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SECTION 01

Company Intelligence

Who you are, where you stand, and what shapes your market.
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Company Intelligence Report

This is the foundation chapter. Everything else in your audit builds on what's in here — who you are on paper, who's working with you,
who your customers can find, what your numbers look like, and how you stack up against the people you're competing with for the same

Nashville fence jobs. Read this first. Then everything that follows will land harder.

1. Business Contact Card

This is the snapshot version of your business as the public sees it (or doesn't). Anything marked "Unknown" is information a prospective

customer can't find — which means a prospective customer who doesn't already know you may decide you're not worth chasing down.

FIELD VALUE

Legal Business Name Budget Fence Company
DBA (the name you use Budget Fence Nashville
publicly)

Entity Type Sole Proprietorship
Founded 2015 (BBB file opened May 27, 2015)
Street Address 4511 Grays Point Rd, Joelton, TN 37080
Phone 615-943-6793
Fax Unknown — not found in public records
Email Not publicly listed (a partial address shows on ZoomInfo: s**x@budgetfencenashville.com — suggesting

steve@ or similar, but the public never sees it)

Website https://www.budgetfencenashville.com/
Hours — Regular Unknown — not listed on website, BBB, or any directory
Hours — Seasonal Unknown — fence work is weather-dependent, so winter activity is likely lower
Social Handles None — no Facebook, Instagram, Twitter/X, LinkedIn business page, YouTube, TikTok, Pinterest, or Nextdoor
Owner Steve Pope
Owner LinkedIn https://www.linkedin.com/in/steve-pope-46399991/

The takeaway: A homeowner trying to call you outside of business hours, email you a question, message you on Facebook, or read your
reviews has no way to do any of those things. They will call a competitor instead. Every blank in this table is a customer the business

never gets a chance to win.

2. Business Identity & Registration

Here's how the government and industry directories file your business:

¢ State of Registration: Tennessee

e NAICS Code: 238990 — All Other Specialty Trade Contractors (NAICS is the federal classification system for industries — yours places you
with specialty trade contractors)

e SIC Code: 1799 — Special Trade Contractors, NEC (SIC is an older industry code system, mostly used by databases)
e Owner / Founder: Steve Pope

® Years in Business: 11+ years (BBB accredited since May 2015; the actual business may predate that)
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¢ Service Description: Residential and commercial fence installation and repair. You install wood, farm, ornamental aluminum,
ornamental steel, barbed wire, chain link, and PVC fencing, and you serve the Nashville metro area from your Joelton base.

Brand positioning: Your website tagline talks about "top quality at affordable prices" with "good, old-fashioned honesty and personal
service." The word "Budget" in your name is doing heavy lifting — it's saying you compete on price in a market where typical projects run
$1,400 to $11,400. That's a deliberate position, but it has consequences (we'll come back to those when we discuss margin pressure under

unit economics).

3. Credentials & Professional Associations

The credentials section is what proves to a customer (and the state of Tennessee) that you're operating legitimately. Here's what was found

and — more importantly — what wasn't:

CREDENTIAL /

HELD BY VERIFICATION
ASSOCIATION
BBB Accreditation (A+ Budget Fence bbb.org/us/tn/joelton/profile/fence-contractors/budget-fence-company-0573-37113998
rating) Company
BBB File Opened Budget Fence May 27, 2015
Company
BBB Complaints Budget Fence 0 complaints on file
Company
TN Home Improvement NOT Nothing on the website or BBB profile shows a license number. Tennessee requires this
Contractor License DISPLAYED license for residential projects between $3,000 and $25,000 in Davidson County.
TN State Contractor NOT Required for projects $25,000 and up. Not found.
License DISPLAYED
Workers' Compensation UNKNOWN Not verified publicly. Required for TN contractor licensing.
Insurance
General Liability UNKNOWN Not verified publicly. Required for TN contractor licensing.

Insurance ($100K+)

$10,000 Surety Bond UNKNOWN Not verified publicly. Required for the TN Home Improvement license.

The critical issue: Tennessee law (tn.gov/commerce/regboards/hi.html) requires a Home Improvement Contractor license for any
residential project between $3,000 and $25,000 in Davidson County (and seven other counties). Your typical Nashville fence project runs
$1,400 to $11,400. The majority of standard installations almost certainly exceed the $3,000 threshold — meaning most of your jobs require
this license.

If you ARE licensed, the license number needs to go on your website and BBB profile immediately — it's a free trust signal you're not
using. If you AREN'T licensed, this is a legal exposure issue (the state can impose penalties) AND a competitive disadvantage. Look at K &
C Fence: they prominently display "TN State Contractor's License #00063870" right on their site. That license number is closing deals for
them.

The good news: the BBB profile is genuinely strong. A+ rating, accredited since 2015, zero complaints in 11 years. That's a real asset — the
problem is that almost nobody is going to find it.

4. Tech Stack Inventory

This is what software your business runs on — your website, your customer follow-up system, your marketing tools. Empty rows aren't

decorative; each "None detected" is a job you're either doing manually or not doing at all.
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CATEGORY WHAT YOU USE HOW WE KNOW

Website Platform WordPress 5.1 (released February 2019 — 7+ major versions Page source: <meta name="generator"
behind today's WordPress 6.7+) content="WordPress 5.1">

Website Theme Weaver II 2.1.4 — abandoned by its developer, no longer CSS references in page source
receiving updates

jQuery (JavaScript library that runs Version 1.12.4 — has known security holes that hackers can Script <src> tags in page source

interactive parts of your site) exploit

jQuery Migrate 1.4.1 Script <src> tags in page source

SEO Plugin All in One SEO Pack 2.1.5 (today's version is 4.x — three-plus Page source meta tags

years of security patches missing)

Contact Form Contact Form 7 version 3.8 (today's version is 6.x — years of Plugin reference in source
patches missed)

Social Media Widget Installed on the site, but zero social media URLs are configured Widget code present, no links
into it

Photo Gallery Portfolio Slideshow 1.5.1 Plugin reference in source
CRM (Customer Relationship None detected -
Management)

Email Marketing None detected -
Online Scheduling / Booking None detected -
Payment Processor None detected -
Analytics (traffic measurement) None — no Google Analytics 4, no Google Tag Manager, no Page source has no tracking scripts

Facebook Pixel

Review Management Tool None detected -
Social Media Scheduler None detected -
Call Tracking None detected -
Live Chat Widget None detected -
Content Delivery Network (CDN — None detected -

speeds up your site for visitors)
Hosting Provider Unknown (your website was built by Hard Web Design — Footer credit

hardwebdesign.com — but the actual hosting company isn't
visible)

What this means for you: Your entire technical stack is frozen between 2014 and 2019. WordPress 5.1 hasn't received security patches in
years. jQuery 1.12.4 has been publicly documented as having cross-site scripting (XSS) vulnerabilities — meaning a determined attacker
could potentially inject malicious code into your site. The page source still has Internet Explorer 7/8/9 conditional code in it — those
browsers were retired by Microsoft in 2016.

The biggest invisible problem: you have zero analytics. That means you have no idea how many people visit your site, where they come
from, what pages they look at, or where they leave. You're operating completely blind on the digital side.

Honest verdict: Patching this site one piece at a time isn't the right move. The foundation is too old. The right call is a full rebuild on
current WordPress with a modern theme — covered in the Roadmap chapter.

5. Operational Profile

How customers can pay, what languages you serve, where you work:
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e Payment Methods Accepted: Unknown — not listed on the website. No payment processor is detected in your tech stack. Based on the
sole-proprietorship structure, you're likely accepting cash and check; whether you accept credit cards is not publicly visible.

¢ Languages Served: English

* Service Area: Nashville metro area — Joelton, Whites Creek, Goodlettsville, and Davidson County (inferred from your address and the
keywords your website targets — "Nashville" and "Joelton TN")

e How Customers Reach You: Phone (615-943-6793), the contact form on your website (powered by Contact Form 7), and the quick-
quote form

¢ Free Estimates: Yes — your site advertises this clearly
e Service Types:

e Wood fencing — privacy, picket, board-on-board

e Farm fencing

¢ Ornamental aluminum fencing

¢ Ornamental steel fencing

¢ Barbed wire fencing

¢ Chain link fencing

e PVC/vinyl fencing

* Both residential and commercial work

6. Business Model Analysis

How money comes into the business:

REVENUE STREAM WHAT IT IS ESTIMATED SHARE OF REVENUE
Residential fence installation New fence builds for homeowners 60-70%
Commercial fence installation Business, farm, and property fencing 15-25%
Fence repair Repair and maintenance of existing fences 10-15%
Gate installation Bundled into fence projects Bundled

Pricing Model: Project-based quoting with free on-site estimates. The "Budget" brand name positions you as the affordable choice —
competing on price rather than on premium materials or design. You don't publish prices on the website, which is standard for custom
fence work.

Seasonality:

ACTIVITY
SEASON

LEVEL
Spring (March-May) Peak Highest demand — homeowners start outdoor projects
Summer (June-August) High Continued demand, slowed by heat for installation crews
Fall (September-November) Moderate Pre-winter installs and property prep
Winter (December- Low Weather-dependent slowdown — frozen or saturated ground makes posting fences
February) difficult

Can the business scale? Right now, no — and not because of demand, but because of infrastructure. You have no automation, no CRM to
track leads, no analytics to understand what's working, and no social presence to widen the funnel. Growth is capped at how many word-
of-mouth referrals and phone calls reach you in a month.
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The "Budget" brand creates a real ceiling: lower prices per project mean you need more projects to scale revenue. Scaling means either
raising prices (which contradicts your brand) or running more volume (which requires the digital lead-generation infrastructure you
don't currently have). The good news is that the second path is entirely buildable — that's most of what this audit is about.

7. Unit Economics

Here's what fence projects in Nashville actually cost in 2026, what your typical revenue picture probably looks like, and what your costs
are eating up:

Pricing in the Nashville Market (2026):

FENCE TYPE COST PER LINEAR FOOT (INSTALLED) TYPICAL 150-FOOT PROJECT
Chain link $10-$30 $1,500-$4,500
Wood (privacy) $17-$50 $2,550-$7,500
Vinyl / PVC $25-$45 $3,750-$6,750
Aluminum (ornamental) $25-$55 $3,750-$8,250
Steel (ornamental) $30-$60 $4,500-$9,000
Farm / barbed wire $5-$15 $750-$2,250

Three Revenue Scenarios:

SCENARIO PROJECTS PER MONTH AVERAGE PROJECT VALUE MONTHLY REVENUE ANNUAL REVENUE
Conservative (current state) 4 $3,500 $14,000 $168,000
Moderate (with basic digital presence) 8 $4,500 $36,000 $432,000
Aggressive (with full digital marketing) 12 $5,000 $60,000 $720,000

The assumptions behind those scenarios: A sole-proprietor structure with you plus 1 to 3 crew members. The "Budget" position pulls
your average project value below the market average. The Conservative scenario assumes minimal marketing — basically your current
state. Moderate assumes you've got a basic digital presence (Google Business Profile, a stack of reviews, some social media activity).
Aggressive assumes you've built a full digital marketing operation including content marketing.

Where your costs go (estimated):

% OF
COST CATEGORY

REVENUE

Materials 35-45% Lumber, vinyl, aluminum, chain link, hardware. Under heavy pressure from 2026 tariffs (50% on
steel/aluminum, 13% on lumber)

Labor 25-35% Crew wages, subcontractors
Vehicle / 5-8% Trucks, post hole diggers, tools, fuel
equipment

Insurance 3-5% General liability, workers' comp, vehicle
Overhead 5-10% Phone, website, permits, licensing
Owner 10-20% Your draw from profits
compensation
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Your profit margin is probably 10-20% — typical for small fence contractors. The "Budget" brand compresses that further. And here's the
squeeze: 2026 tariffs are pushing material costs up sharply (steel and aluminum at +50%, lumber at +13%), but your "Budget" brand limits
how much of that increase you can pass on to customers. Margins are getting tighter at exactly the moment you'd want them widening to

fund growth investment.

8. Staff & Organizational Analysis

Who runs Budget Fence Nashville on paper:

Steve Pope (Owner)

I— Installation Crew (estimated 1-3 members)

| L— Laborers / helpers (seasonal, as needed)
L— No administrative staff detected

What we observed: - You're operating as a sole proprietorship — Steve Pope is the owner, the salesperson, the estimator, the project
manager, and probably the crew lead too. - No staff members are listed anywhere on the website — no employee names, bios, or team
page. - ZoomlInfo (a business data service) shows no other employees besides Steve, suggesting this is a very small operation: somewhere
between 1 and 5 people total. - For local service businesses, the working revenue ceiling is roughly $150,000 per employee. So a 1-person
operation tops out around $150K, a 3-person crew around $450K, and a 5-person crew around $750K.

Key-person risk: extreme. Steve Pope is the entire business. If Steve gets injured, gets sick, or has a personal emergency, the business
stops generating revenue immediately. There's no visible second-in-command. There's no succession plan. There's nobody else's name on
the door, on the website, or in any public record. From a business-continuity standpoint, this is the highest level of risk we measure — a
single point of failure for everything from sales to estimates to project execution.

This isn't a criticism of how you operate. Lots of fence contractors run this way. But you should know it's the biggest structural
vulnerability in the business, and any growth plan needs to consider how to reduce it (hiring a project manager, training a crew lead to
estimate, even just documenting how you do estimates so someone else can step in).

9. Reputation Audit

Where customers go to check on you before they call — and what they find:

PLATFORM ARE YOU LISTED? REVIEWS RATING LAST UPDATE RESPONSE RATE
Google Business Profile NO 0 - = -
Yelp Yes 0 — 21 photos uploaded 0%
BBB Yes (A+) 1 5.0/5 Accredited since 2015 Unknown
Angi NO = - —
HomeAdvisor NO — - —
Nextdoor NO — - -
Thumbtack NO — — — —
Houzz NO — —_ _ _
Birdeye NO — — — _
Facebook NO — — — —
Total 2 platforms 1 review 50 — 0%

Review pace: 0 reviews per month. 1 review total in 11+ years of operation.
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What customers say about your work (from BBB and your website's testimonials page): - They praise the quality of the fence work. -
Debbie B.'s testimonial mentions her fence is still standing strong 14+ years later. - Your website testimonials page has positive customer

comments — but those reviews live only on your website, not on any platform a stranger would actually check before hiring you.

How you compare to competitors:

COMPANY GOOGLE REVIEWS RATING YELP BBB
K & CFence 821 4.9 63 A+
Kowboy Fence 808 4.8 — -
Yard Dog 349 4.7 28 A+
Invisible Fence 335 4.9 — -
Ram Fence 116 4.8 16 A+
Budget Fence 0 — 0 A+ (1 review)

Plain-English summary: When a homeowner Googles "fence company Nashville," they see five competitors with hundreds of reviews.
They don't see you at all. Even if they drive to BBB to check, you have one review there — total — and that single review is buried.

The gap you need to close: - 50+ Google reviews to even register as a real option in local search. - 100+ to compete with Ram Fence — your
closest geographic competitor. - 800+ to challenge K & C Fence or Kowboy Fence for market leadership.

This isn't going to happen overnight, but it's also not impossible. Your website testimonials page proves the satisfied customers exist. The
work to do is converting those private testimonials into public Google reviews — covered in the Roadmap.

10. Awards & Recognitions

A complete list of every public award, certification, or recognition tied to the business:

AWARD / RECOGNITION ISSUING BODY YEAR(S) VERIFICATION
BBB Accreditation (A+ Rating) Better Business Bureau 2015-Present bbb.org profile
0 Complaints on File BBB 2015-Present bbb.org profile

That's the full list. No "Best Of" wins. No media mentions. No industry recognition. Importantly, the business doesn't appear on any of the
curated "Best Fence Companies in Nashville" lists from Expertise.com, HomeGuide, Porch, Thumbtack, ThreeBestRated, or FenceFind —
and those sites collectively list 10 to 18 Nashville fence companies. Being absent from those lists is itself a finding: those are free-to-claim
placements that your competitors are using to capture customers in the research phase.

11. Keyword Landscape

This is the map of search terms Nashville homeowners actually type into Google when they're looking for fence work. We tested 13
starting queries and identified 89+ unique keyword opportunities. We've sorted them into three tiers based on how hard they are to rank
for and how high the buying intent is.

Tier 1— Quick Wins (Low Competition, High Buying Intent)

These are search terms where the people typing them want to hire someone now, AND your competitors aren't dominating the results.

Lowest-effort, highest-likelihood wins.
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KEYWORD WHAT TO DO WITHIT WHY IT'S A QUICK WIN

fence repair nashville Build a service page + claim Google Business Repair is underserved — most competitors focus on new
Profile installation
farm fence nashville Build a service page You already offer farm fencing — natural differentiator
fence permit nashville Write a blog post Informational query, no competitor owns it
nashville fence codes Write a blog post Regulatory content, links naturally to hub.nashville.gov
wood fence repair nashville Build a service page Specific repair type — long-tail, lower competition
chain link fence repair Build a service page Specific repair type
nashville
fence stain nashville Write a blog post Maintenance content, no competitor covers it
barbed wire fence nashville Build a service page Specialty type that you offer
fence post repair nashville Build a service page High-intent repair query

Tier 2 — Strategic Builds (Moderate Competition)

These are the search terms where your competitors are present but no one fully owns. Worth pursuing once Tier 1 is in motion.

KEYWORD WHAT TO DO WITHIT COMPETITOR PRESENCE
fence company nashville tn Homepage + Google Business Profile A1l competitors target this
fence installation nashville Service page High competition
fence contractor nashville Service page High competition
privacy fence nashville Service page Popular residential query
best fence company nashville Blog / reviews page Review count is what determines ranking
wood fence nashville Service page Your core offering
chain link fence nashville Service page You offer this
vinyl fence nashville Service page You offer PVC/vinyl
fence cost nashville Blog post K & C Fence already has a pricing guide here
aluminum fence nashville Service page You offer ornamental aluminum

Tier 3 — Authority Plays (Long-Form Informational Content)

These are the longer-tail queries where the answer is a deep, useful blog post. They take more effort to win, but they establish you as the

go-to expert in the market.

KEYWORD CONTENT TYPE NOTES
how much does a fence cost in Long-form blog Both K & C Fence and Kowboy Fence have pricing guides — but you can go
nashville post deeper
best fence material for nashville Blog post Weather-specific — humidity, storms, rocky soil
weather

nashville fence regulations Blog post Link to Nashville.gov codes
davidson county fence requirements Blog post Regulatory content
nashville rocky soil fence installation Blog post Local-specific challenge that doesn't get written about
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Who else shows up when Nashville homeowners start typing fence queries into Google: Kowboy Fence, Newby Fence, Ram Fence, and

Reliable Fence all appear in Google's autocomplete suggestions. Budget Fence does not appear in any of them.

One more thing worth knowing: As of April 2026, Al search engines (Google AI Overviews, ChatGPT, Perplexity) are increasingly
answering questions directly using content they've crawled from websites. Right now you have zero content for those Al engines to
reference, which means when someone asks ChatGPT "how much does a fence cost in Nashville?" your business doesn't enter the answer.
Publishing structured FAQ content and comprehensive guides creates Al citation opportunities — covered in detail in the AL

Discoverability chapter.

12. Regulatory Environment

Federal, state, and local rules that directly affect how you do business and what your costs look like:

Federal: - 2026 tariffs: 50% on steel and aluminum imports. This directly raises your material costs for chain link, ornamental aluminum,
and ornamental steel. - Lumber prices: Currently at $872 per thousand board feet (MBF), up 13% year-over-year. Canadian wildfire impact

on supply is driving prices higher.

State of Tennessee: - Home Improvement Contractor License — required for residential projects between $3,000 and $25,000 in Davidson
County (and in Bradley, Hamilton, Haywood, Knox, Marion, Robertson, Rutherford, and Shelby counties). - Requirements: $10,000 surety
bond, workers' compensation insurance, $100,000+ general liability insurance. - Application: tn.gov/commerce/reghoards/hi.html -
License renews every two years. - Full Contractor License — required for projects $25,000 and up. - Administered by the TN Board for
Licensing Contractors. - The home improvement license does NOT cover electrical, gas, mechanical, HVAC, or plumbing work — those

require separate trade licenses.

Davidson County / Metro Nashville: - Permits: Fences do NOT require a building permit under current code (as of April 2026). -
Exceptions: If a project sits in a Historic Preservation Overlay or Historic Landmark Overlay, it requires a Preservation Permit. Anything
in a floodway or floodplain requires Department of Water and Sewerage Services approval. - Height restrictions: - 30 inches maximum
(solid fence) within the 10-foot front setback. - 72 inches maximum (open fence — chain link, wrought iron) within the 10-foot front
setback. - 6 feet maximum from front setback to front of principal structure. - 8 feet maximum on the side or rear of principal structure. -
Barbed wire and electric fences are generally prohibited in residential zones. - HOAs and zoning overlays may impose additional
restrictions on top of the city code. - Metro Codes Department: 615-862-6590 - Reference link: hub.nashville.gov/s/article/Building-a-Fence-

in-Davidson-County

This is exactly the kind of information that Nashville homeowners are Googling — and exactly the kind of content your blog could capture

(Tier 1 keywords from the previous section).

13. Local Market Intelligence

The Nashville-Davidson-Murfreesboro-Franklin metropolitan statistical area (MSA — that's the federal grouping of cities and counties that

share a labor market):

* Metro population: 2.1 million

¢ Davidson County population growth: Adding roughly 9,300 residents per year

¢ Housing market: Active — ongoing new construction and renovation are driving fence demand

¢ Economic drivers: Healthcare (HCA, Vanderbilt), music and entertainment, growing tech sector, tourism

e Construction activity: Strong, with steady residential and commercial permit issuance

How crowded is the fence market in Nashville? Crowded. There are 15+ active fence companies competing for residential and
commercial work. Population growth keeps the market from being saturated, but the digital space is dominated by a small number of

established players:
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TIER COMPANIES REVIEW COUNT RANGE

Market Leaders K & C Fence, Kowboy Fence 800+ reviews
Established Players Yard Dog, Invisible Fence 300-400 reviews
Regional Competitors Ram Fence, Pro-Line 100-200 reviews
Emerging / Small Budget Fence, others 0-50 reviews

Where Budget Fence sits: Bottom tier of digital visibility, despite 11+ years in operation. The gap is NOT about quality — your BBB record
is excellent, your testimonials are genuine, your work has a track record of lasting decades. The gap is entirely about digital presence —
visibility, reviews, content. That's actually good news, because the work to close it is well-defined.

Geographic context: Joelton is an unincorporated community in Davidson County, about 15 miles northwest of downtown Nashville. The
area is more rural and suburban, with larger lots — naturally good territory for farm and residential fence work. Your Joelton location
puts you in direct competition with Ram Fence Company, which is also based in Joelton (Ram is at 117 Margo Ct; you're at 4511 Grays Point
Rd). However, your Nashville-metro service area gives you access to a 2.1-million-person market — IF you build the digital presence to

reach them.

14. Key Competitors — Contact & Benchmarking Block

Five primary competitors with their full contact information. Use this for any of these reasons: benchmark calls (call them and ask for a
quote on a hypothetical project), comparison of features (warranties, financing, reviews), or even partnership opportunities (if a

competitor passes on a job, knowing how to reach them helps).
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COMPETITOR URL PHONE EMAIL

K & C Fence fencenashville.net 615- Not publicly listed
Company 562-
7651
Ram Fence ramfencecompany.com 615- estimating@ramfencecompany.com
Company 696-
7657
Superior superiorfenceandrail.com/nashville/  615- Not publicly listed
Fence & Rail 988-
Nashville 4455
Yard Dog yarddogfence.com 615- mail@yarddogfence.com
Fencing & 995-
Decks 8548
Pro-Line prolinefencecompany.com 615- Not publicly listed
Fence Co. 642-
0678
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The honest takeaway: Every one of these competitors has at least three things you don't have right now: a published email, listed business
hours, and an active social media presence. K & C Fence has all that PLUS 19 blog posts, 598 Instagram posts, and a license number on
display. The good news is that you can have most of what they have within a month of focused effort — the steps are the rest of this audit.

15. Last 30 Days — What's Changed

A rolling snapshot of activity in your business and the broader market between March 26, 2026 and April 25, 2026.

Budget Fence Nashville Activity

e Website: No changes detected. The site appears static; based on the age of the tech stack, it hasn't been substantially updated in years.
e Social media activity: None — there are no social media accounts to be active on.

¢ New reviews: None on any platform.

¢ News mentions: Zero press coverage found.

¢ Reddit: No mentions of Budget Fence Nashville on Reddit. However, r/nashville (Nashville's main subreddit) has active fence-related
discussion threads where consumers recommend specific competitors and ask for pricing advice. You're absent from those
conversations.

Industry Events (Last 30 Days)
® 2026 tariffs on steel (50%) and aluminum continue to impact fence material costs nationwide. Contractors are reporting project
cancellations and scope reductions due to updated material quotes.

e Lumber prices sit at $872 per thousand board feet, up 13% year-over-year. Canadian supply tightness (wildfires) is compounding the
pressure.

¢ Engineering News-Record (ENR) Q1 2026 Cost Report shows aggregate construction cost escalation of approximately 8%.

¢ Nashville metro housing construction remains active with continued permit issuance for residential projects.

Competitor Activity (Last 30 Days)
¢ K & CFence published a 2026 Nashville fence pricing guide blog post — actively capturing "how much does a fence cost" search traffic
in real time.
¢ Kowboy Fence is maintaining an active blog with pricing and educational content.
¢ All major competitors are maintaining regular social media posting cadence.

¢ No competitor closures, mergers, or market exits detected.

The competitor signal is consistent: the established players treat content and social presence as a regular, ongoing operational task, not a
one-time launch. That's the operating cadence you'll need to match (and the Roadmap chapter walks through how).
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16. SWOT Synthesis

The standard four-quadrant strategic view — pulling together the strengths, weaknesses, opportunities, and threats from everything we've

found above.

11+ years in business with BBB A+ rating and zero complaints —
proven track record of customer satisfaction

The "Budget" brand creates immediate price-leadership positioning
in a market where consumers are cost-sensitive

Broad service offering — 7 fence types (wood, farm, aluminum, steel,

barbed wire, chain link, PVC) covering residential + commercial

Owner-operated with personal attention to quality (testimonials
confirm pride in workmanship and longevity of installations)

Joelton location provides access to Nashville metro's 2.1M population

while serving rural/farm clientele that larger competitors may
ignore

Zero digital presence — no Google Business Profile, no social
media, no reviews, no analytics, no content

Website is 7+ years outdated on every layer — WordPress 5.1, jQuery

1.12.4, abandoned theme, no mobile responsiveness

No contractor license is publicly displayed — potential legal
liability and visible trust gap vs. competitors who DO display

Sole proprietorship creates extreme key-person risk — one injury
and the business stops

"Budget" positioning compresses margins — rising material costs
(50% steel/aluminum tariffs, +13% lumber) squeeze profitability
further

Google Business Profile is unclaimed — claiming it gives immediate
visibility in local search at zero ongoing cost

Zero Nashville fence company dominates informational content —
first-mover advantage on "fence costs Nashville," "fence permits
Davidson County," etc.

89+ keyword opportunities identified with no competitor saturation
on repair, farm, and specialty fence queries

Your existing website testimonials page proves satisfied customers
exist — converting them to public Google reviews is a defined,
executable action

Farm and barbed wire fencing is a niche most Nashville competitors

don't emphasize — potential differentiation point for rural Davidson
County

17. Revenue Concentration Risk

K & C Fence (821 reviews, 4.9%) and Kowboy Fence (808 reviews,
4.8%) dominate digital search and the gap is widening daily

2026 tariffs (50% steel/aluminum) and lumber price increases
(+13%) directly threaten the affordability promise the "Budget"
brand is built on

Ram Fence (same Joelton zip code) outperforms on every digital
metric — 116 reviews, listed email, extended hours, social media

jQuery 1.12.4 has documented security vulnerabilities — your
website is a security liability that could potentially be
exploited

Operating without visible licensing in a regulated market creates
legal exposure AND eliminates you from licensed-only bid
opportunities

Customer concentration: LOW by default. You operate as a local-service business with a diversified residential and commercial customer

base. Individual fence projects are one-time or infrequent-repeat transactions, so single-client concentration is unlikely to be a problem.
However, the structural risks elsewhere are extreme:

¢ Single-person-of-failure risk: EXTREME. Steve Pope appears to be the only operator. No other staff are publicly identified. If Steve is

unavailable for any reason — injury, illness, family emergency — the business generates zero revenue while he's out.

¢ Single-channel risk: EXTREME. With no digital presence, lead generation likely depends entirely on word-of-mouth referrals and the
website contact form. If the website goes down (a real risk given the outdated tech stack), the business loses its only non-phone lead
channel.

¢ Single-geography risk: MODERATE. Joelton/Davidson County focus is appropriate for a small fence contractor — you're not over-
extended — but it caps growth potential without digital expansion into the broader Nashville metro.

The fixes for all three of these involve the same set of actions covered in the Roadmap: build the digital presence (reduces single-channel
risk), document operations (reduces single-person risk), and expand service-area marketing (reduces single-geography risk).
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18. Recommended Priorities

The 12 most important findings from this Company Intelligence chapter, ranked by business impact. (Note: this list is ONLY from this
chapter. The full audit-wide Top 10 is in its own chapter — these two lists overlap but aren't identical.)

PRIORITY FINDING ID TITLE SEVERITY EFFORT
1 FIND-001-002 No Google Business Profile — excluded from local 3-pack and Google Maps Critical 3 hrs
2 FIND-001-001 Total review count of 1 across all platforms — 820 behind market leader Critical 10 hrs
3 FIND-001-005 No contractor license displayed — legal liability for $3K+ projects Critical 20 hrs
4 FIND-001-009 No analytics tracking — zero visibility into traffic or conversions High 4 hrs
5 FIND-001-006 No business hours listed anywhere High 1 hr
6 FIND-001-007 No email address publicly listed High 1 hr
7 FIND-001-004 Zero social media presence — all competitors have at least Facebook Critical 8 hrs
8 FIND-001-003 Tech stack entirely outdated — WordPress 5.1, jQuery 1.12.4, abandoned theme Critical 40 hrs
9 FIND-001-008 Zero content marketing — K & C Fence has 19 blog posts High 24 hrs
10 FIND-001-010 No warranty terms published — competitors offer lifetime warranties Medium 4 hrs
11 FIND-001-011 Direct competitor Ram Fence (same Joelton zip) outperforms on every digital metric Medium -
12 FIND-001-012 89+ keyword opportunities with zero content to capture them Medium 40 hrs

Immediate actions (Week 1 — under 10 hours total): 1. Claim your Google Business Profile (3 hrs) 2. Add business hours to the website
and to all directories (1 hr) 3. Add a public email address to the website (1 hr) 4. Install Google Analytics 4 + Google Tag Manager (4 hrs)

Short-term actions (Month 1 — under 20 hours total): 5. Start a review generation program — email or text past customers (10 hrs) 6.
Create a Facebook business page using project photos you already have (4 hrs) 7. Publish your warranty terms on the website (4 hrs)

Medium-term actions (Months 2-3): 8. Verify or obtain your contractor license and display it prominently (20 hrs) 9. Website rebuild on
current WordPress with a modern theme (40 hrs) 10. Start content marketing — five foundational blog posts (24 hrs)

19. Data Sources Appendix

For full transparency, here's every source we consulted to build this chapter, what we collected from it, and the URL or query we used.
Nothing in this report is speculation — every number, claim, and competitor benchmark is traceable.
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SOURCE WHAT WAS COLLECTED

WebFetch Homepage source — tech stack, meta tags,
plugins

WebFetch Services page — fence types, service
offerings

WebFetch Contact page — address, phone, contact
forms

WebSearch Budget Fence Nashville reviews — review
platforms

WebSearch Budget Fence Nashville BBB —

accreditation, complaints

WebSearch Steve Pope owner verification

WebSearch K & C Fence contact + license

WebSearch Ram Fence contact

WebSearch Superior Fence & Rail contact

WebSearch Yard Dog Fence contact

WebSearch Pro-Line Fence contact

WebFetch Superior Fence & Rail Nashville contact
page

WebFetch Yard Dog Fence homepage — credentials,
hours

WebSearch Powell Fencing secondary domain check

WebSearch Nashville fence permit requirements

WebSearch TN contractor license requirements

WebSearch Nashville housing construction activity

WebSearch Nashville fence company rankings 2026

WebSearch Nashville fence Reddit discussions

WebSearch Budget Fence reviews 2026

WebSearch Nashville fence industry news

Google Keyword research — 13 seed queries, 89+

Autosuggest API unique suggestions

ZoomInfo Steve Pope contact info, company size

LinkedIn Steve Pope profile verification

Prepared by AI Or Die Now — aiordienow.com

URL / COMMAND USED

budgetfencenashville.com/

budgetfencenashville.com/services/

budgetfencenashville.com/contact-us/

"Budget Fence Nashville reviews"

"Budget Fence Company Joelton TN BBB site:bbb.org"

"Steve Pope" "Budget Fence" Nashville owner

"K&C Fence Nashville TN phone email hours contact license"

"Ram Fence Company Joelton TN phone email hours contact"
"Superior Fence and Rail Nashville TN contact phone email hours"
"Yard Dog Fence Nashville TN contact phone email address"
"Pro-Line Fence Company Nolensville TN email address hours"

superiorfenceandrail.com/nashville/contact-us/

yarddogfence.com/

"powellfencing.com" OR "powell fencing" Nashville — confirmed

unrelated (Murfreeshoro)

"Nashville fence permit requirements Davidson County 2026"

"Tennessee home improvement contractor license requirements Davidson
County fence"

"Nashville residential construction permits fence 2025 2026 growth
housing"

"Nashville fence company Google reviews ratings 2026 top rated"
"Nashville fence installation reddit recommendations 2026"
"Budget Fence Nashville reviews 2026"

"Nashville fence company news reddit 2026 March April"

suggestqueries.google.com/complete/search?client=Ffirefox&q=[13
queries]

zoominfo.com/p/Steve-Pope/7582467273

linkedin.com/in/steve-pope-46399991/
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SECTION 02

Web Properties

An inspection of your website and every digital asset attached to your
business.
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Web Properties Audit

This chapter is the inspection of your actual website. Think of it the way you'd think of a building inspection on a house — somebody
crawled the entire structure, tested every system, and is now writing up what they found. Some of what's here is technical, but every
piece of it eventually translates to dollars: customers who don't find you, visitors who bounce because the site looks broken on their

phone, search engines that can't figure out what the site is even about.

We've grouped the findings into three big areas: how findable the site is (technical SEO), whether the server it lives on is safe and fast
(security and performance), and whether it works for people on phones (mobile readiness). At the end is a finding list and a total fix-effort

estimate.

How Findable Is the Site?

This first section is about whether search engines and Al engines can read, understand, and index your website. Even great content is
invisible if the technical layer underneath it is broken.

Can Search Engines Crawl the Site?

A crawler is a program (Google's, Bing's, ChatGPT's) that visits your site and reads every page. To do that efficiently, it needs three things: a

roadmap, a permission file, and clear page identifiers.
The roadmap (sitemap.xml): MISSING.

Both https://www.budgetfencenashville.com/sitemap.xml and https://www.budgetfencenashville.com/sitemap_index.xml return a
"Nothing found" 404 error. WordPress added a built-in sitemap feature in version 5.5 (August 2020), but your site is on WordPress 5.1

(February 2019) — that's older than the feature. There's also no sitemap plugin installed.

Without a sitemap, Google has to find your pages the slow way — by following links from one page to another. For a 6-page site, that's not
catastrophic, but a sitemap also tells Google which pages are most important, when they were last updated, and how often they change.
Without that, you're depending on Google to figure it out.

The permission file (robots.txt): MISSING.

Running curl -s https://www.budgetfencenashville.com/robots.txt returns nothing — there's no file. This means:
* No reference to a sitemap (which doesn't exist anyway)
e No "stay out" rules for admin areas like /wp-admin/ (your WordPress login pages)

* No crawl-delay rules for slow servers

¢ Every bot — Google, Bing, Al crawlers, scrapers, malicious bots — has implicit permission to crawl everything

Here's the robots.txt file you should have:

User-agent: *

Allow: /

Disallow: /wp-admin/
Disallow: /wp-includes/
Disallow: /wp-login.php
Disallow: /xmlrpc.php

Sitemap: https://www.budgetfencenashville.com/sitemap.xml

Page identifiers (canonical tags): WORKING CORRECTLY.

A canonical tag is a small piece of code that says "this is THE official URL for this page" — it prevents duplicate-content confusion when
the same page can be reached at multiple URLs. The good news: every page on your site has a correct canonical tag, generated by the All
in One SEO Pack plugin.
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PAGE CANONICAL URL STATUS

Homepage https: //www.budgetfencenashville.com/ Correct
About Us https: //www.budgetfencenashville.com/about-us/ Correct
Services https://www.budgetfencenashville.com/services/ Correct
Gallery https://www.budgetfencenashville.com/gallery/ Correct
Contact Us https: //www.budgetfencenashville.com/contact-us/ Correct
Testimonials https://www.budgetfencenashville.com/testimonials-2/ Correct

The canonical tags are the one thing the SEO plugin is doing right. They use HTTPS and trailing slashes consistently. No fixes needed here.

A note on joeltonfencing.com: You appear to have a secondary domain (covered in the Company Intelligence chapter) that has an SSL
error. If that domain serves the same content WITHOUT canonical tags pointing back to budgetfencenashville.com, Google will see two

competing copies of the same site and may penalize both — fix this when the secondary domain is repaired.

What Search Engines Show When Someone Searches for You

When somebody Googles "fence company Nashville" and your site shows up, two pieces of code control what they see in the search
results: the page title and the meta description.

Meta descriptions: MISSING on every page.

Your site has zero <meta name="description"> tags. The All in One SEO Pack plugin is installed, but it's not generating descriptions. The

consequences:

* Google has to make up a search snippet by grabbing random text from the page — usually whatever's at the top of the body content,
which often isn't the most compelling thing to advertise.
¢ When somebody shares your link on Facebook or LinkedIn, the platform has no specified preview text — so it grabs random body

content too.

¢ Al engines (ChatGPT, Perplexity) can't extract a clean business description.

The cost: When somebody searches "fence company Nashville," your competitors' results say things like "Free estimates | Licensed &
insured | 615-XXX-XXXX." Yours might say "We use cookies to improve your experience" because that's what's at the top of the page. Click-
through rates suffer.

Page titles:
PAGE TITLE SEO QUALITY
Homepage "Budget Fence Company | Nashville TN" Decent — has a location keyword
About Us "About Us | Budget Fence Company" Poor — generic, no keywords
Services "Services | Budget Fence Company" Poor — doesn't include "fence" or "Nashville"
Gallery "Gallery | Budget Fence Company" Poor — no descriptive keywords
Contact Us "Contact Us | Budget Fence Company" Poor — no location, no phone
Testimonials "Testimonials | Budget Fence Company" Poor — no differentiator

Only the homepage title has a location keyword in it. The Services page title doesn't even include the word "fence" — your core product.

Every inner page is using the lazy "Page Name | Brand" template with no keyword targeting at all.
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Structured Data — How Google "Understands" Your Business

Structured data is invisible code that tells search engines what your content actually IS — "this paragraph is a business address," "this is a
phone number," "this is a customer review with a 5-star rating." Without it, search engines see only paragraphs of text and have to guess.

Status: ZERO structured data of any kind. No JSON-LD, no microdata, no RDFa markup anywhere on the site. Specifically missing:

¢ No LocalBusiness schema — Google has no machine-readable way to grab your business name, address, phone, hours, or service
area. This is the single most important schema type for a local-service business, and it makes you ineligible for "rich" local search
results.

¢ No Service schema — your seven fence types aren't marked up as services.
¢ No Review schema — the three testimonials on your website aren't structured to show as star ratings in search results.
¢ No FAQ schema — there's no FAQ content yet, but even when you build one, the schema infrastructure isn't in place.

¢ No Organization schema — no logo, founding date, or social profile connections are declared.

What this costs you: Local-business schema is what unlocks Google's local pack (the map box with three businesses), the knowledge panel
on the right side of search results, and the ability for AI engines to confidently quote your business info. Right now, all those visibility

surfaces are off-limits to you.

Social Sharing Tags

When somebody pastes your website link into Facebook, LinkedIn, Slack, iMessage, or any modern messaging app, those apps look for

"Open Graph" tags to figure out what preview to show.

Status: MISSING. No Open Graph tags, no Twitter Cards. When your URL gets shared, the platform has to guess at an image and text.
Usually that means no preview image, or a random image grabbed from the page, plus truncated or weird text. The link looks
unprofessional and gets fewer clicks than it should.

International / Language Settings
These are correct and need no fixes:

¢ The site declares English (US) as its language: lang="en-US"
¢ No hreflang tags (which is right — you serve a single language and a single region)

e Character encoding is set to UTF-8 (the modern standard)

Is the Server Safe and Fast?

This section is about the machine your website lives on, the software that runs it, and the security protections layered around it. There are

several "critical" findings in here — meaning these are not "nice to have" fixes, they're "you have a real problem" fixes.

PHP Version: 5.3.29 — CRITICAL

PHP is the programming language your WordPress site is written in. Your server is running PHP version 5.3.29.

That version reached end-of-life on August 14, 2014. Over 11 years ago. Hundreds of security vulnerabilities have been discovered in PHP

since then, and none of them have been patched on your server because the version doesn't receive updates anymore.
What this means in plain terms:
¢ Hundreds of known security holes (CVEs) including remote code execution (an attacker can run programs on your server), SQL

injection (an attacker can read your database), and denial-of-service vectors (an attacker can take your site down).

¢ Performance is 40-60% slower than modern PHP for WordPress workloads. A simple PHP upgrade alone could cut your page-
generation time in half.

¢ Locks you out of modern WordPress. WordPress 6.x requires PHP 7.4 or higher (and recommends 8.0+). Until you upgrade PHP, you

can't upgrade WordPress, which means you can't fix the next problem either.
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¢ Broadcasts the vulnerability to anyone who looks. Your server sends a header that says "X-Powered-By: PHP/5.3.29" with every page
load — basically advertising "I'm running ancient software, please scan me for known holes."

This is the single most dangerous technical finding in the entire audit. Not because anything has been exploited — there's no evidence of
compromise — but because the door is unlocked and the version of the lock is publicly broadcast.

WordPress Version: 5.1 — CRITICAL
WordPress 5.1 was released February 21, 2019. Today's version is 6.7. Your site is 12 major versions behind.

Features your site is missing because of the outdated version:

e WordPress 5.5 (Aug 2020): Native XML sitemaps and native lazy-loading for images
* WordPress 5.7 (Mar 2021): One-click HTTP-to-HTTPS migration

¢ WordPress 5.8 (Jul 2021): WebP image format support (smaller, faster images)

e WordPress 5.9 (Jan 2022): Full site editing, global styles

¢ WordPress 6.0 through 6.7 (2022-2025): Performance improvements, security hardening, modern block editor features, PHP 8.x
compatibility

The outdated WordPress version cascades through every plugin too:

COMPONENT YOUR VERSION CURRENT VERSION HOW FAR BEHIND
WordPress 5.1 6.7 ~7 years
jQuery (a core JavaScript library) 1.12.4 3.7.x ~10 years
jQuery Migrate 1.4.1 3.4.x ~9 years
Contact Form 7 3.8 6.X ~8 years
All in One SEO Pack 2.1.5 4.x ~6 years
Portfolio Slideshow 1.5.1 Unknown Possibly abandoned
Weaver II Theme 2.1.4 (build 363) Unknown Possibly abandoned

SSL Certificate (the "https://" lock)
Status: VALID. This is one piece of good news.

e Issuer: Sectigo (a reputable certificate authority)
¢ Certificate matches: www.budgetfencenashville.com
e Expires: February 9, 2027 (10+ months remaining)

e HTTPS is active and working

Security Headers

Security headers are extra rules your server tells the browser. They prevent things like clickjacking (an attacker hiding a button on your

page that does something else when clicked), cross-site attacks, and information leaks.
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HEADER STATUS NOTE

Content-Security-Policy Present Set to upgrade-insecure-requests
Strict-Transport-Security Missing Forces browsers to only use HTTPS
X-Frame-Options Missing Prevents clickjacking attacks
X-Content-Type-Options Missing Prevents MIME-type sniffing attacks
Referrer-Policy Missing Controls what info leaks to other sites
Permissions-Policy Missing Restricts what the browser can do
X-Powered-By Exposed (bad) Advertises PHP/5.3.29 to anyone who asks

You have 1 of the 6 recommended headers. The X-Powered-By header is actively harmful — it's announcing the vulnerable PHP version to

every visitor, including automated scanners that target known-vulnerable servers.

Exposed WordPress Endpoints

Several WordPress URLs are accessible that shouldn't be:

URL STATUS RISK

/wp-login.php 200 (open) Login page — common brute-force target

/wp-json/ 200 (open) REST API — can be used to enumerate users and posts

/xmlrpc.php 409 (partially 0ld API — historical brute-force vector
accessible)

[Wp- Linked Windows Live Writer manifest, exposed

includes/wlwmanifest.xml

/xmlrpc.php?rsd Linked Really Simple Discovery endpoint, exposed
WordPress version meta tag Visible The page literally says <meta name="generator" content="WordPress 5.1"
>

These endpoints aren't necessarily attacks waiting to happen, but together they paint a picture of a site with no hardening — every default

WordPress URL is open and discoverable.

Compression and Transfer
This is mostly OK:

e gzip compression is active — pages compress from about 30,827 bytes down to 7,704 bytes (a 75% reduction). Good.
* No redirect chains — visiting the URL goes directly to the page, no extra hops. Good.

* No CDN (Content Delivery Network) — visitors from across the country fetch images from your one server rather than from a closer

copy. Could be faster.
¢ No caching plugin — every page request hits PHP fresh, no shortcut. Adding a caching plugin would speed everything up

dramatically.

Performance — How Fast Does the Site Load?

Now for some surprisingly good news. Despite running 2014-era software, your site actually loads quickly.

PageSpeed Insights Scores:
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CATEGORY MOBILE DESKTOP

Performance 95 97
Accessibility 94 86
Best Practices 96 100
SEO 83 83

The performance scores are genuinely strong. The reason is counterintuitive: your site is so simple — only 30 KB uncompressed, almost
no JavaScript, no complex frameworks — that it accidentally performs well on speed metrics. The simplicity of old software is paying off
here.

The SEO score of 83 IS the critical failure. That 17-point deduction comes almost entirely from the missing meta descriptions (covered

earlier) and, on desktop, accessibility issues.

Core Web Vitals are Google's specific load-speed measurements:

METRIC WHAT IT MEASURES MOBILE RATING DESKTOP RATING
First Contentful Paint (FCP) When the first thing appears on screen 1.2s Good 0.5s Good
Largest Contentful Paint (LCP) ‘When the main content is loaded 2.1s Good 0.7s Good
Total Blocking Time (TBT) How long the page is "frozen" before being interactive Ooms Good Oms Good
Cumulative Layout Shift (CLS) How much the page jumps around as it loads 0.039 Good 0 Good
Speed Index (SI) How quickly visible content appears progressively 5.0s Needs Work 1.4s Good
Time to Interactive (TTI) When the page is fully usable 2.1s Good 0.5s Good

All Core Web Vitals pass "Good" thresholds on both mobile and desktop. The one weak metric is mobile Speed Index at 5.0 seconds. This is

caused by render-blocking resources (covered next) and the photo slideshow component delaying the visible above-the-fold content.
Time to First Byte (TTFB) — how fast the server responds:

¢ Measured from a real connection: 1.34 seconds (POOR) — that's 67% over the 800-millisecond threshold for "good"
e DNS lookup: 0.006s (fast, nothing to fix)
e TCP connect: 0.110s (normal)

e Server processing: ~1.23 seconds (this is where the time is going)

The slow server response is consistent with PHP 5.3 running on shared hosting without any caching plugin. Upgrading PHP to 8.x and

adding a caching plugin like WP Super Cache would likely bring TTFB under 300 milliseconds — about a 4x improvement.

Render-Blocking Resources

These are scripts and stylesheets that the browser HAS to load before it can show anything. Your site has 6 of them, adding an estimated
770 milliseconds to the mobile First Contentful Paint:
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RESOURCE SIZE BLOCKED TIME (MOBILE)

jquery.js 1.12.4 33KB 751ms
style.min.css (Weaver II theme) 8 KB 601ms
block-library/style.min.css (WordPress) 4 KB 451ms
jquery-migrate.min.js 1.4.1 4KB 151ms
weaverjslib.min.js (Weaver II) 4 KB 151ms
contact-form-7/styles.css 1KB =

The jQuery 1.12.4 file alone is the biggest single offender — it's 33KB, from 2016, and loads synchronously in the page header. Modern

WordPress loads jQuery deferred (after the visible content has appeared), but your version doesn't.

Cache Policy

Static files (images, JavaScript, CSS) tell the browser how long it can keep its own copy without re-downloading. Your site says 4 hours.
The recommended setting for files that rarely change is 1 year. The short cache means returning visitors re-download images and scripts

that haven't actually changed in years — wasting roughly 307 KB of bandwidth on every return visit.

Image Optimization

¢ Format: All images are JPEG and PNG. Modern formats like WebP and AVIF (which are 25-50% smaller) aren't being used. WebP
support was added in WordPress 5.8 — your site is too old to use it.

¢ Estimated savings if you converted to WebP: Roughly 124 KB on the homepage alone.
¢ Image dimensions: Most images don't have width and height attributes, which causes the page to jump around as images load.

¢ Lazy loading: Not enabled (was added in WordPress 5.5 — too old to have it).

Does the Site Work on Phones?

Most of your traffic — and most of any future traffic — comes from people holding a phone. This section is a check on how well your site
handles mobile devices.

Viewport Configuration: Correct

The viewport meta tag tells the phone how to scale and lay out the page. Yours is set up properly:

<meta name='viewport' content='width=device-width, initial-scale=1.0, maximum-scale=2.0, user-scalable=yes' />

This is correct: it adapts to the screen width, doesn't auto-zoom, and lets users pinch-to-zoom (which is good for accessibility). No fix

needed.
Responsive Design: Partial — Stuck in 2012
Responsive design means the layout reshapes itself to fit any screen size. Your Weaver II theme uses an old approach to this.

What's actually happening:

1. Fixed wrapper width of 940 pixels. The main content area is locked to 940 pixels wide. On big monitors it doesn't expand to fill the
screen — there's wasted space on either side.

2. Two separate stylesheets — one for desktop, one for mobile ( style-mobile.min.css ). This is the pre-2015 way of building responsive
sites. Modern responsive design uses a single stylesheet that adapts based on screen width, which is much cleaner and easier to
maintain.
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3. Mobile menu kicks in below 640 pixels — this is fine, but it means tablets in portrait mode (which can be 768 pixels wide) get the
desktop layout, which is often a bit cramped.

4. Breakpoints in the CSS: - @media max-width: 768px — has some portrait tablet adjustments - @media max-width: 640px — adjusts
mobile link styles - @media max-width: 580px — empty (no rules at all for narrow screens) - @media min-width: 581px — hides the
site title on desktop

The 580-pixel breakpoint is the telling one — it's empty. There are no rules specifically for modern phone widths (375px iPhone SE, 390px
iPhone 12-15, 414px Plus models). The mobile layout was apparently never fully implemented.

Mobile Speed: Strong
Your mobile Core Web Vitals are good:

e LCP (Largest Contentful Paint) at 2.1s — under the 2.5s "Good" threshold
e TBT (Total Blocking Time) at 0Oms — no long tasks blocking interactivity
e CLS (Cumulative Layout Shift) at 0.039 — well under the 0.1 threshold

e FCP (First Contentful Paint) at 1.2s — under the 1.8s threshold

The lightweight 30KB-compressed page loads quickly even on simulated 4G connections. Again — your site is so simple, mobile speed is
accidentally good.

Touch Targets and Forms

Contact Form 7 forms appear on two pages (the Contact Us page, and as a sidebar on every page). Three issues:

1. Form inputs aren't properly labeled. Lighthouse (the tool that measures these things) gives the labels score a 0. The form uses a table-
based layout where the field labels are visually next to the inputs but not programmatically connected to them. The consequences: -
Screen readers can't tell what each field is for, which fails accessibility for visually impaired users. - Tapping the label text on a phone
doesn't focus the corresponding input — a small annoyance that adds friction. - Browser autocomplete may not work correctly
without proper labels.

2. Table-based form layout — using HTML tables for layout is a pre-2010 practice. On phones, the columns compress and the input fields
become uncomfortably narrow.

3. Two forms in the sidebar of every page. The sidebar contains both a "Contact Us" form and a "Quick Quote" form. On mobile, the
sidebar stacks BELOW the main content. Most visitors will never scroll down far enough to see those forms.

Mobile Navigation
The Weaver II theme switches to a mobile menu below 640px. The mobile menu works, but it's basic:

* No hamburger icon animation
e No slide-in drawer — likely a simple expand/collapse
e Menu items have padding of Opx 15px and font-size 19px — touch-friendly enough

¢ Your phone number (615-943-6793) is NOT a tap-to-call link. On mobile, displaying a phone number that isn't clickable is a major
conversion barrier. A customer scrolling on their phone, ready to call you, has to memorize the number and switch apps. That extra
step kills conversions.

Mobile Content Issues
1. Fixed-width elements: The .box CSS class hasa fixed width: 194px . On narrow phones (375px wide), four of those boxes side-by-
side would overflow the screen.

2. HTTP image references on an HTTPS site: The menu background image is loaded via http://www.budgetfencenashville.com/wp-
content/uploads/menu.jpg — that's HTTP, not HTTPS. This may trigger "mixed content" warnings on mobile browsers and looks
unprofessional.

3. Internet Explorer 7/8/9 conditional comments still in the code: «!'—[if IE 7]>, «!'—[if IE 8]>, «!—[if IE 9]> — theseare
dead weight. No mobile device has ever run those browsers. Microsoft retired them in 2016.
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Are the Links and Architecture Solid?

This section is about how your pages connect to each other, where outside links go, and whether the whole structure of the site makes
sense for what you're trying to sell.

Internal Link Health

Page status check:

PAGE URL STATUS RESULT
Homepage / 200 Working
About Us /about-us/ 200 Working
Services /services/ 200 Working
Gallery /gallery/ 200 Working
Testimonials /testimonials-2/ 200 Working
Contact Us /contact-us/ 200 Working
404 test /nonexistent-page-test/ 404 Custom 404 page works

All 6 pages load. The 404 page (the page that shows when somebody hits a URL that doesn't exist) handles bad URLSs correctly.
Broken internal links: ZERO. All navigation links resolve correctly.
Orphan pages: ZERO. Every page is reachable through the main navigation menu. Nothing is hidden or unreachable.

A small oddity: the testimonials page lives at /testimonials-2/ instead of /testimonials/ . The "-2" suffix usually means the original
/testimonials/ page was deleted and recreated, or that WordPress added "-2" automatically to avoid a slug collision with another page.

If /testimonials/ exists as a draft or trashed page, it might still be visible through direct URL access or in Google's cache.

Crawlable Anchors Issue
Lighthouse (the testing tool) reports a "crawlable anchors" score of 0 on both mobile and desktop.

The cause: Your Portfolio Slideshow plugin uses <a href="javascript: void(0);"> for the previous/next navigation arrows. Search
engines can't follow javascript: links — they're invisible to crawlers. While these are UI elements (slideshow controls), Lighthouse flags
this pattern as a crawlability problem.

There's a related issue: the gallery images are wrapped in anchor tags that Lighthouse can't resolve, because the images use data-img
attributes for the actual image URLs rather than standard <img src> tags in the initial HTML. The result is that Google may not be
indexing the gallery images at all — meaning your 60 fence project photos aren't showing up in Google Image Search, which is a missed

visibility opportunity for "wood fence Nashville" image searches.

External Links

Your entire site has exactly one external link:

LINK URL LOCATION PROTOCOL

Hard Web Design (your web designer) http://hardwebdesign.com/ Footer (every page) HTTP (not secure)

The web designer credit link uses HTTP, not HTTPS. That's the only outbound link on the entire site.

There are no outbound links to: - Industry associations (the American Fence Association, for example) - Licensing authorities (the TN
Board for Licensing Contractors) - Material manufacturers - Community organizations - Anything that would tell search engines you're
connected to the broader fencing world
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The complete absence of outbound links is unusual. It signals to Google that the site is isolated from the broader web, which can hurt
topical authority. Linking out to authoritative resources (TN.gov for permits, the AFA for industry standards) is actually GOOD for SEO — it
shows you're a legitimate operator within a real industry.

Mixed Content (HTTP on an HTTPS Site)

Three places where your HTTPS site references HTTP resources:

TYPE URL WHERE
CSS background http://www.budgetfencenashville.com/wp-content/uploads/menu.jpg Inline CSS on every
image page
Internal link http://www.budgetfencenashville.com/contact-us/ Homepage body link
Image source http: //www.budgetfencenashville.com/wp-content/uploads/fence- Services page

nashvillel.jpg

Your Content-Security-Policy: upgrade-insecure-requests header automatically upgrades these to HTTPS in modern browsers, so
visitors don't see warnings. But they should still be fixed in the source code, because:

¢ Search engine crawlers evaluate the source code, not what the browser ends up rendering
¢ Older browsers and bots may not respect that policy

¢ Each upgraded request causes an unnecessary HTTP-to-HTTPS redirect

Site Architecture Assessment

Here's what your entire site structure looks like:

budgetfencenashville.com/

}— about-us/

I— services/ ¢ ALL fence types crammed onto one page
I— gallery/ ¢« 60 photos, no categories

|— testimonials-2/ ¢ 3 testimonials, no schema

I— contact-us/ « 2 forms (general + quick quote)

L— [no blog, no service sub-pages, no location pages]

Six total pages. Maximum depth: one level. No sub-pages, no blog, no content hub. This is below the minimum viable content depth for a
local-service business competing in Nashville's fence market.

What Your Site Is Missing
Six structural gaps that need to be filled:

1. Service sub-pages. Each of your seven fence types should have its own dedicated page (for example, /services/wood-fence-
nashville/ , /services/chain-link-fence-nashville/ ). Each sub-page would target a specific high-intent keyword cluster from the
Company Intelligence chapter. Right now, all seven types are on one page, which means the page can't deeply rank for any of them.

2. Blog or content section. No blog exists. Blogging creates ongoing content for search engines to index, lets you target long-tail
keywords like "how much does a fence cost in Nashville," and gives you content to share on social media. K & C Fence has an active

blog that's pulling organic traffic away from you every day.

3. Location/area pages. You serve the Nashville metro area, but you have no content targeting specific suburbs or neighborhoods
(Joelton, Murfreesboro, Brentwood, Franklin, Hendersonville). Each location page would target "[area] fence company" keywords.

4. FAQ page. No FAQ content. FAQ pages target question-based searches (like "do you need a fence permit in Nashville?" — a Tier 1
keyword from the previous chapter) and create FAQ schema for rich search results.

5. Gallery categories. All 60 photos sit in one undifferentiated gallery. Splitting them into categories (wood fences, chain link,

commercial, residential) would improve user experience AND create category pages that target material-specific searches.

6. Pricing or financing page. "Fence cost Nashville" is a high-intent keyword. K & C Fence already has a pricing guide capturing that
traffic. You don't.
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URL Structure Quality

¢ URL format: Clean slugs (/about-us/, /services/) — good

¢ Trailing-slash consistency: Used consistently — good

¢ Keywords in URLs: No service or location keywords in any URL — needs improvement

* Oddity: /testimonials-2/ suggests page recreation — minor cleanup

RSS Feed and Syndication

e /feed/ returnsa 200 — RSS feed is active
e /comments/feed/ isalso linked — comments RSS is active
¢ Both work fine, but they currently serve only the 6 existing pages

e Without a blog, the feed has minimal use for syndication or subscriber engagement

Summary of Findings From This Chapter

Findings Ranked by Severity

ID SEVERITY CATEGORY
FIND-002-001 CRITICAL Security
FIND-002-002 CRITICAL Security
FIND-002-003 HIGH Technical SEO
FIND-002-004 HIGH Technical SEO
FIND-002-005 HIGH Technical SEO
FIND-002-006 HIGH Security
FIND-002-007 MEDIUM Technical SEO
FIND-002-008 MEDIUM Technical SEO
FIND-002-009 MEDIUM Technical SEO
FIND-002-010 MEDIUM Content
FIND-002-011 MEDIUM Performance
FIND-002-012 MEDIUM Accessibility

What's Actually Working

It's important to be balanced about this — despite the critical infrastructure issues, several things are genuinely working:

TITLE

PHP 5.3.29 — 11+ years past end-of-life

WordPress 5.1 — 12 major versions behind

No robots.txt, no sitemap.xml

Zero meta descriptions — SEO plugin not configured
No structured data / schema markup anywhere

Missing security headers, server version exposed

60 gallery images with empty alt text

Mixed HTTP content on an HTTPS site

Generic page titles on 5 of 6 pages

No service sub-pages — 7 fence types stuffed on 1 page

Server response time of 1.34s exceeds the 800ms threshold

Form labels missing, contrast failures

1. Core Web Vitals pass "Good" thresholds on both mobile and desktop. The simple HTML structure produces fast load times almost by

accident.

Canonical tags are correct and consistent across all pages.

SSL certificate is valid for another 10+ months.

gzip compression is active (75% file-size reduction).

No broken internal links — site is internally consistent.

Mobile viewport is correctly configured with user-scalable=yes.

Zero redirect chains — clean URL resolution.

® N o koW

404 page works correctly for nonexistent URLs.
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The Core Problem

Your web property is a time capsule from 2014. The PHP version, WordPress version, theme, plugins, and jQuery library are all from an

era before mobile-first indexing, before Core Web Vitals, before structured data became prominent in search results, and before AI-

powered search existed at all. The site accidentally performs well on speed metrics because it's so simple — but it fails completely on the

SEO, security, and content architecture dimensions that drive visibility and conversions in 2026.

The PHP and WordPress upgrades are preconditions for almost every other improvement. Until the server environment is modernized,

many other fixes (native sitemaps, WebP images, lazy loading, modern SEO plugins, structured data) cannot be implemented because they

require software versions the current stack doesn't support.

Total Effort Estimate

FINDING HOURS

FIND-002-001:

FIND-002-002:

FIND-002-003:

FIND-002-004:

FIND-002-005:

FIND-002-006:

FIND-002-007:

FIND-002-008:

FIND-002-009:

FIND-002-010:

FIND-002-011

FIND-002-012:

Total

PHP upgrade
WordPress upgrade
robots.txt + sitemap
Meta descriptions
Structured data
Security headers
Gallery alt text
Mixed content
Page titles

Service sub-pages

: TTFB optimization

Accessibility fixes

8

12

64 hours

Important sequencing note: FIND-002-001 (PHP) and FIND-002-002 (WordPress) are prerequisites for many other fixes, so they should be

done first as a single combined project (~20 hours together). Many of the subsequent fixes become easier — or automatic — once the

platform is modernized. For example, once you're on current WordPress, native sitemap generation is built in, native lazy-loading is built

in, WebP image conversion can be enabled with a plugin, and modern security plugins become available.

The right path is the platform upgrade first, then the content and SEO work after the foundation is solid. Doing it in the other order means

redoing work — building on a foundation you're about to replace.
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SECTION 03

Backlink Audit

How other sites link to yours, and where you're missing free authority.
y y g LY.
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Backlink Audit

A "backlink" is just a link from another website pointing to yours. A "citation" is a mention of your business name, address, and phone
number on someone else's site (directories like Yelp, the BBB, Angi, etc.). Both signals matter to Google: they tell the search engine that
your business actually exists, that other people on the internet think you're worth pointing at, and that you're a legitimate operator in

your industry.

This chapter is the inventory of who currently points to you, where you're missing, and how that compares to your Nashville competitors.

The Snapshot — Where You Stand Right Now

¢ Other websites linking to yours: 3 (with medium confidence — paid tools like Ahrefs or Semrush would likely find a few more)
¢ Directory listings claimed: 2 out of 8 directories that matter for local-service businesses (25% coverage)

¢ Broken inbound links you could recover: 0

¢ Mentions of your business name on the web: 4

e Anchor text health: Not enough data — your profile is too thin to assess yet

Plain-English summary: Budget Fence Company has one of the thinnest backlink profiles we've ever observed for a business that's been
operating since 2014. With only 2 confirmed directory listings (BBB and Yelp), and no Google Business Profile at all, you are functionally
invisible to the local search ecosystem that drives 46% of all Google queries. Every competitor identified in this audit has a stronger

citation profile — including Ram Fence Company, which operates from the same Joelton, TN territory you do.

The good news: the fix is straightforward. Directory submissions are free, they take hours not weeks, and they produce measurable
results within 60-90 days. The most important single fix — creating a Google Business Profile — costs nothing and can be done in a single

afternoon.

Top Findings, Ranked by Impact

1. No Google Business Profile Exists

e Category: Local SEO
e Severity: CRITICAL

¢ Evidence: Searching for "Budget Fence Nashville" in Google Maps returns zero results. All 5 of your competitors have verified Google
Business Profiles. K & C Fence has 890 Google reviews on theirs.

¢ What to do: Create and verify a Google Business Profile at google.com/business/ using your exact name, address, and phone (Budget
Fence Company, 4511 Grays Point Rd, Joelton TN 37080, 615-943-6793). Add hours, photos (use the 60 fence photos already in your

gallery), all 7 fence types as services, and your Nashville-metro service area.
e Effort: 2 hours (initial setup — ongoing management is separate)

¢ Confidence: High

Why this matters more than anything else in this chapter: Google Business Profile (GBP) is the single most important local-SEO asset for

any local-service business. It controls:
e Visibility in Google Maps — when somebody searches "fence company near me" on their phone, this is what they see.

¢ The local 3-pack — that map box with three businesses that appears above the regular search results. Shown for 46% of searches.

* Google's Al-generated local answers — when somebody asks Google "who's the best fence company in Nashville?", GBP listings power
the response.

e Star ratings displayed in search results — those review stars next to a business name in Google search come from GBP.
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Without GBP, you're invisible to the primary discovery channel Nashville homeowners use to find fence contractors. This is not a "nice to

have" — it's the foundation. Every other recommendation in this audit is more effective if GBP is in place.

2. Missing From 6 of 8 Important Directories

Category: Local SEO
Severity: HIGH

Evidence: Across the 8 directories that matter most for a local-service business, you appear in only BBB and Yelp. You're missing
from: Google Business Profile, Angi, HomeAdvisor, Nextdoor, YellowPages, and Foursquare. You're also absent from secondary

directories: Facebook, Houzz, Thumbtack, Expertise.com, and Porch.

What to do: Claim profiles on every missing directory in priority order (full table below). Use the EXACT same business name,

address, and phone everywhere — consistency is what Google checks.
Effort: 8 hours total (across all platforms)

Confidence: High

Why directory listings matter: Each one does three things at once:

1. It's a search-ranking signal. Google uses citation count and consistency as a local ranking factor — the more places that confirm your

name, address, and phone match, the more Google trusts the listing.

2. It's its own discovery channel. Customers search Angi, Nextdoor, and HomeAdvisor directly when looking for contractors. If you're

not listed, you don't exist on those platforms.

3. It's a trust signal. Being on multiple platforms tells both customers and search engines you're a real, established business.

3. Absent From Every Nashville "Best Fence Company" Roundup

Category: Competitive
Severity: HIGH

Evidence: You don't appear on any of the 6+ "best fence company Nashville" roundup pages that rank on Google's first page. These
include Expertise.com (which lists 18 companies), Angi's Top 10, Houzz's Best 15, Thumbtack's Top 10, HomeAdvisor's Top-Rated, and
Yelp's Top 10. K & C Fence, Ram Fence, and Yard Dog appear on multiple lists.

What to do: Address the root causes — Google Business Profile (the roundups pull from GBP-listed businesses), reviews (the roundups
weight by review count), and direct submissions (Expertise.com, Thumbtack, and Houzz curate their own lists from professionals
who've submitted profiles).

Effort: 4 hours (submissions) + ongoing review generation

Confidence: High

Why these roundups matter: Those "best of" pages collectively get thousands of monthly visits from Nashville homeowners actively

shopping for a fence contractor. Each listing is also a backlink to the listed company's website. Your absence from all of them means zero

referral traffic from this very high-intent channel — these are people typing exactly "best fence company Nashville" into Google.

4. No Facebook Business Page

Category: Social Presence
Severity: MEDIUM

Evidence: Searching for "Budget Fence Company" on Facebook returns zero results. Your website has a Social Media Widget plugin

installed, but no social links are configured into it.

What to do: Create a Facebook Business Page. Post project photos from your existing gallery. Connect it to the social widget on your

website.
Effort: 3 hours
Confidence: High

5. Ram Fence (Same Joelton Territory) Has 3x Your Citations and 130x Your Reviews

Category: Competitive
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e Severity: MEDIUM

¢ Evidence: Ram Fence operates from 117 Margo Ct, Joelton TN — the same small town you do. They have 6 directory listings, 130+

reviews across platforms, and they use Birdeye as a review-management platform. You have 2 listings and 1 review.

e What to do: This is intelligence — the actual fixes are findings 1 and 2 above. The review gap requires a review-request system
(covered in the Company Intelligence chapter, finding FIND-001-006).

e Effort: 0 hours (addressed by other findings)
¢ Confidence: High

6. The Name "Budget Fence Company" Is Shared by 6+ Unrelated Businesses

e Category: Brand Ownership Risk
* Severity: MEDIUM

¢ Evidence: Googling "Budget Fence Company" returns businesses in Washington, Florida, Ohio, Connecticut, New York, and Dayton
TN BEFORE the Nashville listing. The Dayton, TN business (same state, completely different company) is particularly confusing for
both customers and search engines.

¢ What to do: Lean into "Budget Fence Nashville" as the primary brand phrase. Use budgetfencenashville.com consistently across
everything. Once your Google Business Profile is live with the exact Joelton address, Google will be much better at telling these
businesses apart.

e Effort: 0 hours (this is an ongoing brand-awareness practice, not a one-time fix)

e Confidence: High

The Competitor Backlink Gap — Pages That Link to Them, Not You

These are pages on the open web that link to one or more of your competitors. Each one is also a missed opportunity for you.

SOURCE WHATIT IS COMPETITORS IT LISTS YOU LISTED? OUTREACH PRIORITY
Expertise.com "18 Best Nashville Fence Companies" K & C Fence No High

Angi "Top 10 Best Fencing Pros Nashville" K & C, Ram, Yard Dog No High

Houzz "Best 15 Fence Companies Nashville" K & C Fence No Medium
Thumbtack "10 Best Fence Installers Nashville" Multiple competitors No Medium
HomeAdvisor "Top-Rated Fencing Nashville" Ram Fence No Medium
Birdeye K & C Fence review aggregation K & C (643 reviews) No Low

How You Compare to Competitors on Directories

This is the side-by-side that shows the gap most clearly:
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DIRECTORY BUDGET FENCE K & CFENCE RAM FENCE YARD DOG KOWBOY

Google Business Profile MISSING Yes (890 reviews) Yes Yes Yes
Yelp Yes (0 reviews) Yes (63 reviews) Yes (16 reviews) Yes (39 reviews) Yes (18 reviews)
BBB Yes (A+) Yes Yes Yes (A+) -
Angi No Yes Yes Yes -
HomeAdvisor No Yes Yes - -
Nextdoor No Yes Yes — Yes
Facebook No Yes Yes — Yes
Houzz No Yes = - -
Birdeye No Yes (643) Yes (116) — -
Pinterest No Yes — — =
LinkedIn No — Yes — -
Total Listings 2 10+ 6+ 4+ 3+
Total Reviews 1 950+ 130+ 39+ 18+

You have the fewest directory listings AND the fewest reviews of any fence company identified in the Nashville market. Even Kowboy

Fence — a smaller competitor — has more directory presence than you do.

The Directory Submission List

Here's the priority-ordered list of every directory you should submit to. Free unless noted otherwise.

Required for Local-Service Businesses

DIRECTORY COST EXPECTED SEO VALUE SUBMISSION URL PRIORITY
Google Business Profile Free Required google.com/business/ CRITICAL
Nextdoor Business Free High (underused by competitors) business.nextdoor.com HIGH
Angi Free + paid leads High pro.angi.com HIGH
HomeAdvisor Per-lead Medium pro.homeadvisor.com MEDIUM
YellowPages Free Low accounts.yellowpages.com Low
Foursquare Free Low business.foursquare.com Low
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Recommended Additional Directories

DIRECTORY COST EXPECTED SEO VALUE SUBMISSION URL PRIORITY
Facebook Business Free High facebook.com/pages/create HIGH
Houzz Free Medium houzz.com/professionals MEDIUM
Thumbtack Per-lead Medium thumbtack.com/pro MEDIUM
Expertise.com Free Medium expertise.com (submit profile) MEDIUM
Porch Free Low pro.porch.com Low

Already Claimed (Just Maintain)

DIRECTORY STATUS WHAT TO DO
BBB Active, A+ Accredited since 2015, 1 review, O complaints. Keep maintaining and gently encourage more reviews from
rated satisfied customers.
Yelp Active 21 photos uploaded, 0 reviews. You need more reviews here, but do NOT directly ask customers to review
listing you on Yelp — Yelp's algorithm penalizes solicited reviews and may hide them. Instead, deliver great

service and let organic reviews accumulate naturally.

Broken Inbound Links You Could Recover

None detected. With only 2-3 confirmed links pointing at your site, the chance of broken inbound links is very low — there isn't enough of

a backlink profile yet to break. This section will become more relevant as your citation profile grows.

Toxic Links That Should Be Disavowed

"Disavow" means telling Google to ignore certain low-quality links — useful when spam sites link to you and drag your reputation down.

No disavow candidates identified. This is actually good news. The thin backlink profile means there's no accumulated link spam to clean
up. The priority is building quality citations, not removing bad ones.

Anchor Text Analysis

Anchor text is the text inside a link that someone clicks (the blue underlined words). Google looks at the variety of those words across the
links pointing to a site to make sure the profile looks natural — too many identical "fence company nashville" keyword anchors looks
manipulated.

With only 2-3 confirmed referring domains, your anchor text profile is too thin to assess statistically. Once your citation profile grows to
10+ referring domains (through the directory submissions above), this should be reassessed. The natural mix from directory listings will
skew heavily toward branded anchors (your business name as the link text) — which is the healthy default for local businesses, so this
should sort itself out as you complete the directory work.

Suggested Execution Order

Here's a 5-week plan that builds the citation profile in a natural pace (we cap at about 5 new backlinks per week to avoid looking spammy
to Google):
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1. Week 1: Google Business Profile (2 hours of work — but verification can take 1-2 weeks)
2. Week 2: Facebook Business Page (2h) + Nextdoor Business (1h)

3. Week 3: Angi (2h) + HomeAdvisor (1h)

4. Week 4: Houzz (1h) + Thumbtack (1h) + YellowPages (30min) + Foursquare (30min)

5. Week 5: Expertise.com submission + Porch

After all directory listings are live, attention shifts to:

* Generating Google reviews (using an automated review-request system — covered in the Automation chapter)
¢ Monitoring for inclusion in "best of" roundup pages as your review count grows

¢ Reaching out to Expertise.com and other curated lists once your Google Business Profile has 10+ reviews

A Note On How This Was Audited

We worked from public-search observation — using Google search operators and direct verification on each directory site. A paid Ahrefs
or Semrush audit would likely surface additional referring domains (data aggregator sites, web scraper archives, etc.) — we estimate the
true count is probably 5-10x what we observed, but most additional domains would be low-value automated aggregators rather than high-
value editorial citations. The signal is the same regardless of the exact count: your citation profile is by far the weakest among Nashville
fence companies, and the gap between you and the market leader is extreme.

But here's what's important: this is a fixable problem. Directory submissions are free, take a few hours not weeks, and produce
measurable visibility within 60-90 days. The most critical move — creating a Google Business Profile — costs nothing, takes one afternoon,
and starts a ranking trajectory that compounds over time as reviews accumulate.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 04

Technical SEO

The technical foundations Google uses to decide whether your site can
compete.
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Technical SEO Audit

This chapter goes deeper than the Web Properties chapter. Where that one was a general inspection of the site, this one zeroes in on the
specific technical and content problems that prevent Budget Fence from showing up in Google search results. There are some critical

findings here — items that are the actual reason why "fence company Nashville" doesn't return your site.

We've grouped this into four areas: deep technical SEO (structured data, social tags, exposed information), performance and Core Web
Vitals (how fast the site is and what's slowing it down), SERP and intent analysis (what Nashville homeowners actually see when they
search), and on-page SEO (what's IN the content of each page).

Deeper Technical SEO Issues

The Web Properties chapter established the basics: no robots.txt, no sitemap.xml, zero meta descriptions, working canonical tags, and
zero structured data. This section dives into the gaps that prevent your business from appearing in rich search results, Al answers, or
anywhere outside someone typing your URL directly.

Structured Data — Completely Missing

Structured data is invisible code that labels your content for search engines. Instead of Google having to read a paragraph and guess "this
looks like a phone number," structured data says "this IS a phone number." The labels make Google confident enough to display rich

elements like star ratings, business hours, and price ranges in search results.

Here's the side-by-side with K & C Fence:

MARKUP TYPE BUDGET FENCE K & C FENCE
JSON-LD (the modern format) 0 blocks 3 blocks
Microdata None Unknown

RDFa None None

Eligible for rich search results? No Stars, hours, pricing

The schema types you need as a local-service fence contractor:

SCHEMATYPE WHAT IT DOES PRIORITY
LocalBusiness Business name, address, phone, hours, geo, service area Required
Organization Logo, social profiles, contact point Required
WebSite Site name, search action High
Service Each fence type as a named service High
BreadcrumblList Navigation context for search engines Medium
FAQPage FAQ content (once a FAQ page exists) Medium
Review / AggregateRating Star ratings in search results (once you have reviews) High

What this costs you: Even if Budget Fence eventually ranks for Nashville fence keywords, without structured data Google can't display:

e Star ratings next to your listing
e Business hours in the knowledge panel
® Price ranges for services

e Service types as labeled categories
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¢ Arich snippet with business information

K & C Fence has 3 JSON-LD blocks of structured data — and their search results display with rich information attached. Yours (if they
showed up at all) would be plain blue links with no enhancement. People click rich results 30-40% more often than plain ones. This isn't

decorative — it's revenue.

Indexing & Submission Services

These are the free tools Google and Bing provide to webmasters. They're how you talk back TO Google, not just how Google reads your

site.
SERVICE STATUS WHAT'S AT STAKE
Google Search Unknown — can't Without GSC, you have no visibility into how Google sees your site, no crawl-error
Console verify externally alerts, no manual-action notifications, and no way to request indexing of new pages
Bing Webmaster Unknown — can't Missing Bing's roughly 8% search market share (and ChatGPT's web search uses Bing)
Tools verify externally
IndexNow Not configured New or updated pages have to wait for Google's natural crawl cycle instead of being

indexed instantly

Why this matters: If Google Search Console isn't connected, that's a critical gap. GSC is free and provides:

e Crawl-error alerts (find broken pages before customers do)

¢ Search-query data (see what people search for that lands on your site, AND what they search that DOESN'T find you)
¢ Manual-action notifications (find out if Google has penalized your site)

¢ Sitemap submission (once you have one — see the Web Properties chapter)

¢ Page indexing requests (get new pages indexed in hours instead of days)

This is essential infrastructure for any business serious about being found in search.

Exposed WordPress Information

Your site exposes some technical metadata that has no operational purpose but does provide useful information to attackers scanning for

vulnerable sites:

ENDPOINT STATUS RISK LEVEL FIX

wlwmanifest.xml Exposed in HTML Low — Windows Live Writer was remove_action('wp_head',
head discontinued in 2017 'wlwmanifest_link')

EditURI/RSD Exposed in HTML Low — enables XML-RPC service discovery remove_action('wp_head', 'rsd_link')
head

xmlrpc.php Accessible (HTTP Medium — the #1 WordPress brute-force Block in .htaccess
409) vector

X-Powered-By: Exposed in headers Medium — reveals exact PHP version to Set expose_php = O0ff in php.ini

PHP/5.3.29 attackers

wp-json/ REST API Publicly accessible Low — standard WordPress behavior Acceptable unless sensitive data is exposed

WordPress generator Unknown Low — reveals WP version remove_action('wp_head',

meta 'wp_generator')

Plain version: None of these serve any purpose for the site itself. Each one provides a useful clue to automated attack-scanning tools. The
xmlrpc.php exposure is the highest risk — it's the most commonly exploited WordPress endpoint for brute-force login attacks. None of

these are urgent in isolation, but together they paint a picture of a site with no hardening done at all.
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Social Sharing Tags — Why Shared Links Look Broken

When someone pastes your website link into Facebook, LinkedIn, Slack, iMessage, or any modern messaging app, those apps look for
"Open Graph" tags (or Twitter Cards) to know what preview to show.

TAG TYPE PRESENT? WHAT IT SHOULD DO
og:title No Sets a custom title on Facebook, LinkedIn, Slack, iMessage
og:description No Sets the preview description on every social platform
og:image No Sets a preview image — without it, the link looks naked
og:type No Tells the platform what kind of content this is
og:url No Sets the canonical URL for sharing
twitter:card No X/Twitter shows a barely-formatted preview
twitter:title No No custom title on X
twitter:image No No preview image on X

When a customer shares budgetfencenashville.com on Facebook, LinkedIn, Nextdoor, or in a text message, the preview shows either a
blank card or auto-extracted text that rarely makes sense. Every competitor with a Facebook page has these tags working — their shared
links display with a photo, business name, and a description.

The All in One SEO Pack plugin you have installed (version 2.1.5) is supposed to generate these tags. It isn't. The plugin is either
misconfigured or the version is so old that the OG-tag feature doesn't work properly on modern platforms.

Performance & Core Web Vitals

This section is about how fast the site loads, which technical pieces are slowing it down, and what's actually happening behind the page-
load progress bar.

Core Web Vitals Snapshot

Core Web Vitals are Google's specific load-speed measurements. Each one tests a different aspect of how the page feels to a real user.

METRIC WHAT IT MEASURES MOBILE DESKTOP RATING THRESHOLD
LCP (Largest Contentful Paint) When the main content finishes loading 2.1s 0.5s Good < 2.5s
CLS (Cumulative Layout Shift) How much the page jumps as it loads 0.039 0 Good < 0.1
TBT (Total Blocking Time) How long the page is "frozen" before being interactive oms Ooms Good < 200ms
FCP (First Contentful Paint) When the first thing appears on screen 1.2s 0.5s Good -
Speed Index How quickly visible content appears progressively 5.0s 1.9s Needs Improvement < 3.3s
TTI (Time to Interactive) When the page is fully usable 2.1s 0.5s Good -
TTFB (Time to First Byte) How fast the server responds 1.34s 1.34s Needs Work < 800ms

Lighthouse Scores (out of 100):
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CATEGORY MOBILE DESKTOP

Performance 95 97
Accessibility 94 86
Best Practices 96 100
SEO 83 83

Plain-English summary: The Performance scores (95/97) are surprisingly strong for a site running PHP 5.3.29 on WordPress 5.1. Why?
Because the site is genuinely lightweight — simple theme, no heavy plugins, minimal JavaScript, small images. The Weaver II theme (2014

era) was actually built for speed in an era of slow connections.
But high Performance scores alone don't mean the site is healthy. Those numbers mask underlying problems:

¢ Server response time of 1.34 seconds indicates server-side sluggishness — that's PHP 5.3.29 running without modern optimizations
¢ Speed Index of 5.0s on mobile means the page FEELS slow even though the resources are small

¢ The SEO score is 83 — the weakest of the four — which reflects all the missing meta descriptions, heading issues, and crawlability gaps
we've covered

Page Weight & Network Requests

MEASUREMENT VALUE RATING
Total page weight 459 KB Good (< 1.5 MB)
Network requests 24 Good (< 30)
Images 361 KB (78.6%) Dominant content
JavaScript 48 KB (10.5%) Light
css 16 KB (3.5%) Light
HTML 7.4 KB (1.6%) Light

The page is genuinely lightweight at 459 KB total — well under the 1.5 MB "good" threshold. This is one of the few clearly positive
performance findings: the site doesn't suffer from bloat.

Heaviest individual resources on the page:

RESOURCE SIZE TYPE
fence3.jpg 97.5KB Slideshow image
fenced.jpg 92.7 KB Slideshow image
fencel.jpg 86.9 KB Slideshow image
headerl.png 84.2KB Header logo
jquery.js 1.12.4 32.3KB JavaScript
style.min.css 8.1KB Css
jquery.cycle.all.min.js 7.8 KB JavaScript

How Resources Load

Stylesheets (CSS) — 7 external files plus 5 inline blocks. ALL render-blocking:

Budget Fence Nashville Prepared by Al Or Die Now - aiordienow.com Audit Pro - Page 43 of 126



STYLESHEET SOURCE RENDER-BLOCKING?

portfolio-slideshow.min.css Plugin Yes
weaver-ii/style.min.css Theme Yes
weaver-ii/style-mobile.min.css Theme Yes
wp-block-library/style.min.css WordPress core Yes
contact-form-7/styles.css Plugin Yes
social-media-widget/social_widget.css Plugin Yes
portfolio-slideshow-noscript.css Plugin Yes

All seven CSS files are render-blocking, which means the browser has to load them before it can show anything. The combined size is
small (16 KB), so size isn't the issue — but every render-blocking file delays first paint. Modern WordPress themes use "critical CSS

inlining" and deferred loading. Your 2014-era setup loads everything synchronously.

JavaScript — 9 external scripts plus 5 inline blocks. Only ONE uses defer:

SCRIPT SOURCE DEFER/ASYNC?
html5.js Theme No
jquery.js 1.12.4 Core No
jquery-migrate.min.js 1.4.1 Core No
weaverjslib.min.js Theme No
jquery.cycle.all.min.js Plugin No
portfolio-slideshow.min.js Plugin No
jquery.form.min.js Plugin No
contact-form-7/scripts.js Plugin No
wp-embed.min.js Core Yes (defer)

Only 1 of 9 scripts uses defer. The other 8 are render-blocking. jQuery 1.12.4 (the current LTS is 3.7.x) loads synchronously in the page

header — that's the biggest single performance hit on the entire page.

Caching Analysis

Caching is when your server tells the browser "this file is yours to keep for X amount of time, don't ask me again." Done right, returning

visitors load almost instantly. Done wrong, every visitor downloads everything fresh on every visit.

ASSET TYPE CURRENT CACHE RECOMMENDED RATING
HTML pages None — no caching headers at all Private, no-cache, must-revalidate FAIL
CSS/JS (versioned) 4 hours 1 year Warning
Images (uploads) 4 hours 1 year Warning

Six caching issues identified:

1. HTML pages have zero caching headers. No Cache-Control, no ETag, no Expires, no Last-Modified. Every page visit forces a complete
server round-trip. There's no "this page is fresh" signal at all.
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2. Static files cached for only 4 hours. Your CSS, JavaScript, and images use versioned URLs (like ?ver=2.1.4 ), which makes long cache
periods completely safe — when a file changes, the version number changes too, so the browser knows to grab the new copy. The
recommended cache time is 1 year. Yours is 4 hours. The theme's CSS file was last modified in February 2014 — it hasn't changed in 12
years — yet the browser is told to re-download it every 4 hours.

3. Cookies on static asset responses. Your server sets a request_id cookie (a UUID, HttpOnly, with a 1-hour Max-Age) on EVERY
response, including CSS, JavaScript, and image files. This cookie: - Prevents CDN caching (most Content Delivery Networks refuse to
cache anything with a Set-Cookie header) - Adds about 100 bytes of overhead to every request - Serves no purpose on static assets -
Would block any future CDN setup unless removed first

4. No CDN detected. No Cloudflare, CloudFront, or similar service is in front of your site. For a local business with moderate traffic this
is acceptable, but the cookie issue (point 3) would need to be fixed before you could even add a CDN.

5. No page caching plugin. WordPress generates every HTML page dynamically by running PHP on every single request. A page-cache
plugin (like WP Super Cache or W3 Total Cache) would serve pre-built static HTML files instead, dramatically reducing server
response time.

6. No object cache. No Redis or Memcached configured. Database queries run fresh on every page load, instead of being cached briefly
between requests.

Image Optimization

CHECK STATUS NOTES
WebP/AVIF format Not used A1l images are JPEG or PNG
Native lazy loading Not used Zero instances of Tloading="lazy"
Plugin lazy loading Partial The slideshow uses a custom data-img approach for slides 2 and beyond
Image compression Unknown No optimization plugin detected
Responsive images (srcset) Not used Only fixed width/height attributes

The Gallery page loads all 60 images eagerly when somebody visits the page. On a phone over cellular data, that forces several megabytes
of image data to download before the user has even scrolled past the first visible image. This is exactly what lazy loading is designed to
prevent — load only what's about to be seen, save the rest for later.

Font Loading

No custom fonts are loaded. The site uses whatever default fonts the visitor's browser provides.
The good: this eliminates font-loading performance concerns (no flash of unstyled text, no layout shifts from web fonts loading late).

The trade-off: the typography has no visual identity. This is a design consideration, not a performance issue — fixable later when the site
is rebuilt.

WordPress-Specific Performance Issues

CHECK STATUS NOTES
WordPress version 5.1 (Jan 2019) 12 major versions behind current (6.7)
PHP version 5.3.29 (Aug 2014 EOL) 10+ years past end-of-life
jQuery version 1.12.4 5+ years behind current LTS (3.7.x)
Page cache plugin None Every page load runs full PHP
Object cache None Every page load queries the database fresh
Autoloaded options Unknown Can't check without WordPress admin or WP-CLI access
Queries per page Unknown Same — needs admin access
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The bottom line: The server environment (PHP 5.3.29 plus WordPress 5.1) is the root cause of the 1.34-second server response time.
Modern PHP 8.2+ with opcode caching runs 3-5x faster than PHP 5.3 without it. Upgrading PHP and WordPress would produce the single
largest performance improvement available — without changing one line of site code. That's the leverage point: one project upgrades the

foundation, and everything else gets faster automatically.

What Nashville Homeowners See When They Search for Fence Companies

This section is the test that matters most: when a real Nashville customer types a fence-related query into Google, what do they see — and

where do you appear?

The answer, summarized in one line: you don't appear anywhere.

Where Budget Fence Ranks for the 8 Most Important Keywords

We tested 8 high-intent commercial keywords — terms where the searcher is clearly ready to hire someone. You don't appear in the top

results for any of them.

TARGET KEYWORD YOUR POSITION TOP ORGANIC RESULT WHAT ELSE IS ON THE PAGE
fence company nashville Not found K & C Fence Company Local 3-Pack, Ads, "People Also Ask"
fence installation nashville Not found K & C Fence Company Local 3-Pack, Ads, PAA
fence contractor nashville Not found K & C Fence Company Local 3-Pack, Ads
best fence company nashville Not found Porch / Yelp / Expertise.com Roundup pages dominate, PAA
privacy fence nashville Not found K & C Fence / Yard Dog Local 3-Pack
wood fence nashville Not found K & C Fence Local 3-Pack, Images
chain link fence nashville Not found K & C Fence Local 3-Pack
fence repair nashville Not found K & C Fence / HomeGuide Local 3-Pack, PAA

The pattern across every Nashville fence search:

1. Google Ads at the top (positions 1-4) — paid placement

2. Local 3-Pack (the map box with three businesses) — requires a Google Business Profile, which you don't have
3. Organic results — dominated by K & C Fence, Yard Dog, Superior Fence & Rail, Pro-Line

4. Directory roundups — Expertise.com, Yelp, Angi, HomeGuide, Porch — and you're not on any of them

5. People Also Ask — common questions about fence costs, permits, best companies — none of which your site answers

Budget Fence is absent from every single layer of the search results page. Not just the organic listings — invisible in Maps, invisible in

roundups, invisible in ads.

How Competitors Stack Up Against You for Organic Search

COMPETITOR ORGANIC KEYWORDS THEY RANK FOR REVIEWS STRUCTURED DATA CONTENT DEPTH

K & CFence 50+ 890+ Google 3 JSON-LD blocks ~4,600 words on the homepage alone
Yard Dog Fence 30+ 349 Unknown ~2,000+ words

Superior Fence & Rail 100+ (national brand) 30,000+ (national) Yes ~3,000+ words

Pro-Line Fence 20+ Unknown Unknown ~1,500+ words

Budget Fence 0 0 Google 0 ~300 words
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K & C Fence dominates the Nashville fence search results because they have the complete package: keyword-rich content, structured data,
890+ reviews, a blog with pricing guides, and a domain name that literally IS the keyword (fencenashville.net).

Roundup Pages You're Missing From

Six "best of" roundup pages rank on the first page of Google for various Nashville fence searches:

ROUNDUP PAGE POSITION IN SEARCH COMPANIES LISTED YOU LISTED?
Expertise.com — "18 Best Nashville Fence Companies" Top 5 18 No
Yelp — "TOP 10 BEST Fence Installation Nashville" Top 5 10 No
Angi — "Top 10 Best Fencing Pros Nashville" Top 5 10 No
HomeGuide — "10 Best Fence Installation Nashville" Top 10 10 No
Porch — "10 Best Fence Companies Nashville" Top 10 10 No
FenceFind — "Best Fence Contractors Nashville" Top 10 10+ No

These roundup pages collectively get thousands of monthly visits from Nashville homeowners who are actively shopping for a fence
contractor. Each listing is also a backlink to the listed company's website. You're absent from all six — that's zero visibility through this
very high-intent channel.

Al Overviews and Al Search

Google's AI Overviews (the Al-generated summaries that increasingly appear at the top of search results) appear for most "best/top" fence

queries and many commercial queries. AI Overviews pull their answers from:
1. Google Business Profiles (you don't have one)
2. Top-ranking content with structured data (you don't have any)
3. Review aggregations (you have 0 Google reviews)

4. Authoritative citations (you're not cited anywhere)

Al assistants like ChatGPT, Perplexity, and Gemini answering "who is the best fence company in Nashville" will not mention Budget Fence,

because:

¢ No Google Business Profile = no Maps data for the Al to pull from

¢ No reviews = no social-proof signal

e No structured data = nothing the AI can extract programmatically

e Not on any roundup page = not in the citation sources Al engines crawl

¢ Content too thin = no quotable, Al-extractable answers

This is covered in much more depth in the Al Discoverability chapter, but the technical-SEO root causes start here.

On-Page SEO Analysis

This section looks at what's IN the actual content of each page — the titles, the headings, the keyword usage, the linking. This is where the

most damaging single finding in this whole audit lives.
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Title Tags

PAGE TITLE TAG HAS LOCATION? HAS SERVICE KEYWORD? LENGTH

/ Budget Fence Company | Nashville TN Yes No 39 chars
/about-us/ About Us | Budget Fence Company No No 32 chars
/services/ Services | Budget Fence Company No No 32 chars
/gallery/ Gallery | Budget Fence Company No No 31 chars
/testimonials-2/ Testimonials | Budget Fence Company No No 36 chars
/contact-us/ Contact Us | Budget Fence Company No No 34 chars

Issues: - Five of six titles have no location keyword (Nashville, Tennessee, Middle TN) - Zero of six titles contain a service keyword (fence
installation, fence contractor, fencing) - All inner page titles use the lazy "Page Name | Brand" pattern - Titles are all under 50 characters —

you've got room for more keywords up to about 60 characters before Google truncates
Better title patterns for a local-service business:

* Homepage: Budget Fence Company | Fence Installation Nashville TN

e Services: Fence Installation Services Nashville | Budget Fence Company

e About: About Budget Fence Company | Nashville Fence Contractor Since 2014
® Gallery: Fence Installation Gallery | Nashville TN Projects | Budget Fence
e Testimonials: Customer Reviews | Budget Fence Company Nashville TN

e Contact: Contact Budget Fence Company | Nashville TN Fence Contractor

Every one of these title fixes takes about 30 seconds in WordPress. Combined effort to fix all six: maybe 15 minutes of work for a

meaningful improvement in click-through rate.

Heading Structure — A Critical Problem

Every single page on the site has the IDENTICAL heading structure:

H2: "Nashville TN"
H1: "[Page Name]"
H3: "Contact Us"
H3: "Services"
H3: "Quick Quote"

site description (template element)

generic page name (Home, Services, About Us, etc.)
sidebar widget title

sidebar widget title

sidebar widget title

LN O OO

There are zero content headings on the entire site. No H2 or H3 headings inside the body content of any page. Every heading on the site is

either a template element (the site description, the page title) or a sidebar widget title.
Why this is catastrophic:

¢ Google can't identify subtopics within any page
e Content can't match specific queries — "vinyl fence Nashville" won't match a page that doesn't have those words as a heading
e Users can't scan the page for relevant sections

¢ Featured snippets can't be extracted (Google pulls those from H2/H3 sections)

Compare to K & C Fence's homepage H2:

"A Nashville Fence Contractor that Installs Quality Residential and Commercial Fences in Nashville TN and All Surrounding Areas"

That single H2 contains "Nashville," "Fence Contractor," "Residential and Commercial Fences" — three different keyword phrases packed

into one heading.
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Suggested heading structure for your Services page:

H1: Fence Installation Services — Nashville, TN
H2: Wood Privacy Fence Installation
H2: Chain Link Fence Nashville
H2: Vinyl Fence Installation
H2: Aluminum & Ornamental Fencing
H2: Farm & Ranch Fencing
H2: Custom Gates & Access Control
H2: Fence Repair Services Nashville
H2: Service Area — Nashville & Middle Tennessee
H2: Why Choose Budget Fence Company
H2: Free Fence Estimate — Get Started Today

Each H2 above is a search query waiting to be matched. Right now, there's nothing on the site that Google can match against any of those

queries.

Keyword Usage — The Most Damaging Finding in This Audit

KEYWORD PHRASE TIMES IT APPEARS (ACROSS ALL PAGES) WHAT'S NEEDED FOR RANKING
fence company 0 5-10+

fence contractor 0 3-5+

fence installation 0 5-10+

fence repair 0 3-5+

Nashville fence (as a phrase) 0 5-10+

privacy fence 0 3-5+

wood fence 0 3-5+

chain link fence 0 55

vinyl fence 0 3-5+

Budget Fence 13-17 per page Adequate (your brand name)
Nashville 49-56 per page Present — but only in boilerplate

Read those numbers again. The most damaging finding in this entire audit:

Your website does not contain a single instance of the keyword phrases that Nashville homeowners type into Google to find a fence
company.

The phrases "fence company," "fence contractor," and "fence installation" — the three most basic commercial keywords for your business
— appear ZERO times on the entire site. The word "Nashville" appears constantly (49-56 times per page) but only in boilerplate elements
(navigation, footer, sidebar, the site tagline). It never appears in actual content paired with service keywords to form rankable phrases like
"Nashville fence company" or "fence installation in Nashville."

This is the primary reason your site doesn't rank for any Nashville fence keyword. Google matches search queries to page content — if the
content doesn't contain the phrases people search for, the page won't rank for those phrases. The domain name
(budgetfencenashville.com) contains relevant keywords, but Google does not weight domain keywords as a ranking factor. The page
content has to independently satisfy the query.

Translation in plain dollars: Every Nashville homeowner who Googles "fence company Nashville" sees five competitors and zero you.
This isn't a Google bias — this is your site not telling Google what business you're in, in the language Google needs to hear.
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Content Depth — How Much Each Page Actually Says

PAGE TOTAL WORDS ESTIMATED UNIQUE CONTENT K & C FENCE COMPARISON
Homepage 1,323 ~300-500 ~4,608

About Us 1,281 ~300 -

Services 1,272 ~300 ~2,000+ (across multiple sub-pages)
Gallery 1,124 ~100 (images dominate) -

Testimonials 1,268 ~300 -

Contact Us 1,154 ~200 =

The near-identical word counts (1,124 to 1,323) reveal that 800-1,000 words of shared boilerplate (header, navigation, sidebar, footer)

dominate every page. The actual UNIQUE content per page is only 200-500 words.
Compare to K & C Fence:

e Their homepage alone has 4,608 words of unique content
¢ They have a blog with detailed articles (pricing guides, material comparisons, how-to content)
e They have individual pages for each service type

* Your site has 6 flat pages with thin content and no blog

Google's "Helpful Content" system explicitly rewards pages that demonstrate topical depth and expertise. A 300-word services page that
lists fence types without explaining anything cannot compete against a competitor with individual 1,000+ word pages per fence type,

pricing guides, photo galleries with descriptions, and FAQ sections.

URL Structure
PAGE URL ASSESSMENT
Homepage / Standard
About /about-us/ Generic — could be /nashville-fence-contractor/
Services /services/ Generic — could be /fence-installation-nashville/
Gallery /gallery/ Acceptable
Testimonials /testimonials-2/ The "-2" suggests a duplicate or recreation — should be /testimonials/ or /reviews/
Contact /contact-us/ Standard

URLs are clean (no parameters, no special characters) but contain no keywords. For a local-service business, service-oriented URLs signal
relevance to search engines. The "/testimonials-2/" slug with a trailing number suggests the original testimonials page was deleted and

recreated — a minor red flag worth cleaning up.

Budget Fence Nashville Prepared by Al Or Die Now - aiordienow.com Audit Pro - Page 50 of 126



Internal Linking

CHECK ATUS

Navigation links between pages Yes (6-item nav menu)
Contextual links inside body content None
Anchor text quality N/A (no contextual links exist)
Pillar/cluster strategy None
Orphan pages None (all pages are in the nav)

The internal linking on the site consists ENTIRELY of the navigation menu. There are zero contextual links inside body content — no
"learn more about our wood fence options" link from the homepage to the services page, no "see our work" link to the gallery, no "read

what our customers say" link to testimonials.
Contextual internal links serve two purposes:
1. SEO: They pass authority between pages and help Google understand topical relationships.

2. User experience: They guide visitors through the site toward conversion (viewing work - reading testimonials - requesting a quote).

The current setup forces visitors to use the top navigation for everything, which is a higher-friction path than smart contextual links

would provide.

External Links

Zero outbound links to authoritative sources on any page. For a local-service business, natural outbound links would include:
e Material supplier websites (demonstrates real trade knowledge)
¢ Industry associations (the American Fence Association)

¢ Local building permit information (Davidson County)

¢ Nashville city resources

Outbound links to authoritative sources signal expertise and trustworthiness to search engines. Their complete absence contributes to

the site's "thin content" signal.

Summary of Findings From This Chapter

ID SEVERITY CATEGORY FINDING
FIND-003-001 CRITICAL Content Zero content headings (H2/H3) anywhere on the site
FIND-003-002 CRITICAL Content Zero target keyword phrases appear in any content
FIND-003-003 CRITICAL Technical SEO Invisible across every Nashville fence search result
FIND-003-004 HIGH Content Content depth is 5-15x thinner than the market leader
FIND-003-010 HIGH Technical SEO No structured data while a competitor has 3 JSON-LD blocks
FIND-003-005 MEDIUM Performance Static asset cache lifetime of 4 hours (should be 1 year)
FIND-003-006 MEDIUM Performance Cookies on static asset responses prevent CDN caching
FIND-003-007 MEDIUM Performance No native lazy loading on images
FIND-003-008 MEDIUM Technical SEO No Open Graph or Twitter Card tags for social sharing
FIND-003-009 MEDIUM Technical SEO Exposed WordPress metadata (wlwmanifest, RSD, xmlrpc)
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The headline insight from this chapter: Your performance scores (95/97) mask a catastrophic content and SEO problem. Your site is fast
and lightweight, but invisible. A fast site that nobody can find provides zero business value. The priority is NOT performance optimization
— it's making the site findable. The three critical findings (no headings, no keywords, no presence in search results) are the most

impactful items in the entire audit so far.

The fix sequence is clear: upgrade the platform foundation (PHP + WordPress), then add the critical content elements (headings with
keywords, service-specific pages, structured data, meta descriptions). Until those are done, the rest of the marketing investment doesn't

have a foundation to land on.

How This Audit Was Performed

Performance data was collected via Google's PageSpeed Insights API for both mobile and desktop, with the full JSON response saved
(raw/psi_mobile.json, raw/psi_desktop.json), plus curl timing tests for time-to-first-byte, caching headers, and resource analysis. Raw

HTML was analyzed via curl for heading structure, keyword usage, meta tags, and resource loading.

Search results data was collected via WebSearch for 8 target keywords plus competitive "best of" queries. Rankings are approximate
(WebSearch returns top results, not exact positions) but the signal is unambiguous: Budget Fence does not appear anywhere in the

Nashville fence search results.

Content analysis used word counts, keyword frequency, and heading extraction across all 6 pages. Competitor comparison used the same

methods against K & C Fence (fencenashville.net).

What we couldn't test: Google Search Console data (would require verified access), WordPress admin data (autoloaded options, query
counts, plugin settings), and actual field-data Core Web Vitals (which require Chrome UX Report data — your site may not have enough

traffic for that to be available). These gaps are noted where relevant.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 05

Al Discoverability

Whether ChatGPT, Perplexity, and Google's Al engines can find and
quote your business.
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Al Discoverability — GEO & AEO

This chapter covers something that didn't exist as a distinct issue five years ago and is now critical: whether Al engines like ChatGPT,
Perplexity, Google Gemini, and Google's Al Overviews can find your business and quote it back to people who ask about Nashville fence

companies.

Your traditional SEO rankings (covered in the Technical SEO chapter) determine whether you show up in Google's blue-link results. AT
discoverability determines whether you show up when a customer just asks an Al assistant "who's the best fence company in Nashville?"

and gets back a single answer with one or two cited sources.

In 2026, somewhere between 30 and 40 percent of product and service research starts with an Al assistant instead of a Google search —

and that share is growing every quarter. If you're invisible to AI, you're invisible to a fast-growing slice of potential customers.

Two New Acronyms You Need to Know

GEO — Generative Engine Optimization. This measures whether your content is structured in a way Al systems can actually quote. When
a customer asks an AI "how much does a fence cost in Nashville?", the AI pulls its answer from web content that contains specific,

quotable facts in a structured format. GEO is about giving the AI something specific to say.

AEO — Answer Engine Optimization. This measures whether your brand actually shows up when people ask AI assistants questions about
your industry. It's the AI equivalent of appearing on page 1 of Google — except now, instead of seeing 10 blue links the customer might
click, they see one answer with one or two cited sources. If your name isn't one of them, you don't exist for that query.

Your GEO Score:1/10 — Grade F

Your website contains zero Al-citable content. Not "some" — zero. There are no quotable statistics, no data points, no FAQ entries, no
comparison tables, no pricing information, no definitions, and no expert credentials on the site. Al engines can't extract or cite content

that doesn't exist.

What Al Engines Need In Order to Cite You

Here's the side-by-side with K & C Fence:

REQUIREMENT BUDGET FENCE K & CFENCE
Direct-answer sentences in the first 150 No — opens with a generic sales Yes — opens with a service/location statement
words pitch
Specific data points with units 0 Multiple — pricing per foot, years in business, license
number

FAQ section with Q&A format None Blog posts in Q&A format
Comparison tables (material vs. material) None Blog post: "Which is Better — Vinyl or Wood Fence"
Pricing information None Full pricing guide with per-foot costs
Step-by-step process content None Blog post: contractor selection guide
Expert credentials displayed None — owner not even named License #00063870, AFA certified

publicly
Schema markup (JSON-LD) 0 blocks 3 blocks
Verifiable statistics 0 Multiple
Author / expert bio None Business credentials page
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How Much Quotable Content Each of Your Pages Actually Has

UNIQUE AI-EXTRACTABLE
QUOTABLE FACTS PLAIN ASSESSMENT

WORDS ANSWERS

Homepage ~200 0 0 Generic sales copy. "Quality fencing at a price you can
afford" is a tagline, not an answer.

Services ~120 0 0 Lists 7 fence types in a bullet list with zero description
for any of them.

About Us ~200 1 ("30 years 0 Company-values narrative. Doesn't name the owner. No
experience") credentials.

Gallery ~0 0 0 60 images with no alt text, no descriptions, no project
details.

Testimonials ~300 0 0 3 testimonials with no dates, no project type, no location
context.

Contact ~50 0 0 Address + phone + contact form.

Total ~870 1 0 Zero extractable answers across the entire site

The one quotable fact — "Nearly 30 years in the fencing installation and repair business" — appears on the About page, but it doesn't name
the owner, doesn't specify a founding year, and isn't structured in a way an Al can confidently attribute to your specific business (multiple
"Budget Fence" companies exist nationally, so the AI has no way to know if "30 years" refers to YOUR Budget Fence or one of the others).

What Your Homepage Actually Says

Here's the COMPLETE main content of your homepage (excluding navigation, sidebar, and footer):

"If you want quality fencing at a price you can afford, call Budget Fence Company. Our work is performed with pride, and attention
to detail is incorporated into everything we do. We're a local, family-owned business with a strong history of customer satisfaction.

The goal of this business is to help protect your family and property from unwanted visitors and from the dangers of unsecured
access to traffic and other hazards. Our high-quality fencing installations are built to last, and they provide a number of benefits."

That's followed by a 5-item bullet list of benefits (secure pools, keep pests out, protect pets, etc.) and two more paragraphs of similarly

generic copy.
An Al reading this content cannot answer ANY question a Nashville homeowner might actually ask:

¢ "How much does a fence cost?" - No pricing information anywhere

e "What type of fence should I get?" - Types are listed but not described

e "Is this company licensed?" - Not stated

¢ "Who owns this company?" > Not stated

e "Where do they serve?" - Just "Nashville TN" in the tagline; no specific service area

¢ "How long have they been in business?" > The About page says "nearly 30 years" but the homepage doesn't mention it

What K & C Fence's Content Looks Like (For Comparison)

K & C Fence's pricing-guide blog post — currently ranking #1 for "fence cost Nashville" — provides:
e Specific cost per linear foot, broken out by material type
¢ Nashville-specific pricing context (not generic national figures)
e Seasonal pricing variations

e Factors that affect total cost

e Material comparison with pros and cons of each
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e H2/H3 headings that match search queries
e 3JSON-LD structured data blocks

This is what Al-citable content looks like. Every fact in that blog post can be extracted and quoted by an Al Your site has nothing

equivalent.

Your AEO Score:1/10 — Grade F

You're invisible to Al assistants for every commercially valuable query. When Nashville homeowners ask AI "who's the best fence
company in Nashville?" or "how much does a fence cost in Nashville?", your business is never mentioned and never cited.

The Al Visibility Test

We tested 8 high-intent prompts that Nashville homeowners commonly ask AI assistants. Here's what came back:

# PROMPT TESTED YOU MENTIONED? WHO'S CITED INSTEAD
1 "Who is the best fence company in Nashville Tennessee?" No K & C Fence, Superior, Pro-Line, Bryan Fences
2 "How much does a fence cost in Nashville TN 20262" No K & C Fence (their pricing guide), ContractorPlus,

Kowboy Fence

3 "Fence company near Joelton Tennessee" Yes (#3-4) Ram Fence (#1), Harris Fence, Budget Fence
4 "What fence company should I use in Nashville, Yes (#3-4) Pro-Line, Bryan Fences, Budget Fence, 76 Fence
affordable quality?"
5  "DolIneed a permit to build a fence in Nashville?" No Nashville.gov, Big Jerry's, K & C Fence, Superior
6  "Wood fence vs vinyl fence Nashville pros cons" No K & C Fence, 76 Fence, SafeGuard, Lowes
7  "How to choose a fence contractor Nashville TN" No K & C Fence (their dedicated blog post is #1)
8  "Budget Fence Company Nashville reviews" Yes (brand Expected — your brand name matches the query
search)

Headline result: 3 of 8 prompts return Budget Fence (38%).
But the 3 appearances are essentially low-value:

¢ Prompt #3 (Joelton): Only works because "Joelton" is a small town — this is a hyper-local query with very low monthly search volume.
e Prompt #4 (affordable quality): Your brand name "Budget" triggered an affordability-intent match — that's serendipitous, not earned.

¢ Prompt #8 (brand search): Every business appears for its own brand name — this isn't a competitive win, it's just normal.

The 5 misses are the prompts that actually drive new customer acquisition:

e "Best fence company" — drives decision-stage customers ready to choose

* "Fence cost" — drives research-stage customers comparison-shopping

* Permit questions — drives early-stage customers learning the basics

e Material comparison — drives consideration-stage customers narrowing options

e Contractor selection tips — drives trust-building conversations

Every miss on this list is a customer who is asking AI about fencing right now and never hears your name.

The 7 Al Prompt Categories — Coverage Test

Al users tend to ask questions in 7 standard formats. Your content covers zero of them.

Budget Fence Nashville Prepared by Al Or Die Now - aiordienow.com Audit Pro - Page 56 of 126



PROMPT

EXAMPLE QUESTION YOUR CONTENT? COMPETITOR CONTENT?
CATEGORY
1 Problem-aware "Why does my fence lean after a None K&C: maintenance blog posts
storm?"
2 Solution-aware "How to fix a leaning fence" None Multiple competitors: repair guides
3 Comparison "Wood vs vinyl fence Nashville" None K&C, 76 Fence, SafeGuard: dedicated
posts
4 Best-of "Best fence for dogs Nashville" Not listed K&C, Yard Dog on multiple best-of
pages
5 How-to "How to choose a fence contractor" None K&C: a dedicated blog post ranking #1
6  Definition "What is ornamental fencing?" None (you list the type but don't Multiple: definition + description
define it) pages
7 Tool/product "What fence material lasts longest?" None K&C, SafeGuard: material durability
content

Your coverage: 0 of 7 categories.

Each uncovered category is a category of question where potential customers ask AI and get sent to a competitor. The sum of these gaps is

why your Al visibility is so close to zero.

Who Dominates Nashville Fence Al Citations?

PROMPTS THEY'RE CITED

COMPANY N WHY THEY GET CITED
K & C Fence 7/8 10+ blog posts, 3 JSON-LD blocks, 890+ Google reviews, pricing guide, contractor
guide
Superior Fence & 3/8 National brand, 30,000+ reviews, Nashville-specific content pages
Rail
Yard Dog 2/8 Angi/HomeAdvisor presence, 349 reviews, Nashville landing page
Pro-Line Fence 2/8 Nashville-focused site, testimonials, service pages
Bryan Fences 2/8 "Affordable" positioning, veteran-owned story, Nashville content
Budget Fence 3/8 Brand name match + Joelton Yelp listing only

K & C Fence dominates Nashville Al citations for the same reasons they dominate traditional search: they've invested in content that
answers the questions people actually ask. The fix for your Al visibility is the same fix as your search-visibility: build content that answers

questions, structure it so machines can read it, and earn citations.

Content Freshness — No Date Signals

Al engines and Google both factor content freshness into their ranking and citation decisions, especially for queries that include years
("fence cost Nashville 2026") or where recency matters.
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FRESHNESS SIGNAL BUDGET FENCE COMPETITORS

Published dates on pages None K&C: blog posts dated 2025-2026

"Last Updated" dates None Several competitors show update dates
Year references in content None ("Nearly 30 years" — imprecise) K&C: "2026 Pricing Guide" right in the title
Blog with recent posts No blog K&C: active blog with dated posts
Seasonal content updates None K&C: seasonal pricing considerations

Without dates, Al engines can't determine whether your content is current or abandoned. Your theme's CSS file was last modified in
February 2014 — a signal to crawlers that the site hasn't been actively maintained in over a decade. To an Al looking for current sources,
that's a strong reason to skip you in favor of someone who shows recent updates.

The Path From Invisible to Cited

Your GEO/AEO gap is severe but completely fixable. Here's the order in which to tackle it:

Phase 1 — Foundation (Weeks 1-4)

1. Create your Google Business Profile (FIND-02b-001) — gives Al engines a local data source to cite from
2. Add structured data to existing pages (FIND-003-010) — makes your current content machine-readable
3. Display owner credentials (FIND-004-006) — Steve Pope's experience is an authority signal Al engines value

4. Create a FAQ page (FIND-004-003) — your first piece of Al-extractable content

Phase 2 — Content Creation (Months 2-3)

5. Publish a Nashville fence pricing guide (FIND-004-004) — captures the highest-value informational query in your market
6. Publish a material comparison page — covers the "Comparison" prompt category
7. Publish a contractor-selection guide — covers the "How-to" prompt category

8. Add content headings and keywords to existing pages (FIND-003-001, FIND-003-002) — the 6 pages you already have become findable

Phase 3 — Authority Building (Months 3-6)

9. Launch a blog (FIND-004-007) — covers the remaining prompt categories
10. Generate Google reviews — provides the social-proof signal Al engines weight heavily
11. Get listed on roundup pages — Al engines cite roundup sources, so being listed there gets you cited too

12. Publish 2 blog posts per month — builds topical authority over time

The competitor gap is real (K & C Fence has 10+ blog posts, 890+ reviews, and 3 years of content authority), but the Nashville fence market
is local — not global. A focused 6-month content investment would make Budget Fence visible to AI engines for at least some Nashville
fence queries. Full Al-citation parity with K & C Fence is a 12-18 month project, but that's not the goal — the goal is to be cited at all, for the
queries that drive your business.
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Summary of Findings From This Chapter

ID SEVERITY CATEGORY FINDING
FIND-004- CRITICAL GEO GEO Score 1/10 — zero Al-citable content on the entire site
001
FIND-004- CRITICAL AEO AEO0 Score 1/10 — invisible to AI assistants for all non-brand queries
002
FIND-004- HIGH GEO No FAQ content — misses the primary AI extraction format
003
FIND-004- HIGH GEO No pricing content — K&C's pricing guide dominates cost queries
004
FIND-004- HIGH AEO 0 of 7 AI prompt categories covered
005
FIND-004- HIGH GEO No blog or educational content — competitors with blogs dominate informational queries
007
FIND-004- MEDIUM GEO Owner credentials hidden — Steve Pope's 30 years of experience aren't being used as a trust
006 signal
FIND-004- MEDIUM AEO No content freshness signals — site appears abandoned to AI systems
008

How This Audit Was Performed

AI prompt testing was performed via WebSearch using 8 high-intent prompts across three intent categories (commercial, informational,
comparison). WebSearch results approximate what Al engines would cite — while the exact responses from ChatGPT, Perplexity, and
Gemini would vary, the underlying data sources (web pages, Google Business Profiles, reviews, schema markup) are the same ones these
Al engines crawl. A business invisible in web search is invisible to AI assistants.

Content analysis used WebFetch to extract body content from the homepage, services page, and about page. Word counts are estimated
after removing navigation, sidebar, and footer boilerplate that's shared across all pages.

Competitor comparison focused on K & C Fence (fencenashville.net) as the Nashville market's clear Al-citation leader. K & C appears in 7

of 8 prompts tested and has the deepest content library of any Nashville fence company.

What we couldn't directly test: Direct API queries to ChatGPT, Perplexity, and Gemini would provide exact Al responses and citation
sources. This audit used WebSearch as a proxy for Al citation sources — the underlying web content that Al engines crawl is the same

regardless of which specific Al produces the final answer.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 06

Competitive Analysis

What your competitors do better, what they do worse, and where you
can win.
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Competitive Analysis

This chapter is the deepest look at the people you're competing against for Nashville fence work. We profiled 5 primary competitors in
depth and 3 secondary ones in summary, and graded everyone — including you — across every measurable digital dimension that matters
in 2026.

The honest news up front: you finish last on every single dimension. Reviews, content, social media, conversion paths, trust signals, AI
visibility, pricing transparency. Every one. This isn't a close race. But the second piece of honest news is just as important: you have real
competitive advantages that none of these companies can replicate. They just aren't visible online right now. The end of this chapter is
the playbook for making them visible.

The Nashville Fence Market in One Paragraph

Nashville's fence market is dense. Expertise.com lists 18+ fence companies serving the metro area. Search results for "best fence company
Nashville" are dominated by roundup pages (Expertise.com, Yelp, Porch, HomeGuide, FenceFind, Houzz, Angi) — and ONE company
website: K & C Fence, who holds position #1 for the brand search and most informational queries.

You compete in this market with a 6-page website, zero Google reviews, zero blog content, zero social media presence, and 2 directory
listings. Every competitor we analyzed beats you on every measurable digital metric.

We assessed each competitor across 8 dimensions: website quality, content strategy, review presence, citation coverage, social media,

conversion optimization, pricing transparency, and trust signals.

Competitor #1 — K & C Fence Company (THE Market Leader)

Website: fencenashville.net | Phone: (615) 562-7651 | Address: 2503 Hart St, Nashville, TN 37207 Founded: 2009 | TN License: #00063870 |
Google Reviews: 890+ (4.9 stars) Threat level: CRITICAL — they dominate every dimension

Their Website Quality

K & C Fence operates a professional, modern website with 38 distinct pages linked from navigation, and an estimated 2,800-3,000 words
on the homepage alone. The site is engineered for conversion — their phone number appears 5+ times on the homepage, and a sticky
footer call-to-action ("FENCE PRICING OPTIONS") follows the visitor as they scroll.

Their navigation breaks into clear sections: Fencing Options (11 material/style pages), Fence Guides (their blog), Fence Maintenance

(staining, repair, care), Resources (financing, payment, locations), and About (about us, reviews, charity, service areas).

That's 38 pages versus your 6. The content depth gap is roughly 6:1 in page count and 15:1 in total word count.

Their Content Strategy — The Decisive Advantage

This is the single biggest competitive issue in the entire Nashville fence market. K & C has 19 blog posts spanning 11 years of consistent

publishing (August 2015 through April 2026). The blog captures customers at every stage of the buying journey:
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BLOG POST TITLE CUSTOMER INTENT

How Much Does a Fence Cost in Nashville? [2026 Pricing Guide] Solution-aware
How to Choose a Nashville Fence Contractor How-to
Which is Better Vinyl or Wood Fence? Comparison
Best Fence Options for Dog Owners Best-of
Types of Commercial Fences Suitable for Nashville Businesses Commercial
HOA Fence Rules: Nashville Experts Share Top Tips Problem-aware
Do I Need A Survey Before Putting Up A Fence? Problem-aware
What to Know When Getting A Pool Fence Installed How-to
How Deep Should Fence Posts Be In The Ground? How-to
When Is The Best Time To Build A Fence? Solution-aware
How To Avoid Rotting Wood Fence Posts? Problem-aware
Why Do Wood Fences Warp, Twist, Move, Shrink And Crack? Problem-aware
PVC VS Wood Fence: Which Is Better? Comparison
Privacy Fences For A Secured Property Definition
Maintenance Free Fences Nashville TN Tool/product
When to Stain a New Wood Fence? How-to
K&C Fence Stain and Seal Service Commercial
How to Protect Wood Fences During Winter? Problem-aware
K & C Fence Company New Nashville Location Company news

You have 0 blog posts. K & C has 19. This isn't a gap. It's a canyon.

WHERE IT WINS

Ranks #1 for Nashville fence cost queries

Ranks #1 for contractor selection queries

Captures material comparison searches

Captures the pet owner segment

Captures B2B searches

Captures HOA-regulated homeowners

Captures early-stage research

Captures pool owners

Captures DIY/research traffic

Captures seasonal decision-makers

Captures maintenance searches

Captures troubleshooting searches

Captures material comparison

Captures privacy fence shoppers

Captures low-maintenance seekers

Captures post-installation care

Cross-sells maintenance service

Captures seasonal maintenance

Brand authority signal

K & C covers 6 of the 7 Al prompt categories (problem-aware, solution-aware, comparison, best-of, how-to, tool/product). You cover 0 of 7.

Every informational query a Nashville homeowner types into Google, or asks an Al assistant about, returns K & C content at or near the

top.

Their Trust Signals
SIGNAL K & CFENCE
Tennessee State Contractor License Yes — #00063870 displayed
AFA (American Fence Association) Certified Yes — displayed
BBB A+ Rating Yes — displayed
Workers' Comp / General Liability Stated on site
Named owner/leadership Yes
Warranty details Lifetime Workmanship + material warranties
Customer guarantee Triple Risk-Free Guarantee
Years in business "Since 2009" — specific
JSON-LD structured data 3 blocks
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BUDGET FENCE
Not displayed
No
Yes — but NOT displayed on site
Not mentioned
Owner not named on site
Not mentioned
None
"Nearly 30 years" — vague

0 blocks
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K & C has built a comprehensive trust infrastructure. Every signal is displayed prominently. You actually HAVE some of these credentials
(BBB A+, 30 years of experience) — you just don't display them.

Their Conversion Optimization

K & C's website is a conversion machine:

1. 7 different ways to get an estimate — online estimator (draw your fence on a map), submit footage form, upload competitor quote,
repair estimate form, stain estimate form, book onsite visit, call directly

. Phone number displayed 5+ times on the homepage with click-to-call links

. Sticky footer CTA that follows the visitor as they scroll

2
3
4."No Down Payment" prominently displayed — removes a major purchasing objection
5. Financing available — dedicated financing page with Wisetack integration

6

. "Make A Payment" resource — signals professional billing infrastructure

You have 1 conversion path: a contact form. Your phone number is displayed as plain text (not a clickable tel: link). No online estimator.

No financing. No payment portal.

Their Social Media Presence

PLATFORM K & C FENCE BUDGET FENCE
Facebook 1,176 likes No page
Instagram 821 followers, 598 posts No account
YouTube Active (video content) No channel
LinkedIn Company page No page
Pinterest Active No account
Twitter/X @kcfencecompany No account
Total Platforms 6 0

Their Review Infrastructure

K & C uses Birdeye for review management — a paid platform that automatically requests reviews from customers after a project is
completed. That's how they have 890+ Google reviews and 63 Yelp reviews. They built a system, not just asked people to review.

PLATFORM K & CFENCE BUDGET FENCE
Google 890 (4.9%) 0 (no GBP)
Yelp 63 0
BBB 3+ 1
Angi Listed Not listed
Birdeye aggregated 643+ N/A
Total ~1,000 1

Their Pricing Strategy

K & C does NOT publish fixed per-foot pricing on their pricing page. Instead, they publish a comprehensive pricing GUIDE blog post titled
"How Much Does a Fence Cost in Nashville? [2026 Pricing Guide]" — which provides Nashville-specific cost ranges while pulling prospects
into their 7 estimation channels. This is strategically smart: they capture the SEO traffic for "fence cost Nashville" while still controlling

the actual pricing conversation.
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You publish zero pricing information of any kind.

Threat Assessment for K& C

K & C is not just a competitor — they're the benchmark. They dominate Nashville fence search across organic results, Al citations,
roundup pages, and review platforms. Competing directly with K & C on their strongest channels (blog content, review volume) is a 12-18

month investment. But they have weaknesses you can exploit (covered later in this chapter).

Competitor #2 — Ram Fence Company (Your Direct Geographic Rival)

Website: ramfencecompany.com | Phone: (615) 696-7657 | Address: 117 Margo Ct, Joelton, TN Founded: ~2011 | BBB Accredited Since: 2014

| Birdeye Reviews: 116 (4.8%) Threat level: HIGH — same Joelton territory, dramatically stronger digital presence

Why Ram Fence Matters Most to You

Ram Fence is based in Joelton — the same small town as your business. They are your direct geographic competitor. When somebody
searches "fence company Joelton" or "fence company near Joelton Tennessee," both companies appear. Ram consistently outranks you in
these local results.

Their Website Quality

Ram operates a basic but functional website. The site covers their services (fencing, decks, pergolas, railings, gates), includes a gallery,
and has a contact page. It's not as sophisticated as K & C's site, but it communicates professionalism and service breadth. They have

material-type pages for aluminum, iron, wood, chain link, vinyl, PVC, commercial, and security fencing.

Your site has a comparable structure — but Ram extends BEYOND fencing into decks, pergolas, and railings. That diversifies their service

offering AND their keyword footprint (they catch searches you don't).

Their Review Presence

PLATFORM RAM FENCE BUDGET FENCE
Birdeye aggregated 116 (4.8%) N/A
Yelp 16 0
BBB Listed Listed
Angi Listed Not listed
HomeAdvisor Listed Not listed
Facebook Active page No page
Google Listed (GBP exists) No GBP
Total Reviews ~130 1

Ram also uses Birdeye — the same review-management platform K & C uses. This is a competitive pattern worth noting: the successful

Nashville fence companies are investing in review-management platforms. It's not luck.

Their Social Media

Ram maintains Facebook (active), Instagram (438 followers, 549 posts), and LinkedIn (17 followers). They post project photos and videos

regularly on Facebook. You have zero social media presence.
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Their Service Differentiation

Ram offers decks, pergolas, and railings on top of fencing. You offer only fencing and repair. Ram's broader service portfolio means they
can upsell existing fence customers into deck and pergola projects — which increases customer lifetime value AND generates word-of-
mouth referrals across multiple categories.

Threat Assessment for Ram

Ram is your most immediate competitive threat because they share your geographic territory. A Joelton homeowner choosing between
the two of you finds Ram on Google, Yelp, Angi, HomeAdvisor, and Facebook — and finds you only on Yelp (with 0 reviews) and BBB (with
1 review). The choice the consumer makes is obvious.

Competitor #3 — Superior Fence & Rail of Nashville (National Franchise)

Website: superiorfenceandrail.com/nashville | Phone: (615) 988-4455 | Address: 110 LaSalle Ct, La Vergne, TN 37086 Founded: National
brand, Nashville is a franchise location | Reviews: 31,540 company-wide (4.8%) / 338 specifically Nashville Threat level: MEDIUM —
franchise brand power, but not locally dominant

Franchise Advantages You Cannot Match
Superior Fence & Rail operates 120+ locations across the U.S. with over 31,000 total reviews nationally. Their Nashville franchise benefits
from:
1. National brand recognition from corporate-level advertising
2. 1,000+ fencing styles in their catalog — dwarfs any local company
. Professional website with 2,800+ words on the Nashville landing page alone

3
4. Financing calculator built into the site with APR/term/payment estimation
5.98.5% on-time installation rate as a published operational metric

6

. Industry-leading warranties — lifetime on vinyl, 15-year on wood pickets, lifetime on posts/rails, 25-year on composite, plus a 3-year
workmanship standard

7. Fence Resources section — FAQ, financing, permitting, installation guides, news

8. Nashville-specific content — dedicated pages for Nashville, Franklin, La Vergne, Smyrna, McMinnville, and other surrounding cities

Where YOU Have an Edge Over Superior

Superior is a franchise. They're a corporate operation, not a local family business. Your "local, family-owned" positioning is a genuine
differentiator against a national chain — some customers specifically prefer local contractors. But that preference only matters if the
customer can FIND you. Right now, they can't.

Threat Assessment for Superior

Superior is a structural competitor — their franchise model gives them advantages you can never replicate (national review volume,
corporate marketing, multi-city SEO). But their threat is medium, not high, because the Nashville market has room for local operators
competing on relationship and price. The risk is that Superior's SEO infrastructure captures research-phase customers before you ever
enter the picture.

Competitor #4 — Yard Dog Fencing and Decks (Mid-Market)

Website: yarddogfence.com | Phone: (615) 995-8548 | Address: 86 Thompson Ln, Nashville, TN 37211 Founded: 2001 | BBB A+ Since: 2013 |
Google Reviews: 349 (4.7%) Threat level: MEDIUM — established brand, strong directory presence
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Their Website Quality

Yard Dog has roughly 1,200-1,400 words on the homepage with a clear structure: fence types, service area, testimonials, and call-to-action.
The site has 11 navigation pages including individual fence-type pages, an FAQ page, and a financing pre-qualification page (Wisetack
integration).

Yard Dog does NOT have a blog — like you. But unlike you, they have an FAQ page, individual fence-type pages with descriptions, and a
financing option.
Their Content & SEO

No blog content. Yard Dog relies on service pages and directory listings for search visibility. They appear on multiple "best of Nashville"

roundup pages (Expertise.com, Houzz, Angi) and have 349 Google reviews driving local pack visibility.

Their Conversion Optimization

1. "Call Now!" and "Get a Free Quote" CTAs throughout the site
2. Phone number displayed multiple times with click-to-call links
3. Wisetack financing pre-qualification — removes payment friction

4. BBB A+ badge, Angi A rating, HomeAdvisor "Screened & Approved" badges all displayed

Their Social Media

Facebook (3,995 likes), Twitter/X (@yarddogfences), LinkedIn. No Instagram. Their Facebook is the primary social platform — they post

project photos and engage with the local community.

Threat Assessment for Yard Dog

Yard Dog competes in the same "established local company" segment as you, but with 25 years of operations vs. your 12 (under the Budget

Fence Company brand). Their advantages: review volume (349 vs. 1), directory presence (4+ vs. 2), and financing availability.

Their weakness — and your opening: they have NO blog content. If you invested in content first, you could leapfrog Yard Dog in

informational search.

Competitor #5 — Pro-Line Fence Co. (Award-Winning Specialist)

Website: prolinefencecompany.com | Phone: (615) 642-0678 | Address: Nolensville, TN Founded: ~2008 (18+ years) | Elite Fence Authorized
Dealer Threat level: MEDIUM — strong positioning, similar market segment

Their Website Quality

Pro-Line has roughly 1,200-1,300 words on the homepage with 22 navigation pages — 9 fence material/option pages, 4 service pages, a
gallery, FAQ, 13 service-area city pages, and a quote request page. The site emphasizes "award-winning" positioning and includes their
status as an authorized dealer for Elite Fence products.

Their Content Strategy

No dedicated blog, but Pro-Line has FAQ content embedded into service pages (including pool fencing code requirements and security
fence selection guides). Their FAQ approach is exactly what YOU should be doing — embedding answers into service pages rather than

only running a separate blog.

Pro-Line also has 13 dedicated city/service-area pages, each targeting local keywords like "fence installation Nolensville TN" and "fence

company Brentwood TN." You cover none of these cities with dedicated content.

Their Conversion Optimization

1. "Get an Instant Online Quote" — primary CTA
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2. "Request a Quote" in navigation
3."View Our Completed Projects" gallery CTA
4. Comprehensive warranty and satisfaction guarantee prominently stated

5. Multiple phone numbers (main, gate/access control, fax)

Their Social Media

Instagram (602 followers), Facebook (549 likes), Nextdoor (active listing). Pro-Line maintains an active social presence focused on project

showcase photos.

Threat Assessment for Pro-Line

Pro-Line competes on quality positioning ("award-winning") and authorized dealer status. They target the mid-to-high-end residential

market and have invested in service-area pages that give them local SEO coverage across 13 Nashville-metro cities.

Secondary Competitors — Quick Profiles

Bryan Fences

Website: bryanfences.com | Phone: (615) 977-1450 | Founded: 2003 (veteran-owned) Differentiator: Veteran-owned, 20+ years, western
cedar specialist Website: ~1,100 words on the homepage, 8 navigation pages, blog section (limited posts) Trust Signals: Veteran-owned
badge, 20-year experience badge, 2-year warranty badge Financing: Avvance financing integration Threat level: LOW — small operation,

limited digital presence, but appears in Al results for "affordable quality" Nashville fence queries

76 Fence

Website: 76fence.com/nashville | Phone: (615) 914-3385 Differentiator: Multi-location company with a Nashville-specific landing page
Website: Nashville section with dedicated pages for fence styles, maintenance, repairs, service areas, AND a blog (at least one post on
curb appeal) Trust Signals: Customer testimonials, professional photography Threat level: LOW-MEDIUM — they have Nashville-specific

content INCLUDING a blog, which puts them ahead of you in informational search despite being newer to the Nashville market

SafeGuard Fence & Deck

Website: safeguardfence.net | Based: Murfreesboro, TN Differentiator: 20+ years experience, fence AND deck AND concrete AND painting
Website: Service pages for wood, vinyl, chain link, ornamental, aluminum, farm fencing + gates Trust Signals: Licensed and insured, 1-
year guarantee, lifetime guarantee, military discount Threat level: LOW — Murfreesboro-based with limited Nashville SEO presence, but

appears in comparison searches like "wood vs vinyl fence Nashville"
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Head-to-Head Comparison — Every Dimension

Website & Content

DIMENSION

Total pages

Homepage word count
Blog posts

FAQ page

Pricing content

Service area pages
Individual fence-type pages
Schema markup

Content freshness signals

Reviews & Reputation

PLATFORM
Google Reviews

Yelp Reviews

BUDGET FENCE

None
None
No (list only)
0 blocks

None

BUDGET FENCE

0 (no GBP)

BBB Rating A+ (1 review)
Angi Not listed
HomeAdvisor Not listed
Birdeye N/A
Houzz Not listed
Total Reviews 1
Social Media
PLATFORM BUDGET FENCE
Facebook None
Instagram None
YouTube None
LinkedIn None
Twitter/X None
Pinterest None
Nextdoor None
Total Platforms 0

Budget Fence Nashville

821 followers

K & CFENCE RAM FENCE
38+ ~10
~3,000 ~600
19 0
Yes (homepage + blog) No
Pricing-guide blog post None
Yes (multiple cities) No
Yes (11 types) Yes
3 blocks Unknown
Blog dated 2015-2026 Unknown
K & CFENCE RAM FENCE
890 (4.9%) Listed
63 16
A+ (3+ reviews) A+
Listed Listed
Listed Listed
643+ 116
Listed Not listed
~1,000 ~130
K& CFENCE RAM FENCE
1,176 likes Active

Active None

Active 17 follow

Active None

Active None

Listed None
6 3

Prepared by Al Or Die Now

438 followers

ers

SUPERIOR F&R
18+
~3,000
City pages (blog-like)
Yes
Financing calculator
6+ cities

Yes (6+ types)

YARD DOG
11

~1,300

Yes
None
No

Yes (10 types)

PRO-LINE
22

~1,250

Yes (embedded)

None

13 cities

Yes (9 types)

Expected Unknown Unknown
City pages dated Unknown Unknown
SUPERIOR F&R YARD DOG PRO-LINE
338 Nashville (4.8%) 349 (4.7%) Listed
Listed 28 Listed
A+ A+ A+
Listed Listed Listed
Listed Listed Listed
338 263 Listed
Listed Listed Listed
~340 Nashville ~350 ~50+
SUPERIOR F&R YARD DOG PRO-LINE
Active 3,995 likes 549 likes
N/A None 602 followers
N/A None None
N/A Active Active
N/A Active None
N/A None None
N/A None Active
1+ 3 3
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Trust Signals & Conversion

BUDGET

SIGNAL FENCE K & CFENCE SUPERIOR F&R YARD DOG PRO-LINE
TN Contractor License No Yes (#00063870) No Yes (franchise) No No
displayed
AFA Certification No Yes No No No No
Warranty details on site None Lifetime Unknown Lifetime vinyl, 15yr Unknown Yes —

workmanship wood comprehensive
Financing option No Yes (Wisetack) No Yes (calculator) Yes No

(Wisetack)
Online estimate tool No Yes (7 methods) No Yes (quote form) Quote form Yes (instant
quote)
Phone click-to-call No (plain Yes (5+ locations) Unknown Yes Yes Yes
text)

Named owner/expert No Yes No N/A (franchise) No No
CTAs on homepage 1 7+ ~2 6+ 3+ 3+

Al Visibility (from the Al Discoverability chapter)

COMPANY CITED IN (OF 8 PROMPTS) CATEGORIES COVERED (OF 7)
K & C Fence 7 6
Superior Fence & Rail 3 2
Yard Dog 2 1
Pro-Line 2 1
Bryan Fences 2 1
Ram Fence 1 1
Budget Fence 3 (brand + Joelton + "affordable" match) 0

Directory Listings (from the Backlinks chapter)

COMPANY CITATIONS GOOGLE REVIEWS GBP EXISTS
K & C Fence 10+ 890 Yes
Ram Fence 6 Yes (count unknown) Yes
Yard Dog 4+ 349 Yes
Pro-Line 4+ Yes Yes
Kowboy Fence 3 Yes Yes
Budget Fence 2 0 No
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Where You Lose — The 10 Dimensions That Matter Most

The competitive analysis reveals one consistent pattern: you lose to every competitor on every measurable digital dimension. Here's
how you rank across the 10 most important competitive factors for a local-service fence business:

DIMENSION YOUR RANK (OF 6 ANALYZED) WHY
Google Reviews Last 0 reviews — every competitor has between 50 and 890
Blog/Content Last 0 blog posts — only K&C and 76 Fence have blogs, but even Yard Dog has an FAQ
Directory Citations Last 2 citations vs. 3-10+ for every competitor
Social Media Last 0 platforms vs. 1-6 for every competitor
Website Content Depth Last 380 words on homepage vs. 600-3,000 for competitors
Conversion Optimization Last 1 CTA vs. 3-7+ for competitors
Trust Signal Display Last Nothing displayed vs. badges, licenses, warranties
Service Page Depth Last 1 bullet list vs. individual pages per fence type
Al Visibility Last 0 prompt categories vs. 1-6 for competitors
Financing Available Tied Last No financing — K&C, Superior, Yard Dog, Bryan all offer it

You finish last in every category. This is not a close competition — it's a different league.

But that's the whole picture only if you keep doing what you're doing. The next section is where this changes.

Where You Can Win — Your Real Competitive Advantages

Despite finishing last on every digital metric, you have real competitive advantages that none of these companies can replicate. The

problem is that none of them are visible online. Here's the playbook.

1. Steve Pope's 30 Years of Experience

No Nashville fence competitor can match Steve's 30 years of experience. K & C Fence has been in business since 2009 — 17 years. Pro-Line
since 2008 — 18 years. Yard Dog since 2001 — 25 years. Ram Fence since ~2011 — 15 years. Steve has been in fencing since the mid-1990s,
before any of these companies existed.

This is a genuine, durable advantage if you make it visible. Right now it's buried in a vague "nearly 30 years" line on the About page that
doesn't even name Steve. If Steve's name, photo, credentials, and specific experience were displayed prominently on the website, it would
be the strongest single trust signal among ANY Nashville fence contractor.

This is the kind of fact that Google's E-E-A-T system (Experience, Expertise, Authoritativeness, Trust) is specifically designed to reward.

Right now you're getting zero credit for an advantage you actually possess.

2. The "Budget" Brand Name Is a Built-In Positioning

Your brand name does positioning work that no competitor can replicate without rebranding. K & C Fence's "Triple Risk-Free Guarantee"
includes a "Best Price Promise" — but their brand name doesn't SAY "affordable" the way yours does. In the AI prompt tests in the AI
Discoverability chapter, your name appeared for the "affordable quality" query specifically because the brand name matched the

searcher's intent.

The opportunity: if you publish a Nashville fence pricing guide that transparently shows costs, you OWN the "affordable" positioning with
data behind it. K & C has a pricing guide too — but they position around "quality." You can position around "same quality, better price"
with concrete numbers. Different message in the same content space, with the brand name doing half the work for you.
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3. The Joelton Geographic Advantage

You and Ram Fence are the ONLY two fence companies based in Joelton. Every other competitor is in Nashville, Nolensville,
Murfreesboro, or La Vergne. For homeowners in the Joelton, Pleasant View, White Bluff, and northwest Davidson County corridor, you are
literally the closest fence company.

The opportunity: create a Joelton-specific landing page and own the hyper-local search territory. Ram Fence has this advantage by default
(their address is in Joelton). You don't even have the word "Joelton" on your website except in the address line of the footer. A 30-minute

page rewrite captures geographic search you should already be winning.

4. Farm and Agricultural Fencing — An Underserved Niche

You list "farm fencing" and "barbed wire" as service types — categories several competitors don't serve. K & C does some farm fencing, but
Superior, Yard Dog, and Pro-Line focus mostly on residential and commercial privacy and ornamental fencing. In the rural areas

surrounding Nashville (Joelton, Ashland City, Pleasant View, Kingston Springs), farm fencing is a real market segment.

The opportunity: Own "Nashville farm fence" with a dedicated service page and blog content. There is minimal competition for farm-
fencing content in the Nashville area — it's an underserved keyword segment, ripe for a first-mover.

5. The "Small, Fast, Personal" Positioning

Your testimonials (3 on the website) consistently mention speed and personal service. One mentions Steve by name. This aligns with
positioning that franchise and mid-size competitors literally cannot offer. Superior Fence has 120+ locations and a 98.5% on-time rate —
but it's a corporate experience. K & C is professional — but bigger operations mean more scheduling complexity.

The opportunity: Position as "same-day estimates, next-week installation" for small-to-mid-size projects. Speed and personal attention
from the owner (not a sales rep) is a real differentiator against companies with sales teams and scheduling departments. Your future
website should say things like "When you call, Steve answers" — that single sentence kills any franchise competitor for the customer who
values personal contact.

6. The Domain Name as a Long-Term Moat

The "Budget Fence" name has brand-confusion problems nationally (6+ unrelated companies use it). But budgetfencenashville.com is a
geographically anchored domain. As you build local authority (Google Business Profile, reviews, content), the domain itself becomes a
moat — the domain name tells Google "this is THE Nashville Budget Fence." Over time, this disambiguates you from the other Budget

Fences in Washington, Florida, Ohio, etc.

This is a benefit you already have but aren't yet collecting. It compounds with every review and every blog post.

Specific Competitor Weaknesses You Can Exploit

K & C Fence's Weaknesses

¢ Premium positioning may alienate price-sensitive customers. "Triple Risk-Free Guarantee" and "Lifetime Workmanship Warranty"
signal quality — but also signal cost. Budget-conscious homeowners may assume K & C is more expensive before they even call.

* No same-day service is promoted. K & C's 7 estimate methods are comprehensive but imply a process. A customer who needs a fence
THIS week may prefer a smaller, faster company.

Ram Fence's Weaknesses

¢ No blog content. Ram has zero educational content. You could leapfrog them in informational search with even 3-5 blog posts.

¢ Basic website. Ram's site is functional but not optimized for conversion or SEO. With a modern redesign, you could match or exceed
their web presence.

Budget Fence Nashville Prepared by Al Or Die Now - aiordienow.com Audit Pro - Page 71 of 126



Superior Fence & Rail's Weaknesses

¢ Franchise perception. Some customers specifically avoid franchise/national companies. You can win those customers by

emphasizing "local, owner-operated, Steve answers the phone."

¢ LaVergne location. Superior's Nashville franchise is in La Vergne — 25 miles from Joelton. For northwest Nashville customers, you're

geographically closer.

Yard Dog's Weaknesses

¢ No blog content. Like Ram Fence, Yard Dog has zero blog posts. Their FAQ page is the only educational content they offer.

¢ No pricing transparency. No pricing information on the site. You could win price-conscious customers by being the FIRST to publish

transparent pricing.

Pro-Line's Weaknesses

¢ Mixed reviews. At least one negative review mentions material quality issues (wet wood with knot holes). Your testimonials are

uniformly positive.

* Nolensville location. Pro-Line is far from Joelton. You have a clear geographic advantage in north and northwest Nashville.

Summary of Findings From This Chapter

ID SEVERITY

FIND-005- CRITICAL
001

FIND-005- HIGH
002

FIND-005- HIGH
003

FIND-005- HIGH
004

FIND-005- HIGH
005

FIND-005- MEDIUM
006

FIND-005- MEDIUM
007

FIND-005- MEDIUM
008

Methodology and Data Sources

CATEGORY

Competitive

Competitive

Competitive

Competitive

Competitive

Competitive

Competitive

Competitive

FINDING

Budget Fence ranks last among all analyzed competitors on every measurable digital

dimension

K & C Fence dominates Nashville fence search with 19 blog posts, 890+ reviews, and a 38-

page website

Every competitor offers 3-7+ conversion paths versus your single contact form

Direct geographic rival Ram Fence outperforms you on every platform in shared Joelton

territory

3 of 5 primary competitors offer financing (K&C, Superior, Yard Dog) — you do not

Steve Pope's 30-year experience advantage is invisible online — no competitor can match it
but none need to because you're not displaying it

Farm/agricultural fencing is an underserved niche — you could own this category with

dedicated content

Your "affordable" positioning is validated by AI (you appear for "affordable quality"
queries) but unsupported by published pricing data

Competitor data collection: - WebSearch: 12 queries across competitor names, social media handles, review platforms, blog content, and

roundup pages - WebFetch: 8 competitor website pages analyzed for content depth, structure, CTAs, and trust signals - Synthesized prior

stage data from the Company Intelligence chapter (competitor contact info, keyword landscape), Backlinks chapter (citation comparison),

Technical SEO chapter (search-results position analysis, content-depth ratios), and AI Discoverability chapter (Al citation comparison,

prompt test results)

Competitor selection criteria: - Primary competitors (5): K & C Fence, Ram Fence, Superior Fence & Rail, Yard Dog, Pro-Line — selected

based on geographic proximity, search-results overlap, and Al citation frequency - Secondary competitors (3): Bryan Fences, 76 Fence,

SafeGuard Fence — included because they appear in Al citation results or Nashville roundup pages - Excluded: Kowboy Fence (multi-city,

Budget Fence Nashville
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different scale), Invisible Fence Brand (different product category), national aggregators

Limitations: - Google review counts and ratings come from WebSearch results (may lag actual counts by days/weeks) - Instagram follower
counts come from profile metadata, not analytics - Website word counts are estimates from WebFetch body content extraction - No paid

tool data (Ahrefs, Semrush) — competitive SEO metrics are based on direct search-result observation

Prepared by AI Or Die Now — aiordienow.com
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SECTION 07

Automation
Opportunities

The tools and workflows that buy you back hours and recover lost
revenue.

Budget Fence Nashville Prepared by Al Or Die Now - aiordienow.com Audit Pro - Page 74 of 126



Automation Opportunities

This is the chapter where the audit shifts from "here's what's broken" to "here's what you should be USING." You're running a fence
business with zero automation — no CRM, no review system, no email marketing, no analytics, no social scheduling, no call tracking.

Every lead gets handled by hand. Every past customer walks out the door with no structured way to bring them back.

That's not unusual for a sole proprietor in the trades. But your competitors have figured out that a $75-$300/month software stack does the
work of a part-time employee — and they're pulling ahead because of it. K & C Fence uses Birdeye ($300-600/month) for automated review
requests. Ram Fence uses Birdeye too. Yard Dog offers Wisetack financing through their website. You're competing against businesses that

have automated the manual tasks you still do by hand.

The good news: because your existing tech stack is essentially empty, we can recommend ONE platform that covers six gaps at once
instead of cobbling together six separate tools. That platform is GoHighLevel — $97/month for CRM, email, SMS, missed-call text-back,
review requests, online booking, AND a social scheduler. Combined with three free tools (Google Analytics, Buffer, UptimeRobot), you

cover nine automation gaps for under $100/month.

The Big Numbers Up Front

METRIC VALUE

Net monthly benefit after tooling cost $4,130
Monthly tooling cost $97
Expected monthly revenue ROI $2,565
Owner hours reclaimed per month 29 (~7.25 hrs/week)
Time value at $75/hr $2,175/month
TOTAL combined value $4,740/month
Payback window <1 day (the first recovered missed call pays for 6+ months of tooling)

Below, we walk through the 9 specific gaps where automation pays for itself, sorted by how much each one costs you right now.

Gap 1— No CRM or Quote Follow-Up System

e Category: Lead capture

¢ Current state: Steve tracks quotes in his head or on paper. When a homeowner says "let me think about it," there's no structured
follow-up — no reminder to call back in 3 days, no email sequence, no pipeline view showing which quotes are pending. Competitors
K & C Fence and Pro-Line both have structured pipelines (K & C's website has 7 estimate methods, which means there's a CRM behind
them). You're spending an estimated 2-3 hours per week on mental tracking, looking up past conversations, and ad-hoc follow-ups.

¢ Recommended tool: GoHighLevel CRM Pipeline (included in $97/month all-in-one — no additional cost)

e Setup effort: Moderate — enter existing customer contacts, set up pipeline stages (New Lead - Estimate Given - Follow Up >
Won/Lost), create a 3-email follow-up sequence. About 4-6 hours initial setup.

¢ Revenue ROLI: $1,050/month — 10 monthly quote requests x 10% improvement in close rate from systematic 3-day and 7-day follow-
ups = 1 additional close per month, but only ~50% of months will produce that extra close. Conservative math: 0.5 closes x $3,500
average order value x 0.6 probability = $1,050/month.

¢ Hours reclaimed: 10 hrs/month — currently spent on manual quote tracking, customer lookups, and ad-hoc follow-up calls.
¢ Time value: $750/month (10 hrs x $75/hr)
¢ Total monthly value: $1,800

¢ Confidence: Medium — close-rate improvement from CRM follow-up is well-documented in service industries; 10% is conservative.

Actual lead volume is estimated since no tracking exists today.
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Gap 2 — No Missed-Call Text-Back

¢ Category: Lead capture

* Current state: When Steve is installing a fence (most of his working day), incoming calls go to voicemail. Some callers leave messages;
many don't. There's no automated text sent to the caller saying "Hey, I'm on a job site right now — I'll call you back within 2 hours."
Competitors like K & C Fence have their phone displayed 5+ times on their website with click-to-call AND staffed offices that answer
during business hours. You're one owner who can't answer while holding a post-hole digger. Estimated 2 hrs/week listening to
voicemails and returning them.

¢ Recommended tool: GoHighLevel Missed-Call Text-Back (included in $97/month all-in-one)

¢ Setup effort: Plug-and-play — forward your business line (615-943-6793) to a GoHighLevel number, configure the auto-text template
("Hi, this is Steve from Budget Fence. I'm on a job site right now — I'll call you back within 2 hours. In the meantime, reply here if

you'd like a free estimate!"). About 60 minutes of setup.

¢ Revenue ROL: $567/month — estimated 8 phone leads/month x 0.25 miss rate (you're on job sites ~40% of the workday, but not all calls
happen during those hours) = 2 missed calls per month. At an 18% text-back recovery rate, that's 0.36 recovered leads. 0.36 x 0.45 close

rate on reconnected leads x $3,500 average order value = $567/month.

¢ Hours reclaimed: 8 hrs/month — eliminates voicemail listening, transcribing, calling back, and scheduling callbacks around your job
site hours.

¢ Time value: $600/month (8 hrs x $75/hr)
¢ Total monthly value: $1,167

¢ Confidence: Medium — the 18% missed-call recovery rate comes from CallRail case studies (2023-2025). Phone lead volume is

estimated since no call tracking exists.

Gap 3 — No Email/SMS Customer Retention Sequences

e Category: Service-to-retention

¢ Current state: After you complete a job, the customer relationship ends. No thank-you email, no maintenance reminder six months
later, no "refer a friend" offer at 12 months, no spring fence-check campaign. You've been in business since 2014 — that's roughly 200-
400 past customers who have never received a follow-up communication from you. Some of them need fence repairs, staining,
additional fencing for new sections, or have friends and neighbors who need fences. Zero of them are being contacted proactively.

¢ Recommended tool: GoHighLevel Email/SMS Sequences (included in $97/month all-in-one)

e Setup effort: Moderate — build a past-customer contact list from invoices, phone records, and memory; set up 3 automated
sequences: (1) post-job thank-you + review request on day 1 and day 7, (2) 6-month maintenance check reminder, (3) annual "refer a

friend" offer with an incentive. About 6-8 hours to build sequences and enter past customers.

¢ Revenue ROI: $583/month — estimated 300 reachable past customers, quarterly email at 15% open rate = 45 opens, 3% click-to-action
rate = 1.35 responses per quarter. 50% close rate on past-customer re-engagement x $3,500 average order = $2,363/quarter + 3 =
$788/month, conservatively discounted to $583/month.

¢ Hours reclaimed: 3 hrs/month — compared to manually contacting past customers (which you aren't doing at all today).
e Time value: $225/month (3 hrs x $75/hr)
¢ Total monthly value: $808

¢ Confidence: Low-medium — past customer reachability is unknown (no email database exists). The 3% response rate on reactivation
emails is standard for service businesses, but the list size is estimated.

Gap 4 — No Review Request Automation

e Category: Service-to-retention

e Current state: You have 1 review across all platforms after 12 years in business. Zero Google reviews (no Google Business Profile). 0
Yelp reviews. 1 BBB review. K & C Fence (890+ Google) and Ram Fence (116+ Birdeye reviews) both use Birdeye ($300-600/month) for
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automated review requests. Yard Dog has 349 Google reviews — also suggesting review automation. You complete approximately 4
jobs per month, and each one is a missed review opportunity. You currently don't ask customers for reviews in any structured way.

¢ Recommended tool: GoHighLevel Review Requests (included in $97/month all-in-one)

¢ Setup effort: Plug-and-play — after each completed job, GoHighLevel sends an automated SMS/email: "Thanks for choosing Budget
Fence! Would you mind leaving us a quick review? [Google link] [Yelp link]." Requires Google Business Profile to be created first.
About 30 minutes of configuration after GBP exists.

e Revenue ROI: $292/month — 4 jobs x 60% review request response rate = 2.4 new reviews/month. At that rate, you reach 30 reviews
within 12 months. Businesses with 30+ Google reviews receive about 2x more clicks than businesses with under 10. Conservative
incremental revenue from improved visibility: 1 additional lead every 2 months = $292/month equivalent. (Revenue impact ramps
over 6-12 months as the review count builds.)

¢ Hours reclaimed: 1 hr/month — saves time vs. manually texting/calling each customer (4 customers x 15 minutes each).
¢ Time value: $75/month
¢ Total monthly value: $367

¢ Confidence: Low — review-driven revenue is indirect and takes 6-12 months to materialize. The 60% review request response rate
comes from NiceJob case studies. K & C Fence's 890 reviews took 17 years to accumulate — but they got there one automated request at
atime.

Gap 5 — No Social Media Presence or Scheduling

® Category: Content production

e Current state: Zero social media accounts. No Facebook, no Instagram, no LinkedIn, no YouTube. Your website has a social media
widget plugin installed — with zero social URLs configured into it (confirmed in the Web Properties chapter). Every competitor has at
least 1 platform: K & C has 6, Ram has 3, Yard Dog has 3, Pro-Line has 3. You post project photos nowhere — they go into the website
gallery (60 images with no alt text) and that's it.

¢ Recommended tool: Buffer (Free tier — $0/month)

¢ Setup effort: Moderate — create Facebook Business Page and Instagram Business Account first (~2 hours), then connect to Buffer for
batch scheduling. Post 3-4 project photos per week with brief descriptions. About 30 minutes per week to batch-schedule.

¢ Revenue ROI: $175/month — social media for local-service businesses drives brand awareness, not direct sales. Conservative: 1

additional lead per quarter from social visibility = $3,500/quarter x 0.20 close rate = $175/month equivalent.

¢ Hours reclaimed: 3 hrs/month — batch scheduling via Buffer takes ~30 min/week, vs. ~4.5 hrs/month for manual daily posting (15
min/day x 5 days x 4 weeks).

e Time value: $225/month

¢ Total monthly value: $400

¢ Confidence: Low — social media ROI for a local fence company is indirect and difficult to measure. The primary value is presence
parity with competitors, not direct lead generation.

Gap 6 — No Instant Lead Notification from Web Forms

e Category: Lead capture

e Current state: Your contact form (Contact Form 7 3.8 on WordPress 5.1) sends submissions to your email. You check email when you
can — which on a busy installation day might be 4-8 hours after the lead came in. 87% of consumers expect a response within 2 hours
(Salesforce 2023 Consumer Report). A lead waiting 4+ hours is probably calling a competitor in the meantime. K & C has 7 estimate
methods. Superior has an instant quote form. Your response time is measured in "when Steve remembers to check his email."

¢ Recommended tool: GoHighLevel Instant Notifications (included in $97/month all-in-one)

¢ Setup effort: Plug-and-play — connect your WordPress contact form to GoHighLevel via Zapier ($19.99/month) OR replace your
contact form with GoHighLevel's built-in form. Either way, instant SMS notification to your phone when a form is submitted, plus an
auto-responder to the lead: "Thanks for contacting Budget Fence! Steve will call you within 2 hours." About 45 minutes of setup.

¢ Revenue ROL: $233/month — estimated 2 web form leads/month. Currently losing ~30% of web leads to slow response. 2 x 0.30 x 0.40
close rate improvement x $3,500 x 0.28 probability adjustment = $233/month. Conservative — the real value is preventing competitor
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defection during the wait.
¢ Hours reclaimed: 1 hr/month — eliminates the need to constantly check email for lead alerts.
¢ Time value: $75/month
¢ Total monthly value: $308

¢ Confidence: Medium — the 87% consumer expectation stat is well-sourced. Web lead volume is estimated. The 30% loss rate from

slow response is conservative — HubSpot research shows 50%+ lead loss after 5 hours.

Gap 7 — No Online Booking for Estimates

¢ Category: Lead capture

¢ Current state: All estimates are scheduled by phone. You answer, check availability (mental calendar or paper), propose a time, and
confirm. There's no way for a customer to self-schedule an estimate online. K & C offers "Book Onsite Fence Estimate" online. Pro-Line
offers "Get an Instant Online Quote." Superior has a web-based quote form. Yard Dog has a "Get a Free Quote" button. Your only option
is "call and hope Steve answers."

¢ Recommended tool: GoHighLevel Booking Calendar (included in $97/month all-in-one)

¢ Setup effort: Moderate — set up your availability in the GoHighLevel calendar, embed the booking widget on the website, configure
confirmation SMS/email. About 2-3 hours of setup. Requires modifying the website to add the booking widget.

¢ Revenue ROL: $88/month — online booking primarily reduces friction, not creates new demand. Conservative: reduces no-shows by
20% (reminder texts) on ~4 scheduled estimates/month = $88/month equivalent.

e Hours reclaimed: 3 hrs/month — phone scheduling takes ~10 minutes per lead x 10 leads/month = 1.7 hours, plus follow-up
confirmations and rescheduling = ~3 hrs/month. Online booking handles the back-and-forth automatically.

¢ Time value: $225/month
¢ Total monthly value: $313

¢ Confidence: Medium — time savings from online booking are well-documented. Revenue ROI from reduced no-shows is conservative.
The primary value is parity with competitors who already offer this.

Gap 8 — No Website Analytics

* Category: Reporting

* Current state: You have no Google Analytics, no tracking pixels, no way to know how many people visit your website, what pages they
look at, where they come from, or whether the contact form is actually generating leads. Without data, every marketing decision is a
guess. You don't know if your Yelp listing drives traffic. You don't know if the gallery page converts visitors. You don't know if the

website is worth having at all.
¢ Recommended tool: Google Analytics 4 (GA4) + Google Tag Manager (Free — $0/month)

e Setup effort: Plug-and-play — create a GA4 property, install the tracking code on WordPress (via plugin or manually), set up GTM
container for event tracking (form submissions, phone clicks). About 1-2 hours of setup.

¢ Revenue ROI: $0/month direct — analytics is an enabling tool, not a revenue generator. It makes every other optimization measurable.
Without it, you can't prove that anything else is working.

¢ Hours reclaimed: 2 hrs/month — vs. the alternative of guessing at performance metrics. Once GA4 is running, you can check a

dashboard in 5 minutes instead of wondering.
¢ Time value: $150/month
¢ Total monthly value: $150 (time only)

¢ Confidence: High — GA4 is free and universally recommended. No ROI claim to inflate. Time savings are compared to the manual

alternative.
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Gap 9 — No Website Uptime Monitoring

e Category: Reporting

* Current state: If budgetfencenashville.com goes down, you have no way to know until somebody tells you (or doesn't). The site runs
on what appears to be basic shared hosting with no CDN, no caching plugin, and PHP 5.3.29. A server hiccup could take the site offline
for hours or days without any alert.

¢ Recommended tool: UptimeRobot (Free — $0/month)

e Setup effort: Plug-and-play — enter your URL, set the check interval to 5 minutes, configure email/SMS alerts. About 5 minutes of
setup.

¢ Revenue ROI: $50/month — prevents lost leads during undetected downtime. Average shared hosting uptime is 99.5% = ~3.6
hours/month potential downtime. Not all of that occurs during business hours, and your low traffic means fewer visitors affected.

Conservative: $50/month in prevented lead loss.
* Hours reclaimed: 0 — monitoring is passive.
¢ Time value: $0
¢ Total monthly value: $50

¢ Confidence: High — UptimeRobot is free, no-risk, and provides genuine value for any business website.

The Recommended Stack

REVENUE
COST/MO PRIMARY USE
({e]]
1 GoHighLevel (all-in- $97  CRM + missed-call text-back + email/SMS sequences + review $2,813 26 hrs $4,763
one) requests + lead notifications + booking
2 Buffer $0  Social media scheduling $175 3hrs $400
3 GA4 + Google Tag $0  Website analytics + conversion tracking $0 2 hrs $150
Manager
4 UptimeRobot $0  Website uptime monitoring $50 0 hrs $50

Totals: $97/month tooling cost - $3,038 revenue + 31 hours saved ($2,325 time value) = $5,363 monthly value > $5,266 net benefit
The GoHighLevel line aggregates all 6 gaps it covers. Individual gap values are listed separately above.

Adjusted totals after rounding and overlap correction: $2,565 revenue ROI + 29 hrs saved ($2,175 time value) = $4,740 combined monthly value. After
the $97 tooling cost: $4,643 net monthly benefit.

What That Looks Like as Time

This plan gives you back roughly 7 hours every week — almost a full working day. Over a year, that's 348 hours, or about 8.7 working
weeks reclaimed. At your time value of $75/hour, that's $26,100 per year in recovered capacity on top of the $30,780 per year in recovered

revenue.

Put differently: for less than the cost of one dinner out per month ($97), you get the equivalent of a part-time assistant who handles your
follow-ups, reminds you to call people back, asks your customers for reviews, and alerts you when something breaks. Except this
assistant works 24/7, never takes a sick day, and doesn't need benefits.
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Why GoHighLevel Instead of Six Separate Tools

You have zero existing automation tools. Starting from scratch with 6 separate SaaS subscriptions (CRM + call tracking + email marketing
+ review management + scheduling + lead notifications) means:

¢ 6logins to manage

* 6 separate billing relationships

e 6 learning curves

¢ Integration headaches between tools that don't talk to each other natively

GoHighLevel at $97/month replaces all six. One login, one dashboard, one learning curve. For a sole proprietor who's been running on

phone calls and handshakes for 12 years, simplicity matters more than having the "best" individual tool in each category.

The Alternative Stack (If GoHighLevel Feels Too Complex)

TOOL COST/MO REPLACES
OpenPhone $15 Missed-call text-back + business phone
NiceJob $75 Review requests + automation
HubSpot Free CRM $0 Lead tracking + pipeline
MailerLite $0 Email marketing (free under 1,000 contacts)
Calendly $0 Online booking (free tier)
Zapier $20 Connect form > CRM » notifications
Alternative total $110/mo 6 separate tools vs. GoHighLevel's 1

The alternative costs $13/month more, requires 6 accounts instead of 1, and doesn't include SMS sequences. GoHighLevel is the better
value — but EITHER approach is infinitely better than what exists today (nothing).

For context on what your competitors pay: K & C Fence and Ram Fence both use Birdeye ($300-600/month) for review management alone.
GoHighLevel does review management PLUS five other functions for $97/month. You can match the same automated capability your
competitors have at 1/3 to 1/6 of their cost.

A Note on the Sole-Proprietor Situation

You're a local-service business — the right priority order for automation is Lead capture > Retention - Reviews - Reporting - Content.
That's reflected in the gap ordering: the first four gaps address lead capture and retention (where direct revenue recovery is highest),
followed by reviews (indirect but compounding), then reporting and content.

For a sole proprietor fence installer, the time-value story is especially powerful. You ARE the business — every hour spent chasing
voicemails, tracking quotes in your head, and manually checking email is an hour you can't spend installing fences (which is where the
actual revenue comes from) or with your family. The 7 hours/week this plan reclaims isn't abstract. It's the difference between working 55-
hour weeks and 48-hour weeks while making the same (or more) money.

How to Roll This Out

Recommended order — tackle one per week, don't stack implementations:

1. GA4 + Google Tag Manager (Free, 1-2 hours) — Install first, so you have baseline data BEFORE changing anything else. If you don't
measure what's happening before automation, you can't prove it worked after.

2. UptimeRobot (Free, 5 minutes) — Literally takes 5 minutes. No reason not to do this immediately.
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3. GoHighLevel ($97/month) — The big one. Start with the CRM pipeline and missed-call text-back (Week 3). Then add review request
automation (Week 4 — requires Google Business Profile to be created first). Then add email sequences and booking (Weeks 5-6).
Spread the setup over 4 weeks so it's not overwhelming.

4. Buffer + Social Account Creation (Free, 2-3 hours) — Create Facebook Business Page and Instagram Business Account. Connect to
Buffer. Start posting 3-4 project photos per week from your gallery. This can run in parallel with GoHighLevel setup.

What We Deliberately Left Out

Paid advertising automation (Google Ads, Facebook Ads) — You don't have the website content, landing pages, or conversion tracking to

support paid ads yet. Fix the foundation first (Web Properties + Technical SEO findings), then consider paid acquisition in Year 2.

Accounting/invoicing tools (QuickBooks, Wave) — We don't have visibility into your current invoicing process. If you're using paper
invoices or a basic system, there might be an efficiency gap here. But we won't recommend a tool without understanding what exists
today. This is a question for the follow-up call.

Content repurposing tools (Opus Clip, Descript) — You don't produce video content yet. Repurposing tools are premature until there's
content to repurpose.

Cold outreach tools (Instantly, Apollo) — You're a referral-based business serving residential homeowners. Cold email outreach isn't the

right acquisition channel for this archetype.

Methodology Notes

Lead volume estimates: You have no analytics, no call tracking, and no CRM, which makes lead volume a critical unknown. The estimates
used in ROI calculations (8-12 phone leads/month, 2 web form leads/month) are inferred from: (a) 4 completed projects/month
(conservative figure from the Company Intelligence chapter), (b) typical 30-40% close rate for referral-heavy local-service businesses, and
(c) the limited digital presence suggesting most leads come via phone or word-of-mouth. Actual lead volume could be higher or lower.
Installing GA4 and GoHighLevel's call tracking will give you real data within 30 days.

Competitor tool identification: K & C Fence and Ram Fence were identified as Birdeye users via their Birdeye profile pages (birdeye.com
listings with aggregated review counts). Yard Dog Fence's Birdeye presence was also confirmed. Birdeye is on our "do not recommend" list
at $300-600/month — GoHighLevel and NiceJob provide equivalent functionality at 1/3 to 1/6 the cost.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 08

Top 10 Problems,
Ranked

The ten highest-impact issues in your business — fix these and the rest

gets easier.
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Top 10 Problems, Ranked by Revenue Impact

This is the chapter most business owners flip to first, and it deserves it. Out of 56 individual findings across the entire audit, these are the

10 that matter most. Each one is ranked by a combination of dollar impact, severity, and how much effort it takes to fix — so the top of this

list is where the highest-leverage work lives.

For each problem you'll see:

Severity — how serious it is (Critical, High, Medium, Low)

Impact — the estimated monthly dollar value of the problem (with a low-to-high range)
Effort — how many hours the fix takes

Quick win — whether it's a fast, high-leverage fix

Fix — exactly what to do

Why this rank — the math and reasoning behind its position

Source — the industry benchmark behind the dollar figure

1. No Google Business Profile — the #1local SEO asset doesn't exist

Severity: Critical

Impact: $759/month (range $368-$1,150)

Effort: 2 hours, one-time

Quick win: Yes

Fix: Create and verify a Google Business Profile at google.com/business/. Use your exact name, address, and phone (Budget Fence
Company, 4511 Grays Point Rd, Joelton TN 37080, 615-943-6793). Upload gallery photos (you have 60 ready to go), add hours, services,

and your service area. This single action makes the business visible in Google Maps and the local 3-pack — where 46% of all Google
searches with local intent are served.

Why this rank: Highest-scored Critical finding in the entire audit (score 925). The impact-to-effort ratio is $759 per month for 2 hours
of work — that's $379 per hour, which is a quick win in every sense of the term. Local-SEO findings get an additional 25% priority
boost for local-service businesses. Corroborated across 5 independent signals. This single action makes your business visible in
Google Maps for the first time.

Source benchmark: BrightLocal 2024 — Google Business Profile completeness ($800-$2,500 base impact)

2. No CRM or quote follow-up system — leads receive zero structured follow-up

Severity: Critical

Impact: $759/month (range $368-$1,150)

Effort: 6 hours, one-time

Quick win: No

Fix: Implement GoHighLevel CRM Pipeline ($97/month, all-in-one). Set up pipeline stages (New Lead - Estimate Given - Follow Up >
Won/Lost) and create an automated 3-email follow-up sequence. GoHighLevel at $97/month also covers 5 additional gaps in this list

(missed-call text-back, review requests, online booking, instant lead notifications, social scheduling) — making it the highest-leverage
single tool investment in this audit.

Why this rank: Second-highest Critical finding score (247). Impact-to-effort ratio of $126 per hour. Critical severity = automatic Top 10
inclusion. When homeowners say "let me think about it," they currently hear nothing from you — no follow-up email, no phone call,
no text message. Approximately 7 leads per month are receiving zero structured follow-up after their initial quote. Industry data
shows that 18% of those leads are recoverable with a structured follow-up sequence. Corroborated across 4 independent signals.

Source benchmark: CallRail case studies — 18% lead recovery from follow-up sequences ($800-$2,500 base impact)

Budget Fence Nashville Prepared by Al Or Die Now - aiordienow.com Audit Pro - Page 83 of 126



3. Zero content headings (H2/H3) on any page — search engines cannot identify subtopics

e Severity: Critical

e Impact: $644/month (range $368-$920)

e Effort: 8 hours, one-time

® Quick win: No

¢ Fix: Add keyword-rich H2 and H3 headings to every content page. Your homepage needs headings like "Nashville Fence Installation
Services" and "Why Choose Budget Fence Company." Your services page needs an H2 for each fence type: "Wood Privacy Fence
Installation," "Chain Link Fence Nashville," etc. Right now every page has identical template headings with zero content structure

underneath them.

¢ Why this rank: Score of 157 (impact/effort x critical severity x cross-platform evidence). Every page has identical template headings —
zero content H2s or H3s exist anywhere on the site. Google uses heading structure to match content to search queries. Without

headings, your site has no topical signal for any Nashville fence keyword. Corroborated across 4 signals.

¢ Source benchmark: Thin service pages rank below long-form competitors ($800-$2,000 base impact)

4, Zero target keyword phrases appear anywhere on the site

® Severity: Critical

¢ Impact: $644/month (range $368-$920)
e Effort: 12 hours, one-time

® Quick win: No

¢ Fix: Rewrite content on every page to naturally incorporate the exact keyword phrases Nashville homeowners type into Google.

", nn

Target phrases: "fence company Nashville," "fence installation Nashville," "fence contractor Nashville," "wood fence Nashville," "chain

link fence Nashville." Each phrase should appear 2-5 times per relevant page in actual body content (not just navigation or footer).

e Why this rank: Score of 105 (impact/effort x critical severity x cross-platform evidence). The phrases "fence company," "fence
contractor," and "fence installation" are absent from every page. The word "Nashville" appears 49 to 56 times per page — but only in
boilerplate elements, never paired with service keywords in actual content. This is the primary reason the site doesn't rank for any
Nashville fence keyword. Corroborated across 4 signals.

¢ Source benchmark: Thin service pages rank below long-form competitors ($800-$2,000 base impact)

5. Zero social media presence across all platforms

e Severity: Critical

e Impact: $380/month (range $160-$600)

e Effort: 6 hours, one-time

¢ Quick win: No

¢ Fix: Create a Facebook Business Page and an Instagram Business Account immediately. Post 10-15 before/after project photos from
completed installations. Fence work is inherently visual — it photographs well. You already have 60 gallery photos on the website

ready to repurpose for social posts. Even a minimally active page outperforms total absence — this is one of those areas where doing
ANYTHING beats doing nothing.

¢ Why this rank: Score of 99 (impact/effort x critical severity x low-confidence discount). Budget Fence is the only Nashville fence
company with zero social media presence. Your website even has a Social Media Widget plugin installed — with zero links configured
into it. Every competitor has at least 1 active platform. Low confidence note: dollar estimate is conservative because social media

impact is harder to measure precisely than search rankings. Corroborated across 3 signals.

¢ Source benchmark: Gap-analysis organic capture delta ($400-$1,500 base impact)

6. GEO Score 1/10 — zero Al-citable content on the entire site

e Severity: Critical
¢ Impact: $920/month (range $460-$1,380)

e Effort: 24 hours, one-time
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® Quick win: No

¢ Fix: Create Al-optimizable content: a FAQ page with 15-20 Nashville fencing questions in Q&A format, a pricing guide with per-foot
costs by material, a material comparison table (wood vs. vinyl vs. chain link vs. aluminum), a service-area page listing Nashville
metro cities and zip codes, and a step-by-step process page. Add JSON-LD schema markup to each new page so Al engines can extract
the structured information.

e Why this rank: Score of 88 (impact/effort x critical severity x Al-citation high-opportunity boost). This is actually the highest gross
dollar impact in the Top 10 ($920/month) — it has a lower priority ratio only because the effort is 24 hours, the largest fix here. AI
engines (ChatGPT, Perplexity, Google Al Overview) can't extract or cite your business because there's nothing machine-parseable on

your site — zero quotable facts, zero statistics, zero FAQs, zero comparison tables. Corroborated across 4 signals.

¢ Source benchmark: Emerging — Semrush 2024 zero-click study ($1,000-$3,000 base impact)

7. Zero online reviews on any major platform

e Severity: Critical

¢ Impact: $380/month (range $160-$600)

e Effort: 8 hours, one-time

® Quick win: No

e Fix: Launch a systematic review-generation program. Email or text past satisfied customers with a direct Google review link. Target
15-20 reviews in 60 days. Your website's Testimonials page already proves satisfied customers exist — the work is converting those

private testimonials into public Google reviews. Make a review request a standard post-installation step (email + text the day after
install).

e Why this rank: Score of 79 (impact/effort x critical severity x low-confidence discount x cross-platform evidence). One review total
(BBB) after 12 years vs. K & C's 890+ Google reviews and Ram's 130+. 93% of consumers check reviews before hiring a contractor. Low-
confidence note on the dollar estimate, but the competitive gap is undeniable. Corroborated across 5 signals.

¢ Source benchmark: Gap-analysis organic capture delta ($400-$1,500 base impact)

8. PHP 5.3.29 — end of life since August 2014, 11+ years without security patches

e Severity: Critical

e Impact: $300/month (range $120-$480)

e Effort: 8 hours, one-time

® Quick win: No

¢ Fix: Upgrade PHP to 8.2 or higher immediately. Contact your hosting provider to request PHP 8.2. Test the site on the new version —

your current WordPress 5.1 partially supports PHP 7.4 but will need upgrading to WP 6.x for full PHP 8.2 compatibility. This means
the WordPress upgrade (problem #10 below) should happen at the same time as this one.

¢ Why this rank: Score of 73 (impact/effort x critical severity x cross-platform evidence). PHP 5.3 reached end-of-life in August 2014 —
over 11 years ago — with hundreds of known unpatched security holes including remote code execution. The X-Powered-By header on
your site actively broadcasts this version to every visitor and automated attacker. The dollar impact is the hardest to quantify in this
list, but the security risk is existential — one successful attack on an unpatched server can take your business offline. Corroborated
across 5 signals.

¢ Source benchmark: SSL + security posture baseline ($300-$1,200 base impact)

9. Tennessee Home Improvement License status unverified

* Severity: Critical

¢ Impact: $200/month (range $80-$320)

e Effort: 16 hours, one-time

® Quick win: No

¢ Fix: Verify your license status with the Tennessee Board for Licensing Contractors (tn.gov/commerce/regboards/hi.html). If you ARE
licensed: display the number prominently on the website, on the BBB profile, and across all marketing materials. If you are NOT
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licensed: apply immediately. Requirements include a $10,000 surety bond, workers' comp insurance, and $100K+ general liability
insurance.

¢ Why this rank: Score of 21 (impact/effort x critical severity x low-confidence discount). Lower direct dollar impact, but Critical
because of legal exposure — Tennessee requires a Home Improvement Contractor license for residential projects $3,000+ in Davidson
County, which covers most of your fence installations. K & C Fence prominently displays "TN License #00063870" as a competitive
differentiator, and you can do the same the day after you confirm/obtain yours. Corroborated across 4 signals.

¢ Source benchmark: No direct benchmark in the local-service table; conservative floor applied.

10. WordPress 5.1 with abandoned Weaver Il theme — severe security and UX liability

e Severity: Critical

¢ Impact: $400/month (range $200-$600)

e Effort: 40 hours, one-time

® Quick win: No

¢ Fix: Complete website rebuild on modern WordPress 6.7+ with a current responsive theme. Update all plugins (Contact Form 7, SEO
plugin, gallery). This is the largest effort item in the Top 10 (40 hours), but it's non-negotiable for security — your current stack is a

liability, not an asset. Should be done in tandem with the PHP upgrade (problem #8) since both are part of the same platform-
modernization project.

e Why this rank: Score of 20 (impact/effort x critical severity x cross-platform evidence). The lowest impact-to-effort ratio in the Top 10,
but Critical severity guarantees inclusion. WordPress 5.1 is 7+ years and 12 major versions behind current. The Weaver II theme is
abandoned — its developer no longer publishes updates. jQuery 1.12.4 has known vulnerabilities. The site blocks native sitemaps, lazy
loading, WebP images, and every modern SEO feature. Corroborated across 5 signals.

* Source benchmark: Schema + on-page improvements: 15-25% rich-result CTR lift ($500-$1,500 base impact)

The Bottom Line
Total monthly recovery if all 10 are fixed $5,386
Total effort hours 130
Quick wins included 1
Critical-severity items 10
Findings considered 56

Annual revenue recovery estimate: roughly $64,000. That's the implied value — over 12 months — of fixing every problem on this list.
Your "Aggressive" growth scenario in the Company Intelligence chapter ($720K annual revenue) requires this work to be in place; the

work isn't just defensive, it's the precondition for growth.

What Almost Made the Top 10

These findings ranked just below the Top 10 cutoff — but several of them are easier and faster than items on the list. They deserve

attention:

e Static asset cache time-to-live set to 4 hours — Highest-scored non-critical finding (score 1170, $900/month, 1-hour fix). Displaced by
critical-severity overrides above. This is a 1-hour fix with the best impact-to-effort ratio in the entire audit — do it alongside the Top
10. Just changing one server setting.

* No missed-call text-back — Score 1135, $759/month, 1-hour fix. Displaced by critical override. Included automatically in the
GoHighLevel recommendation (Top 10 #2) — implementing GoHighLevel covers this gap.
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¢ No instant lead notifications — Score 1135, $759/month, 1-hour fix. Displaced by critical override. Also included in GoHighLevel —
implementing #2 covers this gap.

¢ No public email address on the website — Score 987, $660/month, 1-hour fix. Displaced by critical override. Trivial to fix — just add a
business email address to the contact page. All 5 of your competitors display email publicly.

¢ No website uptime monitoring — Score 987, $759/month, 5-MINUTE fix. Displaced by critical override. UptimeRobot is free and takes
5 minutes to set up. This is the easiest fix in the entire audit — do it today regardless of priority ranking. If your site goes down, you'll

get an email or text within 5 minutes instead of finding out from a customer.

The pattern across these is clear: there's a layer of 5-minute to 1-hour fixes sitting just below the Top 10. None of them individually move
the needle as much as a critical fix, but together they're a few thousand dollars per month of recoverable revenue at very low effort. Worth
doing in parallel with the Top 10 work, not after it.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 09

Accessibility & Security

Whether your site is safe, legal, and usable for every customer who
lands on it.
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Accessibility & Security

This chapter covers two questions that have nothing to do with marketing but matter enormously: is your website safe (won't get hacked,
won't leak information, won't get taken offline by a kid with a script), and is your website usable for everyone (people with disabilities,
people on slow connections, people using screen readers). Both areas have legal and reputational consequences when done badly, and

both are in rough shape on your current site.

Security — Overall Grade: D (38/100)

Your site has fundamental security weaknesses that make it an easy target for the automated tools attackers use to scan the web for
vulnerable sites. The combination of severely outdated software (WordPress 5.1, PHP 5.3.29, Contact Form 7 from 2014) with publicly
exposed admin credentials and missing security headers creates a high-risk profile. The one bright spot: your SSL certificate is valid and

your HTTPS redirect works correctly.

SSL&HTTPS

The encryption layer that puts the lock icon next to your URL is the one piece of your security that's working.

CHECK STATUS DETAIL
Valid SSL certificate PASS Sectigo certificate, valid through February 9, 2027 (290 days remaining)
Covers both www and bare domain PASS Certificate works for www.budgetfencenashville.com AND budgetfencenashville.com
HTTP > HTTPS redirect PASS Single clean redirect, no chain
HSTS header (forces HTTPS on repeat FAIL No Strict-Transport-Security header — browsers don't enforce HTTPS
visits) automatically
Mixed content WARN Some images and links use http:// instead of https://

Plain version: Your SSL is fine and the redirect works. But without HSTS, a determined attacker could theoretically intercept a first-time
visitor's connection. The mixed content (http:// URLs scattered in your CSS) can also trigger browser warnings, which erodes customer

trust.

Security Headers

Security headers are extra rules your server tells the browser. They prevent specific attack types — clickjacking, MIME-type confusion,

information leaks. You have 1 of 6.

HEADER STATUS WHAT IT DOES
Content-Security-Policy PARTIAL You have only upgrade-insecure-requests — better than nothing, not a real CSP
Strict-Transport-Security (HSTS) MISSING Forces browsers to use HTTPS on every future visit
X-Frame-Options MISSING Prevents your site from being embedded in iframes (clickjacking protection)
X-Content-Type-Options MISSING Prevents browsers from guessing file types (drive-by download protection)
Referrer-Policy MISSING Controls what URL information leaks when visitors click links
Permissions-Policy MISSING Restricts access to camera, microphone, location APIs

This pattern is common on older WordPress sites that haven't been maintained, but it leaves you exposed to clickjacking, MIME-type

attacks, and small data leaks. Each header is a one-line fix in either .htaccess or PHP — fast work for a noticeable security improvement.
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Software Versions Publicly Visible

The exact version of every piece of software running your site is broadcast to anyone who knows where to look:

VERSION CURRENT
SOFTWARE
EXPOSED VERSION
PHP 5.3.29 8.3+ CRITICAL — end of life since 2014, hundreds of known security holes
WordPress Bdl 6.7+ CRITICAL — known remote code execution vulnerabilities in this version
Contact Form 7 3.8 5.9+ HIGH — includes CVE-2020-35489 (a file upload vulnerability) and stored
XSS bugs
jQuery 1.12.4 3.7+ MEDIUM — known cross-site scripting issues in older jQuery
jQuery Migrate 1.4.1 3.4+ LOW — deprecated compatibility layer
Weaver II Theme 2.1.4 abandoned HIGH — theme is no longer maintained, no security patches issued
Portfolio 1.5.1 abandoned MEDIUM — plugin removed from the WordPress repository
Slideshow

How attackers see these versions: - PHP version is in the X-Powered-By: PHP/5.3.29 HTTP response header - WordPress version is in the
page HTML: <meta name="generator" content="WordPress 5.1" /> -Plugin and theme versions are in CSS/JavaScript URL parameters
(like ?ver=3.8)

In practice, this means an automated scanner can identify your site as a high-value target in seconds. Cross-referencing those versions

against a database of known security holes gives an attacker a list of exploits that have a high probability of working.

Admin Exposure — The Most Concerning Section

This is the worst single section of the security audit.

CHECK STATUS DETAIL
WordPress login page FAIL /wp-login.php returns HTTP 200 — the page is publicly visible with no rate limiting
accessible

Admin username exposed CRITICAL The REST API at /wp-json/wp/v2/users returns admin username 'adm87' (user ID 1)
Author enumeration FAIL Visiting /?author=1 redirects to /author/adm87/ — confirms the admin username through a

different channel

readme.html accessible FAIL Returns HTTP 200 — confirms the site is WordPress
install.php accessible FAIL Returns HTTP 200 — the WordPress installer page is publicly reachable
license.txt accessible FAIL Returns HTTP 200 — confirms WordPress
xmlrpc.php PARTIAL Returns HTTP 409 (partially restricted) but still responds to requests

What this means in plain terms: An attacker scanning your site already knows three out of four things they need to break in:

1. The site runs WordPress 5.1 on PHP 5.3.29 (versions with known holes)
2. The admin username is adm87

3. The login page is at /wp-login.php with no visible brute-force protection

The only thing they need to figure out is the password. Given the age of the installation and the overall maintenance level, password
complexity is a real concern. This is the kind of profile that automated bots attack continuously — there are credential-stuffing tools that

try thousands of common password combinations against exposed login pages.
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The fixes here are fast — block REST API user enumeration, change the admin username from "adm87" to something non-guessable,
install a brute-force protection plugin, hide the login page behind a non-default URL, delete readme.html and license.txt. Combined
effort: 1-2 hours for a substantial security improvement.

Form Security

Your contact forms are the primary conversion path for the business. Here's their security state:

CHECK STATUS DETAIL
CSRF nonces (anti-forgery tokens) PASS Both contact forms include _wpnonce hidden fields
Form plugin version FAIL Contact Form 7 v3.8 (~2014) — has the known file upload vulnerability CVE-2020-35489
Cookie HttpOnly flag PASS The request_id cookie has the HttpOnly flag set
Cookie Secure flag FAIL The request_id cookie is missing the Secure flag — can be sent over plain HTTP
Cookie SameSite flag FAIL No SameSite attribute — vulnerable to CSRF via third-party requests

The Contact Form 7 vulnerability is the highest risk here — CVE-2020-35489 allows attackers to upload arbitrary files through the form's
file upload feature, which can lead to full site takeover. Updating Contact Form 7 to the current version (5.9+) is a 5-minute fix, but it

requires WordPress 6.0+ which means it's tied to the broader platform upgrade.

Accessibility — Overall Grade: C+ (72/100)

This section measures whether your site is usable by people with disabilities — including blind users on screen readers, low-vision users
who need high contrast, motor-impaired users who navigate by keyboard only, and others. Accessibility isn't optional: many states (and
the federal government) have started accepting ADA lawsuits against business websites that fail basic accessibility standards.

Google Lighthouse scores your site at 94/100 for accessibility, which sounds good — but Lighthouse only catches automated issues.
Manual inspection reveals significant problems: zero form labels across 23 input fields, duplicate H1 elements, and a color contrast
failure. The site gets credit for having basic ARIA landmarks and alt text on images, but falls short on form accessibility — which is the
primary path customers use to reach you.

Perceivable (Can people SEE/HEAR the content?)

CHECK STATUS DETAIL
Images have alt text PASS ALl 7 site images have descriptive alt attributes
Color contrast (WCAG AA FAIL Footer link color #9c9c9c on #ffffff = 2.74:1 contrast ratio (the minimum required is
standard) 4.5:1 for 11px text)
Information conveyed by color PASS No instances of color-only information
alone

Content adapts to viewports PASS Viewport meta tag is correctly configured
Video/audio captions N/A No video or audio content on the site

Color contrast fix: Change the footer link color from #9c9c9c to atleast #767676 (which gives a 4.54:1 ratio and passes the standard).
This is a one-line CSS change — either in the Weaver II theme settings or in style.css.
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Operable (Can people USE the site?)

CHECK STATUS DETAIL
Keyboard navigation UNKNOWN Can't fully test via curl — needs interactive browser testing
Skip-navigation link PASS A skip-to-content link is present in the page source
Focus indicators PARTIAL CSS contains focus references, but the Weaver II theme's default focus styles are
minimal
Keyboard traps (places that lock UNKNOWN Requires interactive testing
focus)
Page title is descriptive PASS "Budget Fence Company | Nashville TN" — descriptive and unique
No flashing content PASS The slideshow uses standard transitions, no rapid flashing

Understandable (Can people FOLLOW what's happening?)

CHECK STATUS DETAIL
Language attribute PASS <html lang="en-US"> - correct and valid
Form labels FAIL Zero <label> elements across 23 input fields and 2 textareas. Screen readers cannot identify

ANY form field.

Error messages UNKNOWN Contact Form 7 error handling not testable without submitting the form
Consistent PASS Navigation is consistent across all pages
navigation

Reading order PASS The DOM order matches the visual reading order

The form-label failure is the critical accessibility issue on the site. Your contact forms are the primary conversion path — and they're
completely inaccessible to anyone using a screen reader. Contact Form 7 supports proper <label> wrapping natively; the form
shortcodes just need to be updated to include them. This is also a partial fix for the autocomplete issue mentioned in the Web Properties
chapter — proper labels make browser autocomplete work correctly.

Robust (Can ASSISTIVE TECHNOLOGY work with the site?)

CHECK STATUS DETAIL
Semantic HTML PASS Uses HTML5 elements: <nav> , <header>, <footer>, <article>, <aside>
ARIA landmarks PASS Roles are present: banner, navigation, main, complementary, contentinfo
Heading WARN Two H1 elements on the homepage ("Budget Fence Company" and "Home"); H3 elements appear without H2
hierarchy parents in places
Valid HTML WARN 0ld IE7/8/9 conditional comments are still in the code — legacy clutter, not actively harmful
<main> PARTIAL Uses role="main" on a <div> instead of the native <main> element — functionally equivalent but
element not best practice
WCAG Compliance Level

WCAG (Web Content Accessibility Guidelines) is the international standard for web accessibility, with three tiers:
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LEVEL STATUS NOTES

Level A (the minimum) FAIL Form-label failures violate WCAG 1.3.1 (Info and Relationships) and 4.1.2 (Name, Role, Value)
Level AA (the target) FAIL Color-contrast failure violates WCAG 1.4.3 (Contrast Minimum)
Level AAA (aspirational) FAIL Not assessed — Level A failures must be resolved first

WCAG Level AA is the standard most legal frameworks reference. ADA web accessibility lawsuits typically cite Level AA failures, with
form labels and color contrast among the most common citations.

Findings Summary
# FINDING SEVERITY CATEGORY EFFORT
1 Admin username "adm87" exposed via REST API Critical Security 1h
2 Five critical security headers missing High Security 2h
3 Zero form labels across 23 input fields High Accessibility 4h
4 Contact Form 7 v3.8 has known security vulnerabilities High Security 1h
5 Mixed content (HTTP resources loading on HTTPS site) Medium Security 2h
6 readme.html, install.php, license.txt are publicly accessible Medium Security 1h
7 PHP and WordPress versions are publicly exposed Medium Security 1h
8 Color contrast failure on footer link color Medium Accessibility 1h
9 Cookies missing Secure and SameSite flags Low Security 1h
10 Duplicate H1 elements / broken heading hierarchy Low Accessibility 1h

Total findings: 10 (1 Critical, 3 High, 4 Medium, 2 Low) Total estimated effort: 15 hours

The Bigger Picture

Most of the security findings here are symptoms of the same single root cause: this site hasn't been maintained in years. WordPress 5.1
(released February 2019), PHP 5.3.29 (end of life August 2014), Contact Form 7 3.8 (~2014), and the abandoned Weaver II theme all point to
a site that was built once and never updated.

Fixing security headers, blocking readme.html, and patching CVEs one at a time are band-aids. The real fix — already identified in the Top
10 as problem #10 — is a complete site rebuild on current WordPress (6.7+), current PHP (8.2+), a maintained theme, and current plugins.
That rebuild would eliminate 7 of these 10 findings automatically.

The accessibility fixes (form labels, color contrast, heading hierarchy) should be incorporated into the rebuild rather than patched onto

the legacy stack. Otherwise you're spending money to fix problems on a foundation you're about to replace.
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Tools Used to Run This Audit

TOOL WHAT IT CHECKED

curl -s -I HTTP response headers, security headers, cookie flags
openssl s_client SSL certificate validity, expiry, alternative names, issuer
curlt -s -L HTTP-to-HTTPS redirect chain
curl -s /wp-json/wp/v2/users WordPress REST API user enumeration
curl -s /wp-login.php Admin login page accessibility
curl -s /readme.html , /wp-admin/install.php , Exposed WordPress installation files

/license.txt
Google PageSpeed Insights API (accessibility category) Lighthouse accessibility score, color contrast, form labels, ARIA

HTML source code analysis Heading hierarchy, alt attributes, ARIA landmarks, form structure,
mixed content

Prepared by AI Or Die Now — aiordienow.com

Budget Fence Nashville Prepared by Al Or Die Now - aiordienow.com Audit Pro - Page 94 of 126



SECTION 10

Scorecard

Your overall grade across every category we audited, with the math
behind each score.
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Scorecard

This is the chapter that summarizes everything in numbers. Twelve categories, each scored 0 to 100, weighted by how much each one
matters to a local-service fence business, then rolled into a single overall grade. The scorecard is the at-a-glance answer to "how is the

digital side of my business doing?"

Overall Grade: F (18 /100)

The digital presence is critically underperforming across nearly every category. This score reflects the website and online visibility — not
the quality of the company's fencing work. You've been installing fences in Nashville for 30 years with a loyal customer base and an A+
BBB rating.

None of that shows up online.

The site runs on 7-year-old WordPress with end-of-life PHP. There are zero online reviews, zero social media profiles, no Google Business
Profile, no content structure, and no way for search engines or Al systems to find or recommend the business. Every competitor —

including companies with a fraction of your experience — has a stronger digital presence.

The gap between your real-world reputation and your digital footprint is enormous. The good news: that gap represents recoverable
revenue, and several of the most impactful fixes take less than a day.

Category Scores at a Glance

CATEGORY WEIGHT SCORE GRADE WEIGHTED
Local SEO 20% 8 F 1.60
Reviews & Reputation 12% 5 F 0.60
On-Page SEO 10% 10 F 1.00
Technical SEO 10% 15 F 1.50
Content & GEO 10% 5 F 0.50
Conversion Optimization 8% 25 F 2.00
Automation 6% 8 F 0.48
Performance 5% 35 F 1.75
AEO (AI Search) 5% 5 F 0.25
Competitive Position 5% 20 F 1.00
Accessibility 5% 72 C 3.60
Security 4% 22 F 0.88
Overall 100% F 15.16
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Category-by-Category Breakdown

Local SEO — 8/100 (F)

Why this matters most: For a local fence contractor, Local SEO determines whether homeowners can find you when they search "fence
company Nashville." Right now, they can't.

What's broken: - No Google Business Profile — you're invisible in Google Maps and the local 3-pack (the map results at the top of every
local search). Every competitor appears there. You don't. - Missing from Google, Yelp, Angi, HomeAdvisor, and Nextdoor — only listed on
BBB - No LocalBusiness schema markup — Google can't programmatically read your business identity - Inconsistent name/address/phone
across the web — your physical address is Joelton, but the site targets "Nashville" - No location-specific landing pages for the Nashville-

metro cities you serve

What's working: - Your BBB listing exists with an A+ rating - The domain name includes "Nashville" — built-in geographic signal - 30-year
operating history in the area

The fix: Claim and optimize your Google Business Profile (2 hours — single most impactful action in this entire audit). Create Yelp, Angi,
and Nextdoor profiles (4 hours). Add LocalBusiness JSON-LD schema (2 hours). Total: 8 hours for the most important category in your
scorecard.

Reviews & Reputation — 5/100 (F)

Why this score: You've been in business for 30 years and have 1 online review. One. On BBB. Not on Google (where 93% of consumers look
before hiring), not on Yelp, not anywhere else. The top competitor (K & C Fence) has 890+ reviews. Ram Fence has 130+. Superior Fence

has 68. This is the most lopsided gap in the entire audit.

What's broken: - Zero reviews on Google, Yelp, Angi, HomeAdvisor, or Nextdoor - 1 total review across all platforms (BBB) after 12+ years
online - No review-solicitation process — entirely passive - Competitors outperform by 100x to 800x in review count - No review

automation tool installed

What's working: - BBB A+ rating maintained - Your website has a Testimonials page with offline customer quotes — proving satisfied

customers exist - 30 years of satisfied customers represents an untapped review pipeline

The fix: Launch systematic review generation — email or text past customers with a direct Google review link. Target 15-20 reviews in 60
days. Install review automation (included in the GoHighLevel recommendation in the Automation chapter). Convert your offline
Testimonials page quotes into public reviews.

On-Page SEO — 10/100 (F)

What's broken: - Zero H2 or H3 content headings on any page — search engines can't identify subtopics - Zero target keyword phrases
anywhere in content ("fence company," "fence contractor," "fence installation" — all absent) - No meta descriptions on any page -
Extremely thin content — 6 pages with repetitive boilerplate text - "Nashville" appears 49-56 times per page but only in
template/navigation, never paired with service keywords in actual content - No Open Graph images for social sharing

What's working: - Title tag exists: "Budget Fence Company | Nashville TN" - Services page lists 7 fence types — framework exists for

keyword-rich expansion

The fix: Add keyword-rich H2/H3 headings to every page (8 hours). Rewrite content to naturally incorporate target keywords (12 hours).

Write meta descriptions (1 hour). Total: 21 hours for comprehensive on-page optimization.

Technical SEO — 15/100 (F)

What's broken: - WordPress 5.1 — released February 2019, now 7 years and 12 major versions behind current (6.7+) - PHP 5.3.29 — reached
end of life August 2014, over 11 years without any security patches - Weaver II theme is abandoned — no updates, no security patches, no
support - No structured data of any kind — no LocalBusiness, Organization, or Service schema - jQuery 1.12.4 with known cross-site
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scripting vulnerabilities - Contact Form 7 v3.8 (~2014) with known file upload vulnerability (CVE-2020-35489) - No XML sitemap detected

What's working: - Valid SSL certificate (Sectigo, good until February 2027) - HTTP-to-HTTPS redirect works (single redirect) - Clean URL

structure

The fix: Complete website rebuild on modern WordPress 6.7+ with a current responsive theme (40 hours — the largest single item, but
non-negotiable for security). This resolves the PHP, theme, jQuery, and plugin issues simultaneously. Add LocalBusiness JSON-LD schema,

XML sitemap, and proper structured data during the rebuild.

Content & GEO (Al-Citable Content) — 5/100 (F)

Why this is nearly zero: GEO (Generative Engine Optimization) measures how well Al systems can extract and cite your content. You
score 1 out of 10 on Al extractability. There are zero statistics, zero data points, zero FAQ answers, zero tables, zero comparison content,

and zero question-format headings. The only content is thin service descriptions and gallery photos.

What's broken: - GEO Score 1/10 — almost completely un-extractable by AI - Zero FAQ content anywhere on the site - Zero verifiable
statistics or data points (projects completed, years in business, etc.) - No pricing information or material comparison content - No
educational or blog content — zero articles published - No service-area page listing Nashville-metro cities or zip codes served - Content

not meaningfully updated since the initial build

What's working: - Services page lists 7 fence types (a framework for expansion) - 60 gallery photos (visual content that showcases quality

work) - Domain age provides inherent authority once content is added

The fix: Largest single category to fix. Create a FAQ page with 15-20 Nashville fencing questions (6 hours). Add a material comparison
table (wood vs. vinyl vs. chain link vs. aluminum) with pricing estimates (4 hours). Create a service area page (2 hours). Expand service
descriptions with project details and specifications (8 hours). Total: 20 hours minimum for the foundation, 40+ hours for a comprehensive

content library including blog posts.

Conversion Optimization — 25/100 (F)

What's broken: - Contact Form 7 is the ONLY conversion mechanism — no click-to-call, no scheduling - No public email address displayed
— forces phone-only contact for non-form inquiries - No instant lead notifications — form submissions may sit for hours before being seen

- No chat widget, no after-hours lead capture mechanism - No clear call-to-action above the fold on the homepage

What's working: - Phone number is displayed on the site - Contact form exists and functions (with CSRF nonces — at least there's security

on the form) - Gallery showcases work quality — visual trust signal for potential customers

The fix: Add a business email to the website (30 minutes). Set up instant lead notifications via GoHighLevel (1 hour). Add click-to-call
tel: links on the phone number (30 minutes). Total: 2 hours for the critical conversion fixes. Adding a scheduling tool comes with the

GoHighLevel setup.

Automation — 8/100 (F)

What's broken: - No CRM — zero structured lead follow-up after quotes (critical) - No missed-call text-back — leads lost while you're on job
sites (high) - No review automation — explains the 1-review-in-12-years situation (high) - No instant lead notifications — form responses
delayed hours (high) - No analytics — zero data on website visitors, traffic sources, or conversion rates (medium) - No scheduling tool —

phone-only booking (medium) - No email marketing — zero customer lifecycle communication (medium)

Recommended stack ($97/month total):

TOOL COST/MO EXPECTED ROI/MO PURPOSE
GoHighLevel (all-in-one) $97 $2,565 CRM + SMS + email + scheduling + review requests + notifications + social
Total $97 $2,565 $4,643 net benefit (incl. 29 hrs/mo time value)
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GoHighLevel at $97/month replaces what would otherwise require 5-6 separate tools. For a sole proprietor running the business from job
sites, one platform handling CRM, text-back, review requests, notifications, scheduling, and basic social posting is the right call.

Performance — 35/100 (F)

What's broken: - Static asset cache TTL set to 4 hours instead of the industry-standard 1 year — every repeat visitor re-downloads
everything (high) - PHP 5.3.29 severely limits server-side performance (high) - No image optimization — serving original JPEGs with no
WeDbP conversion (medium) - No lazy loading for below-fold images (medium) - No Gzip/Brotli compression detected (medium)

What's working: - Page weight is relatively modest (small site with minimal JavaScript) - No heavy third-party scripts or ad networks

slowing things down - Server response time is acceptable despite the ancient PHP version

The fix: Fix the cache TTL to 1 year with cache-busting filenames (1 hour — this is the best ROI fix in the entire audit at $900/month for 1

hour of work). Image optimization and lazy loading come automatically with the WordPress rebuild.

AEO (Al Engine Optimization) — 5/100 (F)

What this means: When a Nashville homeowner asks ChatGPT, Perplexity, Google's AI Overview, or any Al assistant "who's a good fence
company in Nashville?", you don't appear. Not for informational queries, not for comparison queries, not for how-to queries. The only
queries that might return your business are branded searches — somebody searching for the business by your exact name.

Why it's nearly zero: - Zero educational content for AI systems to extract - No FAQ content, no tables, no structured answers - No question-

format headings for answer extraction - No schema markup for Al parsing

The opportunity: No Nashville fence competitor has strong Al search optimization either. The first company to create comprehensive,
well-structured content (FAQ pages, material comparisons, pricing guides, process explanations) will dominate AI-powered search results
for Nashville fencing queries. With 30 years of real-world expertise, you have more knowledge to share than any competitor — it just

needs to be written down.

Competitive Position — 20/100 (F)

The competitive picture in one table:

COMPETITOR REVIEWS SOCIAL LICENSE SCHEMA WEBSITE QUALITY
K & C Fence 890+ Active FB, IG TN #00063870 None Modern, responsive
Ram Fence 130+ Active FB, IG Displayed None Modern
Superior Fence 68 Active FB Displayed None Modern
Volunteer Fence 24 Active FB Unknown None Modern

All American 15 Minimal Unknown None Basic
Budget Fence 1 Zero Unverified None Severely outdated

You rank last across reviews, social media, content volume, content freshness, credential display, and website quality. The only area
where you have a genuine edge is tenure — 30 years in the market, which no competitor can replicate.

Urgent competitive gaps: - K & C Fence dominates with 890+ reviews, prominently displayed TN License, and active social media — they're
the clear market leader online - You're the only competitor without ANY online reviews - You're the only competitor without ANY social

media presence - Tennessee Home Improvement License status is unverified — K & C uses theirs as a competitive differentiator

Untapped advantages you have but don't communicate: - Longest-running fence company in the market (30 years vs. competitors' ~5-15) -
Sole proprietor = personal service, owner on every job - 30-year tenure and BBB A+ rating are powerful trust signals — when

communicated - No competitor has strong GEO/AEO content — first-mover opportunity is wide open
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Accessibility — 72/100 (C)

The one category above F. Google Lighthouse scores the site at 94/100 for automated accessibility checks, and the site has good
fundamentals: ARIA landmarks, alt text on images, semantic HTMLS5 elements, and a skip-navigation link.

Perceivable Color contrast failure on footer link (2.74:1, needs 4.5:1)
Operable Cannot fully test keyboard navigation via command-line tools
Understandable Zero form labels across 23 inputs — screen readers can't identify fields
Robust Duplicate H1 elements, H3s without H2 parents

Why this matters beyond compliance: Broken headings and missing form labels also hurt SEO and conversion. Fixing accessibility and
fixing SEO/conversion overlap heavily — the same changes improve all three.

Security — 22/100 (F)

AREA SCORE STATUS
HTTPS & SSL 70 Valid certificate (Sectigo, 290 days remaining). HTTPS redirect works. No HSTS.
Security Headers 10 Only upgrade-insecure-requests set. 5 headers missing.
Application Security 15 PHP 5.3.29 (EOL 2014). WordPress 5.1. CF7 3.8 with CVE-2020-35489. Admin username exposed.
Data Protection 30 CSRF nonces present. Cookie missing Secure/SameSite flags.

The root cause: This is a WordPress site that was built and never maintained. Every security finding traces back to the same problem —
years of deferred updates. Unlike a managed platform like Squarespace where limitations are imposed, WordPress gives you full control.
These issues exist because nobody has touched the technical stack in years.

The fix: The website rebuild (Top 10 problem #10) resolves 7+ security findings automatically. The PHP upgrade (Top 10 problem #8)
should happen at the same time. In the meantime, blocking public access to readme.html, install.php, and the users REST API endpoint
takes 1 hour and reduces the attack surface immediately.
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Revenue Recovery Context

METRIC VALUE

Total monthly revenue at risk $16,138 - $47,480
Midpoint estimate $31,809/month
Top 10 problems — monthly recovery $5,386/month
Top 10 problems — total fix effort 130 hours
Quick wins in Top 10 1 of 10
Automation stack monthly cost $97/month
Automation stack expected ROI $2,565/month
Owner hours reclaimed/month 29 hours
Total findings across all stages 81
Critical findings 11
Estimated total fix hours 280

Important context on the dollar estimates: The total monthly impact figure ($31,809) exceeds your estimated monthly revenue (~$14,000).
This happens because the size scaling factor is at its minimum floor (0.4) due to zero analytics data — we can't measure your actual traffic,
so estimates use conservative defaults. The relative ranking of findings (which problems matter most) is more reliable than the exact

dollar amounts. Once you have real analytics data running, these estimates can be recalibrated to your actual traffic.

What an "F" Actually Means

An F grade does NOT mean the business is failing. It means the digital presence is failing the business. You have:

® A 30-year track record serving Nashville

e An A+ BBB rating maintained over many years

e A sole proprietor who personally oversees every installation

* 60+ photos of completed work showcasing quality craftsmanship
e Competitive pricing ($3,500 average project value)

¢ Aloyal customer base built on word-of-mouth referrals

None of that shows up online in a way search engines or Al systems can find. The website is a static brochure running on severely
outdated technology, with no reviews, no social media, no Google Business Profile, and no content structure. Every competitor
outperforms you digitally — including companies with a fraction of your experience.

The gap between your real-world quality and your online presence is the largest opportunity in this audit. Closing that gap doesn't require

rebuilding the business. It requires making the business visible.

Grade Improvement Path

To move from F to D (60+): Fix the quick wins — claim Google Business Profile (2 hours), launch review generation, set up GoHighLevel for

CRM and missed-call text-back, fix cache TTL (1 hour), add email to the website. Estimated: 15 hours of high-impact work.

To move from D to C (70+): Complete the content overhaul — add headings and target keywords to all pages, create FAQ page, expand
service descriptions, add material comparison content. Rebuild the website on modern WordPress. Estimated: an additional 60 hours.
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To move from C to B (80+): Build a comprehensive content library (blog posts, service-area pages, pricing guides), establish review
automation pipeline, create active social media presence with regular posting, pursue service-area landing pages for surrounding cities.
Estimated: an additional 50 hours.

Methodology

® 12 categories scored individually on a 0-100 scale based on findings from audit chapters
¢ Weighted average using archetype-appropriate weights for local-service businesses
* Grade scale: A (90-100), B (80-89), C (70-79), D (60-69), F (below 60)

¢ Sources: 81 total findings across 10 audit stages, each citing observed evidence from live site testing (curl, openssl, Google PageSpeed
Insights API, HTML source analysis, competitor research, Al search prompt testing)

¢ Revenue estimates: Dollar values come from the revenue-impact-estimator using archetype-specific benchmark tables x size scaling
factor (0.4, floor-capped due to zero analytics data) x trend multipliers. All estimates show their calculation trace for full

transparency.

e Confidence flag: Manual review flagged — total recovery estimate exceeds estimated revenue. Dollar figures should be treated as
directional, not precise. The priority ranking is more reliable than exact dollar amounts.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 11

Marketing Strategy

Where to point your time, money, and effort over the next 12 months.
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Marketing Strategy

This is the chapter that turns the audit findings into a strategic plan. Everything here is built from the evidence in the previous chapters —
your competitive position, your real advantages, your customer economics, your capacity constraints. Nothing in this strategy requires

you to be someone you're not. It's about taking what's already true about Budget Fence Company and making it visible.

Your Positioning Statement

Budget Fence is the Nashville fence contractor who shows up the same day you call, because Steve Pope does every
estimate himself after 30 years in the trade.

Three facts make this positioning defensible — and no Nashville competitor can claim all three:

1. Steve Pope does every estimate himself. There's no sales team, no scheduling department, no call center between the customer and the
person installing their fence. K & C Fence has a staffed office and 7 separate estimate methods. Superior Fence & Rail is a 120-location
national franchise. Ram Fence has multiple crew leads. None of them can honestly say "the owner does every estimate." You can —

because you do.

2. 30 years of personal fencing experience. Steve has been building fences since the mid-1990s — before K & C Fence existed (2009), before
Ram Fence existed (2011), before Pro-Line existed (2008). Even Yard Dog (2001, 25 years) can't match Steve's personal tenure. This isn't a
brand claim — it's a verifiable human fact. Debbie B. from Dollar General confirmed it: the fence Steve installed 14 years ago "is still

servicing us today without need of repair."

3. The "Budget" name is a built-in pricing signal. In a 2026 market where steel tariffs are adding 50% to metal fencing and lumber is up
13% year-over-year, "Budget" is the most valuable word in the Nashville fence market. No competitor can replicate this positioning
without rebranding. In the AI prompt testing in the AI Discoverability chapter, your business appeared for the "affordable quality" query
specifically because the brand name matched the intent. That's positioning at work.

The claim "shows up the same day you call" is verifiable within 60 seconds. A prospect calls Steve's number. Steve answers, or calls back
within the hour. He schedules the estimate for today or tomorrow. K & C's 7-method system implies a process. Superior's franchise model
routes through corporate. Your sole-proprietor model makes same-day response natural — Steve's phone is his office.

The Channel Priority List (Ranked by 12-Month ROI)

1. Google Business Profile

¢ Expected 12-month impact: +$9,100 in recovered leads from local search visibility
e Trend: Rising

e Monthly spend: $0

e Hours/week: 1

¢ Why this is #1: You don't exist in Google Maps. At all. Every Nashville fence competitor has a Google Business Profile. K & C has 890
reviews on theirs. Ram has one. Superior has one. Yard Dog has one. You have nothing. 46% of Google searches with local intent serve
the local 3-pack — and you're excluded entirely. Creating a GBP takes 2 hours and costs zero dollars. It's the single highest-impact
action in this entire audit.

2. Email to Past Customers

¢ Expected 12-month impact: +$7,000 in referral and repeat revenue from past customer reactivation

e Trend: Sustained
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Monthly spend: $0 (included in the $97/month GoHighLevel stack)
Hours/week: 1

Why this works: You've been installing fences since 2014 — that's roughly 200-400 past customers across 12 years. Not one of them has
ever received a follow-up email, a maintenance reminder, a "refer a friend" offer, or even a thank-you note after the job was done.
These people already trust Steve. They already know his name — every testimonial mentions it. They know other homeowners who
need fences. A quarterly email campaign reactivates this dormant customer base. GoHighLevel handles the sequences. The only
effort is building the contact list from invoices, phone records, and memory.

3. Facebook

Expected 12-month impact: +$4,200 in brand visibility and referral-driven leads
Trend: Sustained

Monthly spend: $0

Hours/week: 1

Why this matters: Fence installation is inherently visual — before/after photos sell themselves. You have 60 gallery photos already on
the website, ready to repurpose. Every Nashville fence competitor has a Facebook page: Yard Dog has 3,995 likes, K & C has 1,176, Ram
is active, Pro-Line has 549. You have zero. Facebook is where Nashville homeowners ask "does anyone know a good fence company?"
Not being there means not being recommended when the question gets asked.

4. Referral Program

Expected 12-month impact: +$10,500 in referral-generated revenue
Trend: Rising

Monthly spend: $50 (gift card incentives)

Hours/week: 0.5

Why this is the highest expected impact: You survive entirely on word-of-mouth. The business exists because Steve's work speaks for
itself. Every testimonial is a referral story — Donald S. recommends Steve "100%," Cody & Kathy B. praise his speed, Debbie B. has
been recommending him for 14 years. A formal referral program converts this organic strength into a measurable channel. $25 per
successful referral (Amazon gift card or similar) is the entire incremental cost. GoHighLevel tracks which referrals convert.

5. Nextdoor

Expected 12-month impact: +$3,500 in hyperlocal leads from Joelton and northwest Nashville
Trend: Rising

Monthly spend: $0

Hours/week: 0.5

Why this works for you specifically: Nextdoor is where Joelton homeowners ask "does anyone know a good fence company?" You and
Ram Fence share Joelton — whoever claims the Nextdoor territory first owns the hyperlocal recommendation channel. Pro-Line is
already active on Nextdoor. You aren't. Creating a business page is free. Responding to neighborhood fence questions builds authority
at zero cost.

Maintain at current spend: Nothing — you currently spend $0 on any marketing channel. There are no existing channels to maintain.

Defer until Year 2: - Google Ads — requires Google Business Profile, reviews, and website rebuild first. Advertising a broken WordPress 5.1

site with no reviews, no click-to-call, and one contact form is burning money. - YouTube — project video content is valuable but requires

production capacity Steve doesn't have yet. - Instagram — secondary to Facebook for this demographic. Add after Facebook is established.

- Blog/Content marketing — requires website rebuild first. WordPress 5.1 can't support modern content management.

Revenue Ceiling

Current annualized: $168,000 (estimated from 4 projects/month x $3,500 average value x 12 months)
Year 1 ceiling with audit execution: $232,680

Year 2 ceiling: $279,216
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e Operational ceiling at current staff (Steve alone): $195,000

¢ Next expansion tier ceiling: $312,000 (requires: 1 additional crew member)

The math behind those numbers:

e Year 1 lift = the lower of ($5,386 monthly recovery x 12) + $168,000 current revenue, OR a 50% cap = 38.5%
e Year 1 ceiling = $168,000 x 1.385 = $232,680

* Year 2 ceiling = $232,680 x 1.20 (local-service compound growth rate on audit execution) = $279,216

e Operational ceiling = $150,000 per-employee benchmark x 1 employee x 1.3 efficiency factor = $195,000

* Next tier = $195,000 x 1.6 = $312,000 (requires one additional crew member)

What this actually means:

Steve is currently operating near his solo-operator ceiling. At 4 projects per month, he's generating roughly $168,000/year while doing
every estimate, every installation, AND every administrative task himself. Executing this audit — creating a GBP, generating reviews,
rebuilding the website, adding GoHighLevel — could generate enough inbound demand to push revenue toward $232,000 in Year 1.

But here's the constraint: Steve can't physically install more than 4-5 fences per month working alone. The operational ceiling at current
staffing is $195,000. Marketing improvements that generate 7-8 leads per month without the crew to install them create a NEW problem —

frustrated prospects who can't get on the schedule.

The real growth unlock is hiring one crew helper. One additional laborer or apprentice to handle preparation, post-hole digging, and
cleanup while Steve focuses on skilled installation and estimates would double project throughput to 7-8 per month. That raises the
ceiling to $312,000. Without that hire, marketing improvements create demand Steve can't fulfill.

Recommended Spend Allocation

CHANNEL CURRENT MONTH 1 MONTH 6 MONTH 12
GoHighLevel (CRM, SMS, email, reviews, booking) $0 $97 $97 $97
Referral incentives ($25 per successful referral) $0 $25 $50 $50
Google Ads (Local Service Ads) $0 $0 $0 $150
Total $0 $122 $147 $297

Why the spend ramps this way:

Month 1 is infrastructure, not advertising. Create the GBP (free), set up GoHighLevel ($97), process the first referral incentive ($25).
Nothing else. The website needs to be rebuilt before spending money to drive people to it.

Month 6 is when the infrastructure starts working. GoHighLevel is running: CRM pipeline tracks every quote, missed-call text-back
catches leads while you're on the job, review requests go out after every completed project, email sequences reactivate past customers.

Referral program is active with 2 incentives per month. The website should be rebuilt by now. GBP should have 15+ reviews.

Month 12 introduces the first paid advertising — Google Local Service Ads at $150/month. This is deferred to month 12 specifically
because advertising before the website is rebuilt, before the GBP has reviews, and before conversion paths exist is wasting money. By
month 12, a prospect who clicks a Google ad lands on a modern website with click-to-call, a booking calendar, project photos, and 25+

Google reviews backing the business. THAT'S an ad worth running.

At $3,500 average order value, one additional project every two months pays for the entire annual marketing budget. The maximum
customer acquisition cost ceiling (conservative) is $875 per customer — the month-12 total of $297/month is roughly one-third of a single

customer's acquisition ceiling. Even if marketing produces only one extra customer every two months, it's profitable.
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Customer Value Engine

This section is the math underneath every channel decision above. Knowing what a customer is worth tells you what you can afford to
spend to get one.

Lifetime Value
One customer is worth $4,375 to Budget Fence over the full relationship.
e Average order value: $3,500 (estimated from Nashville market pricing — 150 linear feet of 6-ft wood privacy fence at $20-25/1f
midpoint)
e Purchases per year: 0.1 (one fence every 10 years — fence is essentially a one-time purchase)
e Annual customer value: $350 (annualized)
® Average customer tenure: 1 year (one-time local-service — the relationship ends at project completion)
¢ Referral value per customer: $875 (0.25 referrals per customer x $3,500 value each)

¢ Lifetime value: $4,375 ($3,500 initial purchase + $875 expected referral value)

Why this matters specifically for you:

Unlike a tax preparer or HVAC company where customers return year after year, a fence customer pays once and leaves. The "lifetime"
value of a fence customer is the project itself plus whatever referrals they generate over the next decade. This makes every referral worth
almost as much as the original job.

Debbie B. from Dollar General has been recommending Steve for 14+ years. That single testimonial — if it produced even two referrals

over 14 years — generated $7,000 in revenue from a customer whose own fence cost $3,500. That's lifetime value in action.

This math also explains why the referral program (Channel #4 above) has the highest expected 12-month impact of any channel:
$10,500/year from a $50/month incentive investment. When each customer is worth $4,375, a $25 gift card that produces a $3,500 project

is a 140x return on the incentive.

Acquisition Budget Ceiling
The payback rule: you can spend up to 1/3 of LTV to acquire a customer and still be profitable. The stricter cap is 1/5.

e Aggressive ceiling (3x payback): $1,458 maximum per new customer
* Conservative ceiling (5x payback): $875 maximum per new customer

* Current acquisition spend estimate: $0/customer (100% word-of-mouth, no marketing spend, no attribution tracking)

What this means: Every channel recommended in this strategy is absurdly underpriced relative to what a customer is actually worth.
GoHighLevel at $97/month, referral incentives at $50/month, even future Google Ads at $150/month — the entire Year 1 marketing budget
of roughly $1,700 is less than half of what a single customer is worth in lifetime value. You have nearly infinite headroom to invest in
customer acquisition. The constraint isn't budget — it's Steve's physical capacity to install fences.

Retention & Expansion
e Current retention (estimated): 5% — about 5% of past customers return within 5 years for additional fencing (second property, fence
extension, old fence replacement)
¢ Industry ceiling: 40% — theoretical maximum repurchase rate with proactive re-engagement
e If retention closes half the gap: $255 more revenue per month

¢ Recommended tactic: Quarterly email campaign via GoHighLevel — "Has your fence held up? Need a repair, extension, or a new
section? Steve can come take a look — same-day estimates." This plants the seed for both repeat business AND referrals. The
GoHighLevel automation stack handles this with zero additional tooling cost.

Retention math: (35% gap x 50% improvement = 17.5%) x 60 estimated active clients x $350 annual value + 12 = $306/month. Discounted to

$255/month because many past customers may be unreachable after 12 years of zero contact.
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Referral Economics
® Active client base: ~60 (1 employee x 60 archetype multiplier. Conservative — Steve has completed ~576 total projects over 12 years,
but reachability after years of no contact is unknown.)
e Organic referral rate estimate: 3/year (60 x 0.05)
e With formal program: 9/year (60 x 0.15)
¢ Incremental referrals: 6/year
¢ Incremental revenue at $3,500 per referral, 50% warm-referral conversion: $10,500/year
e Program cost: $50/month ($25 gift card x 2 successful referrals/month)

¢ ROI multiple: 17.5x ($10,500 annual revenue + $600 annual cost)

Why referrals are the single highest-ROI channel for Budget Fence:

You've survived 12 years entirely on word-of-mouth. Steve's work quality is the engine — every testimonial is a referral waiting to happen.
A formal program doesn't create something new; it AMPLIFIES what's already working. The $25 gift card incentive isn't buying referrals —
it's acknowledging the people who were already going to recommend Steve and giving them a reason to do it sooner.

At 17.5x ROI, the referral program produces $17.50 in revenue for every $1 spent. No paid advertising channel comes close to this ratio for

a one-time-purchase local-service business.

Strategic Partnership Network

Referral partnerships consistently outperform paid channels for local home-service businesses. For a business that's survived 12 years
entirely on word-of-mouth, formalizing referral relationships with complementary businesses is the natural next step. Below are four
partner archetypes ranked by expected annual revenue.

Partner 1: Real Estate Agents (Residential, Joelton/Northwest Nashville)

¢ Why they refer you: Homebuyers who just closed need fences — for dogs, kids, privacy, or pool code compliance. Agents hear "we
need a fence before we move in" regularly. A trusted fence contractor on speed dial makes the agent look helpful and connected.
Nashville added 9,300 residents in 2025 — that's a lot of new homeowners needing fences.

¢ Why you refer them back: Your fence customers are homeowners. Some are looking to sell (old fence replacement before listing) or

buy (new fence at new property). Real estate agents value warm referrals from trusted local contractors.
e Expected referrals: 4/year per active partner
¢ Recommended partner count: 5

¢ Total annual revenue potential: $35,000 (4 referrals x $3,500 x 50% conversion x 5 partners)

Pitch script for first outreach:

"I'm Steve Pope — I run Budget Fence Company here in Joelton. Been doing fences around Nashville for 30 years. A lot of the
homeowners I work with are either just moving in or getting ready to sell, and I thought there might be a natural fit. When your
buyer says 'we need a fence before the dog destroys the neighbor's yard,' I'd love to be the call you make. I do same-day estimates and
I've been doing this long enough that I can quote over the phone if they send me a photo. Happy to return the favor when my
customers mention they're thinking about listing."

First meeting agenda (20 minutes): 1. 5 min: neighborhoods you cover and your typical buyer profile 2. 5 min: my service area and the
types of fencing most common in your neighborhoods 3. 5 min: when fencing comes up in the buying process — what triggers the need 4.

5 min: mechanics — how to hand off a lead, best way to reach me, what happens after
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Partner 2: Property Management Companies

e Why they refer you: Property managers handle maintenance and improvements for multiple rental properties. Fences need repair,
replacement, or new installation regularly across their portfolio. Nashville rental growth is stabilizing at ~3.3%, which means
landlords are investing in property improvements to stay competitive.

¢ Why you refer them back: Fence customers who own rental properties may need property management services. You encounter
landlords and investors regularly in the Joelton/Nashville area.

¢ Expected referrals: 6/year per active partner (higher volume because PMs manage multiple properties)

¢ Recommended partner count: 3

¢ Total annual revenue potential: $25,200 (6 referrals x $3,500 x 40% conversion x 3 partners. Lower conversion rate because PM

decisions involve budget approval processes.)

Pitch script:

"Hey, I'm Steve Pope with Budget Fence Company. I've been doing fence work around Nashville and Joelton for 30 years. I figured
you deal with fence repairs and replacements pretty regularly across your properties, and I wanted to see if you could use a reliable
go-to fence guy. I do my own estimates, I show up when I say I will, and I keep my pricing straight — no surprises. I've had
commercial clients like Dollar General keep the same fence I installed for 14 years with no repairs needed. If you've got a few

properties that need fencing attention, I'll come look at them this week."

First meeting agenda: 1. 5 min: how many properties you manage and where they're located 2. 5 min: the fence issues you deal with most
often — repairs vs. new installation 3. 5 min: your budgeting process for capital improvements vs. maintenance repairs 4. 5 min: how to

get me into the rotation — purchase order process, invoicing, turnaround expectations

Partner 3: Landscaping Companies

¢ Why they refer you: Landscapers install plants, hardscaping, irrigation — and clients regularly ask about fencing as part of a
backyard overhaul. Most landscapers don't install fences. The trigger moment: client shows the landscaper their design and says "and

we want a fence around this whole area."

¢ Why you refer them back: Nearly every fence project involves yard work — grading, sod repair, planting along the fence line. You
hear "we're also thinking about landscaping" regularly. A landscaper partnership gives you someone to send those leads to.

e Expected referrals: 3/year per active partner
¢ Recommended partner count: 4

¢ Total annual revenue potential: $21,000 (3 referrals x $3,500 x 50% conversion x 4 partners)

Pitch script:

"I'm Steve Pope with Budget Fence Company — been building fences around Nashville for 30 years. I know your clients are always
asking about fencing when they're doing a backyard project, and most landscaping companies don't want to deal with post holes
and concrete. I'd love to be your fence guy. When your client asks about a fence, you hand them my card, and when my clients need
sod patched or landscaping done after I tear up their yard, I send them your way. Works for both of us."

First meeting agenda: 1. 5 min: the types of backyard projects where fencing comes up 2. 5 min: my typical project timeline and how we'd
coordinate scheduling 3. 5 min: what a referral handoff looks like — business card, text intro, or joint site visit 4. 5 min: seasonal patterns

— when your work and mine overlap most

Partner 4: General Contractors and Home Builders

e Why they refer you: Contractors win whole-home build or renovation projects that include fencing as a line item. They need a fence
subcontractor who shows up when promised, stays within bid, and doesn't embarrass them in front of their client. The trigger: a
client asks "can you do the fence too?" and the GC needs someone to call.
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¢ Why you refer them back: Fence customers frequently need other home improvements — decks, patios, grading, additions. You hear
"we're also thinking about..." regularly. A GC partnership gives you someone to send those leads to.

¢ Expected referrals: 3/year per active partner
¢ Recommended partner count: 3

e Total annual revenue potential: $15,750 (3 referrals x $3,500 x 50% conversion x 3 partners)

Pitch script:

"Hey, I'm Steve Pope with Budget Fence Company — been installing fences in the Nashville area for 30 years. I know you do a lot of
residential work and your clients probably ask about fencing. I'd love to be the guy you call when that happens. I do my own
estimates, I show up the day I say I will, and I've never gone over bid on a subcontract. If you've got 10 minutes, I'll buy the coffee
and we can see if there's a fit."

First meeting agenda: 1. 5 min: what kinds of projects you take on and where your clients usually are 2. 5 min: the types of fencing I
install and my typical turnaround time 3. 5 min: what a good referral looks like for both of us — trigger moments and handoff process 4. 5
min: how we keep each other updated and handle follow-up (text, call, email)

Partnership Network Totals

¢ Total annual revenue potential: $96,950

* Year 1 target partner count: 8 (2 GCs + 3 real estate agents + 2 property managers + 1 landscaper)

¢ Time investment: 2 hours/week

¢ Implementation sequence: Start with real estate agents (highest total potential at $35,000/year across 5 partners, AND the most

natural "new homeowner needs a fence" trigger). Then property managers (recurring relationship with a pipeline of properties). Then
landscapers (natural reciprocal fit). General contractors last — fewer trigger moments but valuable subcontract relationships.

Brand Voice & Messaging Framework

Voice

¢ Sounds like: straight-shooting, experienced, unhurried, local, no-nonsense

¢ Does NOT sound like: corporate, franchise-scripted, sales-pitchy

", nn. ",

e Words to use: "I'll come take a look," "been doing this 30 years,
"Joelton," "Nashville"

same fence, no repairs," "Steve Pope," "your fence," "straightforward,"

nn "o

industry-leading,

e Words to avoid: "solutions," "optimize," "leverage," "best-in-class, partner with us," "trusted advisor," "take it to the

next level," "turnkey," "holistic"

These adjectives come from the audit evidence, not a branding workshop. "Straight-shooting" is what every testimonial describes —
Steve's pricing is competitive, his communication is direct, customers praise his honesty. "Experienced" is 30 years of trade knowledge.
"Unhurried" is the sole-proprietor rhythm — Steve does one job at a time, thoroughly. "Local" is Joelton roots in a Nashville market. "No-

nonsense" is the "Budget" brand itself — no frills, no upsells, no gimmicks.

Elevator Pitch (30 seconds)
Budget Fence Company. Steve Pope, Joelton, Tennessee — 30 years building fences across Nashville. When you call Budget Fence,
you get the owner. I do the estimate, I run the crew, and I'm the one standing there when the last post goes in. I've had commercial

clients keep the same fence I installed 14 years ago without a single repair. I'm not the biggest fence company in Nashville, but I've
been here longer than any of them, and my prices prove you don't have to pay premium to get a fence that lasts.
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Tagline Options

1. "30 years. Same owner. Same phone." — 9/10 — Concrete, verifiable, and directly addresses the sole-proprietor advantage. K & C
started in 2009. Ram in 2011. Neither can say "30 years." The "same phone" detail makes it human — you call Steve, you get Steve.

2. "The fence guy your neighbor already called." — 8/10 — Social proof built into the tagline. Works because Budget Fence runs on word-
of-mouth. Slightly aspirational if the prospect's neighbor hasn't actually called — but honest in spirit.

3. "Nashville fences. Budget prices." — 7.5/10 — Direct, uses the brand name naturally. Risks sounding like a slogan rather than a
statement. Works well in ads and signage where brevity matters.

4. "Your fence. Your price. Your timeline." — 7/10 — Addresses three customer pain points (customization, cost, scheduling). Clean
structure. Could be claimed by others — not as defensible as options 1 or 2.

Recommended: "30 years. Same owner. Same phone." — This tagline is owned exclusively by Budget Fence in the Nashville market. No
competitor can honestly claim 30 years of same-owner operation. It reads out loud naturally, fits on a business card and truck wrap, and
communicates the sole-proprietor advantage without saying "small" or "solo."

Key Messages by Audience

¢ Existing clients: "Steve's still here, still building fences, same number. If your fence needs anything — repair, extension, or you know
someone who needs one — give us a call."

¢ Prospects: "Every Nashville fence company will quote you a price. Budget Fence will send the owner — the same guy who's been
building fences here since before most of them existed."

¢ Referral partners: "When you send someone to Budget Fence, they get Steve Pope — 30 years experience, same-day estimates, and the
kind of pricing that keeps people recommending us. We don't lose referrals to sticker shock."

The One Thing to Stop Doing

Stop using Steve's memory as a CRM.

¢ Recovery: $750/month in recaptured owner hours

e Why: You currently track every quote, every follow-up, every customer relationship, every schedule, and every callback in your head
or on paper. You spend an estimated 10 hours per month on manual quote tracking, customer lookups, and ad-hoc follow-up calls that
a $97/month CRM handles automatically. Those 10 hours are hours you're NOT installing fences, doing estimates, or earning revenue.
At $75/hour owner value, your memory is costing the business $750/month in lost productive time.

e If you don't stop: $1,800/month walks out the door — $750 in time spent on tasks a computer does better, plus $1,050 in quotes that die
because no follow-up email goes out at day 3 and day 7. When a homeowner says "let me think about it," you currently offer silence. K
& C Fence has a CRM that sends a follow-up. The customer goes with whoever stays in touch.

¢ The math reconciliation: The $750 recovery represents Steve's recaptured time value only — the hours he immediately gets back. The
$1,800 total loss includes $1,050 in estimated revenue from systematic follow-up converting quotes that currently die. The $750 is
what Steve gets back on day one (10 fewer hours per month tracking leads manually). The $1,050 develops over 3-6 months as the
automated follow-up sequences start catching leads that previously fell through the cracks.

Strategic Risks Worth Naming

¢ Single-operator dependency: Steve Pope IS the business. If Steve is injured, ill, or retires, 100% of revenue stops. There is no visible
succession plan, no named second-in-command, and no documented processes. Every customer relationship, every supplier contact,
and 30 years of trade knowledge live in Steve's head. This is the single largest risk facing Budget Fence — larger than any marketing
gap.

¢ Revenue ceiling without hiring: The marketing improvements in this strategy (GBP, reviews, website rebuild, GoHighLevel) WILL
generate demand that Steve physically cannot fulfill alone. At 4-5 projects/month, he's near capacity. Generating 7-8 leads/month
without the crew to install them creates frustrated prospects who can't get on the schedule — and then they call K & C Fence instead.
The Year 1 ceiling of $232,680 requires one additional crew member to actually reach.
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¢ Tariff exposure on the "Budget" positioning: 2026 tariffs are pushing fence material costs up 13-50% — steel at 50%, aluminum at 50%,
lumber at 13% year-over-year. The "Budget" brand name creates a pricing expectation that becomes harder to deliver as costs rise.
You'll need to either absorb margin compression OR transparently communicate cost increases. A pricing guide on the rebuilt
website ("How tariffs affect your fence cost in 2026") turns this threat into a content marketing opportunity.

e WordPress 5.1 is a ticking security bomb: The current site runs PHP 5.3.29 (end of life since 2014) with known remote code execution
vulnerabilities, an exposed admin username ("adm87"), and Contact Form 7 3.8 with file-upload CVEs. If compromised, the site could
redirect visitors to malicious pages or leak customer data. A hacked contractor website doesn't just lose leads — it destroys the
reputation Steve built over 30 years.

¢ License compliance uncertainty: Tennessee requires a Home Improvement Contractor license for residential fence projects over
$3,000 in Davidson County. You don't display a license number. K & C prominently displays TN License #00063870. If you're
unlicensed, this is legal exposure. If you're licensed but not displaying it, this is a missed trust signal that costs credibility against

competitors who do.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 12

Social Media Playbook

Platform-by-platform guidance on what to post, when, and why.
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Social Media Playbook

This is the platform-by-platform plan. The Marketing Strategy chapter laid out which channels to invest in. This chapter takes those
channels and tells you specifically: what to post, when to post, what cadence to maintain, what milestones to hit at 90, 180, and 365 days,

and what each platform should generate in actual dollars.

The whole plan is built around your real capacity — you have about 5 hours per week to spend on social media. The 4 primary platforms
below total 3.0 hours per week (if you do everything yourself) or 1.5 hours per week (with the GoHighLevel automation already in your
tool stack). That leaves 2-3.5 hours of weekly buffer for setup, busy weeks, and real life.

You currently have zero presence on every platform. No Google Business Profile, no Facebook, no Instagram, no YouTube, no Nextdoor,
no email list. This is the only Nashville fence company with that complete digital absence — every competitor has at least 1 platform,

most have 3-6. Everything below is a fresh launch.

Platform 1 — Google Business Profile

* Grade: F (does not exist)

* Current state: No Google Business Profile. You're invisible in Google Maps, the local 3-pack, and Google AI Overviews for local
queries. K & C has 890 reviews on theirs. Ram has one. Every competitor has one. You have nothing.

¢ Prescribed cadence: Create the profile immediately. After that: 1 post per week + 5 photos per month + respond to every review
within 24 hours.

e Effort: 0.75 hours per week

e What to post (3 content pillars):

¢ Before/after project photos (2-3 per completed job)

¢ Seasonal fencing tips ("Best time to install a privacy fence in Nashville")

e Steve Pope expertise spotlight (30 years of experience, material recommendations)

Milestones
® 90 days: Profile created, verified, 100% complete. 15+ photos uploaded. 4+ posts. First 10-15 reviews requested from past customers.
All reviews responded to within 24 hours.

¢ 180 days: 25+ total reviews at 4.5+ stars. Appearing in Google Maps for "fence company Joelton TN" and "fence repair Nashville." 12+

posts. 30+ photos.

* 365 days: 50+ reviews. Appearing in the local 3-pack for "fence company Nashville TN." Calls coming directly from GBP: 5-10 per
month (vs. 0 today). 60+ photos.

¢ Dollar impact: $759/month (sourced from finding FIND-02b-001 — No Google Business Profile)

¢ Trend status: Rising

Automation & Done-For-You Options
e Tier 1 — DIY: 0.75h/week, $0/month — You manually upload photos after each job, write a weekly post, respond to reviews. Requires
checking GBP 2-3 times per week.
e Tier 2 — Tool-Assisted: 0.25h/week, $0 additional (GoHighLevel at $97/month is already in the stack)
¢ GoHighLevel Review Requests — automated post-job SMS/email with a direct Google review link — saves 0.3 hrs/week
* GoHighLevel Social Scheduler — batch-schedule GBP posts for the week — saves 0.2 hrs/week
¢ Tier 3 — Fully Done-For-You: 0 hrs of your time, $200-500/month

e GBP management VA — $200-400/month — weekly posts + photo uploads + review responses + monthly report — find at Upwork,
Fiverr, PeoplePerHour

¢ Local SEO agency — $300-500/month — GBP management + citation building + local rank tracking + monthly reporting — search "local

SEO agency Nashville"
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Platform 2 — Facebook

Grade: F (does not exist)

Current state: No Facebook Business Page. Your website has a Social Media Widget plugin installed, but it's configured with zero
social links. Every competitor has a Facebook page: Yard Dog has 3,995 likes, K & C has 1,176, Pro-Line has 549, Ram is active.

Prescribed cadence: Create the page immediately. Then: 3 posts per week (2 project photos + 1 tip or story).

Effort: 1.0 hour per week

What to post (3 content pillars):

Before/after project photos with brief description ("Just finished this 6-ft cedar privacy fence in Joelton. 200 linear feet, 3-day install.")
Fencing tips and seasonal advice ("3 things to check on your fence before Nashville's winter freezes")

Steve's story / personal moments ("30 years ago I installed my first fence. Here's what I've learned.")

Milestones

90 days: Page created with all business info complete. 20+ posts published. 50+ page likes. 10+ project photo albums from past work.
Hours, services, contact info all complete.

180 days: 150+ page likes. Average 2-3 engagements per post. At least 1 customer review on Facebook. Weekly posting cadence

maintained consistently.
365 days: 300+ page likes. 1 lead per month attributable to Facebook. Page appearing in branded Google searches.
Dollar impact: $380/month (sourced from finding FIND-000-002 — Zero social media presence)

Trend status: Sustained

Automation & Done-For-You Options

Tier 1 — DIY: 1.0h/week, $0/month — You take a photo after each job, write a 2-sentence caption, post 3x per week. Meta Business Suite

(free) allows basic scheduling.

Tier 2 — Tool-Assisted: 0.5h/week, $0 additional

Meta Business Suite — free — native scheduling + cross-post to Instagram (future) + basic analytics — saves 0.3 hrs/week

Buffer (free tier) — $0 — batch scheduling across Facebook + future platforms — saves 0.2 hrs/week

Tier 3 — Fully Done-For-You: 0 hrs of your time, $300-800/month

Social media VA — $300-500/month — 3 posts/week on Facebook + basic engagement + monthly content calendar — find at Upwork,
OnlineJobs.ph

Content agency (posting only) — $500-800/month — content creation from Steve's photos + scheduling + analytics report — find at local

digital marketing agencies, Fiverr Pro

Platform 3 — Email Marketing (Customer Retention & Referrals)

Grade: F (does not exist)

Current state: No email marketing exists. No email platform installed. No subscriber capture mechanism on the website. Zero
customer email database. In 12 years of business, not a single past customer has received a follow-up email from you. Estimated 200-
400 past customers have completed fence projects and walked away without any ongoing contact. Every one of them is a potential
referral source AND a potential repeat buyer (fence extensions, gates, repairs, replacement in 15-20 years) — and none of them have
heard from Steve since the day the project ended.

Prescribed cadence: Build the list first (30-60 days of collecting past customer emails from invoices, phone records, and memory).
Then: 2 emails per month (1 seasonal maintenance tip + 1 referral or seasonal offer) + automated post-job sequence (thank-you >
review request > 6-month maintenance check-in).

Effort: 1.0 hour per week

What to send (3 content pillars):

Seasonal fence care tips ("Winter fence prep: 3 things to check before the first freeze")

Referral incentive ("Know a neighbor who needs a fence? $25 gift card when they book.")
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Project showcase with before/after ("This week in Joelton — 180 feet of cedar privacy fence")

Milestones

90 days: Email platform set up inside GoHighLevel (already recommended in the Automation chapter). 50+ past customer emails
collected from old invoices, phone records, and Steve's memory. First 2 campaigns sent. Post-job automated sequence live: thank-you
email within 24 hours - review request at day 3 - referral offer at day 14 - 6-month maintenance check-in.

180 days: 100+ contacts in the database. 6+ campaigns sent. Open rate above 25% (past customer audiences consistently open at 25-
40% because they already know and trust the sender). At least 1 referral or repeat project directly attributable to email outreach.

365 days: 150+ contacts. Consistent twice-monthly cadence maintained for 6+ months. 3+ referrals or repeat projects attributable to
email. Review request automation generating 2+ new Google reviews per month. The email list is now the single most valuable
marketing asset Budget Fence owns.

Dollar impact: $583/month (sourced from finding AUTO-003 — No email/SMS customer retention sequences)

Trend status: Sustained

Why Email Is in the Social Playbook

Email is not strictly "social media" — but for a local-service business with a 12-year customer backlog and zero digital presence, email is

where social engagement converts to revenue. Your 200-400 past customers are the warmest audience Steve will ever have. They already

hired him. They already trust him. They just haven't heard from him since.

A single "Hey, it's Steve from Budget Fence — how's your fence holding up?" email sent to 50 past customers will generate more immediate

business than 3 months of Facebook posting. GoHighLevel handles everything: contact management, campaign builder, automated

sequences, and SMS.

Automation & Done-For-You Options

Tier 1 — DIY: 1.0h/week, $0/month — You manually write and send 2 emails per month via GoHighLevel's email builder. Requires
learning the platform and maintaining the contact list (adding new customers after each job). The post-job automation sequence runs
on its own after the initial setup (one-time 2-3 hour configuration).

Tier 2 — Tool-Assisted: 0.5h/week, $0 additional

GoHighLevel Email Sequences — included in the $97/month plan — automated post-job thank-you + review request at day 3 + referral
offer at day 14 + 6-month maintenance check-in. Once configured, runs without intervention — saves 0.3 hrs/week

GoHighLevel Campaign Templates — included — pre-built seasonal email templates reduce writing time from 30 minutes to 10
minutes per campaign — saves 0.2 hrs/week

Tier 3 — Fully Done-For-You: 0 hrs of your time, $400-1,200/month

Email marketing VA — $400-800/month — newsletter writing + sequence setup + list management + monthly reporting — find at
Upwork, specialized email freelancers

Email ghostwriter — $500-1,200/month — 2 emails/month written in Steve's voice + seasonal campaign series + sequence optimization
+ performance reporting — find at Fiverr Pro, creator marketplaces

Platform 4 — Nextdoor

Grade: F (does not exist)

Current state: No Nextdoor business listing. You're invisible on the platform where Joelton homeowners ask their actual neighbors
for contractor recommendations. This is the digital version of the word-of-mouth that has sustained Budget Fence for 12 years —
except Steve isn't in the room. Competitor Pro-Line is already active on Nextdoor, answering questions and picking up the leads you
don't know exist.

Prescribed cadence: Create the business listing immediately in all Joelton and northwest Nashville neighborhoods. Then: 2 posts per
month (1 seasonal fencing tip + 1 local project showcase) + respond to every "looking for a fence company" question in served
neighborhoods.

Effort: 0.25 hours per week (15 minutes — the lowest time investment of any platform)

What to post (3 content pillars):
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¢ Neighborhood fencing tips ("Joelton neighbors: here's when Nashville fence codes require a permit")
¢ Local project showcase ("Just finished a chain link fence on Grays Point Road — here's how it turned out")

¢ Direct responses to "looking for a fence company" neighborhood questions (highest-conversion content on Nextdoor — someone is
already ready to buy)

Milestones
® 90 days: Business listing claimed and complete in all Joelton and northwest Nashville neighborhoods. 4+ posts published. Responded
to at least 2 neighborhood fence questions. Business hours, services, and contact information complete.

e 180 days: Neighborhood Favorite badge nomination (requires customer recommendations on Nextdoor). 1 lead attributable to
Nextdoor. Active presence in 3+ neighborhoods.

* 365 days: Neighborhood Favorite badge earned. 2-3 leads per year from Nextdoor. Recognized as the "local fence guy" in Joelton,
Whites Creek, and northwest Nashville neighborhoods.

¢ Dollar impact: Indirect (no specific revenue finding tied to Nextdoor). The value is hyperlocal brand discovery — Nextdoor is where
the "word of mouth" that has sustained you for 12 years happens digitally. Pro-Line is already capturing those conversations. You
should be too.

¢ Trend status: Rising

Why Nextdoor at Only 15 Minutes per Week

Nextdoor is the single highest-ROI-per-hour platform for a hyperlocal service business in a suburban market like Joelton. The posts reach
the exact neighborhoods you serve. The "looking for" questions come from homeowners who are ready to hire today. And it takes 15
minutes per week.

There is NO third-party scheduling available for Nextdoor — this is a manual-only platform. But at 15 minutes per week, manual is not a

burden. It's two posts a month and a few responses to questions.

Automation & Done-For-You Options
e Tier 1 — DIY: 0.25h/week, $0/month — You post 2x per month and respond to fence-related neighborhood questions when Nextdoor
sends a notification. Set phone notifications for the "fencing" and "home improvement" categories in Joelton neighborhoods.

¢ Tier 2 — Tool-Assisted: 0.25h/week, $0/month — No third-party scheduling tools exist for Nextdoor. This platform is manual-only. No
time savings available through tooling.

¢ Tier 3 — Fully Done-For-You: 0 hrs of your time, $100-300/month

e Local social VA — $100-300/month — bundled Nextdoor + Facebook posting (2-4 posts/month per platform) + neighborhood question
monitoring and response. The VA needs your Nextdoor login since the platform verifies geographic location — find at Upwork, search
"local social media VA"

Platforms to Maintain at Current Level

You have zero existing social media presence across every platform we audited. There are no platforms to maintain — everything

prescribed above is a fresh launch.

Platforms to Defer to Year Two

These are appropriate for a fence-installation business but don't fit your current 5-hour weekly capacity, OR they require prerequisites

that won't exist for 6-12 months.
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YouTube

Why deferred: YouTube is archetype-appropriate for local-service (fence installation is visual, project videos perform well). However,
YouTube requires 3.5 hours per week of effort — the most of any platform — for filming, editing, uploading, titles/descriptions, and
community management. Adding YouTube to the primary stack would push total weekly hours from 3.0 to 6.5 — exceeding your 5-hour
capacity by 30%. YouTube also requires basic video production skills and equipment (tripod, decent phone camera, simple editing) that

you don't currently use.

When to add: After the first 4 platforms have been running consistently for 6+ months AND you have either hired a helper or freed up
hours through GoHighLevel automation. Start with phone-shot project walkthrough videos posted to Facebook first — if those get traction,

the content is already validated for YouTube.

Instagram

Why deferred: Not in the local-service primary stack. Instagram is secondary to Facebook for home-service businesses in suburban and
semi-rural markets like Joelton. The fence-buying homeowner demographic (35-65, homeowner, Nashville suburbs) discovers local

contractors on Facebook and Nextdoor, not Instagram.

When to add: After Facebook is established and generating regular engagement. Cross-posting from Facebook to Instagram via Meta
Business Suite (free) takes near-zero additional effort. Instagram becomes a free bonus rather than a managed platform.

TikTok

Why deferred: Not in the local-service stack. TikTok's audience skews younger than the typical fence-buying homeowner in Joelton and
Nashville. Low archetype relevance for one-time home trades. Fence installation TikToks can go viral ("satisfying fence builds"), but viral
doesn't mean local leads — the audience is global, not Joelton.

Linkedin Company Page

Why deferred: Steve has a personal LinkedIn profile (linkedin.com/in/steve-pope-46399991/) listing him as Owner of Budget Fence Co.
LinkedIn isn't in the local-service primary stack. A company page is relevant for B2B or commercial fence work, but your commercial
segment (~20% of revenue) doesn't justify the 1.5 hours/week investment at current scale. The personal profile can passively surface

commercial leads without a managed company page.

Pinterest

Why deferred: Not in the local-service stack. Pinterest drives traffic for visual inspiration (home design, DIY projects), but fence
installation is a service decision driven by need ("my fence is falling down" or "I need privacy"), not an inspiration decision ("I want my

backyard to look like this"). Low relevance for lead generation.

A Note on Capacity

You have 5 hours per week of default owner capacity for social media and digital marketing. The 4-platform primary stack requires 3.0
hours/week (DIY) or 1.5 hours/week (tool-assisted via GoHighLevel). This fits comfortably within capacity, leaving 2.0-3.5 hours of
weekly buffer.

That buffer matters. You need room for:

* GBP launch setup (one-time: ~2 hours to create, verify, and complete the profile)

¢ Facebook page creation (one-time: ~1 hour to set up the business page with all info and initial photos)

¢ Email list building (ongoing effort in the first 60 days — mining old invoices, phone records, and memory for past customer contacts)
¢ Learning GoHighLevel (one-time: 3-5 hours spread across the first 2 weeks)

¢ Busy weeks when a big installation project takes priority over posting

YouTube was cut from the primary stack specifically to preserve this buffer. At 3.5 hours/week, YouTube would have pushed total effort to

6.5 hours — 30% over capacity — with no room for setup tasks, learning curves, or real life.
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Time & Money Trade-Off Summary

TIER WEEKLY HOURS MONTHLY COST HOURS SAVED VS. DIY EFFECTIVE RATE
Pure DIY 3.0h $0 - -
Tool-Assisted 1.5h $0 additional 1.5h/wk (6.5h/mo) $0/hr saved
Fully Done-For-You Oh $600-1,800/mo 3.0h/wk (13h/mo) $46-138/hr saved

Recommended tier: Tool-Assisted. At $0 additional monthly cost (GoHighLevel at $97/month is already in your stack from the Automation
chapter), Tool-Assisted cuts your weekly time commitment in half — from 3.0 hours to 1.5 hours — for free. That's 6.5 hours per month
reclaimed at a cost of $0. There is no cheaper way to save time.

The Fully Done-For-You VA tier ($600/month = $46/hour saved) is economically rational — it's below your $75/hour owner value. But at
current revenue ($168K/year), adding $600/month in overhead should wait until the primary platforms are generating measurable leads
(Month 6+). The agency tier ($1,800/month = $138/hour saved) exceeds your hourly value and is not recommended at any point at current

revenue.

Bottom line: 4 platforms. 1.5 hours per week (tool-assisted). $0 additional monthly cost. $1,722/month in expected dollar impact. This is

the most efficient social media prescription possible for your current size, capacity, and tooling stack.

Prepared by AI Or Die Now — aiordienow.com
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SECTION 13

12-Month Roadmap

A month-by-month plan that ties every recommendation into a
sequence you can execute.
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12-Month Roadmap

This is the chapter that sequences everything. Four phases over twelve months. Owner capacity assumed: 8 hours per week. Total
expected monthly recovery by Month 12: $5,386/month from the Top 10 findings, compounding with partnership, referral, and retention

revenue from the Marketing Strategy.
Total owner hours across all 12 months: 210 hours — averaging 4.4 hours per week, well within capacity.

The roadmap is built so each phase unlocks the next. Phase 1 builds the foundation everything else depends on. Phase 2 makes the
business findable. Phase 3 turns customers into a referral engine. Phase 4 systematizes the whole thing so it runs without Steve thinking

about it.

Phase 1— Foundation (Months 1-2)

Goal: Stop the bleeding. Build the infrastructure everything else depends on.
Total hours in phase: 56h Expected monthly recovery at phase end: $2,262/month

Phase 1 exists to make Budget Fence visible and operational. Right now the business is invisible on Google Maps, has no CRM to follow up
on leads, runs on PHP that hasn't received a security patch since 2014, and sits on a WordPress version from 2019. Nothing in Phases 2-4

works until these four problems are fixed.

Month 1(16h)

¢ Create Google Business Profile (2h) — Create and verify a GBP at google.com/business. Add the exact business name, address, and
phone (Budget Fence Company, 4511 Grays Point Rd, Joelton TN 37080, 615-943-6793). Upload 15+ gallery photos from your existing
website. Add hours, services, and service area. This single action makes the business visible in Google Maps for the first time. (FIND-
02b-001 — $759/month)

¢ Setup GoHighLevel CRM + lead pipeline (6h) — Sign up for GoHighLevel ($97/month). Set up CRM pipeline stages (New Lead >
Estimate Given - Follow Up - Won - Lost). Create a 3-email follow-up sequence for quote recipients. Configure missed-call text-back.
Set up instant lead notifications. This tool becomes the backbone for everything in Phases 2-4 — review requests, email sequences,
social scheduling, referral tracking. (FIND-006-001 — $759/month)

¢ Upgrade PHP from 5.3.29 to 8.2+ (8h) — Contact your hosting provider to request the PHP 8.2+ upgrade. PHP 5.3 has been end of life
since August 2014 with hundreds of known unpatched vulnerabilities including remote code execution. The X-Powered-By header on
your site broadcasts this version publicly. This upgrade must happen before or at the same time as the WordPress rebuild in Month 2.
May require switching hosting providers if your current one can't support PHP 8.2. (FIND-002-001 — $300/month)

Month 2 (40h)

* WordPress site rebuild on modern 6.7+ (40h) — Complete website rebuild on WordPress 6.7+ with a modern responsive theme.
Migrate content from Weaver II to a current theme. Update Contact Form 7 to its latest version. Install Rank Math SEO plugin.
Configure proper permalink structure. Add Google Analytics 4 + Google Tag Manager for conversion tracking. Add click-to-call phone
link on every page. This is the largest single effort item but non-negotiable — your current WordPress 5.1 / PHP 5.3 stack blocks every
SEO, content, and security improvement in Phases 2-4. (FIND-000-003 — $400/month)

Checkpoint to Advance to Phase 2
¢ [] Google Business Profile created, verified, and 100% complete with 15+ photos
¢ [] GoHighLevel CRM operational with pipeline stages and automated follow-up sequence live
e []WordPress 6.7+ live on PHP 8.2+ with all content migrated and no broken pages
* []GA4+ GTM installed and tracking page views and form submissions

¢ [] Click-to-call phone link functional on every page
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Seasonal note: If you start in spring (March-June), Phase 1 coincides with peak fence season in Nashville. The GBP creation is urgent —
every week without it during peak season is lost discovery. If you start in fall/winter, the lower-demand period gives you breathing room
for the WordPress rebuild without missing peak-season leads.

Quick wins to capture during Phase 1: While building the foundation, capture these 5 backlog items at near-zero additional effort. Three
are included free in the GoHighLevel setup (missed-call text-back, lead notifications, uptime monitoring). The public email address and
cache TTL get resolved during the WordPress rebuild. Total additional recovery: $3,828/month at 4.1 hours of effort.

Phase 2 — Visibility & Content (Months 3-6)

Goal: Become findable in the search and AI surfaces where Nashville homeowners look for fence companies.
Total hours in phase: 74h Expected monthly recovery at phase end: $5,386/month (cumulative — all 10 Top 10 items completed)

Phase 2 is where Budget Fence goes from "exists online" to "found online." The rebuilt website gets real content, target keywords, and AI-
citable structured data. The Google Business Profile gets reviews. Facebook gets content. By the end of this phase, when a Nashville
homeowner asks Google, ChatGPT, or their Facebook friends "who should I call about a fence?" — Budget Fence starts appearing in the

answer.

Month 3 (14h)

¢ Launch Facebook Business Page + initial content backlog (6h) — Create a Facebook Business Page with full business info. Repost 15-
20 project photos from your website's existing 60-image gallery as initial content. Set up Meta Business Suite for scheduling. Begin a 3-
posts-per-week cadence (2 project photos + 1 tip/story). Every Nashville fence competitor already has a Facebook page — Yard Dog has
3,995 likes, K & C has 1,176, Pro-Line has 549. You have nothing. This closes the gap. (FIND-000-002 — $380/month)

¢ Add keyword-rich H2/H3 headings to all pages (8h) — Add content headings to every page. Homepage: "Nashville Fence Installation
Services," "Why Choose Budget Fence Company," "Fence Types We Install." Services page: H2 for each fence type ("Wood Privacy Fence
Installation," "Chain Link Fence Nashville"). About page: "Meet Steve Pope — 30 Years of Nashville Fence Experience." Currently zero
content headings exist on any page — search engines have no topical signal for any Nashville fence keyword. (FIND-003-001 —
$644/month)

Month 4 (20h)

¢ Rewrite page content with target keyword phrases (12h) — Rewrite content on every page to naturally incorporate the keywords
Nashville homeowners actually type into Google. Target phrases: "fence company Nashville," "fence installation Nashville," "fence

", nn

contractor Nashville," "wood fence Nashville," "chain link fence Nashville." Each phrase should appear 2-5 times per relevant page in
actual content copy — not boilerplate. Currently the word "Nashville" appears 49-56 times per page but only in template text, never
paired with service keywords. (FIND-003-002 — $644/month)

e Launch review generation program (8h) — Email or text 30-50 past satisfied customers with a direct Google review link via
GoHighLevel's automated review request feature. Target 15-20 reviews in 60 days. Set up review-request-after-installation as a
standard post-job step. Your website's Testimonials page proves satisfied customers exist — Donald S., Cody & Kathy B., Debbie B. all

wrote glowing reviews that currently live nowhere Google can see them. Get those voices onto the GBP. (FIND-000-001 — $380/month)

Month 5 (28h)

¢ Create Al-optimizable content — FAQ + pricing guide (12h) — Phase 1 of the GEO content build: Create a FAQ page with 15-20
Nashville fencing questions in Q&A format ("How much does a wood fence cost in Nashville?" "Do I need a permit to build a fence in
Davidson County?"). Create a pricing guide with per-foot costs by material type, including 2026 tariff impact on material costs. Add
JSON-LD FAQ schema to the FAQ page. These two pages give Al engines machine-parseable content to extract and cite — currently the
site has zero quotable facts, zero statistics, and zero structured data. (FIND-004-001 — $920/month, phase 1 of 2)

e Verify Tennessee Home Improvement License status (16h) — Verify your license status with the Tennessee Board for Licensing
Contractors. If licensed: display the number prominently on your website, GBP, BBB, and all marketing materials. K & C Fence
displays TN #00063870 as a competitive differentiator — you should match this. If not licensed: apply immediately. The 16-hour
estimate covers research, the application process, bonding, and insurance compliance if an application is required. (FIND-001-008 —
$200/month)
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Month 6 (12h)

¢ Create Al-optimizable content — comparison table + service area + process page (12h) — Phase 2 of the GEO content build: Material
comparison table (wood vs. vinyl vs. chain link vs. aluminum — cost, durability, maintenance, appearance). Service area page listing
the Nashville-metro cities and zip codes you serve. Step-by-step installation process page ("What happens when you hire Budget
Fence"). Add JSON-LD LocalBusiness and Service schema to all new pages. This completes the Al-citability foundation — the site
moves from a GEO Score of 1/10 toward 5-6/10. (FIND-004-001 — $920/month, phase 2 of 2)

Checkpoint to Advance to Phase 3

¢ [] Facebook Business Page active with 50+ likes and 20+ posts published

e []All pages have keyword-rich H2/H3 heading structure with target keywords naturally integrated
e []15+ Google reviews on GBP at 4.5+ stars with all reviews responded within 24 hours

¢ []FAQ page + pricing guide + comparison table live with JSON-LD schema deployed

¢ []Tennessee license status verified and displayed (or application submitted if unlicensed)

e []Organic search impressions up 40%+ vs. Month 2 baseline (Google Search Console)

Seasonal note: If this phase spans spring/summer (peak fence season), the content and review generation push benefits from higher
customer volume — more projects means more review opportunities and more fresh before/after photos for Facebook. Schedule the
review generation push during or just after peak season for maximum response rate.

Tariff content opportunity: 2026 tariffs are pushing fence material costs up 13-50%. Creating pricing transparency content (Month 5
FAQ/pricing guide) that honestly addresses the tariff impact builds trust with cost-conscious homeowners before competitors address the

elephant in the room. "Budget" in the brand name + tariff awareness = a powerful combination.

Phase 3 — Retention & Ecosystem (Months 7-9)

Goal: Lock in the customer base, multiply lifetime value through referrals and reviews, and build the retention engine that compounds

every Phase 1-2 improvement.
Total hours in phase: 42h Expected monthly recovery at phase end: $5,386/month (all Top 10 items completed in Phases 1-2)

Phase 3 has no new Top 10 diagnostic findings — those were all completed by Month 6. This phase executes the marketing strategy and
social media playbook recommendations that turn one-time customers into lifelong referral sources, and builds the partnership network
that drives the next revenue tier.

Month 7 (16h)

e Build email list from past customer records + launch automated sequences (12h) — Mine 12 years of past invoices, phone records,
and Steve's memory for customer emails. Target 50+ contacts. Load into GoHighLevel. Set up automated post-job sequence: thank-you
within 24 hours - review request at day 3 > referral offer at day 14 > 6-month maintenance check-in. Send the first reactivation
campaign to past customers: "Hey, it's Steve from Budget Fence — how's your fence holding up?" Even 50 past customer emails is the
warmest, most valuable audience Steve will ever have. (Source: Marketing Strategy — Customer Value Engine, $583/month email recovery)

¢ Formalize referral program with $25 gift card incentive (4h) — Set up referral tracking in GoHighLevel. Create a referral card or
handout for Steve to give at project completion. Configure automated thank-you when a referral converts. Budget: $50/month ($25 per

successful referral x estimated 2/month). Expected ROI: 17.5x — $10,500/year in referral revenue on $600/year in gift card cost. (Source:
Marketing Strategy — Referral Economics)

Month 8 (14h)

¢ Partner outreach: 3 real estate agents + 2 general contractors (10h) — Identify and reach out to 5 potential partners using the pitch
scripts from the Marketing Strategy chapter. Schedule coffee meetings. Focus on real estate agents first (highest total potential at
$35,000/year from 5 partners — homebuyers need fences for dogs, kids, privacy, pool code compliance) and general contractors (most
natural subcontractor relationship — they win projects that include fencing as a line item). Goal: 3 active partnerships by end of
Month 8. (Source: Marketing Strategy — Strategic Partnership Network)
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¢ Launch Nextdoor business listing + establish email cadence (4h) — Create a Nextdoor business listing in Joelton and northwest
Nashville neighborhoods. Post first 2 pieces of content. Set phone notifications for "looking for a fence company" questions. Establish
consistent twice-monthly email cadence via GoHighLevel. Nextdoor is where the word-of-mouth that has sustained Budget Fence for
12 years happens digitally. Pro-Line is already there. You should be too. (Source: Social Media Playbook)

Month 9 (12h)

e Partner outreach: 2 property managers + 1 landscaper (8h) — Expand the partner network with property managers (recurring
referral source — they manage portfolios of rental properties with fence maintenance needs) and 1 landscaping company (natural
reciprocal relationship — fence customers need landscaping, landscaping customers need fences). Use the pitch scripts from
Marketing Strategy. Goal: 8 total active partnerships by end of Month 9. (Source: Marketing Strategy — Strategic Partnership Network,
$96,950/year total partnership potential at maturity)

¢ Launch seasonal maintenance reminder campaign (4h) — Create a seasonal email campaign in GoHighLevel: "Has your fence held
up? Nashville winter's coming — here are 3 things to check before the first freeze." Send to your full email list (target 100+ contacts by
Month 9). This plants the seed for repair work, fence extensions, and referrals before Nashville's winter freeze season. (Source:
Marketing Strategy — Retention)

Checkpoint to Advance to Phase 4

e []Email list built with 100+ past customer contacts loaded in GoHighLevel

¢ []Post-job automation sequence live and triggering on every completed project

¢ []Referral program active with at least 2 referrals processed through the system

e []8active partnership relationships (GCs, real estate agents, property managers, landscapers)
¢ []Nextdoor business listing active in 3+ neighborhoods

¢ []Review volume up 30%-+ from Month 6 baseline — minimum 25 total Google reviews

Seasonal note: If Months 7-9 land in fall (September-November), the seasonal maintenance reminder campaign aligns perfectly with
Nashville's pre-winter fence check season. Fall is also when property managers budget for next year's capital improvements — ideal
timing for partnership outreach.

Phase 4 — Scale & Systemize (Months 10-12)

Goal: Build the operating system that supports the next revenue tier and systematize everything so it runs without Steve thinking about it.

Total hours in phase: 38h Expected monthly recovery at phase end: $5,386/month (Top 10 recovery) + compounding partnership, referral,
and Google Ads revenue

Phase 4 is where one-time setup work becomes a permanent operating system. The KPI dashboard replaces manual spreadsheet tracking.
The content calendar replaces "think about what to post." Google Ads launches — now that the website is rebuilt, GBP has 40+ reviews, and
conversion tracking works. And the Year 2 planning decision: is it time to hire a crew helper and break through the $195K solo-operator

ceiling?

Month 10 (12h)

¢ Setup automated weekly KPI dashboard (8h) — Build a Looker Studio dashboard connecting GA4, Google Search Console,
GoHighLevel CRM data, and GBP Insights. Automate a weekly email summary. Key metrics: leads per week, quote-to-close rate, GBP
impressions, website traffic, review count and average rating, email open rate, pipeline value. This replaces manual data checking
and saves 2-4 hours per month going forward. (Source: Marketing Strategy — Revenue Ceiling)

¢ Evaluate YouTube readiness (4h) — Assess whether to launch YouTube in Year 2. Three criteria: (1) Are the first 4 platforms running
consistently for 6+ months? (2) Has Steve freed up 3.5 hours/week via GoHighLevel automation? (3) Do the phone-shot project videos
on Facebook get engagement? If all three are yes - create YouTube channel and repurpose top-performing Facebook video content. If
no > defer YouTube to Year 2 Q3. (Source: Social Media Playbook — Deferred Platforms)
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Month 11 (14h)

Launch Google Ads — Local Service Ads only, $150/month (8h) — Now that the website is rebuilt, GBP has 40+ reviews, and
conversion tracking is operational, advertising makes sense. Set up Google Local Service Ads targeting "fence company Nashville,"
"fence installation near me," "fence contractor Nashville." Budget: $150/month. At $3,500 average order value, one additional project
every 2 months pays for the entire annual ad spend. Do NOT run ads until all Phase 1-3 prerequisites are met — advertising a broken
site with no reviews burns money. (Source: Marketing Strategy — Spend Allocation)

Systematize content production (6h) — Create a monthly content calendar in GoHighLevel or Notion. Batch-produce social posts for
the week every Sunday (30 minutes). Template the GBP weekly post, Facebook 3x/week, email 2x/month, Nextdoor 2x/month. Goal:
reduce content production from "think about what to post" to "follow the template." This is what makes the 1.5 hours/week (tool-
assisted) cadence from the Social Media Playbook sustainable long-term. (Source: Social Media Playbook)

Month 12 (12h)

Year-end review + Year 2 planning (8h) — Review all KPIs against the audit baseline. Measure actual recovery versus the estimated
$5,386/month. Assess three questions: (1) Is revenue approaching the $195K solo-operator ceiling? (2) Is demand exceeding Steve's
installation capacity of 4-5 projects/month? (3) Have the marketing improvements generated enough inbound to justify Google Ads
optimization or budget increase? Produce a 1-page Year 2 plan: which deferred items to tackle, whether to expand ad spend, and
whether the hiring decision is now. (Source: Marketing Strategy — Revenue Ceiling)

Evaluate first hire if demand exceeds capacity (4h) — If the audit execution path has generated more inbound leads than Steve can
handle solo, assess hiring one crew helper (laborer/apprentice for post-hole digging, cleanup, and prep work). This hire doubles
project throughput to 7-8 projects per month and raises the revenue ceiling from $195K to $312K/year. If demand hasn't exceeded
capacity, defer the hire — marketing improvements may need another 6 months to compound. (Source: Marketing Strategy — Revenue
Ceiling)

Year 1 Complete — Final Checkpoint

[ ] Automated weekly KPI dashboard operational and reviewed every Monday

[ ] Google Ads running for 30+ days with positive return on ad spend (at least 1 lead attributable to ads)
[ ] Content production systematized with a monthly calendar and batch process

[ ] Revenue run-rate reflects Phase 1-3 recovery (tracking toward $200K+ annualized)

[ ] Hiring decision documented: crew helper recruited OR deferred with clear re-evaluation criteria

[]Year 2 plan produced with prioritized deferred items and updated budget

Seasonal note: If Months 10-12 land in winter (December-February), this is the natural slow season for fence installation in Nashville. Use

the lower-demand period to build systems, review KPIs, and plan Year 2 without the pressure of back-to-back installations. Google Ads

launch during winter means lower competition and cheaper cost-per-click — a good time to test and optimize before spring volume hits.

Seasonal Alignment Opportunities

Spring peak (March-June) — Nashville fence installation peaks in spring. Align GBP creation and review generation pushes with this
window for maximum impact. Execute by Month 3.

Fall maintenance (September-November) — "Check your fence before Nashville's winter freezes." Pre-winter is the second demand
peak. Launch the seasonal email campaign. Execute by Month 9.

Tariff pricing content (2026) — 50% steel tariffs, 13% lumber increases. Create pricing transparency content (FAQ, pricing guide) that
addresses the cost elephant in the room before competitors do. Execute by Month 5.

Winter planning (December-February) — Slow season. Build systems, review KPIs, launch Google Ads at lower cost-per-click, plan
Year 2. Execute by Month 12.
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Backlink-Generating Content Candidates (from Top 10)

¢ Nashville Fence Pricing Guide 2026 (from FIND-004-001, $920/month) — A comprehensive pricing guide covering material costs per
linear foot, 2026 tariff impacts, labor rates, and project cost ranges qualifies as pillar content. Nashville real estate blogs, local news
sites, and home improvement publications would reference an honest, detailed pricing guide — especially one addressing the tariff
elephant in the room. Assigned to Phase 2 (Months 5-6).

¢ Service area and fence code content (from FIND-003-002, $644/month) — Pages covering Nashville fence permits, Davidson County
codes, and Joelton-specific requirements can earn backlinks from local government resource pages, HOA websites, and Nashville

neighborhood blogs. K & C Fence's blog posts rank #1 for these queries because they answer real local questions — you can compete
for the same links. Assigned to Phase 2 (Months 3-4).

Backlog Items to Tackle Alongside Phase 1

These are items below the Top 10 that should be tackled alongside Phase 1 work. Listed in order of impact-to-effort ratio:
¢ No website uptime monitoring (FIND-006-009) — $759/month, 5 minutes — Do this today. UptimeRobot is free. Takes 5 minutes to
configure. Alerts Steve if the site goes down.

e Static asset cache TTL set to 4 hours (FIND-003-005) — $900/month, 1 hour — Best impact-to-effort ratio in the entire audit
($900/hour). Fix during the WordPress rebuild in Month 2 by setting cache TTL to 1 year for static assets.

¢ No missed-call text-back (FIND-006-002) — $759/month, 1 hour — Included free in GoHighLevel. Configure during Month 1 CRM
setup. Recovers an estimated 18% of missed calls.

¢ No instant lead notifications (FIND-006-006) — $759/month, 1 hour — Also included in GoHighLevel. Configure during Month 1.
Reduces response time from 4-8 hours to instant.

¢ No public email address (FIND-001-001) — $660/month, 1 hour — Add a business email to the contact page and footer during the
Month 2 website rebuild. All 5 competitors display email publicly.

Total backlog recovery: $3,828/month at 4.1 hours of total effort. All 5 items can be completed during Phase 1 at near-zero additional
scheduled time — they're natural additions to the GoHighLevel setup and WordPress rebuild already planned.

Prepared by AI Or Die Now — aiordienow.com
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