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Executive summary

We audited the homepages of 100 small businesses across Kitchener and Waterloo, 20 each from professional
services, retail, trades, manufacturing, and restaurants. We assessed every one against 17 checks covering
security, mobile experience, load speed, contact accessibility, local search, content, and basic SEO and privacy.

The headline is simple. The technical basics are nearly universal in this region. 98% of sites load securely, 96% work on a
phone, and 97% have a proper page title. If you have worried that your website is fundamentally broken, it probably is not.

But almost everything that turns a visitor into a customer is missing. 42% of sites give a mobile visitor no way to tap and call.
39% show no clear call-to-action without scrolling. 73% publish no content at all. And 64% of the businesses collecting
information through a contact form have no privacy policy explaining what happens to it.

The average business in Kitchener-Waterloo is online but idle. Its website exists, loads, and looks acceptable, and it does almost
nothing to earn a customer. That is the finding, and for any owner willing to act on it, that is the opportunity.

The six numbers that define the region

MEASURE RESULT  WHAT IT MEANS

Sites passing the technical basics 92% HTTPS, mobile responsive, and a real page title. The floor is high.

Sites with a tap-to-call phone link 58%  Four in ten make a mobile visitor copy the number by hand.

Sites with a call-to-action above the fold 61%  Nearly four in ten never tell the visitor what to do.

Average mobile PageSpeed score 61 Inside Google's "Needs Improvement" band. Only 6 sites scored "Good".
Sites publishing content in the past year 20% Fourin five have published nothing recent for Google to index.

Sites with a privacy policy 36% A federal compliance obligation, not an optional extra.

businesses passed at least three quarters of the checks in this study. Twelve passed fewer than half. The median business
cleared 62%.

How to read this report

Part One covers the six region-wide findings and the data behind them. Part Two breaks the results down by industry, because
a plumber and a boutique are not failing at the same things. Part Three is a prioritised action plan ranked by effort and impact.

In short, we audited 100 independent local business homepages in July 2026, 20 from each of five categories, excluding
national chains, franchises, and our own clients. Every business is anonymous and we report aggregate patterns only. The full
methodology, including the sample, every check, and the reason we ran it, is at the end.
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Part One: What we found

Finding1 - The basics are handled, and that is where the good news ends

There is a floor of competence in Kitchener-Waterloo, and almost everyone clears it.

HTTPS working with a valid certificate 98%
Mobile responsive layout 96%
Customized page title 97%
All three of the above at once 92%

These were the problems of five years ago and they have largely been solved. The trouble is that a secure, mobile-friendly
website with a proper title is now table stakes rather than an advantage. Everyone has it, so it wins nobody a customer.

Why it matters: a high floor means you cannot differentiate on competence any more. The businesses that pull ahead from here do
it on the things in the rest of this report, all of which are still wide open.

Finding 2 - These websites were built to exist, not to sell

The clearest pattern in the study is the gap between technical presence and commercial intent. A visitor arrives ready to act and
the website does not help them.

CONVERSION ELEMENT HAVE IT MISSING
Phone number in the footer 79% 21%
Tap-to-call link on mobile 58% 42%
Contact form 83% 7%
Call-to-action above the fold 61% 39%
Street address visible on homepage 78% 22%

Look at what happens when someone wants to get in touch. 79% of sites display a phone number, but only 58% make it
tappable. Of the businesses that show a number at all, more than one in four force the visitor to memorise it or copy it out by
hand. On a phone, in the three seconds someone is willing to spend, that is a lost call.

The same failure of follow-through runs through the whole path. 83% have a contact form, but 29% of those same sites give the
visitor no visible prompt to use it. The form exists and nothing points anyone toward it. And 22% of homepages do not show a
street address anywhere, not even in the footer, which tells both the customer and Google less about where you are and
whether you serve them.

businesses had all three conversion basics at once: a tap-to-call number, a clear call-to-action above the fold, and a contact form.
The other 55 are leaking visitors somewhere between arrival and action.
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Why it matters: every one of these gaps sits at the last inch of the journey, after you have already paid to get the visitor there. This
is the cheapest lost revenue in the entire study.

Finding 3 - Speed is mediocre, and a fifth of sites are genuinely slow

Page speed is where "mobile responsive" and "actually usable on a phone" turn out to be two different things.

The average mobile PageSpeed score across all 100 sites was 60.8 out of 100, sitting squarely in Google's "Needs
Improvement" band. The median was 61. The distribution tells the real story.

GOOGLE PAGESPEED BAND SITES READING

Good (90 to 100) 6 Fast on a mid-range phone over mobile data.

Needs Improvement (50 to 89) 72  Usable, losing some visitors, losing some ranking.

Poor (under 50) 22 Slow enough that visitors abandon before the page appears.

The fastest site scored 99 and the slowest scored 11. Slow pages cost a business twice, because visitors abandon them and
Google ranks them lower, so fewer people ever arrive in the first place.

One detail deserves attention. 22 of the 96 mobile-responsive sites still scored under 50 on speed. Responsive design and fast
loading are not the same thing. A page can rearrange itself neatly for a phone and still take too long to appear. Many owners
assume that because their site works on mobile the mobile experience is fine. For roughly a fifth of them it is not.

Kitchener averaged 60.8 and Waterloo 60.7, so this is a regional pattern rather than a city-specific one.

Why it matters: speed is the one issue on this list that silently reduces the return on every other investment. Better rankings and
better ads both deliver visitors to a page that loses them.

Finding 4 - Content marketing has been abandoned

If one finding here deserves a business owner's attention, it is this one.

have a blog or news section at all / have published anything in the past twelve months.

Four out of five local businesses have posted nothing recent that Google can index, that answers a customer's question, or that
gives anyone a reason to come back. Even among the businesses that built a blog, 30% have let it go stale with nothing
published in the last year. Starting was not the hard part. Keeping it going was.

This is the widest gap in the study between the businesses that show up in search and the ones that do not, because fresh and
useful content is what search engines reward and what earns a business authority in its field over time. It is also the most
fixable, because it costs consistency rather than a rebuild or a large budget.

Why it matters: in a region where roughly 80% of your competitors publish nothing, one useful article a month is close to a free
advantage. There is almost nobody to outrank.

Finding 5 - Privacy and compliance are being quietly ignored

Only 36% of the sites we audited have a privacy policy. Only 12% show any kind of cookie consent notice.
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That is easy to wave off as a formality until you look at who is collecting information. 83 of the 100 businesses run a contact
form, and of those, 64% have no privacy policy at all. The majority of businesses in this region gathering names, emails, and
phone numbers through their website offer no disclosure of how that information is handled.

This is a federal obligation rather than a best practice. Canada's Personal Information Protection and Electronic Documents Act
applies to private-sector organisations that collect, use, or disclose personal information in the course of commercial activity,
and there is no exemption for small businesses. A sole proprietor with a website contact form is covered. Alberta, British
Columbia, and Quebec have their own provincial privacy laws deemed substantially similar, and businesses there are generally
exempt from the federal act within that province. Ontario is not among them, so businesses in Kitchener-Waterloo fall directly
under PIPEDA.

There is a further detail most owners miss. If personal information is transferred outside Canada, which it is for nearly anyone
using Google Analytics, Mailchimp, Stripe, or similar services, that transfer is expected to be disclosed in the privacy policy. This
is a transparency requirement rather than a prohibition, and almost nobody in this sample is meeting it.

64% of the businesses collecting personal data through their website disclose
nothing about what happens to it.

A smaller signal sits in the same family. Only 52% of sites show a current copyright year in the footer, so nearly half of these
homepages look, at a glance, like nobody has touched them in over a year. Visitors read that as neglect and it costs trust before
a word of the page is read.

Why it matters: this is the only item in the report carrying regulatory risk as well as commercial cost, and it is among the cheapest
to resolve. Most owners do not know they are exposed.

Finding 6 - The failures are patterns, not accidents

Reading across the checks rather than down them shows that these gaps are structural. They repeat in the same shapes, which
means they are habits rather than one-off oversights.

PATTERN RATE

Businesses with a contact form that have no privacy policy 53 of 83 (64%)
Businesses with a blog that have not posted in 12 months 8 of 27 (30%)
Businesses with a contact form and no above-fold call-to-action 24 of 83 (29%)
Businesses showing a phone number that is not tappable 210f 79 (27%)
Businesses with a claimed Google profile but no address on their own site 19 of 89 (21%)
Mobile-responsive sites that still load slowly 22 of 96 (23%)

The conversion gaps rhyme with each other. In each case the business did the hard part, building the asset, and skipped the
small final step that makes it work. Even local search shows it: 19 businesses claimed their Google Business Profile but do not
display an address on their own homepage, so their strongest local signal lives on Google's property and not their own.

None of these are exotic technical failures. They are the last inch of a job left undone, over and over, across a hundred different
businesses.
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Part Two: The five industries

The overall averages hide sharp differences between sectors. A plumber and a boutique are not failing at the
same things, and telling them both to improve their website is useless advice.

To compare fairly we scored every business on the share of the 16 pass-or-fail checks it cleared, then averaged by industry.

That produces a composite score and a ranking.

RANK CATEGORY

1 Professional Services
2 Trades

3 Manufacturing

4 Retail

) Restaurants

The ranking matters less than the shape underneath it. Every category is strong somewhere specific and weak somewhere

COMPOSITE AVG SPEED BEST SITE WORST SITE
73% 61.5 100% 31%
71% 64.6 100% 38%
64% 64.8 94% 38%
61% 52.1 88% 44%
57% 61.0 75% 25%

specific, and in most cases the weakness is the direct opposite of the strength.

The full comparison

CHECK
HTTPS working

Mobile responsive

Google Business Profile claimed

Address visible on homepage

Phone in footer

Click-to-call link

Contact form present

CTA above the fold

Privacy policy page

Cookie consent banner

Copyright year current

Blog exists

Blog updated in last 12 months

Title tag customized

Meta description present

H1 present

Avg PageSpeed (mobile)

PROF SVCS

100%

95%

75%

95%

90%

80%

95%

95%

40%

5%

45%

45%

40%

100%

85%

90%

61.5
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TRADES MFG RETAIL RESTAURANTS
100% 90% 100% 100%
95% 95% 100% 95%
85% 100% 95% 90%
70% 85% 60% 80%
100% 80% 45% 80%
95% 45% 25% 45%
95% 90% 70% 65%
90% 70% 15% 35%
40% 45% 45% 10%
20% 5% 15% 15%
40% 50% 85% 40%
25% 25% 35% 5%
20% 5% 25% 10%
95% 100% 100% 90%
95% 60% 85% 90%
75% 75% 75% 60%
64.6 64.8 52.1 61.0
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Professional services

RANK 1 OF 5 - COMPOSITE 73% - 20 FIRMS - LAW, ACCOUNTING, INSURANCE, REAL ESTATE

Professional services build the best front doors in the region. 95% have a contact form, 95% have a clear call-to-action above
the fold, and 95% display a street address. All 20 have a customized page title and 90% have a proper H1, the best on-page

structure of any category. When someone lands on a local law or accounting firm's homepage, the page almost always tells
them who the firm is and how to start a conversation. 16 of 20 cleared the full conversion set.

The blind spots are about upkeep rather than design. Only 75% have claimed their Google Business Profile, the lowest figure in
the entire study, which is a strange gap for firms competing almost entirely on local trust and reputation. An unclaimed profile
means the business does not control what appears in the exact place a prospective client compares options. Only 45% show a
current copyright year, so more than half give a first impression of having been left alone for a year or more. For a category
selling diligence and attention to detail, that is a costly signal.

This is also the widest-spread category in the study. The best firm cleared every single check. The worst cleared 31%. There is
no typical professional services website here, which suggests the difference comes down to whether a firm treats its site as an
asset or a formality.

Speed is middling at 61.5, with 4 firms in the Poor band and one reaching Good. 11 of the 19 firms running a contact form have
no privacy policy, a pointed problem for businesses whose value proposition is handling confidential information responsibly.

Fix first: claim and maintain the Google Business Profile. It is free, it takes an afternoon, and a quarter of this category is currently
invisible in the place clients actually look.

COMPARED WITH THE REGIONAL AVERAGE

AHEAD CTA above fold +34 « Click-to-call +22 « Blog updated +20
BEHIND Google Business Profile -14 « Copyright current -7 « Cookie notice -7

MOBILE SPEED Poor 4 « Needs work 15 ¢ Good 1 of 20
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Trades
RANK 2 OF 5 - COMPOSITE 71% - 20 BUSINESSES - PLUMBING, ELECTRICAL, HVAC

Trades understand the phone better than anyone. 100% list a number in the footer, the only clean sweep on any check in the
study, and 95% make that number tappable on mobile. These businesses know a customer with a burst pipe wants to call in one
tap and they have built for exactly that moment. 17 of 20 cleared the full conversion set, the best result anywhere in the sample.

They also run the second-fastest sites at 64.6 average with only 2 businesses in the Poor band, and 95% have a contact form
with 90% carrying a clear call-to-action. As a category, trades are built to capture urgent demand and they do it well.

Where they fall down is anything with a longer time horizon. Only 25% have a blog and only 20% have posted in the past year.
Only 40% show a current copyright year, tied for the worst in the study. Trades depend almost entirely on being found at the
moment of need, which works until a competitor starts ranking for the questions customers ask before the emergency happens.
Searches about what a panel upgrade costs, or whether a furnace can be repaired instead of replaced, are being answered by
somebody. In this region, mostly not by the local trades.

Only 70% display an address on the homepage, which is low for businesses serving defined geographic areas that want to rank
in surrounding towns. 11 of the 19 trades running a contact form have no privacy policy.

Fix first: publish something. One useful article a month answering the questions customers already ask on the phone would put a
trades business ahead of 80% of its local competition within a year.

COMPARED WITH THE REGIONAL AVERAGE

AHEAD Click-to-call +37 « CTA above fold +29 « Phone in footer +21
BEHIND Copyright current -12 « Address on homepage -8 « Google Business Profile -4

MOBILE SPEED Poor 2 « Needs work17 ¢ Good 1 of 20
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Manufacturing
RANK 3 OF 5 - COMPOSITE 64% - 20 BUSINESSES - INDUSTRIAL AND CUSTOM MANUFACTURING

Manufacturing has the fastest sites in the study at 64.8 average, with only one business in the Poor band and the narrowest
spread of speed scores. It also has the best local-search foundation of any category: 100% have a claimed Google Business
Profile, the only clean sweep on that check, and 85% display an address.

That combination makes sense for a sector where buyers verify that a supplier is real, established, and physically located
somewhere they can visit or ship from. These sites establish credibility efficiently.

The problem is that they mostly stop there. Only 60% have a meta description, the worst figure of any category, which means
four in ten let Google write their own search summary. Only 25% have a blog and just 5% have updated one in the past year, the
lowest content freshness in the study. And only 7 of 20 cleared the full conversion set, because click-to-call sits at 45% and the
above-fold call-to-action at 70%.

That last number is the most interesting one here. Manufacturing sites are technically sound and locally verified, and they do not
ask the visitor for anything. This fits a sector that historically won work through relationships, trade shows, and referrals rather
than inbound search. The website is treated as a credential rather than a channel. The risk is that procurement has changed,
because buyers research suppliers online long before they make contact, and a site that answers no questions and issues no
invitation gets passed over quietly with no way for the business to know it happened.

10 of the 18 manufacturers running a contact form have no privacy policy. HTTPS sits at 90%, the only category where it is not
near-universal, meaning two of these businesses still show visitors a browser security warning.

[ Fix first: add meta descriptions and one clear call-to-action. These sites already have the credibility. They just need to convert it.

COMPARED WITH THE REGIONAL AVERAGE

AHEAD Google Business Profile +11 « CTA above fold +9 e Privacy policy +9
BEHIND Meta description -23 « Blog updated -15 « Click-to-call -13

MOBILE SPEED Poor1 e Needs work 17 « Good 2 of 20
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Retail
RANK 4 OF 5 - COMPOSITE 61% - 20 BUSINESSES - INDEPENDENT SHOPS AND BOUTIQUES

Retail produced the single most striking finding in this study.

retail businesses had a tap-to-call number, a clear call-to-action above the fold, and a contact form. One.

The individual numbers explain how. Only 15% have a call-to-action above the fold, by far the lowest in the study. Only 25%
offer tap-to-call. Only 45% list a phone number in the footer at all, and only 60% display an address. These are businesses that
depend on getting a person through a physical door, and their websites frequently do not say clearly where the door is, when it
is open, or how to ask.

Speed compounds it. Retail averages 52.1, the slowest category by a wide margin and barely above Google's Poor threshold. 8
of the 20 sites fall into the Poor band and not a single retail site in the study reached the Good range. The worst scored 11 out
of 100. For businesses whose customers browse on a phone, often while out and deciding where to go next, a slow homepage
is a closed sign.

None of this is because retail neglects its website. Quite the opposite. Retail leads the entire study on current copyright year at
85% and ties for the best mobile responsiveness at 100%. These sites are actively maintained. They are simply built as
catalogues and lookbooks rather than as tools for getting someone to visit or call. The energy goes into how the site looks and
not into what it asks the visitor to do.

Retail also carries the most image-heavy design in the sample, which is the likeliest explanation for the speed problem. The two
issues share a single fix, because compressing images improves load time and the shopping experience at once. 10 of the 14
retailers running a contact form have no privacy policy.

Fix first: put the phone number, address, and hours in the footer as tappable links, and add one clear prompt above the fold. This
category is closest to a quick win and furthest from taking it.

COMPARED WITH THE REGIONAL AVERAGE

AHEAD Copyright current +33 « Privacy policy +9 « Blog exists +8
BEHIND CTA above fold -46 « Phone in footer -34 « Click-to-call -33

MOBILE SPEED Poor 8 « Needs work 12 « Good 0 of 20
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Restaurants

RANK 5 OF 5 - COMPOSITE 57% - 20 BUSINESSES - INDEPENDENT RESTAURANTS AND FOOD
BUSINESSES

Restaurants finished last, and the more telling number is the ceiling rather than the average. The best-performing restaurant in
the study cleared 75% of checks. In every other category at least one business cleared 88% or better, and two categories had a
business clear 100%. No restaurant website in this sample is excellent. The weakest cleared 25%, the lowest single score
anywhere in the study.

The gaps are broad. Only 35% have a clear call-to-action above the fold. Only 45% offer tap-to-call, which is remarkable for a
business type where phoning ahead is the primary way people book a table or place an order. Only 65% have a contact form,
the lowest in the study, and only 60% have an H1, also the lowest. 4 of 20 cleared the full conversion set.

Content is effectively absent, with just 5% running a blog and 10% having posted in the past year.

Compliance is the weakest anywhere in the study. Only 10% have a privacy policy, and 11 of the 13 restaurants running a contact
form have none at all. That is 85% of the restaurants collecting customer information with no disclosure of what happens to it.

Speed is middling overall at 61.0 but the spread is wide, with 7 sites in the Poor band and 2 in Good.

The likeliest explanation is that restaurants have outsourced their digital presence. Ordering runs through delivery platforms,
reservations through booking services, reviews and photos through Google and social media. The website becomes a formality
nobody owns, and it shows. The cost of that arrangement is not visible day to day, which is what makes it dangerous. Every
order placed through a platform carries a commission, and every customer relationship held by a platform can be redirected to a
competitor paying for placement.

Fix first: treat the website as the one channel nobody else controls. Hours, phone, address, and a direct way to order or book, all
visible without scrolling.

COMPARED WITH THE REGIONAL AVERAGE

AHEAD Meta description +7 ¢ Cookie notice +3 ¢ HTTPS +2
BEHIND Privacy policy -26 « CTA above fold -26 « Blog exists -22

MOBILE SPEED Poor 7 « Needs work 11 « Good 2 of 20
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What the comparison shows

Read across the five categories and a pattern emerges that is more useful than any single score.

Every category is strong at the thing its business model has always depended on. Trades win on the phone because trades have
always won on the phone. Professional services present well because presentation has always been the product. Manufacturing
verifies its legitimacy because industrial buyers have always checked. Retail maintains a beautiful storefront because retail is a
storefront business.

And every category is weak at the thing its business model never historically required. None have adapted to the part of the
customer journey that now happens online before any contact is made. That is the shared gap, and it explains why content and
compliance numbers are poor almost everywhere while the category-specific strengths stay high.

The businesses that pull ahead in the next few years will not be the ones that get
better at what their industry was already good at. They will be the ones that fix the
part their industry has always ignored.
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Part Three: What to fix, in order

Nearly every gap in this report is fixable without rebuilding anything. What follows is ordered by return on effort,

using the failure rates from our own data.

Tier one: do these this month

Every item here requires no redesign and addresses a gap that a majority or near-majority of the region is failing.

REGION
FAILING

WHY IT PAYS

Make the phone number a tap-to-call

. 42%
link

Publish a privacy policy 64%
Add one clear call-to-action above the 399
fold °
Put the address and hours in the footer 22%
Automate the copyright year 48%

Turns a copied number into a one-tap call. The highest-return fix in this report.

Federal obligation under PIPEDA if you run a contact form. Removes regulatory

exposure.

Tells the visitor what to do. Most sites currently make them guess.

Feeds local search and answers the question most visitors arrived with.

One line of code. Removes an instant signal of neglect.

Combined: these five fixes address gaps that between 22% and 64 % of the region is currently failing, and none of them require

rebuilding anything.

Tier two: do these this quarter

REGION
FAILING

WHY IT PAYS

Claim and complete the Google
Business Profile

M%

. X 22% in Poor
Compress images and fix load speed

band
Write real meta descriptions 17%
Add a proper H1to the homepage 25%
Add a contact form 17%
Add a cookie consent notice 88%

Often the first thing a customer sees. Controls your listing rather than leaving it to
Google.

Recovers visitors who leave before the page appears, and improves mobile
ranking.

Controls the summary searchers read before deciding whether to click.
Tells search engines and visitors what the business actually does.
Captures the visitors who will not call, including outside business hours.

Standard practice as privacy expectations tighten. Pairs with the privacy policy.
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Tier three: the long game

REGION
FAILING

WHY IT PAYS

The single widest gap in the study and the hardest for a competitor to copy

Publish useful content consistently 80% .
quickly.

Content is last on this list by sequence and first by long-term value. Everything above it improves how well your site converts
the visitors you already get. Content is what increases the number of visitors in the first place, and it compounds. An article
published this year still earns traffic in three years, which is not true of any other item here.

The bar is low enough to be worth stating plainly. In a region where four out of five businesses have published nothing in twelve
months, a single useful article each month puts you ahead of almost the entire local field inside a year. Answer the questions
customers already ask on the phone. That is the whole strategy.

What this means for a business owner here
The bar in Kitchener-Waterloo is low, and a low bar is an opportunity for anyone willing to step over it.
Most of your competitors have a website that loads, looks acceptable, and does very little else. It does not make it easy to call. It

does not tell the visitor what to do. It does not show up in local search as well as it could, and it has not published anything
worth reading in over a year. Only 34 of the 100 businesses we audited passed even three quarters of the basic checks.

Being the business that also gets conversion, local search, and content right puts you ahead of 70 to 80% of your field. Almost
none of these fixes require a rebuild. A tap-to-call link is a settings change. A clear call-to-action is a design decision. A privacy
policy is a document. A monthly article is a habit.

The businesses winning online in this region are not the ones with the biggest
budgets. They are the ones who decided their website should do a job, and then
finished the job.
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Methodology

Every check in this study and the reason it earns a place in the audit.

Sample and selection

We compiled small business listings from Google Maps searches for Kitchener and Waterloo and selected 20 businesses from
each of five categories: professional services, retail, trades, manufacturing, and restaurants. Audits were carried out in July
2026.

We excluded national chains, franchises, businesses headquartered outside the region, and Evergreen Digital Marketing's own
clients, so the sample reflects independent local operators. Businesses with no website were excluded and replaced, so this
study measures 100 live websites rather than the rate of website ownership. A business operating on its own custom domain
counted as having a website even if the site was built on a hosted platform. A free platform subdomain did not count.

The final sample was 63 businesses in Kitchener and 37 in Waterloo, reflecting the relative number of qualifying listings rather
than a fixed quota.

Scope

We audited the homepage only. A check passed if it was satisfied on the homepage, including the footer, or on a page linked
directly from it such as a privacy policy or contact page. We did not audit deeper site sections. The homepage is where most
first-time visitors arrive and decide whether to continue, and it is the fairest single page to compare across a hundred very
different businesses.

Checks were applied consistently across all 100 sites using fixed definitions agreed before the audit began. We did not submit
contact forms, only recorded whether one existed.

The composite score

Where this report ranks categories or individual businesses, the composite score is the percentage of the 16 pass-or-fail checks
that a business cleared. PageSpeed is excluded from the composite because it is a 0 to 100 scale rather than a pass or fail, and
is reported separately throughout. Each check is weighted equally. The composite is a measure of coverage rather than of
quality, and it is intended for comparison between groups rather than as a grade for any individual site.

The 17 checks

Security and technical foundation
HTTPS working. We confirmed the homepage loads over a secure connection with a valid certificate and no browser warning.

This is the baseline of trust online. Browsers actively flag sites without it and Google has treated it as a ranking signal for years.

Mobile responsive. We checked that the layout adapts to a phone-width screen without horizontal scrolling. The majority of
local searches happen on phones, and a site that forces pinching and side-scrolling loses visitors immediately.

PageSpeed mobile score. We ran each homepage through Google PageSpeed Insights and recorded the mobile performance
score from 0 to 100. Speed affects the visitor, who abandons slow pages, and rankings, since Google factors load performance
into mobile results. We used Google's own bands: under 50 is Poor, 50 to 89 is Needs Improvement, and 90 or above is Good.

Contact and conversion

Address visible on homepage. We checked whether a street address appears anywhere on the homepage, footer included. A
visible address confirms to customers and search engines alike that you are a real local business serving a real area.

Phone in footer. We looked for a phone number in the homepage footer, the place visitors instinctively look for contact details.
A missing number adds friction to the simplest thing a customer wants to do.
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Click-to-call link. We checked whether the phone number is a tappable link on mobile rather than plain text. This is the
difference between calling in one tap and giving up, and it is one of the highest-impact and lowest-effort fixes available to a
local business.

Contact form present. We looked for a contact form on the homepage or on a contact page linked directly from it. Forms
capture the visitors who prefer not to call and let a business collect enquiries outside business hours.

Call-to-action above the fold. We checked for a clear, visible call-to-action such as a call, quote, or booking button without
scrolling on desktop. A homepage should tell a visitor what to do next, and many simply do not.

Local search

Google Business Profile claimed. We checked whether the business's Google Business Profile appears claimed and managed,
rather than showing an unclaimed prompt. The Business Profile is often the first thing a customer sees in local search and maps,
and an unclaimed one is a missed front door that a competitor can outshine easily.

Content and authority

Blog exists. We checked for a blog or news section linked from the homepage. Regularly published content is how a business
earns search visibility for the questions its customers ask and builds authority in its field over time.

Blog updated in the last 12 months. A blog only helps if it is alive. We checked the date of the most recent post to separate
active content programs from abandoned ones.

Trust and compliance

Privacy policy page. We looked for a privacy policy linked from the homepage, with the footer counting. Under PIPEDA, private-
sector organisations that collect personal information in the course of commercial activity are required to be transparent about
how they handle it, and there is no exemption for small businesses. Ontario has no substantially similar provincial law, so
businesses in this region fall under the federal act.

Cookie consent banner. We noted whether the site displays a cookie consent notice. As privacy expectations tighten and
analytics and marketing tools proliferate, this is becoming a standard element of a responsibly built site.

Copyright year current. We checked whether the footer copyright shows the current year. It is a small thing, but a stale year
signals neglect and quietly undermines trust before a visitor reads a word.

On-page SEO fundamentals

Title tag customized. We checked that the homepage title is a real descriptive title rather than a generic "Home" or a bare
business name. The title tag is among the strongest on-page signals to search engines and the first line a searcher reads in
results.

Meta description present. We checked for a meta description on the homepage. It does not directly drive rankings, but it is the
summary a searcher reads before deciding whether to click, so it directly affects how many people arrive.

H1 present. We checked for a primary heading on the homepage. A clear H1 helps both visitors and search engines understand
what the page and the business are about.

Limitations

This is a homepage audit rather than a full technical site audit, so a business may perform better or worse on pages we did not
assess. PageSpeed scores vary between runs and represent a single measurement per site. Checks such as call-to-action
visibility and title customization involve a degree of judgment, which we controlled by applying fixed definitions consistently
across all sites and categories. A sample of 20 per category is large enough to show clear directional patterns and small enough
that individual results should be read as indicative rather than precise.

Privacy and compliance observations in this report are based on what is publicly visible on each website. They are general
information rather than legal advice, and any business with questions about its obligations should speak with a qualified advisor.
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evergreen[d

About this study

Evergreen Digital Marketing is a Kitchener-Waterloo web design and digital marketing agency working with professional
services, trades, industrial, and nonprofit businesses across the region. We ran this study to give local business owners an
honest, data-backed picture of where the bar sits and how to clear it.

How this study was produced

Every website in this study was audited manually by our team, and every data point was recorded and checked by a person.
The resulting dataset was analysed with the assistance of Al, and this report was drafted with Al assistance. All findings, figures,
and conclusions were reviewed, verified against the source data, and approved by a human before publication.

We audited public homepages only, reported aggregate findings, and did not identify any individual business.

Using this research
You are welcome to cite, quote, and republish figures from this study. We ask only that you credit Evergreen Digital Marketing

and link to the source page so readers can see the full methodology.

Suggested citation: Evergreen Digital Marketing, The State of Kitchener-Waterloo Small Business Websites, July 2026.
evergreendm.com/kitchener-waterloo-website-study

Contact

Mark Hallman, Evergreen Digital Marketing
info@evergreendm.com e« evergreendm.com/kitchener-waterloo-website-study

Journalists and researchers are welcome to contact us for the underlying data or for comment.

We will run the same 17 checks on your website and send you the results measured against the 100 businesses in this study. No
cost and no pitch. Email info@evergreendm.com with your web address.

Sources referenced for compliance context: Office of the Privacy Commissioner of Canada, PIPEDA requirements in brief.
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