
Monthly SEO Report Template That Connects Work to Qualified Leads
A clear monthly report builds trust and keeps everyone focused on outcomes. Lead with results and the plan, not a wall of raw metrics.
Agency to Client Monthly Report
When to use: A full-funnel monthly SEO report an agency sends a retained client to prove progress and set next month's priorities.
Executive Summary
In [Month, Year], organic search delivered [organic sessions] sessions and [organic conversions] conversions, [up/down][X%] month over month. The headline this month is [one-sentence outcome, e.g., "a 14% lift in non-brand clicks driven by the new comparison hub"]. Our priority for [next month] is [single most important focus].
KPIs vs. Last Month and Last Year
· Organic sessions:[value] (MoM [+/- %], YoY [+/- %])
· Organic conversions / leads:[value] (MoM [+/- %], YoY [+/- %])
· Non-brand clicks (GSC):[value] (MoM [+/- %])
· Average position (priority keywords):[value] (was [prior value])
· Keywords in top 3 / top 10:[count] / [count]
· Indexed pages:[value]
· Referring domains:[value] (net new [count])
What We Did This Month
· Published / refreshed [count] pages targeting [topic cluster].
· Fixed [count] technical issues, including [specific issue, e.g., "canonical conflicts on paginated archives"].
· Earned [count] links from [type of sites] via [tactic].
· Improved internal linking on [section] to push authority toward [money pages].
Wins and Movers
· [Page/keyword] moved from position [X] to [Y], adding [clicks] clicks.
· [Page] now ranks page one for [keyword] after the [date] refresh.
· [Conversion event] grew [X%], contributing an estimated [value/revenue].
Watch-Outs
We want to be straight with you about what slipped or needs attention.
· [Page/keyword] dropped [positions] after [likely cause, e.g., "a competitor refresh" or "the March core update"]. Our fix: [action].
· [Technical/risk item, e.g., "crawl budget wasted on faceted URLs"]: recommended action: [action].
Plan for Next Month
1. [Highest-impact action and the outcome it targets].
2. [Second priority].
3. [Third priority].
What we need from you:[any approvals, access, or assets blocking the plan].
 
Executive One-Pager
When to use: A single-screen summary for a busy stakeholder who wants the result, the reason, and the next move in 30 seconds.
The Bottom Line
Organic search drove [organic revenue or conversions] in [Month], [up/down][X%] vs. last month and [X%] vs. last year. Net: [one plain-English takeaway, e.g., "we're ahead of plan and compounding"].
Three Numbers That Matter
· Organic revenue / pipeline:[value] ([+/- %] MoM)
· Organic conversions:[value] ([+/- %] MoM)
· Non-brand visibility:[clicks or top-10 keyword count] ([+/- %] MoM)
Why It Moved
[One or two sentences linking the result to a specific cause, e.g., "Growth came from the new pricing guide now ranking in the top 3 for high-intent terms."]
The One Risk
[Single most important watch-out and the mitigation in one sentence.]
Next Move
[The single most important thing happening next month and the result it should produce.][Optional: the one decision or budget approval needed to make it happen.]
 
E-commerce SEO Report
When to use: A revenue-first monthly report for an online store, tying organic rankings and category/product health to transactions and AOV.
Executive Summary
Organic search generated [organic revenue] from [transactions] transactions in [Month], [up/down][X%] MoM and [X%] YoY. The driver was [outcome, e.g., "category pages reclaiming top-3 for high-volume head terms"]. Next month we focus on [priority] to grow [target metric].
Revenue KPIs vs. Last Month and Last Year
· Organic revenue:[value] (MoM [+/- %], YoY [+/- %])
· Organic transactions:[value] (MoM [+/- %])
· Organic conversion rate:[value %] (was [prior %])
· Average order value (AOV):[value] (MoM [+/- %])
· Revenue per session (organic):[value]
· Assisted revenue from organic:[value]
Visibility and Catalog Health
· Non-brand clicks (GSC):[value] (MoM [+/- %])
· Top category terms in top 3:[count]
· Indexable product pages:[count] of [total]
· Out-of-stock / 404 product URLs:[count]
What We Did This Month
· Optimized [count] category pages with intro copy, FAQs, and internal links to top sellers.
· Added / fixed [Product, Offer, Review] structured data on [count] templates.
· Resolved [count] indexation issues on [faceted URLs / pagination / sold-out items].
· Built links / digital PR around [campaign or hero collection], earning [count] referring domains.
Wins and Movers
· [Category page] moved to position [X] for [keyword], adding [revenue].
· [Product/collection] organic revenue grew [X%] after [change].
· Rich results now showing for [count] products, lifting CTR to [value %].
Watch-Outs
· [Category/term] revenue fell [X%] due to [cause, e.g., "key SKUs out of stock" or "a competitor undercutting on price"]. Fix: [action].
· [Risk, e.g., "thin or duplicate variant pages diluting authority"]: recommended action: [action].
Plan for Next Month
1. [Highest-revenue-impact action and the target it moves].
2. [Second priority].
3. [Third priority].
What we need from you:[stock forecasts, merchandising approvals, or dev resources needed].
 
Local SEO Report
When to use: A monthly report for a multi- or single-location business focused on Google Business Profile, map visibility, calls, and direction requests.
Executive Summary
In [Month], your Google Business Profile drove [calls] calls and [direction requests] direction requests, [up/down][X%] MoM. The big move was [outcome, e.g., "breaking into the local 3-pack for 'emergency [service] near me'"]. Next month we focus on [priority].
Local KPIs vs. Last Month and Last Year
· Calls from GBP:[value] (MoM [+/- %], YoY [+/- %])
· Direction requests:[value] (MoM [+/- %])
· Website clicks from GBP:[value] (MoM [+/- %])
· Map (discovery) views vs. search views:[map value] / [search value]
· Local 3-pack rankings (priority terms):[count] in pack
· Average map-grid rank:[value] (was [prior value])
· Bookings / form fills from local landing pages:[value]
What We Did This Month
· Published [count] Google Business Profile posts and added [count] photos.
· Earned and responded to [count] reviews; average rating now [value].
· Built / cleaned [count] citations and fixed [count] NAP inconsistencies.
· Optimized [count] location / service-area landing pages.
Wins and Movers
· [Location/term] entered the 3-pack for [keyword], lifting calls by [X%].
· Review velocity reached [count] new reviews, improving rating to [value].
· [Service page] now ranks position [X] in organic for [keyword].
Watch-Outs
· [Location/term] slipped in the map grid due to [cause, e.g., "a competitor with more recent reviews"]. Fix: [action].
· [Risk, e.g., "unanswered negative reviews" or "duplicate GBP listing"], recommended action: [action].
Plan for Next Month
1. [Highest-impact local action and the outcome it targets, e.g., "launch a review-request flow to add 15+ reviews and defend the 3-pack"].
2. [Second priority].
3. [Third priority].
What we need from you:[GBP access, updated hours/services, or staff help requesting reviews].
 
SaaS / Lead-Gen SEO Report
When to use: A monthly report for a SaaS or lead-gen site tying organic content and rankings to signups, MQLs, and assisted conversions.
Executive Summary
Organic search produced [signups] signups and [MQLs] MQLs in [Month], [up/down][X%] MoM and [X%] YoY. The driver was [outcome, e.g., "bottom-of-funnel comparison pages now ranking for high-intent terms"]. Next month we focus on [priority] to grow [target metric].
Pipeline KPIs vs. Last Month and Last Year
· Organic signups / trials:[value] (MoM [+/- %], YoY [+/- %])
· Organic MQLs:[value] (MoM [+/- %])
· Organic-influenced pipeline / ARR:[value]
· Visit-to-signup conversion rate (organic):[value %] (was [prior %])
· Assisted conversions from organic:[value]
· Demo / contact requests from organic:[value]
Visibility KPIs
· Non-brand clicks (GSC):[value] (MoM [+/- %])
· High-intent keywords in top 3:[count]
· Share of voice vs. [competitor]:[value %]
· Pages driving signups:[count]
What We Did This Month
· Published / refreshed [count] assets across [funnel stage(s)], including [specific piece, e.g., "a '[competitor] alternative' page"].
· Added conversion paths (in-content CTAs, product-led examples) to [count] high-traffic pages.
· Fixed [count] technical issues affecting [crawl, Core Web Vitals, or indexation].
· Earned [count] links from [type of sites].
Wins and Movers
· [Page] reached position [X] for [high-intent keyword], driving [signups] signups.
· [Asset] signup conversion rate improved to [value %] after [change].
· Assisted conversions from [topic cluster] grew [X%].
Watch-Outs
· [Page/keyword] lost ground to [cause, e.g., "a competitor's updated comparison page"]. Fix: [action].
· [Risk, e.g., "traffic concentrated in top-of-funnel terms that rarely convert"], recommended action: [action].
Plan for Next Month
1. [Highest-impact action and the pipeline outcome it targets].
2. [Second priority].
3. [Third priority].
What we need from you:[product input, sales feedback on lead quality, or CRM access for closed-loop reporting].
 
Content-Performance Report
When to use: A monthly report focused purely on how published and refreshed content is performing across traffic, rankings, engagement, and conversions.
Executive Summary
Content earned [organic sessions to content] sessions and [content-attributed conversions] conversions in [Month], [up/down][X%] MoM. The standout was [outcome, e.g., "the refreshed '[topic]' guide doubling its clicks"]. Next month we focus on [priority, e.g., "refreshing decaying winners and filling the [topic] cluster gap"].
Content KPIs vs. Last Month and Last Year
· Organic sessions to content:[value] (MoM [+/- %], YoY [+/- %])
· Content-attributed conversions:[value] (MoM [+/- %])
· Clicks / impressions (GSC, content URLs):[clicks] / [impressions]
· Average position (tracked content keywords):[value] (was [prior value])
· Engaged sessions / avg. engagement time:[value] / [value]
· Pages in top 10:[count]
What We Did This Month
· Published [count] new pieces targeting [topic cluster(s)].
· Refreshed [count] existing pages showing decay or near-page-one potential.
· Strengthened internal links from [count] articles to [pillar/money pages].
· Improved on-page elements (titles, intros, schema) on [count] URLs.
Wins and Movers
· [Article] moved from position [X] to [Y] for [keyword], adding [clicks] clicks.
· [Refreshed page] recovered [X%] of lost traffic after the [date] update.
· [Piece] drove [conversions] conversions, the most of any content this month.
Watch-Outs
· [Article/cluster] traffic decayed [X%] due to [cause, e.g., "a fresher competing guide" or "SERP intent shifting to video"]. Fix: [action].
· [Risk, e.g., "cannibalization between two pages targeting the same query"]. Recommended action: [consolidate, redirect, or differentiate].
Plan for Next Month
1. [Highest-impact content action and the outcome it targets].
2. [Second priority, e.g., a prioritized refresh of decaying winners].
3. [Third priority, e.g., new pieces to close a cluster gap].
What we need from you:[subject-matter input, approvals, or design support needed].
 
Work to Qualified Leads (fill-in)
When to use: Carry the report past traffic: brand and non-brand split, what shipped, sales-accepted inquiries, won deals, collected revenue, and the decisions that follow.
Monthly report: work in, qualified leads out
Most SEO reports show traffic and stop there. This one carries the line all the way to inquiries your sales team accepted and deals you actually collected on, which is the only version a finance lead can act on.
Header, so every number has a source
· Reporting period:[start date] to [end date]
· Compared with:[previous period or the same period last year, say which]
· Sources:[e.g. Search Console for clicks, GA4 for sessions, CRM for inquiries and deals]
· Prepared by:[name] · Date:[date]
1. Search performance, split brand and non-brand
	Metric
	This period
	Previous
	Change
	Source

	Non-brand clicks
	[number]
	[number]
	[change]
	[source]

	Brand clicks
	[number]
	[number]
	[change]
	[source]

	Non-brand share of clicks
	[percent]
	[percent]
	[change]
	[source]



Split them every time. Brand clicks follow your marketing and your reputation. Non-brand clicks are the part SEO actually moved.
2. What shipped this period
The work, not the effort.
· [shipped item, e.g. 8 fixes verified live] · shipped [date]
· [shipped item, e.g. 4 commercial pages rewritten] · shipped [date]
· [shipped item, e.g. redirect map for 1,240 retired URLs] · shipped [date]
3. Qualified inquiries and deals
	Stage
	This period
	Previous
	Definition used

	Inquiries from non-brand search
	[number]
	[number]
	[what counts as one]

	Sales-accepted inquiries
	[number]
	[number]
	[who accepts, and when]

	Deals won from those inquiries
	[number]
	[number]
	[close definition]

	Collected revenue from those deals
	[amount]
	[amount]
	money actually invoiced and received



4. Modelled value, kept separate on purpose
Modelled traffic value:[amount] · source: [tool]. This is what those visits would cost as ads. It is not revenue, and it never belongs in the same column as collected money.
Say so in the report. A client who learns later that the big number was ad-cost equivalence stops believing the small number too.
5. What did not work
[one honest line: the page that did not move, the fix that was not shipped, the test that failed]
6. Decisions for next period
· Decision:[what we will do] · Because:[what in this report says so] · Owner:[name]
· Needs from you:[the client-side blocker, e.g. developer time, sign-off, access] · By:[date]
 
Worked Example (one month)
When to use: A finished month with invented figures, including the line that separates modelled traffic value from money actually collected.
Worked example: one month
Example only. Every figure below is invented to show the shape of a finished report.
Period: 1 to 31 May, compared with April. Sources: Search Console for clicks, the client's CRM for inquiries and deals.
	Metric
	May
	April
	Change

	Non-brand clicks
	9,480
	8,110
	+17%

	Brand clicks
	3,020
	2,980
	+1%

	Non-brand share
	76%
	73%
	+3pp



Shipped: 8 technical fixes verified live on 9 May; 4 commercial pages rewritten and republished on 21 May; internal links added from 30 blog posts on 27 May.
	Stage
	May
	April
	Definition

	Inquiries from non-brand search
	42
	31
	form fill or call, first touch non-brand organic

	Sales-accepted
	22
	18
	accepted by the sales lead within 5 days

	Deals won
	4
	3
	contract signed in the period

	Collected revenue
	£38,400
	£27,000
	invoiced and received



Modelled traffic value: £61,000 for the month, from the rank tracker. That is ad-cost equivalence, not revenue. The revenue line above is the collected one.
What did not work: the pricing page rewrite lost 2 positions and produced no extra inquiries, so it goes back for a second pass.
Decisions for June: rewrite the pricing page against the 3 competitors now outranking it, because the May version did not hold; ship the 6 remaining fixes, which need 2 days of the client's developer before 10 June.
Next step
Pull the numbers from verified sources: our Organic Traffic Checker and Domain Overview give you the search side, and your CRM gives you the rest. Want the reporting run for you? Book a free consultation.
Free template from UNmiss · https://unmiss.com/templates/monthly-seo-report-template
