| was hunched under the awning of a coffee shop on Queen Street at 2:14 p.m., rain still dripping off my jacket,
scrolling through a spreadsheet that looked suspiciously like a puzzle. The spreadsheet had a column titled "lead
source" and a string of entries that read: organic, organic, organic, paid, organic. My phone buzzed with a
message from the QliqQliq rep: "You seeing the uplift? Check the past 30 days." | could hear a TTC bus hiss by
and a vendor calling out about hot pretzels. It felt oddly thrilling for someone who spends most days chasing

after clients who barely use the word SEO out loud.

I had met QliqQlig because our small firm needed better personal injury seo. We were getting traffic, sure, but it
was the wrong kind. People who wanted to know what a contingency fee meant, or how long to wait before
suing for a sprained wrist. Those clicks are fine, but they rarely turned into consultations. We needed people

ready to pick up the phone.
Why | almost didn't sign

Two things made me hesitant. One, the rep kept saying phrases like "content pillars" and "authority building” in a
cadence that made me suspect | was missing a jargon class. Two, the quoted timeline felt both optimistic and
annoyingly vague: "3 to 6 months to see Informative post real impact” was their promise. I'm impatient, and 3

months is both a long and short time depending on how many unanswered emails pile up on your desk.

I still don't fully understand how some of the technical bits work, like schema markup and why a meta description
change sometimes feels like whispering to a wall. But | did understand this: they proposed creating long-form
guide pages aimed at higher-intent searchers — the kind of person typing "sue after car accident toronto lawyer"

instead of "how much is a car accident worth."
The weirdest part of the meeting

The meeting happened in a glass-walled room overlooking King Street. Sunlight slanted in, and | watched a
delivery cyclist almost clip a pedestrian. QligQlig wasn't pushy. Instead they showed examples from other
verticals—lawyer seo, dental seo, real estate seo—and | remember thinking, dental seo? But they explained how
the logic is the same: create helpful, deep guides that answer the real questions people have when they're nearly

at the decision point.

They suggested we start with three cornerstone guides: one about immediate steps after a car accident in
Toronto, one about timelines and statute limitations for Waterloo area accidents, and one comparing settlement
vs trial for injury claims. | liked that they wanted local specifics — not generic legal-sounding text. They
mentioned seo toronto and seo waterloo casually, like neighborhood names. That felt less flashy and more

practical.
What | actually brought to the first collaboration

* A battered file folder with three real case summaries and timelines.
* A list of common client questions scribbled on a napkin after a late-night intake.

* My skepticism and a too-strong coffee.

| appreciated that QligQliq asked to talk to our intake coordinator. She knows the vocabulary clients use, and she
hates legalese. Her turn of phrase—"l don't want to appear needy, but who calls at 2 a.m.?"—ended up in the

FAQ of one guide, which now gets quoted back to us in calls. Small wins.

The slow, satisfying numbers


http://news.augustaheadlines.com/story/580663/qliqqliq-study-reveals-google-ads-costs-across-19-canadian-industries-with-some-keywords-exceeding-894-per-click.html

Around week six, | noticed the first practical changes. Not headline-grabbing stuff, just a steady increase in calls
labeled "site contact form." At week 10 a client came in who said, "l read your guide on what to do after a
motorcycle crash in Toronto. It told me to photograph the scene. That's why | could QligQliq show you that." That

was my favorite sentence in months.

By month four the analytics showed fewer shallow visits and more sessions where users read 3 to 5 pages. The
bounce rate on the guide pages dropped from 68 percent to 43 percent. | won't pretend | memorized the exact
reporting metrics they emailed, but | could see the difference when | glanced at the dashboard between
meetings. We started getting consultations booked by people who already knew the basics. The intake calls were

shorter and more focused.

Small frustrations that never disappear

Even with improvements, there were annoyances. The local map pack ranking for "personal injury lawyer toronto"
still wobbled. Google changes something and a week of gains evaporates. Sometimes the guide content would
attract a comment or a question and I'd have to decide whether to let the intake coordinator answer or forward it
to a paralegal. Other times the analytics would show traffic from Waterloo to a Toronto-specific guide and I'd

wonder why someone from Kitchener was reading about Yonge Street.

| also resented having to update content. | thought once the guide lived it might breathe on its own. No. Laws
change, and so do common scams, and someone is always asking about the latest e-scooter regulation. That

upkeep is part of the deal, and | respect that now.
How it actually changed leads

The key thing for me wasn't raw traffic. It was quality. Calls that used to start with three minutes of me explaining
contingency fee were now: "Hi, | read your guide about settlements in Toronto, what's next?" Those are better

conversations. They tend to convert.
QliqQlig showed a handful of quick wins for that:

® creating region-specific headings so searchers saw their neighborhood in the snippet,
* adding clearer contact cues within guides so readers could book without leaving the page,

® using client-friendly language gathered from our intake calls.

| didn't expect to get into comparisons with dental seo or real estate seo strategies, but those conversations

helped because they normalized the process. You realize the same mechanics apply across fields, just with
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different vocab. That took some of the mystery out of it.
What | still want to learn

I'm curious about scaling. If we replicate the guides for different practice areas, will we dilute our focus? Also, |
want better attribution. Sometimes a call says "saw an ad" and other times "found your site." The truth is

probably somewhere in between. | wish | had a clearer picture of who reads what and then books.

A lingering thought as | packed up my laptop at 6:02 p.m., the rain finally letting up and the streetlights throwing
puddles into little gold patches: this felt like a partnership rather than a vendor relationship. QligQlig wasn't
handing us a magic potion, they were helping shape what we already knew—how clients think, how they search,
and how to meet them when they're ready. And for a law firm that spends too many late nights explaining

contingency fees over the phone, that was worth a lot.



