority and content depth. If your domain is new and your competitors have been publishing for years,

expect a longer ramp. You may need foundational content and digital PR before you can rank for the juicy terms.

Geography and footprint. A single-location plumber in Newport has a simpler job than a multi-location service

brand across South Wales. Location pages, local link building, and review management scale the workload.

Internal resources. If you have in-house writers, a developer who can implement, and a marketing manager who
can approve quickly, you get more value from the same retainer. If every change takes three weeks and four

signatures, progress costs more.

Typical price ranges that make sense

No two agencies price exactly alike, but after many campaigns, certain bands show up repeatedly. Use these as

sanity checks, not commandments.

Entry-level Local SEO for a single location, low to moderate competition: 500 to 1,200 per month. Expect setup,
Google Business Profile work, basic citation management, on-page fixes, and a cadence of local content or landing
pages. This range suits small trades, cafes, clinics, and independent retailers. In smaller markets like many Welsh

towns, the lower half can be quite effective, especially with a strong review strategy and clear service pages.
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Mid-market Local SEO or regional campaigns: 1,200 to 2,500 per month. Useful for multi-location service brands
or competitive niches like legal, dentistry, or home services across Cardiff and Swansea. At this level you should see

proactive link acquisition, PR pitches, and deeper content.

National B2B or e-commerce, mid competition: 2,000 to 6,000 per month. You should expect technical SEO as an
ongoing stream, content production with an editorial plan, conversion improvements, and structured outreach. If

paid search or CRO is part of the service, confirm how the hours split.

Enterprise or highly competitive niches: 6,000 plus per month. The spend here funds stakeholder management,
dev coordination, content at scale, and PR with a higher batting average. You should have a named senior SEO

consultant owning strategy, not just account coordination.

Standalone audits: 1,500 to 6,000 for small to mid sites, 8,000 plus for large. A strong audit includes crawl data,
prioritised tickets, code and template examples, and dev-ready recommendations. A weak audit repeats best

practices you could find in a guide and lacks an implementation roadmap.

Site migrations: 4,000 to 25,000 depending on size and complexity. The cost rises with internationalisation, faceted
navigation, and custom frameworks. The best money you will ever spend is on a careful migration. The cost of

getting it wrong can be months of recovery.

If someone quotes far outside these ranges, ask why. There are valid reasons: a boutique digital PR team may
deliver standout links at a premium; a low-cost local specialist may keep overhead lean and pass savings on. What

matters is transparency and fit.

What to avoid, even if the price is tempting

Red flags are not subtle. They repeat across markets, whether you are shopping for SEO Wales or a global

program.

Guaranteed rankings. No one controls Google. Guarantees often target non-competitive keywords or brand terms
you already rank for. Real pros will guarantee work quality, communication, and agreed deliverables, not outcomes

they cannot control.

Backlink packages. Offers like “100 DA 50 links for 200" are dressed-up link farms, private blog networks, or
hacked sites. They can work briefly, then burn your domain or stall growth as Google devalues them. If link

acquisition is part of the plan, ask for examples and method, not just counts.

Opaque reports. If the report is a dashboard you could build in an hour and the commentary ignores revenue and

leads, you are paying for noise. Ask for plain-language summaries, decisions made, and next steps.

One-size-fits-all keyword lists. A generic set of “20 keywords” ignores your margins, intent, and funnel. Sensible

plans prioritise clusters and page types, not just words on a sheet.

No access or ownership. You should own your Google Analytics, Search Console, and tag manager. You should

have admin access to your Google Business Profile if you are buying Local SEO. If a vendor refuses this, walk.

Where SEO Services Wales fit in

Regional context matters. In Wales, many SMEs serve specific towns or counties. A thoughtful Local SEO approach
can outperform a flashy national strategy for a fraction of the cost. An SEO consultant who knows the area will
build location pages that reflect real service radiuses, not just a copy-paste list of towns. They will push for local

citations that matter, like chamber directories, local media mentions, and partnerships with Welsh organisations.



Pricing in Wales can also be more forgiving compared to London or other high-cost regions. You can find
seasoned talent at 750 to 1,500 per month for local campaigns without sacrificing quality. Beware of the flip side:
ultra-cheap providers leaning on automated content, templated citations, and link schemes. If the monthly fee

could barely cover a day of work, something is missing.

A quick anecdote from a plumber in Pontypridd: the business had a 300 monthly “SEO” spend for a year with
almost no change. We audited, found duplicate location pages with canned text, slow mobile performance, and no
Google Business Profile posts or services. Within 90 days of focused Local SEO, calls from “near me” searches rose
40 percent. The new budget was 850 per month, which sounded like a jump, but the cost per lead fell by more

than half. Price is a line item; value is whether the phone rings.

How to budget without guessing

Start with what success is worth. If your average lead is worth 200 in profit and you can reasonably add 20
qualified leads per month within six months, that is 4,000 in monthly profit potential. In that situation, spending
1,500 to 2,000 per month is rational. If your product economics do not support that, you may need a content-

light, Local SEO-first approach or a shorter project to fix the biggest issues.

Map your horizon. SEO compounding effects kick in after the basics are solved. For a small local site, you might
see wins in 4 to 8 weeks. For national queries with competition, think 4 to 8 months for material gains. Budget
with patience. If cash flow cannot handle that, consider a project to fix technical debt and then revisit monthly

work later.

Insist on prioritisation. Not every recommendation pays equally. Ask your provider to stack the backlog by impact

and effort, then commit to the top few tasks each month. That discipline squeezes more value from your spend.

The difference a good SEO consultant makes

Agencies are useful for capacity, design, and PR. A strong SEO consultant brings judgment and protects you from

waste. They translate the mess of tools into a plan that blends with your business.

A seasoned consultant can step into a campaign that costs 2,500 per month and, without raising the budget,
reallocate it: cut automated link blasts, increase internal linking and product page work, build authority content
that sales uses, and target realistic terms. Six months later, the same spend drives better revenue. The consultant’s

fee might be 150 per hour for strategic oversight once or twice a month, and it pays for itself by avoiding misfires.

If you engage a consultant, ask how they measure success, how often they pivot, and what they do when a tactic

stalls. Listen for specificity. Vague confidence is not a strategy.

What fair proposals include
A fair, credible proposal tends to share a few traits.

* A diagnosis before a prescription. They ask for Analytics and Search Console access, sample keywords, and

product margins. Then they outline issues and opportunities.

* Clear deliverables by month or milestone. Not just “SEO work,” but “fix index bloat, optimise top 10 service

pages, GBP posts weekly, 4 local citation cleanups, 2 digital PR pitches.”

* A hypothesis about outcomes tied to business metrics. They might project ranges, not single numbers, and

explain dependencies.



® Transparent communication rhythm. Weekly or biweekly check-ins, monthly reporting with commentary, and a

shared roadmap that evolves.

* Ownership and exit clarity. You keep the content, accounts, and relationships. If you part ways, the work

remains yours.

If a proposal spends most of its pages on results from another client, names a handful of tools to sound

impressive, and buries scope in footnotes, treat it with caution.

Tools, time, and the myth of the magic platform

Tools help, but they don't replace hands and brains. A competent provider might use a crawler, rank tracker,
backlink index, keyword research suite, and analytics stack. That tooling can cost them 300 to 1,000 per month.

Agencies pass this cost through their pricing. This is normal.
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Where it goes wrong is the pitch that a proprietary platform is the secret to ranking. Dashboards are fine. More
important is the work: technical fixes released, content published, links earned, and iterations made. If a pitch over-

indexes on the platform and underplays the people doing the work, you risk paying for software you do not need.

Local SEO specifics that change pricing

Local SEO has quirks that add or reduce effort. Multi-location brands need careful hierarchy, unique content for
each location page, and a plan for reviews and photos. Service-area businesses need radius logic that does not
thinly duplicate the same copy across towns. Google Business Profile categories and services should mirror your

actual offering; stuffing categories can hurt more than help.

Local link building is different too. You get more mileage from five genuine local links than 50 generic blog
comments. Sponsoring a youth team in Barry with a proper write-up on their site, joining a local business
association, or supplying expert quotes to local media can be both affordable and durable. If your provider

understands this, their Local SEO plan will look less like a factory and more like a community strategy.

Balancing SEO with other channels

Organic search rarely operates alone. Paid search validates keywords and fills gaps. Email and CRM convert the
traffic you worked to earn. If you have 1,500 per month and need results within six weeks, splitting spend between
Local SEO fixes and a tight paid search campaign can be smarter than placing all chips on organic. A good SEO

partner will not fight this; they will coordinate and learn from paid data to refine the SEO plan.

When to walk away
There are times when no price is fair, because the conditions for success do not exist.

The site is technically unfixable within reasonable time. If the CMS blocks essential changes and the dev team is

unavailable, paying for SEO is like paying for a gym membership while your car is at the mechanic.

Leadership wants guarantees. If a stakeholder insists on first-page rankings for trophy terms by a date certain,

regardless of competition and starting point, the relationship will sour. Better to invest elsewhere.



Content cannot be changed. If legal restrictions or brand gates freeze content for months, focus on technical wins

or channels that do not rely on content. Otherwise you pay for waiting.

If any of these conditions are present, consider a project audit to map what would be required, then revisit SEO

when the constraints ease.

Buying in Wales or anywhere: how to compare apples to apples

Ask each provider to break down where the hours go per month. Two proposals at 1,500 per month can be very
different. One might put half the time into outreach and half into on-page; another might do a full technical sprint

early, then shift to content. Neither is wrong. The question is what your site needs now.

Request two or three case narratives relevant to your situation. Not polished decks, but a before-and-after story
with obstacles, fixes, and results tied to revenue or leads. Bonus points if they admit a tactic that failed and how

they corrected course.

Check who will do the work. The sales call might feature a charismatic strategist, but you will live with an account
manager. Experience matters more than job titles. For SEO Services Wales, local knowledge can be a decisive edge

if your customers are nearby.

Clarify contract terms. Month-to-month is common for smaller engagements. Some agencies ask for three to six
months to make meaningful changes. Long, inflexible contracts with heavy exit penalties are a warning sign,

especially if the work is unproven.

A lightweight checklist before you sign

® Does the plan match our business model, margins, and market?

® Do we have the internal bandwidth to implement recommendations?
* Are KPIs clear, attributable, and reviewed regularly?

* |s ownership of accounts and content unambiguous?

® Are the first 60 to 90 days mapped with specific actions?

If you cannot answer yes to these, keep talking or keep looking.

Final thoughts from the trenches

Fair SEO pricing is not an artful guess. It is a reflection of scope, difficulty, and talent. Cheap can be expensive if it
burns months on tactics that never had a chance. Expensive can be fair if the team drives revenue with clarity and

craft.

For a small business choosing SEO Services in Wales, a focused Local SEO program at 800 to 1,500 per month
with transparent milestones can transform lead flow. For a national brand, expect to invest more and longer, and
demand strategy that blends technical depth with content that earns its keep. In either case, judge partners by

how they think, how they explain trade-offs, and how they tie the work back to the cash register.

The web is noisy. Good SEO quiets the chaos into a plan you can execute, measure, and refine. Price is part of that
plan, not the whole of it. Choose people who show their math, respect your constraints, and care about outcomes.

The rest usually follows.



