THE MARGINSEYE REPORTING GUIDE

How to Actually Tell the Story (Not Just Dump Data)

INTRODUCTION: THE MINDSET SHIFT

Look, nobody cares about your bounce rate if the phone isn’t ringing.

Most agencies treat reporting like a chore. They export a massive PDF from SEMrush, highlight a few
green arrows, and pray the client doesn’t ask questions. That’s lazy. And it’s why clients fire agencies.

Reporting isn’t about proving you worked. It’s about proving the work mattered.

This guide is your playbook. It tells you exactly how to gather the data, how to find the story inside the
numbers, and how to deliver it so your client actually feels like they’re building something with you.

PHASE 1: THE SETUP (BEFORE YOU OPEN THE TOOLS)

Before you even look at Google Analytics, get your head right. Ask yourself three questions:

1. What is the actual business goal right now? (Are we trying to get leads? Sell a product? Build brand
awareness?)

2. Did we actually move the needle on that goal this month?

3. If the numbers are down, do | know exactly why?

If you can’t answer number three, don’t send the report yet. Go find out why.

PHASE 2: THE WEEKLY PULSE (15 MINUTES MAX)

Do not build a slide deck for a weekly update. It's a waste of your time and their time. Send a short email
or a Slack message every Monday morning.



Keep it to this exact format:

Subject: Week [X] Pulse Check — [Client Name]

The Numbers:
- Organic Sessions: [Number] (Up/Down X% vs last week)

- Leads/Sales: [Number] (Up/Down X vs last week)

The Win:

- [One specific thing that went well. e.g., "The new Al SEO page started ranking on page 1 for 'Al SEO
Kenya'."]

The Fire:

- [One thing that needs attention. e.g., "Traffic dipped on the blog because of the holiday weekend.
Normal."]

The Focus:

- [What you are doing this week. e.g., "Fixing the meta tags on the homepage and publishing 2 new case
studies."]

That's it. It takes 10 minutes to write. It keeps the client calm. It shows you’re on top of things.

PHASE 3: BUILDING THE MONTHLY REPORT (THE DEEP DIVE)

This is the main deliverable. Build this in a simple 5-slide PDF or a clean Google Doc. Do not use a 20-
slide template. Keep it tight.

Slide 1: The Executive Summary (The "TL;DR")

Write three sentences.



1. What we achieved this month.
2. Where we fell short.
3. The bottom line impact.

Example: "This month, organic traffic grew by 15%, driven mostly by the new Al SEO pages. We missed
our lead target by 10% because the contact form had a glitch for three days, which we’ve now fixed.
Overall, we’re on track for our Q3 goals."

Slide 2: The Money Slide (Revenue & Leads)

This is the only slide the CEO actually cares about.

- Show the total organic leads or sales.

- Show the conversion rate.

- If you can, show the estimated revenue or deal value.

- Add a simple line graph showing the trend over the last 3 months.

Context matters. If leads are down, explain why right next to the number. Don’t make them guess.

Slide 3: The Visibility (Traffic & Rankings)

Now you show the marketing metrics.

- Total organic sessions.

- Top 5 keyword movements (only show the money keywords, not the vanity ones).

- Al Search Visibility: How many of your 10 test queries resulted in a ChatGPT or Perplexity citation this
month? (e.g., "We appeared in 4 out of 10 Al queries this month, up from 2 last month.")

Slide 4: The Work (What We Actually Did)

Clients pay for action. Remind them what you did.
- Content published (link to the live pages).

- Technical fixes completed.

- Backlinks acquired.

- Al optimizations made.

Keep it to bullet points. No paragraphs.



Slide 5: The Roadmap (What’s Next)
End with forward momentum.
- List the top 3 priorities for next month.

- State what you need from the client (e.g., "We need approval on the new homepage copy by
Tuesday").

PHASE 4: THE DELIVERY CALL (30 MINUTES MAX)

You sent the report. Now you get on a call.

Rule number one: Do not read the slides to them. They can read.

Rule number two: Spend 10 minutes reviewing the numbers, and 20 minutes talking about the business.

Ask them questions. "How is the quality of the leads coming in?" "Are the sales team closing the organic
leads?" "What’s your biggest headache right now?"

Use the report as a starting point for a strategy conversation, not a final exam.

PHASE 5: WHEN THINGS GO WRONG (THE RED FLAGS)

Sometimes the numbers look ugly. Traffic drops. Rankings tank. Leads dry up.

Do not hide it. Do not bury it on slide 14. Put it on Slide 1.

When you present bad news, use this exact framework:

1. The Reality: "Organic traffic dropped 20% this month."

2. The Cause: "This happened because Google rolled out a core update on the 12th, and our competitor
published a massive guide that stole our top spot."



3. The Fix: "We are updating our top 3 pages with fresh data this week, and we’ve reached out to two
industry blogs for backlinks to rebuild our authority."

4. The Timeline: "We expect to recover the lost traffic within 3 to 4 weeks."

Clients don't fire agencies because things go wrong. The internet is volatile. They fire agencies because
they feel lied to. Own the bad news, and they will trust you more.

FINAL THOUGHTS

Reporting is just a mirror. It shows you exactly where you stand.

Don’t use it to pat yourself on the back. Use it to find the cracks in your strategy and fix them.

Be honest. Be direct. Focus on the money.

If you do that, you won’t just be an SEO provider. You’ll be a partner. And partners don’t get fired.
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Copy that, paste it into Word, save it, and you’ve got a solid, actionable guide for your team or yourself.
It cuts through the noise and focuses on what actually matters. Let me know if you need to tweak any
part of it.



