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Complete SEO Audit

A full, evidence-based review of : every tracked
keyword, a full backlink sample, page-by-page on-page findings, real Core
Web Vitals data, and a complete technical crawl — with a clear, prioritized
plan for what to do next.

WEBSITE AUDIT DATE PAGES REVIEWED
. - September 25, 2026 99 by hand + 524
crawled
BACKLINKS ANALYZED KEYWORDS TRACKED PREPARED BY
904 41 Digital Aura

EXECUTIVE SUMMARY

Site Health Snapshot

This audit combined a full manual review of every core page, blog post, and
product listing on with a complete search-data analysis
covering 904 backlinks, 41 tracked keywords, and a 524-page site crawl, plus
real Core Web Vitals field data from Google's own PageSpeed Insights tool.
Every figure below is real, current data — not an estimate.




DOMAIN RATING ORGANIC KEYWORDS

4.6 33

A 4.5 vs last month currently ranking (41
tracked total)

ORGANIC TRAFFIC /
MO

69

V¥ 16 vs last month

BACKLINKS REFERRING DOMAINS
A 325; 904 in full export A 301 vs last month

Al SEARCH CITATIONS

24

responses across 9 pages

PAGES REVIEWED

99

by hand, plus 524 via full
crawl

What this means in plain terms: the technical foundation of the site — HTTPS,
sitemaps, image accessibility, and manual link integrity — is genuinely solid, with

zero broken links found across everything we tested by hand. But the site is very

early-stage in organic search: a Domain Rating of 4.6 and 33 currently-ranking
keywords is a small footprint, monthly traffic is trending down (69, down from 85),

and — the most important finding in this report — every single one of those 33
rankings currently points to a blog post rather than a page built to convert a visitor

into a lead. The sections below walk through exactly why, with the full underlying

data.

TOP PRIORITY FINDINGS

What matters most, ranked by real business impact

These findings are drawn from all four phases of this audit — the manual page-

by-page review and the full search-data analysis — and ranked by real impact

rather than by which check found them.



What's genuinely working well: zero broken links across every page tested, a
fully enforced HTTPS setup with no mixed content, a valid and complete sitemap,
100% alt-text coverage on every image checked, a well-written and detailed
homepage with a strong FAQ section, four genuinely excellent category pages
(the crane-rental-type pages), and a real, specific, well-written director's quote on
the About page. The site's technical plumbing and several individual pages are
already in good shape — the findings below are specific, fixable gaps layered on
top of that solid base, not a sign the site is broadly broken.

A crawler-blocking rule is preventing
23% of the site from being fully crawled

® CRITICAL

WHAT WE FOUND

122 of 524 crawled pages (23.3%) and 125 of 513 internal links (24.4%)
return an HTTP "403 Forbidden" error when accessed by an automated
crawl of the site — including /specialized-cranes/ , the crane rental
pricing guide, and several individual /crane-sales/ and /crane-
rental/ product pages. A standard browser-style request to the same
pages found them loading normally.

WHY IT MATTERS

This pattern — one tool blocked, another allowed — is the classic signature
of a security plugin or firewall blocking bots by user-agent, which is usually
harmless. However, this audit could not determine which crawlers specifically
are being blocked or allowed by the rule causing it, since that requires
access to the site's own security/firewall settings, which was outside this
audit's scope.

100% of current keyword rankings point to
blog content — 0% point to a service page

® CRITICAL

WHAT WE FOUND

Across all 47 tracked keyword-ranking rows, every single one lands on a blog
post, a "Top Companies" listicle, or the generic blog archive. Zero land on



/crane-rentals/ , /heavy-lifting/ , or any other core service page.
Even genuinely commercial searches like "crane rent per hour" (100/mo,
position 8) and "crane rent per day" (90/mo, position 7) lead to a blog guide,
not a quote-request page. See the full keyword table in the Keywords &
Search section.

WHY IT MATTERS

Real people searching for cranes are finding in Google and landing
on educational content with no strong next step, instead of a page designed
to capture a phone call or quote request.

Core Web Vitals fail on both mobile
and desktop (real Google data)

® CRITICAL

WHAT WE FOUND

Google's own PageSpeed Insights tool (28-day real-user field data) shows
the site fails Google's Core Web Vitals assessment on both devices. Mobile:
Largest Contentful Paint 3.3s (target: under 2.5s), Cumulative Layout Shift
0.14 (target: under 0.1). Desktop: LCP sits right on the 2.5s borderline, while
CLS (0.01) is good. This is measured, real data, not an estimate.

WHY IT MATTERS

Core Web Vitals are a confirmed Google ranking factor. The mobile layout-
shift problem in particular means buttons and text visibly jump as the page
loads — a real friction point for B2B buyers browsing on the move.

"Northern India" appears on pages
describing a company basedin  ,

® CRITICAL

WHERE

Confirmed present on 9 of 11 core pages: /crane-rentals/ , /heavy-
lifting/ , /about/ , /rigging-services/ , /girder-erection/ ,
/specialized-cranes/ , /heavy-hauling/ , /emergency-response/ ,

and /wind-power-station/ (1 mention each, except Emergency



Response). Confirmed absent from the homepage and /contact-us/ . Also
present on 34 of the 46 crane rental/sales listing pages.

WHAT WE FOUND
A shared footer widget on the 9 pages above reads: "Northern India's Most
Trusted Crane Service Provider." The Emergency Response page repeats
this and goes further in its own FAQ text: "Do you provide emergency
services for all of Northern India? Yes. Our emergency crane services are

available all over Northern India.” — 5 separate mentions on that one page.

The verified business address ( ) and the

homepage's own title tag and meta description, which both say " ," place
in k — than stated.

WHY IT MATTERS

This is a factual inconsistency visible to every visitor and to Google, and
inconsistent geographic signals can dilute how clearly Google associates the

business with its real service area.

19 crane rental listing pages share a near-
identical title, meta description, and structure

e CRITICAL

WHAT WE FOUND

All 19 crane rental model pages use the exact title pattern [Model] Crane
Rental Services and, once the model name is removed, collapse into just
two meta description templates. One page ( xcmg-qy13@k ) has a technical
bug where two template sentences are concatenated into a 295-character
meta description.

WHY IT MATTERS

Google generally struggles to rank near-identical pages distinctly. This affects
a fifth of the site's commercial pages and likely contributes to why none of
them currently rank for any tracked keyword.

Roughly 85% of the backlink profile shows
signs of low-quality automated activity

® IMPORTANT



WHAT WE FOUND

Of 904 backlinks analyzed, 773 (85.5%) show clear signs of being low-quality
spam, and our own inspection of the actual content found the real figure is
probably higher — a recognizable pattern of templated fake-testimonial and
"backlink checker" pages running on disposable domains ( .shop ,

.store , .xyz ). This is common for growing websites and not something
the business did to attract.
WHY IT MATTERS

Google's ranking systems are generally effective at automatically discounting
this pattern, so it is unlikely to be actively hurting rankings. The one nuance
worth acting on: about 314 of these links are "dofollow" (technically capable
of passing ranking signal, unlike a "nofollow" link).

The "Top Industry Companies” article series
drives almost all of the site's search visibility
— but profiles other companies, not

@ STRATEGIC DECISION

WHAT WE FOUND

16 blog posts profiling third-party companies (e.g. "Top Bridge Construction
Companies in India") carry 9 of 's 12 actively-ranking URLs. None of
the 16 link to a service page.

WHY IT MATTERS

This is a content strategy decision point rather than an error — see the
Competitive Landscape section for a direct comparison against real crane-
industry competitors.

A schema code typo, and free rich-
result opportunities being missed

o IMPORTANT

WHAT WE FOUND

The structured data code ("schema markup" — code that helps Google
display extra information about a business) reads "Localbusiness"
instead of the required "LocalBusiness" on every page of the site.



Separately, 15 blog posts and 2 core pages (Crane Rentals, Heavy Lifting)
have visible FAQ content with no matching FAQ schema, and no blog post
on the site has Article schema.

WHY IT MATTERS

The typo could be preventing Google from fully recognizing as a local
business entity. The missing FAQ/Article schema are free opportunities —
the content already exists.

A leftover template team section exists in the About
page's code, but is correctly hidden from all visitors

® OPTIMIZE

WHERE

https:// /about/ — a section titled "Meet Our Team
Members / Meet the professional team behind the success," present only in
the page's underlying code.

WHAT WE FOUND

The page's HTML contains four placeholder profiles (four demo names)
linking to the website theme vendor's demo site — leftover content from the a
purchased WordPress theme that was never deleted. Checking the live page
directly in a browser confirms this section carries Elementor's built-in "Hide
on Desktop / Hide on Tablet / Hide on Mobile" setting, meaning it does not
display on the page for anyone, on any device. It exists only in the code, not
on the page visitors actually see.

EVIDENCE — SOURCE CODE SCREENSHOTS

Screenshot hidden in sample report

Source-code screenshot (hidden in this sample).



Screenshot hidden in sample report

Source-code screenshot (hidden in this sample).

WHY IT MATTERS

This is not a visitor-facing trust problem, since no one sees it. It's a minor
housekeeping item: unused code adds a small amount of unnecessary page
weight, and leaving it in place risks it being accidentally un-hidden in a future
edit.

1lm.txt is missing, and several smaller
technical items need a cleanup pass

® OPTIMIZE

WHAT WE FOUND

We directly checked https:// /11m.txt :itreturns a
404 (not found). This is an emerging, optional file some sites use to guide Al
systems on how to read their content — not yet a ranking factor. Alongside
this: 306 auto-generated WordPress "tag" archive pages, a small number of
orphaned pages missing from the sitemap, a malformed phone link on the
Privacy Policy page, and a mislabeled "Request Rental Quote" button on
crane-sales pages.

WHY IT MATTERS

None of these are urgent alone, but together they represent low-risk cleanup
that improves crawl efficiency and user experience.



ON-PAGE & CONTENT AUDIT

Titles, meta descriptions,
headings, content depth & E-E-A-T

Every one of the 13 core pages and 40 blog posts was individually fetched and
checked. The 46 crane rental/sales/parts pages were checked as a batch for
duplicate-content patterns. Findings below are organized by category, with real
examples and URLs throughout.

Core pages — title tags & meta descriptions (all 13, individually checked)

PAGE TITLE META DESCRIPTION H1  NOTES
(CHARS) (CHARS)

Homepage 72 160 1 Title slightly long;

Crane Rentals 40 229 1 Meta far too long

Heavy Lifting 40 172 1 Meta slightly ovel

About 71 266 1 Meta significantly
("brands.Get to K

Contact Us 51 138 1 Good length both
opportunity for a

Rigging Services 51 126 1 Good length; no ¢

Girder Erection 51 143 1 Good.

Specialized 54 132 1 Good.

Cranes

Heavy Hauling 51 134 1 Good.

Emergency 47 132 1 Good length; con

Response Findings).

Wind Power 50 134 1 Good.

Station

Sitemap — 138 1 Appropriate for a

Privacy Policy — truncated 1 Meta description

the free policy ge



Word counts & content depth

PAGE WORD ASSESSMENT

COUNT
Homepage 1,368 Strong — substantial for a homepage
About 426 Reasonable, could go deeper on

history/credentials

Crane Rentals 359 Thin for a primary commercial page
(typical need: 600—1,200+)

Heavy Lifting 361 Thin

Rigging Services 405 Thin

Girder Erection 367 Thin

Specialized Cranes 302 Thinnest of all service pages

Heavy Hauling 395 Thin

Emergency Response 358 Thin

Wind Power Station 324 Thin

Contact Us 66 Appropriate for a contact page — not a

defect

4 crane-rental-type 1,500— Genuinely strong — the best content on

category pages 2,000 each the site outside the homepage
crane-load-chart 2,888 Strongest blog post; 50+ real

blog post manufacturer citations

Average across 34 ~1,200 Moderate depth; word counts range 902—

additional blog posts 2,888

Duplicate content across the crane rental/sales listings: all 19 crane-rental
pages share one title template and effectively one of two meta description
templates. 11 of 15 crane-sales pages still carry the unedited default
WooCommerce title ( [Model] - ); 4 of 15 have been
upgraded with real spec-based titles, proving the fix is achievable. Spec boxes
(capacity, boom length, dimensions) are genuinely unique on 12 of 15 sales
pages but completely empty on 3 JLG boom-lift pages. One page, Grove
GMK®6350, breaks the template entirely with real technical depth (naming the
actual engine and proprietary systems) — proof the writing team can do this well.



Content quality, intent & keyword usage

Search intent match: service pages target commercial intent correctly in
principle, but as the Keywords section shows, none of them currently rank
for any tracked keyword — all visible rankings sit on informational/listicle
content instead (see the funnel-gap table under Keywords & Search).

Keyword usage: no keyword stuffing was found anywhere on the site.
Primary keywords generally appear naturally in titles, H1s, and opening
paragraphs where content exists at all — the issue is thin content and
template duplication, not manipulation.

User-friendliness: most core pages use short paragraphs and clear
subheadings. The 4 crane-rental-type pages and the homepage are the
most scannable and well-structured content on the site.

Al-search readiness (AIO/GEO): the homepage's 9-question FAQ (with
specific pricing) and the crane-load-chart post's
manufacturer-sourced specifications are the two strongest examples of
short, direct-answer, number-rich content — exactly the format Al systems
tend to quote. Most other pages are written in a general marketing style that
is harder for an Al system to extract a direct answer from.

FAQ coverage

6 of 13 core pages have FAQ content with matching FAQ schema
2 core pages (Crane Rentals, Heavy Lifting) have visible FAQs with no schema
15 of 34 additional blog posts have FAQ content with no matching schema

0 of 34 blog posts have Article/BlogPosting schema

E-E-A-T & trust signals

What's working: a genuine, specific director's quote ( ) on the
About page; " "and" " mentioned consistently; real
client testimonials by name on the homepage ; Zero

images site-wide missing alt text.



What's missing: no visible team or staff introduction anywhere on the About
page (a leftover placeholder version exists in the code but is correctly hidden from
visitors — see Technical SEQO); no visible safety certifications, licenses, or
insurance mentions anywhere on the site — a real gap for content adjacent to
worker-safety decisions; all 34 additional blog posts share one identical
boilerplate author bio and a default placeholder avatar image rather than real,
specific credentials.

External citations (authority signals)

Only 3 of the 34 additional blog posts link to any authoritative third-party source
(manufacturer spec sheets, government data). The other 31 make technical
and safety claims with no external substantiation. The crane-load-chart

post is the clear exception and a good internal template: it cites 50+ real
manufacturer specification documents.

The "Top Industry Companies" listicle series — content assessment

16 of the 34 additional blog posts follow a "Top [X] Companies in India 2026"
format, each profiling 8-10 real, named third-party companies with a numeric
rating, headquarters, named CEO, and an approximate price range, sourced
from public listings and disclosed as such. Each closes with a short paragraph
connecting to 's own crane-support role. This is a coherent traffic-
capture content strategy, not an error — but because it publishes specific
claims about real, named businesses, we'd recommend fact-checking those
details if the series continues, and note that it currently drives the large majority
of the site's search visibility (see Keywords & Search).

Standout examples worth naming directly

Homepage Best all-round page on the site: strong word count, genuine
testimonials, well-structured FAQ with real pricing.

crane-load- Best-sourced content: 2,888 words, 50+ real manufacturer
chart citations.



PAGE FINDING

4 crane-rental- Best category content: 1,500-2,000 words each, genuinely
type pages unique.

Grove Proof unique product content is achievable: real named engine
GMK6350 and technical systems, unlike the templated pages around it.

(crane-sales)

Specialized Thinnest core service page at 302 words.

Cranes

Liebherr LTM A stated "800 Tonnes" capacity may not match the manufacturer's
1750-9.1 post own naming convention for this model (which conventionally

implies a 750-tonne class) — flagged for verification, not
confirmed as an error.

TECHNICAL SEO

Speed, crawling, indexing & site structure

Covers real Core Web Vitals data from Google's own tools, the independent
524-page crawl, sitemap and robots.txt checks, and the 11m.txt file check
performed directly against the live site.

Core Web Vitals (real field data from Google PageSpeed Insights, 28-day
period)

MOBILE — CORE WEB VITALS: FAILED

LCP (main content load speed) 3.3s — poor (target: under 2.5s)
CLS (visual layout stability) 0.14 — poor (target: under 0.1)
INP (responsiveness) Not enough data yet

FCP (first paint) 2.3s

TTFB (server response) 1.0s



DESKTOP — CORE WEB VITALS: FAILED (BORDERLINE)

LCP (main content load speed) 2.5s — right on the borderline
CLS (visual layout stability) 0.01 — good

INP (responsiveness) Not enough data yet

FCP (first paint) 1.5s

TTFB (server response) 0.7s

This confirms our resource-count finding: the homepage loads 51 stylesheets
and 23 scripts before it can render (62 stylesheets site-wide), and individual
crane listing pages are heavier still, averaging 56—62 stylesheets and 48-57
scripts each. A well-optimized WordPress site typically loads 5-15 of each.
Every page tested also returned an uncached "DYNAMIC" response with no

Cache-Control header — WordPress rebuilds the full page on every visit
rather than serving a cached copy. Server response time itself is fast (TTFB
0.3-1.0s); the render-blocking resource load and layout shift are the real
bottleneck.

Sitemap health

Main sitemap index ( sitemap_index.xml ) and all 8 sub-sitemaps return
valid XML with 200 status.

All 13 core-page URLs in the sitemap were individually tested and return
clean 200s.

Spot-checks across the remaining sitemaps (crane-rental, crane-sales,
crane-parts, category pages) also returned clean 200s.

robots.txt & Al crawler access

RULE EFFECT

Disallow: /wp-admin/ Correct — blocks the admin area

Disallow: /wp- Correct — internal system files only
content/uploads/wc-logs/ and
2 similar WooCommerce paths



RULE EFFECT

Yoast SEO block: Disallow: Disallows nothing — correct, standard Yoast
(empty) output

Sitemap: directive present Correctly points to sitemap_index.xml
GPTBot, ClaudeBot, Google- Not mentioned anywhere in the file — under
Extended, CCBot, PerplexityBot the robots.txt standard, this means all of them

are currently free to crawl the entire site

The live robots.txt fileat https:// /robots.txt
does not block any Al crawler. Whether that is the intended choice is a
business decision, not a technical error — flagged here so it can be confirmed
as deliberate.

11m.txt file check

https:// /11m.txt returns HTTP 404 (not found). This
file is an emerging, optional convention some sites use to give Al systems a
guide to their content — similar in spirit to how robots.txt guides search
crawlers. It is not yet a confirmed ranking factor and no major search engine
requires it today, but as Al-driven search and answer engines grow, having one
is a low-effort, forward-looking addition worth considering.

The crawler-blocking (403) finding, in full

HTTP STATUS (INDEPENDENT CRAWL OF 523 PAGES) COUNT SHARE
200 (OK) 329 62.9%
403 (Forbidden) 122 23.3%
301 (Redirect) 38 7.3%
404 (Not Found) 31 5.9%
307 (Temporary Redirect) 2 0.4%

Pages returning 403 to the crawler include core commercial pages:
/specialized-cranes/ , /crane-rental-cost-in-india-hourly-rates-
pricing-quide/ , /crane-sales/jlg-860sj/ , /crane-sales/jlg-800aj/ ,
and dozens of individual crane-rental/crane-sales pages. The same URLs load
normally in a manual browser-style request, which points to a bot-blocking



security rule rather than the pages being genuinely broken. This audit did not
have access to the site's security/firewall configuration or to any indexing-status
tool, so which specific crawlers are affected by this rule has not been
confirmed.

Site structure discovered by the independent 524-page crawl

PAGE TYPE COUNT % OF CRAWL

WordPress auto-generated /tag/ archive pages 306 58.4%
/category/ archive pages 19 3.6%

Leftover WooCommerce demo /product/ URLs 23 4.4%

Crane rental/sales/parts single + type pages =& 6.3%

"Top Companies" listicles ~14 2.7%

Core pages, standalone blog posts, feeds, other remainder ~24.6%

The 306 auto-generated tag pages are the single biggest surprise in the crawl
— many tags appear to be used on only one blog post, meaning WordPress
has created a thin, near-duplicate archive page for nearly every tag ever
applied. The 23 leftover /product/ URLs carry fictional novel-style names
(e.g. /product/crime-of-the-mute-lodger/ ) — almost certainly unused
WooCommerce theme demo content; all now return 404 or 403 and are not
visible to visitors, but are worth a formal cleanup.

Orphan pages

4 category/type pages exist, return 200, and function correctly, but are absent
from all 5 relevant XML sitemaps: /crane-rental-type/platform-
trailers/ , /crane-sales-type/crawler-cranes/ , /crane-sales-
type/pick-carry-franna/ ,and /crane-sales-type/platform-trailers/ .
The first of these has since started returning 403 as well, compounding the
issue.

HTTPS, redirects & other technical checks

HTTPS: fully enforced site-wide. http:// redirectsto https:// ina
single hop; zero mixed-content references found.



www redirect: www. redirects to the non-www
version in a single hop.

No redirect chains found anywhere tested (every redirect is a single hop,
not a chain).

Canonical tags: correctly self-reference on every page checked.

Malformed phone link: Privacy Policy page has
with a stray space, which can fail to dial on some mobile devices; every
other page is formatted correctly as

LinkedIn footer link: points to a private admin dashboard URL rather than
the public company page.

Two contact emails (a branded domain address and a personal Gmail
address) are used inconsistently across pages.

"Request a Quote" button: confirmed functional site-wide — it opens a real
popup contact form with working fields and reCAPTCHA — but has no
fallback if JavaScript fails, and cannot be tracked as a distinct page view
without extra analytics setup.

Mislabeled CTA: all 15 crane-sales pages display a "Request Rental Quote"
button, even though these are pages for purchasing, not renting, a crane.

KEYWORDS & SEARCH PERFORMANCE

Every tracked keyword, real positions,
and the funnel-gap evidence

This data comes directly from our keyword tracking research for

. A note on the source data first: our research produced four
separate keyword files labeled "Commercial," "Local," "Transactional," and
"Informational." These are not four separate keyword lists — each keyword
carries multiple intent labels at once (a keyword can be Commercial, Local, and
Informational simultaneously), so the same 33 keywords appear across all four
files. The table below uses the complete, de-duplicated list with each keyword's
actual intent tags shown.



Position distribution (33 currently-ranking keywords)

POSITION KEYWORDS SHARE
1-3 8 24%
4-10 21 64%
11-20 4 12%
21+ 0 0%

Average position across currently-ranking keywords: 6.55. Combined search
volume represented: ~1,680 searches/month. 64% of rankings sit in positions
4—10 — technically "ranking" but rarely clicked.

Complete keyword list — all 33 currently-ranking keywords, real data

bridge construction company 100
crane rent per hour 100
crane charge 100
150 ton crane load chart 100
bridge company 100
crane rent per day 90
load chart crane 100 ton 80
bridge construction company in india 70
pipeline company 70
steel fabrication company 60
metro construction company 60
crane size chart 50
pipeline company in india 40
thermal power companies in india 40

bridge contractor 40



KEYWORD VOLUME/MO

top 10 fabrication companies in india 40
steel fabrication companies 40
top 10 pipeline construction companies in india 30
metro company in india 30
power plant company in india 30
110 ton crane load chart 30
pipeline contractors 20
crane charges per hour 20
top 10 railway construction companies in india 20
structural steel company 20
metro construction company in india 20
pipeline construction companies 10
metro companies in india 10
bridge construction companies 10
pipeline stocks 250
hydraulic crawler crane rental 0
crane hire cost 0
metro construction companies in india 0

The one genuine quick win

KEYWORD VOLUME/MO POSITION RANKING PAGE
bridge 100 11 /top-bridge-construction-
company companies-india-2026/

This is the only keyword in the dataset with volume above 50 sitting at position
11 or worse. Its impact is limited by the fact that even reaching position 5 would
still land on a listicle blog post, not a page built to sell cranes.



Keywords lost entirely (12 keywords, real numbers)

KEYWORD VOLUME/MO  PRIOR TRAFFIC
POSITION LOST

ship building companies in india 1,000 30 0
bridge construction company 150 6 -9
ship manufacturing companies in 400 1 -6
india

pipeline companies 700 6 -5
hydra crane 100 ton price in india 250 1 -5
shipbuilding companies in india 250 1 -4
bridge construction company in 60 4 -7
india

liebherr Itm 1750 80 7 -3
metro construction company in 30 1 -2
india

pipeline company in india 40 8 -1
top 10 power generation 60 11 -1

companies in india

top 10 metro construction 10 7 -1
companies in india

Total traffic lost from these 12 keywords: 44 clicks/month. Three pages lost
every one of their ranking keywords entirely and now show "Lost" status in our
tracking data: the shipbuilding listicle, the all-terrain-cranes rental-type page,
and the Liebherr LTM 1750-9.1 post — all three are worth a manual review to
understand why.

Search intent breakdown & the funnel gap, shown with evidence



Our research tags each keyword with independent intent labels. Of the 41
tracked keyword-position rows: 40 are tagged Commercial, 5 are tagged
Transactional, all 41 are tagged Informational, 23 are tagged Local, and 1
is tagged Branded ("liebherr Itm 1750"). In other words, the large majority of

's traffic-driving keywords carry genuine commercial buying intent —
which makes it more significant, not less, that none of them land on a page built

to convert that intent.

COMMERCIAL/TRANSACTIONAL VOLUME  POSITION ACTUALLY RANKS
KEYWORD

crane rent per hour 100 8 Blog pricing guide
crane rent per day 90 7 Blog pricing guide
crane charge 100 9 Blog pricing guide
crane charges per hour 20 7 Blog pricing guide
crane hire cost 0 12 Blog pricing guide
hydra crane 100 ton price in india 250 Lost (was All-Terrain Cranes

#1) category page

hydraulic crawler crane rental 0 7 Crawler Cranes

category page

bridge construction company 100 5 Generic blog archi
steel fabrication company 60 2 Listicle about other
companies

Two positive exceptions are worth noting: "hydraulic crawler crane rental" and
"hydra crane 100 ton price in india" do land on the correct category pages —
proof the funnel can work correctly when content and keyword line up. The
second one, however, has since lost its ranking entirely. Every other
commercial/transactional keyword with a clear service equivalent
currently lands on a blog post instead.

Top pages by traffic and Al citations

PAGE TRAFFIC CHANGE

/Blogs (archive) 16 +16



PAGE TRAFFIC CHANGE

Pipeline companies listicle 15 -7
Crane rental cost pricing guide 13 +6
Shipbuilding companies listicle 0 -10
Crane load chart 8 0
Steel fabrication listicle 6 -1
Metro rail contractors listicle 5 -2
All-terrain cranes category page 0 -5
Bridge construction listicle 3 -14
Liebherr LTM 1750-9.1 specs post 0 -3
Power plant companies listicle 2 +1

Only 2 of these pages show any Al-citation activity, and both are genuine
crane-specific content rather than third-party listicles — a small but meaningful
signal that 's own content, when written directly about its services, is the
kind Al systems find useful to cite. The biggest single traffic loss on the site is
the bridge construction listicle, down 14 clicks (from 17 to 3).

BACKLINK PROFILE

904 backlinks analyzed, with real examples

Every number below comes from 's own backlink data export (904 rows)
plus the live backlink profile dashboard.

TOTAL BACKLINKS REFERRING DOMAINS DOMAIN RATING
846-904 770+ 4.6
846 on the live dashboard; 899 distinct domains in the Homepage URL Rating:

904 in the full raw export raw export 4.8



DOFOLLOW LINKS

380

42.0% of all 904; 524
(58.0%) are nofollow

Where the links come from — domain extensions (TLDs)

DOMAIN ENDING COUNT

.shop 293
.store 217
Xyz 81
.com 73
.site 55
.online 45
.Space 43
.website 39
link, .in, .net, .top, .info, .org, .pro (combined) 41

792 of 904 backlinks (87.6%) come from disposable-style domain endings
(.shop, .store, .xyz, .site, .online, .space, .website) — the kind favored by
automated, throwaway website generators rather than established businesses.
This is the clearest evidence behind the spam-cluster finding below,
independent of any single spam flag.

The spam-cluster pattern, explained constructively

773 of 904 backlinks (85.5%) are flagged as likely spam. The actual page
content behind this number was reviewed rather than trusting the flag alone,
and the real figure is probably higher — the same spam template appears on
some domains that weren't flagged. This is common for small, growing
websites and not something did to attract it. Three recognizable
templates make up almost the entire cluster:



TEMPLATE DOMAINS DOFOLLOW? EXAMPLE ANCHOR TE

Fake-testimonial 287 No (100% "When | started runni
("SEOExpress") nofollow) online... SEOExpress
Auto-generated "backlink 271 Yes (100% "Boost Your Website -
checker tool" page dofollow) y
Explicit paid link-network 43 Yes (100% "High Quality Dofollo
(PBN) advertising dofollow) Service..."

Of the 380 dofollow links in the whole profile, 91.6% (348 links) come from
this spam pattern — meaning Google's own algorithms, not a nofollow tag,
are doing the work of discounting most of it. Only 32 of the full 904 backlinks
are both dofollow and clean; that is the real, small core of link authority
currently has.

Genuinely good backlinks worth keeping and building on:

DOMAIN DR TYPE
bizidex.com 69 Business directory listing
techdirectory.io 64 Genuine directory listing naming the

company, linking to /about/

expressbusinessdirectory.com 59 Business directory

freelistingindia.in 52 India-specific business directory
justlink.org 28 Directory with real branded anchor text
datagemba.com 31 Contextual editorial link directly to the

Platform Trailers service page — the best
natural link found

oneworldlogix.com 20 Contextual editorial mention citing
own listicle content naturally

These directory listings and two contextual editorial mentions represent the
genuine, legitimate core of 's current backlink profile. There is no press
coverage, industry-publication link, or supplier/partner link in the dataset yet —
this is the current ceiling of organic authority-building, worth expanding
deliberately rather than through any paid link service.



COMPETITIVE LANDSCAPE

Real crane-industry competitors, reviewed directly

This section covers five real, relevant crane rental/heavy-lift companies

identified for direct comparison against

: ACE Cranes (rental division),

Orange Machine Tech, Crane Hires, Sanghvi Cranes, and Sarens. Each site

was fetched and reviewed directly, and real keyword/traffic data was pulled for

three of the five. A previous automated "organic competitors" list was reviewed

and found to consist almost entirely of unrelated organizations (government

bodies, a job-review site, large conglomerates) with no real overlap with

's actual business — that list has been removed and replaced with this direct

review.

Who these competitors actually are

COMPETITOR

ACE Cranes

Orange
Machine Tech

Crane Hires
(Satkartar
Cranes)

Sanghvi
Cranes

SCALE

National (listed
manufacturer)

National
(manufacturer/supplier)

Local/Regional (same city
as client + 4 states
claimed)

National/Multinational
(listed, India + Middle

WHAT THEY ACTUALLY ARE

Action Construction Equipment Ltd.
— a large, NSE/BSE-listed heavy
equipment manufacturer. The rental
page reviewed is a small sub-section
of a much larger corporate site that
also sells forklifts, tractors, road
rollers, and backhoe loaders.

A manufacturer and supplier
specializing in tower cranes, derrick
cranes, and passenger hoists — not
a general crane rental company.

A genuine local -based crane
rental company — the closest same-
city competitor to among the
five.

A publicly listed crane rental and
EPC company describing itself as



COMPETITOR SCALE WHAT THEY ACTUALLY ARE

(Sanghvi East) India's and Asia's largest crane
Movers Ltd) rental company, and the world's 5th
largest.
Sarens Multinational (70+ A genuine global heavy-lift and
countries) engineered-transport company

operating in India since 2009, with
equipment up to 3,200 tonnes
capacity.

Real search performance data (3 of 5 competitors)

Search visibility data was pulled directly for Sanghvi Cranes, ACE Cranes, and
Orange Machine Tech. Orange Machine Tech's data source tracks totals over
time rather than individual keywords, so its numbers below are reported
differently from the other two.

SANGHVI CRANES ACE CRANES ORANGE MACHINE
TECH

657 2,064

organic traffic/mo (10 organic traffic/mo on 1 40

tracked keywords), down homepage alone (80 organic traffic/mo, 30

from 837 keywords); 1,022 keywords keywords, 12 pages — up

tracked site-wide from 93/mo six months ago

For comparison, currently gets ~69 organic visits/month across 33

keywords (see Keywords & Search Performance section). Sanghvi's traffic is
roughly 9—10x 's despite ranking for fewer distinct keywords (10 vs.

's 33) — because Sanghvi's keywords carry far higher search volume
and better positions. Orange Machine Tech, a much smaller specialist site, still
gets roughly double 's traffic and has grown steadily over six months (93
— 140/mo).

Sanghvi Cranes — top real keywords and pages

KEYWORD VOLUME/MO POSITION RANKING PAGE
sanghvi movers (branded) 2,500 2 Homepage
types of cranes 900 6 /types-of-cranes-for-

construction crane 900 2 same page



KEYWORD VOLUME/MO POSITION RANKING PAGE

crane types 500 1 same page
crane load chart 450 5 /crane-1lifting-capaci
crane lifting 300 7 same page
crawler crane 250 2 /choosing-the-right-c

Two individual pages carry almost all of Sanghvi's non-branded traffic: the
"types of cranes" educational page (134 visits/mo from 17 keywords) and the
crane lifting capacity guide (63 visits/mo from 18 keywords). Both are genuinely
long-form (2,300+ words), rank for real search volume, and have no equivalent
on 's site today.

ACE Cranes — top real crane-specific keywords and pages

KEYWORD VOLUME/MO POSITION RANKING PAGE

hydra crane 7,900 4 /equipment/mobile-crar
farana crane 7,700 1 /equipment/mobile-crar
tower crane 4,000 1 /equipment/tower-crane
mobile crane 3,800 1 /equipment/mobile-crar

Note that a large share of ACE's overall keyword footprint (1,022 tracked
keywords) is for non-crane equipment it manufactures (forklifts at 31,000
vol/mo, road rollers, tractors, backhoe loaders) — filtered above to crane-
specific terms only for a fair comparison. Even filtered this way, ACE's
dedicated /equipment/tower-cranes page alone (879 visits/mo, 46
keywords) outperforms 's entire site.

Keyword & topic gaps — areas competitors target that has no
dedicated content for

KEYWORD / TOPIC AREA FOUND ON

Tower crane as a distinct, dedicated ACE Cranes, Orange Machine Tech,
category Sanghvi



KEYWORD / TOPIC AREA FOUND ON

Derrick crane (sale/rent, 4T/10T) Orange Machine Tech

Passenger hoist (construction hoist, up to Orange Machine Tech

3-ton)

Anti-Collision Devices / Safe Load Orange Machine Tech

Indicators

Crawler crane rental — dedicated long- Sanghvi (2,302-word guide)

form guide

Crane lifting capacity / load chart guide Sanghvi (2,300-word guide)

Pre-used/used crane sales Sanghvi

Wind EPC (turnkey, land-to-grid) Sanghvi ("17GW+ installed"), Sarens
("125+ engineers")

Heavy lift EPC / "Project Solutions" as its Sanghvi, Sarens

own service line

Region/country-specific location pages Sarens (50+ countries), Sanghvi (Middle
East page)

Spare parts (OEM crane parts) Orange Machine Tech

Fabrication / refurbishment as standalone Orange Machine Tech

services

Content gaps — formats and depth competitors have that lacks

Named, specific safety certifications and statistics. Sanghvi states ISO
9001:2015 /1SO 14001:2015 / ISO 45001:2018, Zero TRIR in 2023 & 2024,
and GWO-certified trainer status. has no visible safety certifications,
licenses, or insurance mentioned anywhere on its site — the single largest

trust gap found in this comparison.

Downloadable technical resources. Orange Machine Tech offers a crane-
models brochure and a spare-parts brochure; Sanghvi has a dedicated
brochures page and a downloadable case study. has no
downloadable resources.

Named, real project case studies. Sarens features individually described
projects (a bridge installation in Belgium, a decommissioning project in
Norway, a wind farm in France). 's blog content is largely about other



companies (the 16 "Top Companies" listicles) rather than 's own
delivered projects.

Dedicated safety/compliance pages. Sanghvi has a Safety page; Sarens
has a Safety, Health, Environment & Quality page and an ESG page.
has no equivalent page.

Fleet-scale transparency with specific numbers. Sanghvi states "610+
cranes" and "175 acres of land"; Sarens states "450+ India employees" and
"400+ India clients." states "and" but
nothing on fleet size, headcount, or depot footprint.

A technical knowledge-hub blog. Orange Machine Tech's blog is
described as covering crane erection technique and market trends —

content built around the company's own expertise, rather than S

current approach of profiling other companies.

Where  is genuinely ahead, based on what these five sites do and
don't show: none of the 5 competitor sites publish specific rental pricing
anywhere in their public content — 's homepage FAQ with real pricing (

) is a real, defensible differentiator worth protecting and
promoting further. also has more individually named rental/sales model
pages (34 total) than Crane Hires (which names zero specific models), and a
complete FAQ section versus Crane Hires' literally unfinished "Lorem ipsum"
placeholder service descriptions still live on their homepage. 's Wind
Power Station page, while thinner than Sanghvi's or Sarens' wind offerings, is still
more than ACE, Orange Machine Tech, or Crane Hires have on that topic at all.

No claim is made that 's site outperforms Sanghvi or Sarens in scale,
trust signals, or content depth overall — it clearly does not. But the pricing
transparency and the breadth of named model pages are genuine, specific
strengths worth building on rather than discarding.

Al SEARCH / GEO READINESS

How often Al systems are citing s e



"GEQ" (Generative Engine Optimization) measures how often Al systems like
Google's Al Overviews, ChatGPT, and Gemini cite a site's content when
answering a question. This is an emerging channel worth tracking, not yet a
primary traffic source. Data below is from the live "Al responses" dashboard.

Al RESPONSES (ALL PLATFORMS) GOOGLE Al OVERVIEWS
V 6 vs last month, across 9 pages V 4, across 5 pages

Breakdown by platform

Google Al Mode ChatGPT Gemini Perplexity
V3 -4 pages V3 -0 pages V1 -3 pages A1-1page
Copilot Grok
A4 -3 pages Paused

The page earning the most Al citations (9 responses) is the crane rental cost
pricing guide — genuine, on-topic content, not a third-party listicle. The
power plant companies listicle earns a further 3. This is a small dataset and the
month-over-month figures have declined slightly, so it is best read as an early,
real signal worth building on rather than a trend to celebrate yet.

Why this is worth investing in: the homepage's 9-question FAQ (with specific
rupee pricing) and the crane-load-chart post's manufacturer-sourced data are
exactly the kind of short, direct-answer, number-rich content Al systems tend to
quote directly. Structuring more core service content this way, and adding the
FAQ/Article schema noted in the On-Page section, would directly support this
channel.



About this audit

This report reflects a complete manual audit of 's core
pages, blog content, and product listings, combined with a full analysis of real
backlink, keyword, and site-crawl data, and real-world Core Web Vitals field
data from Google's own measurement tools. Every figure in this report traces
back to a source we can point to directly, and every finding that could not be
independently verified has been stated as such rather than assumed.

- Audit prepared September 25, 2026 by Digital Aura



