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READER GUIDE
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How to read this Master report

This is one combined diagnostic, not two £249 reports bundled together. It follows the public enquiry system
from first discovery to final comparison: what buyers see, where they hesitate, where competitors create
certainty faster, and what to fix first before extra spend exposes the same leaks to more people.

Core lens

A cautious buyer must move through six stages: found, understood, trusted, reassured, compared and contacted. The
Master report is judged by whether it removes buyer doubt and protects budget, not whether it adds more marketing

decoration.

| only have five minutes

I need to protect budget
| need website clarity

| need competitor insight
I need implementation

instructions

| need usable wording

Budget-protection rule

Executive diagnosis + Master dashboard

What not to waste money on yet

Website enquiry path + mobile friction

Competitive battleground + clarity gaps

Master implementation board

Copy-paste asset pack

The commercialissue, the internal leaks, the external
pressure and the repair order.

What to pause before buying ads, SEO retainers, paid
directories, backlinks, rebrands or a redesign.

What helps or hurts visitor enquiries on desktop and
mobile.

Where rivals create certainty faster and how to counter
without copying them.

One practical handoff for the owner, developer or DIY
website editor.

Homepage, area, fit-check, proof, FAQ, review and
profile wording starters.

Do not scale visibility until the public route is easier to verify, easier to understand and easier to act on. Paid traffic should
amplify a clean enquiry path, not magnify buyer uncertainty.
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01/ MASTER EXECUTIVE DIAGNOSIS

The business has trust. The market demands

certainty.

EnquiryPath | Know what to fix first. 3

Chester Paws & Play does not look like a weak business. It looks warm, local and credible. The leak is sharper
than that: the public journey makes a cautious owner work too hard while other local options answer specific

doubts faster.

away.

Plain-English diagnosis

The business has real trust, but buyers still have to assemble the decision themselves: area, suitability, safety, updates,
proof and what happens after they enquire. In a comparison-heavy market, that extra thinking time is where enquiries drift

The enquiry leak, in one page

Strong real-world trust is being asked to carry a public journey that still creates avoidable buyer doubts.

-
@ What already creates trust

~N

000000

Warm local care
Secure-field exercise
Home-style boarding
Photo/video updates
Named-person reassurance

Review language: happy, tired dogs

&

Where the enquiry path leaks

Public phone/hours not fully aligned

Area and collection rules unclear

Generic contact form creates buyer
homework

Proof is away from the moment
of action

No instant fit-check for anxious
owners

‘O/ ’ Fix-first aim: clean public facts - clarify offer/area - guide fit-check = move proof beside action

The core Master diagnosis: existing trust is being asked to carry avoidable public enquiry friction.

Master finding

Strong trust, slower choice

Internal enquiry leaks

External clarity pressure

Commercial risk

Named-person care, updates, happy/tired dogs and
warm local proof are credible, but not always visible
at the decision point.

Facts, offer hierarchy, area clarity, mobile route and
form guidance create avoidable doubt before service
quality is judged.

Competitors create faster shortcuts around safety,
area, process, boarding reassurance or recent proof.

A buyer may like the business, then keep comparing
because the next step still feels vague.

Fix-first implication

Move the strongest proof beside service sections,
CTAs and the contact route.

Clean public facts, simplify the offer and build a
guided fit-check path.

Borrow confidence mechanisms, not brand
identities.

Answer area, fit, safety, updates, proof and next
steps before the buyer has to ask.
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02/ MASTER ENQUIRY LEAK DASHBOARD

One picture: internal readiness plus competitive
pressure

The dashboard is a commercial decision tool, not a technical audit. The scores show where visible public
evidence helps or blocks a buyer before they contact the business. The goal is to reveal the repair order, not to
make the numbers feel clever.

Internal readiness: trust exists, but the action path is not ready for more paid attention

@ EnquiryPath

Know what to fix first.

Fix-first scoreboard

EnquiryPath | Know what to fix first.

Buyer-confidence scores: commercial clarity, not analytics, forecasts or ranking guarantees.

Commercial read: Strong trust is being asked to carry a mobile/public journey that still creates avoidable doubt.

Mismatched facts create doubt

before service quality is assessed.

(' Mobile reality

The phone journey needs
faster area, proof and CTA clarity.

Google / Maps

™ o\ ‘» .

Live profile fields need manual
verification and alignment.

2. Trust assets

Trust proof

8.2/10

Strong ingredients; move
proof closer to decision points.

2. Trust assets

Review / VOC value
8.5/10

Review language can become
homepage, FAQ and CTA copy.

3. Action readiness

Website clarity

6.4/10

Offer, area and next step need
to be scan-clear.

3. Action readiness
Conversion path

5.4/10

Contact is possible but
not guided enough.

3. Action readiness
Offer hierarchy
6.1/10

Primary offers blur with
lower-priority extras.

Order: 1 facts -> 2 offer/area -> 3 mobile fit-check ->
4 proof beside action -> 5 tracking

- Overall readiness: ©. U - promising, but not ready to
pour paid traffic into the journey yet.

Internal buyer-confidence scoreboard: fix the low-confidence public and mobile route before scaling traffic.
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External pressure: competitors do not need to be better; they only need to answer one doubt

faster

EnquiryPath

Know what to fix first.

@

EnquiryPath | Know what to fix first.

Competitive Threat Dashboard

lllustrative top-level scorecard from visible public sources, web,
age-to-holder analysis and fix-first priorities.

Strongest emotional proof
and owner resonance.

N

Main competitive risk

Chester Paws & Play has the strongest emotional trust,
but Northgate Pet Care Co. narrows the gap on clarity.

DEFEND FIX FIRS TIGHTEN
voc Action Search
9.1 no 6.9 no 7.5 no
Social Clarity
7R Visible enough to compare,
8'2 1o /.6 1o but competitor brands
answer doubts faster.

Trust exists, but next steps
and service fit are less obvious.

Priority gap: Clarity gap -1.0 Social gap -0.3 VOC lead +0.6
:cgtuon -1.8 7.8vs 8.2vs 9.1vs

9 vs ;
Northgate Pet g'::'eg Paaws PoshPet Pals 8.5 rsmesarest competitor
Care Co. 8.7 y/Ss /

Competitor leaderboard

Competitor

Wins on

Counter-move Threat

Voice-to-action signal

Northgate Pet Care Co. Process + next step (EGok now) hot addad
to inbound

Chester Paws & Play Secure + kid safety Over-indexed w/
safety; shorter

PoshPet Pals Live proof + warm Lacks current and

Howling Hounds

Wag'N'Way Miles

socially active

Feels safer for

Bonding reassurance %
9 worried care

Very fast

Simple local service Z .
P by comparison tribe

Add 2-step flow, clear service paths,

and next-step explanation m
Make reassurance proof

obvious above the fold m

Show recent pet care updates,
videos or CTAs

Add bonding-specific reassurance,
FAQs, updates and setting

Match practical clarity while
boosting stronger emotional trust

Chester Paws & Play Strengths: Current risk: Counter-move:
(You) Emotional trust Action + clarity
+VOC + social proof =
Where Chester Paws & Where competitors Commercial
Play already wins currently win interpretation

© Emotional trust @ Action and next step Chester Paws & Play does

@ Owner resonance @ Process and service clarity not need a rebrand; it needs

© Customer language (VOC) © Recent social and video to protect its leading trust

@ Happy / loyal dog customers Se—— asset while buyers compare
@ Secure, kid-safe positioning ‘emotionally.

@ Repeat process ease

@ Faster buyer validation

Fix first:

protect the trust advantage by making the enquiry path clearer —

add a services area block, fit-check routes, proof strip and next-step explanation.

External competitive pressure dashboard: visible public clarity gaps where rivals can steal certainty.

Dashboard signal

Internal readiness: 6.6/10
Trust proof: strong

Competitor clarity pressure:
material

Commercial meaning Fix-first response

The business is promising, but not ready to pour paid
traffic into the currentjourney.

Real reassurance exists, but some of it sits too far
from the action point.

Rivals answer process, safety, area or boarding
doubts fasterin places.

Repair facts, area/offer clarity, mobile fit-check and
proof placement.

Place proof beside enquiry routes, notonly in
reviews or social posts.

Add competitor-proof FAQs and service-
area/process clarity without copying their tone.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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03/THE REAL BUYER MOMENT

This is where the enquiry is won, lost or handed to a
competitor

Sarah in Hoole is not studying the business in isolation. She has other tabs open. She is scanning quickly,
probably on a phone, trying to decide whether Maggie will be safe and whether the next step feels easy
enough to take.

The real buyer moment

This is where local enquiry conversion is won or lost: not in rankings, but in buyer certainty.

2 ™
Sarah in Hoole Questions she needs answered fast

Sarah needs trusted home-style
boarding for Maggie while she is away
for a long weekend. She is not
shopping like she would for a
commodity. She is checking safety, fit,
communication and whether she feels A

Do you cover my area?

Is Maggie suitable for your setup?

Are you licensed/insured and safe?

©0 0000

comfortable taking the next step. ‘\ Will | get updates while she is with you?
®
! i
3 i Current leak What exactly should | send first?

Buyer emotion | Warmth exists,

Hopeful, cautious, comparison-heavy. but certainty |
| arrives too slowly. | What happens after | enquire?

L R

The comparison moment: the buyer is not looking for perfection; she is looking for fast certainty.

Question Sarah needs answered fast | Why it matters for enquiries

Do you cover my area? If area is unclear, the buyer keeps searching Owner-confirmed area block and postcode
instead of asking. prompt.

Is Maggie suitable for your setup? Dog care is emotionally loaded and risk- Fit-check language, dog details field and
sensitive. suitability reassurance.

Are you licensed, insured and safe? Legitimacy and safety proof reduce anxiety. Owner-confirmed licence/insurance wording near

boarding CTAs.

Will | receive updates? Updates make the care promise believable. Photo/video update reassurance beside enquiry
routes.
What should | send first? A blank message box makes the buyer dothe = Guided fit-check form with concrete fields.
work.
What happens after | enquire? Unclear next steps create delay and back- Response-time and process copy near the form.
and-forth.

Commercial read

Sarah does not need a prettier website. She needs to confirm fit, safety, area and next step faster than she can compare
another provider.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic



04 / FIX-FIRST SCOREBOARD
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The scores only matter if they create a commercial

repair order

The fix-first order is not lowest-score-first. It follows the way doubt builds for a buyer: public facts first, then
area and offer fit, then guided action, then proof, FAQs and tracking.

m Why it matters for enquiries Owner/developer move

Clean public facts

2 Clarify service area and offer
fit

3 Build guided fit-check route

4 Move proof beside action

5 Add competitor-proof FAQ
layer

6 Create proof rhythm

7 Track enquiry quality

Do this before scaling visibility

Inconsistent details create doubt before the
buyer judges the service.

The buyer should not infer whether the
service is right for them.

Blank messages create hesitation and low-
quality enquiries.

Proof is strongest when it appears at the
moment of doubt.

Rivals answer safety, boarding and process
questions faster.

Trust must look current, not only historically
positive.

Traffic only matters if the journey creates
useful enquiries.

Choose one public name, phone, hours policy,
service-area wording and owner-confirmed
licence/insurance wording.

Separate primary services from extras; publish
area/suburb/postcode guidance and fit caveats.

Ask for postcode, service, dates/frequency, dog
details, notes and preferred contact route.

Place review snippets, safety proof, updates and
owner reassurance near CTAs and forms.

Add short FAQ blocks for area, suitability, safety,
updates, boarding intro and what happens next.

Build a weekly/fortnightly rhythm of happy/tired dogs,
update reassurance and owner thanks.

Track source, service, area, fit, response time,
repeated questions and outcome.

Ads, SEO retainers and directory upgrades should amplify a clear enquiry route. They should not introduce more people to

the same confusion.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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PART A/ INTERNAL ENQUIRY LEAKS

What the business must fix inside its own public
journey
Part A looks at the confidence leaks the business can control directly: facts, Google/Maps, findability,

website clarity, mobile action and proof placement. These are the repairs that protect the budget before
any visibility spend.

Buyer question Public evidence Fix-first implication
What doubt is the owner trying to resolve What can they actually see without What change reduces hesitation before
before enquiring? speaking to the business? extra spend?

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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A1/ PUBLIC CONSISTENCY AND ENTITY CONFIDENCE

Before buyers trust the service, they verify the
public facts

Public consistency is not admin trivia. For a local service handling dogs, inconsistent facts make the business feel
less current, less controlled and harder to verify. The owner needs one version of the business across website,
Google profile, directories and social surfaces.

@ Enq u i rypath EnquiryPath | Know what to fix first.

Know what to fix first.

Public consistency snapshot

e Commercial impacts: Confusion slows enquiry conversion and increases comparison and reconsideration.

L] Website Q Map profile m ﬂ Directory m
&, Phone: 01793 903 323 o &, Phone: 01244 390 041 (o] &, Phone: 07700 900 123 (/]
®© Hours: Mon-Fri 8am-6pm (/] ® Hours: Open 24 hours (0] ®© Hours: by appointment (0]
Q Area Chester & nearby (/] Q Area: not clear (0] Q Area Chester \
B Name: Chester Parks & Play (/] B Name: Chester Parks and Play 1N Name: Chester Parks Play A

B3 Facebook/paid ad @ Y Review portals B Website contact WEAK

L, Phone: message only (o] 2 Area: happy, kind dogs (/] @ Generic message box (o]
@®© Hours: varies (0] M Perceived:  latest bait added A ©  No postcode field (0]
Q Area: Chester / Wirral? 0] m Cca call/Message A £ No dog/puppy context (0]
B Name: Parks & Play Chester P4 % Rating: 4.0% (27 reviews) (/] D No what-happens-next (0]

Choose one public name, phone, response hours policy, and service area wording and standardise everywhere.

B i e

Update the contact box, remove guesswork blockers, and track enquiry — reply time.

@ Align basics [:/ Unblock enquiries Show post inquiry Monitor & improve
Name, phone, hours, area Simplify form fields, reduce friction Auto-reply, next steps, tracking Track duplication, time-to-reply
KEY @ Aligned {\ Partially consistent ) Mismatch / incorrect GOOD  Lowtrustimpact ~ NEUTRAL  Needs improvement WEAK Hightrustcost  ISSUE Commercial risk

Public consistency snapshot: the buyer should see one controlled version of the business wherever they verify it.

Name, phone, hours or response A buyer may wonder which source is current Create one public-facts sheet and update
wording differ by surface before they even judge care quality. website, Google profile, directories and social
bios from it.
Licence, insurance and safety wording  Safety proof matters most at the point of Use owner-confirmed wording near service pages
not consistently placed boarding/walking decision. and enquiry CTAs.
Service area wording feels scattered The buyer should not have to infer whether Publish a plain area block and postcode/area
Hoole, Chester or surrounding areas are promptin the enquiry route.
covered.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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@ EnquiryPath EnquiryPath | Know what to fix first.

06 / LICENCE AND ENTITY CONFIDENCE CHECKS

Licence and entity confidence checks

Confidence drops when licence, capacity or business-identity claims cannot be clearly verified.

This section checks whether public claims match the confidence signals a cautious buyer may look for before making contact.
It does not make a legal judgement. It flags where owner confirmation is needed before licence, capacity or entity claims
are used prominently in website copy, Google profiles, ads or sales messaging.

Council licence register < Licence capacity / conditions
o Q, Public check: No obvious match found = Q, Public check: Capacity not visible
- —
0 B Licence wording used: Home boarding / day care &% Service wording: Boarding + day care
© Buyer-confidence issue: Claim cannot be © Buyer-confidence issue: Capacity and
independently verified conditions unclear
Q Safe recommendation: Owner confirmation needed @ Safe recommendation: Avoid exact capacity
before prominent use claims unless confirmed
Companies House / entity status Trading name vs legal name

III Q Public check: No active Ltd match visible in sample & Public check: Minor naming variation across profiles
—_—— @, Trading wording seen: Chester Paws & Play Examples: Chester Paws & Play / Chester Paws Play
© Buyer-confidence issue: Ltd-style wording may

9

Buyer-confidence issue: Name drift weakens trust
create doubt

Qo Npo

= s Safe recommendation: Use one clear public
Safer d; Keep legal ding simple Eracdoine
until verified =

Safe wording to use

No obvious public match was found during this sample check. This is not proof of non-compliance.
Owner confirmation is recommended before licence, capacity or legal-entity wording is used prominently.

Verify before featuring Keep claims proportionate ... Align public naming Reduce avoidable doubt
Check public sources and Only use owner-confirmed ‘.‘ Use one clear brand name O Remove friction and build

confirm where unclear. capacity and conditions. across all public touchpoints. early buyer confidence.

Owner-confirmation layer: facts that must be manually verified before prominent use in public copy.

Owner-confirmation flag

Licence, insurance, capacity, legal identity, safety claims and response-time claims should be confirmed by the owner
before being used as public reassurance. EnquiryPath can flag the opportunity; the owner must confirm the fact.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic



A2/ GOOGLE AND MAPS BUYER-CONFIDENCE CHECK

Google is often the first trust checkpoint, not just a

listing

EnquiryPath | Know what to fix first. 11

A cautious owner may check the Google profile before opening the website. The profile has to confirm the basics
quickly: name, category, service area, recent proof, review themes, photos, hours/response expectations and a

route to the right next step.

@ EnquiryPath

EnquiryPath | Know what to fix first.

Google Maps Buyer-Confidence Live Check

What a local buyer may see — and where confidence may wobble before they enquire.

GO gle dog boarding chester

Businesses :

X| & @ Q

HOOLE "l
0 Chester
Business name
Q Near Chester v oSty O ’ O Service-area clarity gap
S Profile shows “Chester ¥ & Great “Chester and surrounding
Paws and Play” while 5 g p—— / Boughton areas” is vague. Which
Chester Paws and Play other references may o areas are actually
43 44k # 4 (128) - use “Chester Paws kil s covered?
Pet boarding service ¢l &Play."
il » Chester Paws and Play
Open 24 hours e 4.3 % % % A 128 Google reviews ©
) Phone mismatch risk Pet care service in Chester, England 6 Category / service
Check against clarity issue
Happy Hounds Chester ) i Directi all v
4 :w oF website. o \Ovan) (@ scins) (B sun) (Srcd) @ Category is too broad.
* A 3
. Services need clearer
Dog day care & o t, 01511234567 labels: boarding, day
M Chester-1.2mi Hours risk . » ® Open24hours care, dog walking, etc
e T "Open 24 hours”
P ey creste mistrust ® ches!erpaws.'andplay.co.uk
if not true. ©  Pet care service < o .
The Dog Retreat Q  Chester and surrounding areas  + - Shoten/ proafiasu
42 2 5 — Images look dated or
' " (v ) % ., too generic. Stronger
Pet boarding service & safety, care and facility
Chester - 2.1 mi More proof needed.
Closes 6 pm photos
o Reviews / Q&A issue
More businesses = Questions & answers < Good rating, but
old reviews (latest
4 = 3 Q Do you require vaccinations? 10 months ago) and
= very limited Q&A.
oSy B Notnsreend Buyers still have
128 reviews  See all questions (1) practical unanswered
questions.
Reviews are not verified ® Most relevant v
What the buyer may feel Fix-first priorities
Looks credible, Offor is not as Trust is present Some buyers may Siicinan Publish Clarity service Refresh photos,
but a few details clear as it could but npar it ke ok coaliatic areas + service @ reviews and QBA
feel unverified. be. is inconsistent. 3 1 Iabels
‘ urs.
(i ) This is a simulated buy ic. It highli issues that may reduce trust and enquiries. Not a ranking factor audit. Simulation only

Google Maps buyer-confidence live check: the profile must reduce doubt before the buyer reaches the website.

Buyer-confidence check

Category and service fit

Photos and recent proof

Review themes

Next-step clarity

If the category or service description is vague,
buyers compare more options.

Old or generic photos weaken confidence in
current care standards.

Reviews can reduce specific doubts only if
their themes are surfaced close to action.

Google may send buyers to a generic contact
route.

Use a plain service summary and align it with website
wording.

Use recent, real proof: safe walks, calm boarding,
happy/tired dogs, updates.

Pull owner language into service pages, FAQs and
CTA reassurance.

Point users to a guided availability / fit-check page
where possible.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic



A3/ PUBLIC SEARCH VISIBILITY AND DIRECTORY FOOTPRINT

Directory presence should reinforce trust, not

scatter the public story

Directories and third-party profiles can support buyer confidence, but only when they repeat the same facts. A paid

EnquiryPath | Know what to fix first. 12

directory upgrade is weak spend if the underlying name, services, area and proof are not already aligned.

() EnquiryPath

EnquiryPath | Know what to fix first.

09 / PUBLIC FINDABILITY AND ONLINE DIRECTORY FOOTPRINT

Public findability and online directory

footprint

Consistency and relevance across key directories shape trust, discoverability and local buyer confidence.

Directory footprint verdict

Chester Paws & Play has a useful directory presence, but public naming, service-area
wording and listing completeness are not yet fully aligned. A few core listings are
healthy, several need cleanup, and a small number of high-value directory opportunities

are still missing.

This section reviews how Chester Paws & Play appears across important public directory surfaces beyond the
core website. The aim is not to chase every listing, but to make sure the business is easy to find, clearly described
and consistently presented wherever local buyers may cross-check it. The simulated checks below show where
directory coverage is solid, where details drift and where missing listings may weaken confidence or discoverability.

Directories reviewed

@14

Directory Status

Bing Places @ Healthy
Yell spd
Facebook Page © Healthy
Nextdoor N\ Needs update
Missing /
Yelp o
Local Pet Services /A Needs updt
Directory .
PetBacker / ® Missing key
Rover-style directory listing
Freelndex / Cylex / /N Newiicloasiy
Local index e

o Boundary

Consistent listings

6

Simulated public read

Business name, phone and service basics
appear aligned; coverage looks useful

Listing exists, but service-area wording
is too broad and description feels thin.

Brand naming is consistent and
reviews/social proof help trust.

Presence appears patchy and
public details are limited.

No meaningful live presence found
in this simulation.

Listing shows old wording and
limited proof.

No visible profile in this
simulation.

Name and area formatting vary
slightly across directories.

Needs update

5

Buyer-confidence issue

Good supporting visibility, but still
needs periodic review.

Buyers may not quickly understand
who the service is for or where it
operates.

Social proof supports trust, but
profile CTA could be clearer.

Local neighbourhood discovery may
be weaker than competitors.

Not a critical trust surface, but
absence reduces optional discovery.

Outdated copy makes the business
look less current.

High-intent searchers may never
see the business on specialist
surfaces.

Small inconsistencies can create
background doubt.

Missing key listings

3

Fix-first action

Keep listing updated with photos,
hours and services.

Tighten description, clarify service
areas and add trust cues.

Keep visuals fresh and align
enquiry path.

Refresh basics and make service
coverage explicit.

Only add if maintained properly.

Refresh service copy and add
owner-approved proof.

Decide whether to add a
simplified presence.

Standardise business name, phone
and area wording.

This section is a public findability and consistency check, not a ranking promise. The goal is to improve discoverability
and buyer confidence by strengthening the quality and consistency of directory presence.

Overall confidence

Moderate

Key takeaways

(@ Core presence exists, but consistency

is uneven,

@ Service-area wording needs
standardisation.

(@ Afew specialist or high-intent
directories are missing.

(@ Directory trust improves when
listings mirror the website clearly.

@ Fix-first priorities

(1] Standardise public business name,
phone and service-area wording.

Upgrade thin or outdated directory
descriptions

€ Add or assess missing high-intent
pet-care listings.

Keep strongest listings current with
photos, services and proof.

@ Simulation only

Directory footprint: useful only when the public record is consistent enough to support buyer verification.

Surface type

Google / Maps

Directories

serves the area.

Social profiles

Website

The conversion hub.

Budget-protection implication

Do not buy paid directory visibility to amplify unclear facts. First make every public surface tell the same buyer-confidence

story.

Firstverification point for local intent.

Third-party confirmation that the business exists and

Current proof stream and owner reassurance.

route.

Align category, service area, photos, reviews and enquiry

Use the same public-facts sheet; avoid paying for
upgrades before consistency is clean.

Keep bio/service/area wording aligned and use current

proof rhythm.

Every profile should send the buyer into a clear fit-check

route, not a generic dead-end.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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A4/ WEBSITE ENQUIRY PATH ANALYSIS

The website should reduce enquiry hesitation, not

make buyers assemble the decision

The website has a warm service story, but the enquiry route needs to do more commercial work. The key is not
more copy. It is sharper offer hierarchy, clearer area/fit reassurance, proof beside action and a form that guides the

buyer to send usefulinformation.

&) EnquiryPath

EnquiryPath | Know what to fix first.

Website enquiry path analysis

The website has warmth and trust, but the route from interest to enquiry needs to be clearer, faster and more guided.

ChesTer Paws & Play
Haopy dogs. Happy ownens.

R Secure field walks and
home-style boarding
in Chester

Trusted local care with space to play.
snuggles to settle and updates you'll love.

Check fit & availability & Call now

Spaak with our team

Services v Aboutus

Gallery

o FaQ Contact
First-screen clarity

Service, area and the
primary CTA should be
obvious immediately.
The value statement
needs to lead.

(4

e > @ Licensed & insured 1} Secure 3-acre field (3) Daily updates Q Happy tired dogs
Offer hierarchy
Main sarvices (Boarding, Our core services 9
Day Care, Walks) should © Proudly serving <
stand out more clearly Boarding Day Care Walks Chester, Hoole, Upton

than secondary items. P D s S — and nearby areas.

©

ovrightn ot famy how. snd eovichnan ooy
View full area list +
Loormmere & Lo & Loom more +
© How it works Check fit & availability e i
Trust proof placement A few quick questons help us make the right match 0
Key trust signals are @ Checkfir&avaabitny for your dog @ Ueredsiomsd

Quick quentions heip us tador the parfect match, for your pasce of mind

helpful but sit too far

Service you'te inrestad i Your postcode

s 08S-chacked.
from CTAs and decision » @ Ve conhmandmeet O
o W'l be in touch to confiern and arange & meet Dog sze - -
points. Ly Vredtes oy oy
watn hoton
© Coevithupdnes Chock et maoiey [ o
Enfoy peace of mind wath photes snd maraoges. afewhous ®* *
by localdog prents
Pr talk 4 1244 i
 Profer o now? Call 01244 390 04 PP

What already helps What may reduce enquiries

@ Fix-first priorities

o

@ Warm local trust © Main offer not scan-clear enough

© Area and fit need faster confirmation

@ Caring tone and proof ingredients

)

@ Useful service breadth © Proof sits too far from decision points ;:*y main Separate Move proof
© Existing contact options © Contact route asks the buyer to do too much work 9y o beside CTA

(i)  simulated visuat: shows how the website enquiry path may help or hinder buyer action.

Website enquiry path analysis: show the buyer why this is safe, suitable and easy to enquire about.

Area clarity

Service area is mentioned,
but buyers need instant
confirmation of suburbs
and postcodes.

Guided contact route
Replace the generic
message box with a
guided fit-check that
collects the right info
up front.

Process reassurance
Explain what happens
after they enquire so
owners feel confident
to take the next step.

@ Simulation only

Hero and first screen Clear service, area and primary action. ~ Warm copy without immediate fit/area

certainty. check CTA.

Offer hierarchy Primary services are obvious; extras do

not compete with the core offer.

Walking, boarding, grooming and extras
presented with equal weight.

Proof is isolated in reviews/social
instead of action moments.

Proof placement Proof appears beside decisions and

CTAs.
Enquiry route

The form asks the right questions. Generic contact box makes the buyer

compose everything.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic

Rewrite around service + area + fit-
Separate primary/secondary services
and add fit caveats.

Add review snippets and update proof
near forms and service blocks.

Use a guided fit-check form.



A5/ MOBILE VS DESKTOP ENQUIRY FRICTION

The phone version carries the commercial load

EnquiryPath | Know what to fix first. 14

Local buyers often compare providers from a phone. The mobile route must answer area, fit, proof and next step
within the first few scrolls. If the mobile page asks the buyer to hunt, pinch, scroll or write an essay, it leaks

enquiries.

EnquiryPath

EnquiryPath | Know what to fix first.

Mobile vs desktop enquiry path friction

Desktop buyers compare in more detail; mobile buyers need certainty and action faster.

First impression
Vasitor may scan the
hero, services and
proof across muhiple
sections before acting.

(] DESKTOP EXPERIENCE

. CHESTER Paws & Puay

oy s Py e

Trusted dog care
. for a happier

Chester

Bosribag, day care and walks o

‘safe, loving hands.

D MOBILE EXPERIENCE

ewsmrmamv =

Happy dogs. Happy owners.

om mb friction

Buttons and form
understanding %
Trusted dog care i Choster. inputs must
Chack avalabid ca
Many oqual service g Dbt simple, large and
blocks can blur the prosw— Chreck avadabiity Q Clow | 4 tap-Friendly.
main offe.
© Leoetirmond £ 085 Gackadsim (@) 38 i © Moy dogn oty G Bk e 0
6 Proof placement
3 F 2 o Trust proof should
Area confidence Our services @ ,
Home style overnght stays appear within the
Service area may first two sorolls.
soqilie mom Bowding Doy Care Visks. Puppy Care Dey Care g
scrolfing o [ Doyt cvm sty PR p—— Toowdam Play and amrichment
a s, i i et ()
torpretat Walks. N Fit-check effort
L + [T [y P e i
Long or blank
o._ i
Proof check Wo cover your area create drop-off
s AT L Proudly serving Chester and noarby areas Happy cients PR S X bRy
bk ek @ g Hock, Upton, Woverton, Wit Pk nd srrxriing wlages 07 krxkk

100 far from the
first decision point.

5

Cont.

Contact options -
st but the route "
can feel generc

1ct action

Sow A coverage wnd potcade chacker

View 5 s et +

Quettions? We're hers to heip

Call 01244 390 041

rather than guided

®

Desktop friction

®

@ Comparison-heavy browsing
@ Primary offer can blur

@ Proof may sit too low

© Generic CTA creates delay

Device-level friction summary

®
©

s
%
Q)

Enquiry moment Desktop friction
Frat inoreion Users scan multiple sections before
e finding the key message.

Sarvié indarssanding Several equal service blocks dilute

the primary offer.
Area confidence z«::lag:aiza;s‘ may be below the
Proof check Zj‘;:v: &223:2?::-1,“;‘;“’” sit
Contact action Generic contact options require extra

thought and context.

What happens after enquiry may not

Next-step confidence Baiabviou

Mobile friction

© First screen carries more weight

29 o 212 reviews

Read reverws +

)

©

© Thumb action must be simple
© Proof must appear earfier

© Form effort must stay low

Mobile friction

First screen must carry the full promise
and a clear action.

Limited space makes too many options.
feel overwhelming

Users may need to scroll to verify their
area.

Trust proof absent early reduces
confidence quickly.

Small or complex actions create
thumb friction.

Buyers need quick reassurance on
what to expect,

@ This is a simulated buyer-confidence comparison, not a full UX audit or redesign plan.

Enter your postcode

AP M2 R R

Roal e o local dog cwrers

Fix-first response

@ Lead with service + area + CTA

@ Separate primary services from extras

@ Place proof beside action

@ Use short fit-check fields + next-step copy

Fix-first response

Lead with service, area, proof and a
single clear CTA

Highlight the main services; move
extras to secondary

Show area + postcode check near
the top.

Place reviews, badges and ratings
next to the CTA.

Use prominent call/chat buttons and
a single primary action.

Add short next-step copy beside
the CTA

@ Simulation only

Mobile vs desktop friction: the buyer needs thumb-friendly certainty, not desktop assumptions squeezed onto a phone.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Owner-facing interpretation

First screen clarity Buyers decide quickly whether to keep readingor  Service + area + fit-check CTA visible early.
compare another provider.

Proof within two scrolls Proof reduces anxiety only when it appears before = Add recent review/update snippets close to service
hesitation wins. and CTA blocks.
Short guided form Long blank forms create mobile abandonment. Use fields for postcode, service, dates/frequency, dog

details and notes.

What happens next Unclear response expectations create delay. Add response window, fit/availability explanation and
next-step copy.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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A6 / REVIEW FOOTPRINT AND VOC CONVERSION ASSETS

Reviews are not decoration. They are raw
conversion copy.

The business already appears to have emotionally useful review language: reassurance, happy/tired dogs, updates
and named-person trust. The missed opportunity is placement. The same proof should sit beside the decision
points where buyers hesitate.

@ E n q u i ry P at h EnquiryPath | Know what to fix first.

6. Review footprint and Google / VOC analysis

Chester Paws & Play's public review language is emotionally useful but under-used in the enquiry path.
Reviews contain conversion material: named trust, reassurance, outcome language, update proof

and secure-care signals. The opportunity is to turn that voice-of-customer evidence into clearer

copy, stronger proof and lower-doubt enquiry pages.

WHAT OWNERS KEEP SAYING VISIBLE REVIEW FOOTPRINT AND VOC COMPARISON HOW TO READ THIS
o2&  Short-notice help Brand Public review angle  Dominant VOC themes "“:mu e oy Q Rev.'e‘fmmm‘zﬁ
Useful reassurance for respond zranse. I:hey reve
busy owners. NYRaNGIAgS.
@ ChesterPaws  Owns trust- C""‘"‘"“"’;‘;’;"j“:: z":’:’:“’" C‘:“
happy, st phrases, turn
& Play outcome proof o A S o Repeated phrases
.. Named trust proof of routines reviews into action blocks. Illl i whak onars
@)  Repeated trustin care about.
named carers or owners. okl ¢
Wirral Wag Public positive but Reliable walks, regular M?tc reliability proof
Walks e dog photos, named with clearer care d The goal is to turn
Photo / video updates walker trust reassurance. O VOC into copy. FAQ
m Visible proof of care wording and proof.
And continuty. ChesterSecure  Secure-field / Safe fields, secure play,  Add secure-care proof
Paws enclosed-play focus  padlock/secure signal and visual safety cues.
Happy / tred dog VOC = COPY GOLD
language
Outcome-led reassurance Northgate Pet Process / Area coverage, response  Borrow process clarity The strongest customer
owners remember. Care Co. practical ease, next-step clarity  without losing warmth. language often already
T exists in review
Secure / easy language. Use it in
° reassurance HomeStay Boarding Peace of mind, home-style ~ Strengthen boarding-specific service pages, FAQ
Safety and ease language Hounds reassurance care, updates,routine  proof and FAQ blocks, proof strips and
rochicetdouit: s o booking explanations
so the buyer sees
PackProof Visble ) Photos, testimonials,  Bring recent social proof familiar reassurance
Pets recommendation trust proof, owner  closer to enquiry CTA. before they enquire.
stream happiness
WHAT THIS MEANS FOR THE SME
& ; Competitors may own
Buyers are not just The best reviews e .

° comparing prices; they explain what owners . . one theme, but v Copy choices only
o il A @D  Chester Paws & Play CMM when
emotional safety. the service. can own the warm + proof sits nearby.

secure space.

/ KEY TAKEAWAY Chester Paws & Play already has usable public proof. The opportunity is to move the
‘ ’ ‘ most trust-building review language into service pages, FAQs and proof near the

enquiry route so the next hesitant buyer decides whether to contact.

0 Public sample note: competitor names may be fictionalised for sample presentation.
Paid reports use actual visible public review signals selected for the client market

Review footprint and Google/VOC analysis: turn customer language into confidence at the point of action.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Owner-facing interpretation

Happy/tired dogs Will my dog enjoy this and come home settled?  Hero proof strip, walking/boarding service cards, social
captions.

Updates and photos Will | know how my dog is doing? Boarding CTA blocks, FAQ, fit-check confirmation copy.

Named-person trust Who is caring for my dog? About section, service pages, enquiry form reassurance.

Secure / safe care Is this safe enough? Owner-confirmed safety proof near boarding and walking
CTAs.

Fix-firstimplication

Do not leave the strongest words buried in reviews. Convert review themes into short proof strips, FAQs, CTA reassurance
and follow-up copy.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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PART B / EXTERNAL COMPETITIVE PRESSURE

Where competitors create certainty faster

Part B shows the outside pressure. The point is not to copy rivals. The pointis to see which buyer doubts
they answer faster, then use Chester Paws & Play’s own trust assets to answer those doubts better.

Buyer question Public evidence Fix-first implication
What doubt is the owner trying to resolve What can they actually see without What change reduces hesitation before
before enquiring? speaking to the business? extra spend?

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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B1/LOCAL COMPETITIVE BATTLEGROUND

The competitor set is not just businesses. ltis
alternative certainty.

A rival can win a buyer without being warmer, better or cheaper. They only need to make one decision point feel
easier: process, safety, area, availability, boarding reassurance or recent proof.

EnquiryPath

EnquiryPath | Know what to fix first.

Local Battleground Snapshot

Fact-based. Data-to-market context to know who matters

and how to win.

© Wag ‘N'Way Miles
Dog Walking
Premium local walker

0 Chester Secure Paws | HicH

Secure Pet Transport
Specialist vehicle transport

9 Northgate Pet Care Co. | HicH |

Home Pet Services
Regional lead provider

© PackProof Pets MEDIUM
Pet Training
Personalised provider

? How they win today

Easy services + areas

? How they win today
Safety + security
clarity

? How they win today
Coverage + 3-step
process

? How they win today

Holiday peace
of mind

? How they win today

Visible proof
streams

& Commercial risk

Can win quick comparison
slots.

Commercial risk

Owns the safe outdoor
carer territory.

& Commercial risk

Captures choice
buyers quickly.

& Commercial risk

Makes overnight
care feel loveable.

/’\ Commercial risk
AA

Turns social activity into
enquiry confidence.

Counter-move
Make premium safety
while keeping stronger
emotional trust.

Counter-move
Make secure care
great and obvious
toafact.

Counter-move
Add service area
proof and a guided
fit-check route.

Counter-move

Add boarding-specific
reassurance, rates and
safety proof.

Counter-move
Move recent proof
and updates
closer to CTAs.

The sample business does not need to become any of these competitors.

The premium opportunity is to become the most warm, local choice to verify,
secure care, nearest trust, lowest-stressed reassurance, regular updates and

a perfect fit-check route.
Where competitors
win

o HowlStay Hounds
Dog Boarding
Boutique stay specialist

What Chester Paws & Play What it should borrow
should defend without copying

©  Warm local identity © Action and next step @ Clear service area wording
©  Narad pariin trint © Process and service clarity © Visile safety proof
© Recent social and video © Stronger socialivideo
@ Happy head dog outcomes consistency organisation
@  Owner reassurance © Secure, kid-safe positioning @ Current proof near
© Faster buyer validation enquiry CTAs

PRIORITY THREAT

Northgate Pet Care Co. currently
makes area, process and next
steps clearer.

COUNTER-MOVE

Make service area, fit-check and proof beside
the enquiry CTA impossible to miss.

©

Public sample report: these names are fi
Paid reports use actual public competitor connections for the client market.

W

Local battleground snapshot: where visible competitors create specific buyer-confidence shortcuts.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Owner-facing interpretation

Process and next step A clearer booking path can beat warmer trust. Add a guided fit-check and what-happens-next copy.

Secure-care / safety Safety claims can narrow the trust gap quickly. Use owner-confirmed safety, licence and insurance
proof beside CTAs.

Live proof / social recency Recent evidence makes the provider feel active  Create a proof rhythm and reuse iton
and current. website/Google/social.
Boarding reassurance Specific boarding doubts are highly emotional. Add boarding-specific FAQs, updates, intro process

and suitability copy.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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B2 / WHERE COMPETITORS ARE CLEARER TODAY

Borrow the confidence mechanism, not the
competitor’s personality

The business should not become colder, more corporate or franchise-like. Its advantage is warmth. The task is to
keep that warmth while adding the clarity shortcuts that rivals currently use better.

@ E n q u i ry Pat h EnquiryPath | Know what to fix first.

Know what to fix first.

* HOW TO USE
Whel‘ e COm pet itors o/ THIS SECTION
This is not about bashi
Are Clearer Today ga e
the experience gaps that remove
This is the section that makes the buyer feel buyer doubt.

the market pressure.

BUYER QUESTION WHERE COMPETITORS SAMPLE BUSINESS

What the buyer is ARE CLEARER TODAY COUNTER-MOVE

trying to achieve

What they communicate How to answer it better
more clearly and remove doubt

Competitors communicate

Area! + Eoverags aridlservice Add postcode/area
service fit offer fits more clearly. check above the fold.
— Will they cover my APl Bets R Make coverage and
Northgate Pet Care (
area and the service instantly clear
service | need? Vivral Way Walks before buyers scroll.

Secure-field proofs make
safety immediate and

Add a trust proof strip.
Secure care, insured,

DBS, updates, first aid.
Show it early and
everywhere.

Safety proof

Will my dog be easy to see.
safe with them?
Chester Secure Paws

Add a 3-step fit-check.

d taint
confidence rRpMCRANCanaISY Enquire — Confirm —

with clear steps and

— Process Process-led providers
v
v

What happens 2 Next steps.

. response signals. 2
after | getin Make the journey
touch? Northgate Pet Car feel simple.

Boarding Boarding specialists answer

reassurance hollday anxiety with
intros, updates and

settling signals.

Add a boarding
reassurance block.
Intro, vet reg plan,

daily updates,
home-from-home signals.

Will my dog settle

and be looked
after? Homestay Hounds.

’ Proof Social-led providers show
@ placement reviews and proof next next to CTAs.
Is this business to the messages buyers Place real owner words

Move review/VOC proof

@0 ®O

trusted by other care about. beside key messages
owners? PackProof Pets and contact points.

Do not copy competitor identities. @ 9 D
Copy the confidence mechanisms

READ that make buyers stop comparing Show Make Simplify Prove
early coverage the next it early
obvious step and clearly

and start enquiring.

KEY TAKEAWAY v
Buyers don't need perfection. They need clarity. v
Show how you remove doubt, reduce risk and make

the next step feel easy. v

Competitor clarity gaps: the actionable lesson is the buyer doubt each rival answers faster.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Owner-facing interpretation

Rival clarity shortcut How Chester Paws & Play should counter

Clear process Buyers like knowing what happens before they Add a short 3-step process and fit-check route.
enquire.
Safety positioning Safety language reduces risk anxiety. Use owner-confirmed safety/licence/insurance

wording in the right places.

Recent social proof Current proof makes the service feel active. Turn updates, happy dogs and owner thanks into a
proof rhythm.

Specific boarding reassurance Boarding buyers need extra certainty. Add boarding FAQ, intro, updates and suitability
guidance.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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B3/ COMPETITOR PAID-FOOTPRINT ANALYSIS

Paid messages reveal the doubts competitors think
are worth buying

Competitor paid-footprint analysis is useful even before the business buys traffic. It shows which promises, proofs
and service angles rivals may be pushing into the market. The smart response is to fix organic clarity first, then
decide whether paid attention deserves budget.

EnquiryPath | Know what to fix first.

@ EnquiryPath

5. Competitor paid-footprint analysis

Visible ad message can reveal which buyer anxieties competitors believe are worth pushing.
The goal is not to guess budgets or targeting. It is to capture the message and
translate it into a practical counter-move.

Visible paid-message patterns HOW TO READ THIS
Chester Secure Paws Northgate Pet Use public messaging
e Angle: Secure field fun Care Co. & only — capture visible

Safe outdoor play

Angle: Simple process

ad messages or
promoted proof.

& Examplevisiblead line:  with updates while o: Emplevisibleadiine:  Smple 3-step care
you're away. check before you book.
Do not guess spend,
& Buyer anxiety: Will my dog be safe? a Buyer anxiety: What happens next? ® targeting, or
performance.
A Not enough / Care feels hard
AJ/. reassurance or A“L to compare.
visibility.
- Make secure care : Add a practical Translate each
/G,’/“‘” What Chester Paws and update proof (Gj What Chester Paws fochack e clasrer - theasatiaiioa
“=/  &Play should do: more obvious near & Play should do: o e gyl € ; Cd A
enquiry CTAs. practical organic
counter-move.
HomeStay Hounds PackProof Pets
Angle: Holiday peace @ Angle: Visible proof
of mind stream
» Holiday care with ; Daily happy dog /"‘):
o; Examplevisibleadline:  updates, cuddles and & Examplevisibleadline: - moments and real ((*)) KeY TAKEAWAY
routine kept calm., owner trust stories. ) Vet
) L. Can | trust overnight [} Vo Have they done
ap  Buyeranxiety: i @ Buyeranxiety: this before? Chester Paws & Play does
A » ‘ Care feels unknown A Proof feels hidden not need to copy competitor
A w . . & . .
or dlsrup!we or inconsistent. ads, It ShOuld identify the
Use calm boarding o Move recent proof .
& What Chester Paws 0o @ What Chester Paws 00 o ates buyer fear behind each
& Play should do: reassurance and = &Play should do: closer to the decision message, then answer it
settings FAQ blocks. path, 2
more clearly through service
ages, proof, FAQs and
WHAT THIS MEANS FOR THE SME pRaRvpOY
the enquiry route.
Competitors pay Repeated messaging The goal is not
/” to amplify what 0g® reveals which buyer /E imitation — it is
| | lll buyers care ... doubts matter most y stronger clarity using
about. in the market. your own trust assets.

o Public sample notes: competitor names and ad lines are fictionalised examples.
Paid reports use visible public message patterns selected for the client market.

Competitor paid-footprint analysis: use rival paid messages as market intelligence, not a reason to rush into ads.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Owner-facing interpretation

Paid-footprint signal What it may indicate Organic counter before ad spend

Peace-of-mind / safety angles Buyers are risk-sensitive and need Prominent owner-confirmed safety proof and
reassurance. process FAQs.
Boarding or home-style claims The market is competing around emotional Show home-style reassurance, updates and
comfort. suitability guidance.
Availability / action CTAs Fast next step is a conversion lever. Fit-check route and response expectation before
paid scale.

Budget-protection implication

Do not buy clicks to test a vague path. First make the organic route strong enough that paid traffic has a fair chance.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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B4 /VOC CONTRAST AND PROOF RHYTHM

Customer language should answer the doubts
competitors leave open

Voice-of-customer language is not a nice-to-have. It shows what real owners valued after trusting the business. The
Master fix is to turn review themes into a rhythm of proof that stays current across website, Google and social.

@ E n q u i ryPa t h EnquiryPath | Know what to fix first.

Know what to fix first

VOC Contrast: What Buyers
Associate With Each Brand

Word clouds are a fast visual way to understand brand language
and enquiry triggers.

A Chester Paws & Play VOC r@ Top competitor VOC i
reliable rcmn.t :
care ... |.«secure-”
tru St secure ° ¥
e Updates | wis fleld -
° . mind
rappy COMMUNicCation e || daycare ...
dogs choice availability

What Chester Paws

What competitors win -()- What this means
& Play owns LV A
e Emotional reassurance e Category shortcuts Buyers want warm proof
) plus fast clarity.
e Named-person trust e Secure-field clarity
A . A The opportunity is to
e Happy / tired dog outcomes ® Process / booking clarity anéiar the same frist
e Warm local credibility ® Practical reassurance questions competitors

answer faster.

Commercial interpretation

@ Chester Paws & Play owns emotional reassurance, updates, named trust and care.

Competitors own category shortcuts such as secure field, daycare, process and
booking clarity.

The fix is to connect the business’s warmer proof to the same buyer questions
competitors answer faster.

Fix-first translation

Turn the strongest review language into homepage proof, FAQ wording,

service-page copy and enquiry reassurance.
Keep the warmth. Borrow the clarity.

Public-sample style visual. Wording is illustrative.

VOC contrast: use the business’s own customer language to counter rival clarity without copying them.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Owner-facing interpretation

Proof rhythm asset Commercial job Where it should appear

Weekly/fortnightly happy-dog proof Shows current activity and care outcomes. Google photos, social posts, homepage proof strip.

Owner reassurance snippets Reduces anxiety before enquiry. Near boarding/walking CTAs and fit-check form.

Update examples Makes care feel observable. Service pages, FAQ, confirmation email copy.

Specific review phrases Turns vague “trusted” into concrete Homepage, service pages and competitor-proof
reassurance. FAQs.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic



B5/ SOCIAL PRESENCE AND PROOF SCORECARD

Social proof should reassure buyers, not chase

applause

EnquiryPath | Know what to fix first. 27

For this business, social presence should not be treated as follower-count theatre. Its commercial job is to show
current care, happy dogs, owner reassurance, routine updates and named-person trust.

You

EnquiryPath

Know what to fix first.

EnquiryPath | Know what to fix first.

Social Presence & Proof Scorecard

Social is scored for buyer reassurance, not follower count. The goal is to compare
visible proof signals buyers can see before enquiring.

9-10
Very strong
social proof

Business

Sample business
(Chester Paws & Play)

Strong recent proof across channels
with excellent, diverse reviews and
reassurance. Well placed closer to
enquiry now.

PackProof Pets

High volume of recent 5-star reviews
and strong reassurance throughout.

Chester Secure Paws

Solid review activity, visible trust
cues and clear safety focus.

HomeStay Hounds
Reassuring presence visible,
but activity and proof inconsistent.

Northgate Pet Care Co.
Professional look but less visibly
active proof and fewer updates.

Wirral Wag Walks
Practical good reviews,
but low activity and proof
not clearly surfaced.

(o/’ WHAT THIS MEANS

* Buyers look for recent proof,

7-8 5-6
Good . Needs
overall work

' Recent Review Social
reviews

quality activity

L2 2 22 SR 2 4 4 5 NN & 4 8 8%

9/10 8/10 8/10

L2 2 8 8 *kkkk L2 2 8 83

9/10 8/10 8/10
L2 2 3 & L 8 & 2 * & ok ok
8/10 8/10 8/10
*ok ok k * ok ok ok * ok ok k
7/10 7/10 7/10
* kK * ok * k&
6/10 6/10 6/10
* k& * k& * %
6/10 5/10 4/10
WHAT STRONG PROOF
LOOKS LIKE

3-4 1-2
Limited W«?ak / little
visible proof

Trust/ safety Owner
cues reassurance

hhkht Ak 8.2
no
9/10 8/10
[_stronG_J
*okk ok *odokok ok 8.5
/10
9/10 8/10
EXCELLENV

* ok ok ok * ok ok ko

-~
aN )
°

8/10 7710 —
<D
* % 4 * ok k& \7.4
n
6/10 7/10
[ cooo
* ok * ok 6.9
\/W
6/10 6/10 —
«»
* k& *hok \53
5/10 5/10

real experiences and signals
that your business is active.

Reassurance and trust cues

Recent reviews (last 30-90 days)

across multiple channels.

real client detail.

Named-person trust and

Your business already has a
strong trust base. The biggest
opportunity is making your proof
fresher, more visible and closer

reduce hesitation.

+ Visible activity builds confidence
before they enquire.

Current photo / video proof
of services in action.

Clear reassurance cues:
safety, insurance, policies,
guarantees.

to enquiry CTAs so buyers see it
at the exact moment they decide
who to trust.

Fix first: make your strongest proof impossible to miss — move recent reviews,

photo proof, reassurance cues and fresh updates closer to service pages and

enquiry CTAs.

Social presence and proof scorecard: score social by buyer reassurance, not vanity metrics.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Owner-facing interpretation

Recent care proof Shows active, current service. Old, generic or infrequent posts.

Owner reassurance Explains updates, process and care expectations. Cute content without decision support.
Review/VOC reuse Turns customer language into buyer confidence. Reviews left isolated on platform pages.

Service clarity Links proof back to area/service/fit. Posts that do not help buyers know whether they fit.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic
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Keep the warmth. Add the missing certainty.

The strongest strategic move is not to imitate the competitor set. It is to keep the warm local identity and make it
easier to verify, compare and act on. That is how the business defends its emotional edge while removing buyer
work.

@ E n q u i I'ypat h EnquiryPath | Know what to fix first.

How To Win Without
Copying Competitors

Buyers don't copy brands. They compare confidence mechanisms.
Borrow clarity—not identity.

o 2] Q

8| ©

Make fit obvious Make safety Make proof Make enquiry Make next
3 visible > current > guided > step calm
@ Show services + @ Secure care Recent reviews from ° Deep;ie&ails: E:::_"" & before
promos clearly information upfront real families cays, fees; spots ng
@ Smart postcode Personal follow
@ Show where you cover @ Secure feeds / Photos & updates instions: up message
help reports that are recent
@ Show what you offer @ Clear availability What happens
° @ Policies & ratios easy Use owner voice upfront next
Add postcode checker fi i
e and stories @ Preferred dates Deposit / booking
© Updateson © Show real outcomes &times clarity
safeguarding @ Tell us about Customer care
your child promise
o Reduces first doubt v Builds instant trust Proves you're real oL QP o
to act hesitation
Why this works

The strategic line to hold

The sample business should not look like a big

Buyers feel reassured quickly.
Less comparison, more confidence.
daycare chain or a franchise. It should feel warmer,
more personal, and local.

Trust cues move to the front.
Less searching, more certainty.

Proof stays current and local.
Signals match real experiences.

Become easier to verify and contact

without losing your identity. Next steps feel simpler and human.

Higher completion, better quality.

Strong clarity reduces hesitation.
You stand out—without sounding
like everyone else.

That is the premium insight: preserve the
emotional edge while fixing the action friction.

THE WINNING ’ .
O FORMULA ' Warmth Q Clarity ° Trust * Simplicity ! Stronger brand

How to win without copying: protect the brand edge while adding the clarity mechanisms buyers need.
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Owner-facing interpretation

N S

Warm local identity and named-person Sharper area/service-fit clarity above the fold. Cold corporate tone or generic franchise
reassurance. language.

Secure-care proof and owner-confirmed Guided fit-check enquiry route. Promise-heavy claims that need private
safety positioning. proof.

Regular photo/video updates and happy/tired Review/VOC proof beside action points. Hiding proof only on a reviews page or social
dog outcomes. feed.
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PART C / MASTER FIX PLAN

The budget-protective action plan

Part C turns the diagnosis into one practical fix sequence. It removes overlapping action plans and gives
the owner, developer or DIY editor a single source of truth.

Buyer question Public evidence Fix-first implication
What doubt is the owner trying to resolve What can they actually see without What change reduces hesitation before
before enquiring? speaking to the business? extra spend?
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C1/WHAT NOT TO WASTE MONEY ON YET
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Do not buy more attention until the route deserves

it

This is the budget-protection page. The business should not treat every marketing product as urgent. Some spend
becomes useful only after the public facts, offer clarity, proof placement and enquiry route are fixed.

@ EnquiryPath

Know what to fix first.

What Not To Waste
Money On Yet

A £249 report feels premium when it prevents dumb spend,
not just when it suggests work.

INVESTMENT AREA RECOMMENDATION

Full rebrand NOT YET
New look, colours, fonts, e Keep the brand warm. @
website style overhaul. Fix the clarity.

»

Big technical TEIR

N R
SEO project \ Fix basics before @
Deep audits, large-scale p spending big.

site rebuilds, complex fixes.

3 Paid ads at scale T FIRS @
‘ Large budgets across Yo Ads amplify what

multiple ad channels. already exists.

Cog)tmg' secure-field AVOID @
posmonlng e Borrow clarity,
Mirroring their positioning, not their identity.

language or identity.

More generic

wocisl pOSting e Cs\:?rlo?)f near @

Posting quotes, xre@& decision points.
followers-count chasing.

O

EnquiryPath | Know what to fix first.

@

WHY THIS CALL

The warm local identity
is an asset; buyers trust
you because of it. Clarity
is the issue, not identity.

Technical SEO only
matters once service
clarity, proof placement

and route clarity are fixed.

Ads amplify what already
exists; if the enquiry path
leaks, paid traffic wastes
spend.

YYou can compete on clarity
without losing warmth;
imitation weakens the
category edge.

Social proof helps only
when tied to buyer
reassurance and next-step
clarity.

(<}
First spend should go into

The highest-confidence fixes.

v

Trust proof 9 Proof placement e Fit-check
placement near CTAs routes

Move reassurance Put confidence Make services and
closer to decision exactly where coverage obvious
points. buyers decide. and easy to follow.

KEY INSIGHT

o Review

capture

Capture fresh owner
language and real
outcomes.

OUR PHILOSOPHY

Spend where it removes buyer doubt.
Not where it looks busy.

RISK OF GETTING THIS WRONG

n High risk
if changed too

soon.

g High risk /
low return

right now.

ﬁ High risk
of paying to expose

a weak journey.

n Medium to high
— may blur brand

strength.

A Low ROI

alone.

|&I
Competitor-proof
service clarity
Answer the comparison

questions buyers have
before enquiring.

Poor investment order makes good businesses buy motion instead of conversion.

Fix clarity, placement and proof first — then scale what's already working.

What not to waste money on yet: pause spend that would amplify the same buyer hesitation.
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Owner-facing interpretation

More Google Ads or boosted posts Paid traffic will expose the same unclear path to

Full redesign or rebrand

more people.

The issue is not brand personality; it is buyer
certainty.

Technical SEO framed as the main fix The leak is public confidence and conversion

Paid directory upgrades

clarity, not a proven deep technical problem.

Visibility without aligned facts can scatter
confidence.

Backlinks or generic content They do not solve area, fit, safety, proof or next-

packages

step hesitation.
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The fit-check route, service area and proof
placement are live.

The owner has tested the retrofit and knows what
still blocks enquiries.

Core enquiry path and public consistency are
clean.

Directory facts repeat the same clean public
record.

The buyer route is clear and tracking shows
enquiry quality.

Fictionalised sample report | EnquiryPath | Public-information-only master enquiry diagnostic



C2/ MASTER IMPLEMENTATION BOARD
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One board. One sequence. No overlapping action

plans.

This is the single owner/developer handoff. It keeps the work in the correct order: clean the facts, clarify the offer
and area, guide the enquiry, move proof, answer competitor doubts, create proof rhythm and track quality.

Week 1 Clean public facts Buyers need one controlled version of the
business before trusting anything else.

Week 1 Clarify service area and offer ~ The buyer should know whether the service
fit is relevant without guessing.
Week 2 Build guided fit-check route A guided route reduces buyer hesitation

and produces better enquiries.

Week 2 Move proof beside action Proof reduces doubt only when it appears
close to the decision.

Week 3 Add competitor-proof FAQ Rivals currently answer some doubts
layer faster.

Week 3-4 Create proof rhythm Trust must look current.

Ongoing Track enquiry quality Visibility spend only deserves budget if the

route creates useful enquiries.

Website, Google, directories and social use one name,
phone, hours/response policy, service-area wording and
owner-confirmed licence/insurance wording.

Primary services are separated from extras; service
area/suburb/postcode guidance and fit caveats are
visible near action points.

Form asks for postcode, service, dates/frequency, dog
details, notes and preferred contact route.

Review snippets, safety proof, updates and owner
reassurance sit beside CTAs, forms and service sections.

FAQ blocks cover area, suitability, safety, updates,
boarding intro, what happens next and response
expectations.

A weekly/fortnightly proof rhythm is planned across
Google, social and website snippets.

Source, service, area, fit, response time, repeated
questions and outcome are tracked weekly.

Implementation discipline

volume of tasks.

If the board starts to grow into multiple plans, stop. The commercial value of the Master report is the order of repair, not the
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C3/ COPY-PASTE ASSET PACK

Wording the owner can use immediately

The copy below is starter wording, not legal/compliance sign-off. Anything involving licence, insurance, safety,
capacity, pricing, response times or claims about availability should be owner-confirmed before publication.

e e

Homepage clarity block Trusted local dog walking and home-style boarding for dogs in Chester and nearby areas. Start with a quick
fit-check so we can confirm service, area, dates and whether your dog is suitable for our setup.

Service-area block We usually support owners in Chester, Hoole and nearby areas. Send your postcode in the fit-check and
we will confirm whether we can help before you waste time on the wrong service.

Guided fit-check CTA Check fit and availability - send your postcode, service needed, dates or frequency, dog details and
anything we should know first.

Next-step reassurance After you send the fit-check, we will review area, suitability and availability, then reply with the best next
step. If we are not the right fit, we will say so clearly.

Do you cover my area? Send your postcode in the fit-check. We will confirm whether your area is covered before arranging the
next step.
Will my dog be suitable? Every dog is different. Tell us age, breed, temperament, routine, medical needs and any concerns so we

can check fit properly.

Are you licensed and insured? Owner to confirm exact licence, insurance and safety wording before publication. Place the confirmed
wording beside boarding/walking enquiry routes.

Willl get updates? Yes - use owner-confirmed wording explaining how photo/video or message updates are usually shared.

What happens after | enquire? We check service, area, dates/frequency and dog suitability, then confirm whether the next step is a call,
meet/greet, trial or alternative recommendation.
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C3/COPY-PASTE ASSET PACK CONTINUED

Proof and tracking language

I

Proof beside CTA strip Owners often mention happy, tired dogs, reassuring updates and named-person care. Use one short
review snippet here, then invite the buyer to send a fit-check.

Review request If your dog came home happy, settled or nicely tired, a short review helps other local owners understand
what to expect. Mention the service used and anything that reassured you.

Google profile service summary Local dog walking and home-style dog boarding support for suitable dogs in Chester and nearby areas.
Send a fit-check with postcode, service, dates and dog details so we can confirm fit.

Proof rhythm prompt This week’s proof: one happy/tired dog outcome, one update/reassurance moment, one owner
thanks/review theme and one clear service/area reminder.

Source Shows whether Google, website, social, directory or referral produced the enquiry.
Service requested Separates walking, boarding, grooming and extras so demand is not blurred.
Area/postcode fit Shows whether area wording is attracting the right local buyers.

Dog suitability Captures fitissues early and reduces back-and-forth.

Repeated question Shows which FAQ or proof block is still missing.

Outcome Tracks whether enquiry quality improves after each fix.

Developer handoff note

Build the fit-check route so the owner can edit fields, FAQ text and proof snippets without a developer every time. The best
report fixes should become easy operating habits.
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C4/ FINAL RECOMMENDATION

Protect the warmth. Remove the buyer work.

Chester Paws & Play should not chase a colder competitor position. The right move is to retrofit the public enquiry
path so existing trust becomes easier to verify, easier to compare and easier to act on.

EnquiryPath

EnquiryPath | Know what to fix first.

Final recommendation

Keep the warmth. Fix the enquiry path. Do not buy more attention until the route is easier
to trust and act on.

Chester Paws & Play should not chase a colder corporate competitor position. It already has
strong local trust, named-person reassurance, secure-care proof, updates and helpful review
language. The goal is to make those strengths easier to find, believe and act on—through a
cleaner public record and a more guided website enquiry path.

Plain-English recommendation

Retrofit before redesign. Align public facts, clarify offer and area, build the guided
fit-check route, move proof beside action points and track enquiry quality before

increasing paid visibility.

1. Defend

Warm local identity, named-person reassurance, secure-care
proof, regular updates and happy/tired dog review language.

Why it matters

These are the emotional proof a cautious
owner needs before enquiring.

2. Fix first

One public record, sharper offer hierarchy, guided fit-check
form, clearer service-area wording, proof beside CTAs, short
FAQ/process reassurrance and mobile-first action route.

3. Avoid for now

Full cold redesign, paid traffic into the same friction, paid
directory upgrades before facts are aligned, and technical
SEO framed as the main issue.

Why it matters

These remove the friction that turns
interested visitors into delayed, vague
or lost enquiries.

Why it matters

The leak is buyer containty, not lack of
personality or a proven deep technical
problem.

St

4. Then measure

Source, service requested, postcode/area fit, dog suitability,
response time, repeated objections/questions and
enquiry quality.

Why it matters

The owner needs to know whether fixes
reduce back-and-forth and improve
useful enquiry quality.

Week 1 Week 2 Week 3 /“} Week 4

Clean public record and Homepage and offer Guided fit-check and II Proof placement and

owner confirmations hierarchy retrofit mobile action route L enquiry tracking
Choose one public name, phone, Rewrite hero, separate primary Replace generic contact with Move review snippets and

hy policy, servi o services from extras, add area fit-check fields. Add tap-friendly safety/update proof beside

wording and licence/insurance block and place proof closer to CTA, response expectation and CTAs. Track source, service,

wording. service decisions. what-happens-next copy. area, fit and response time.
Success signal: same facts Success signal: buyer Success signal: buyer can Success signal: owner can see

° across website, Google/profile, ° understands service, area enquire without composing a ° whether the path produces

directories and social. and fit quickly. blank essay on a phone. clearer enquiries.

0 Best route: keep the warmth, remove buyer work, then judge whether extra visibility deserves budget.

Final recommendation: keep the emotional edge, fix the path, then judge whether extra visibility deserves budget.
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Owner-facing interpretation

Defend Warm local identity, named-person reassurance, secure-care proof, updates and happy/tired dog outcomes.

Fix first Public facts, service-area/offer clarity, guided fit-check, proof placement, competitor-proof FAQs, proof rhythm and
enquiry tracking.

Avoid for now Full redesign, paid traffic into an unclear path, paid directory upgrades before fact alignment, and generic SEO
framed as the core problem.

Measure Enquiry source, service requested, area fit, dog suitability, response time, repeated questions and outcome.

Final commercial read

The £399 value is the combined diagnosis and the order of repair: stop wasting money on attention until the public route is
clean enough to convert trust into useful enquiries.
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C5/METHODOLOGY, SCOPE AND OWNER-CONFIRMATION NOTES
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Public evidence only. Commercial diagnosis, not a

guarantee.

This sample report is based on visible public surfaces and fictionalised sample evidence. It is designed to show
how a UK SME owner can understand buyer-confidence leaks and fix-first priorities before spending more money.

What this report does What it does not do

Public enquiry path Reviews visible website, Google/profile signals,
directories, reviews/VOC, social proof and visible
competitor clarity.

Commercial diagnosis Identifies where cautious buyers may hesitate and
what to fix first.

Competitor review Uses visible public competitor evidence to identify
clarity mechanisms and counter-moves.

SEO / ads/ tech Flags buyer-confidence issues that should be fixed
before visibility spend.

Compliance-sensitive Flags licence, insurance, safety, legalidentity,

wording capacity and claim wording for owner confirmation.

Owner-confirmation checklist

Does not access private analytics, CRM data, inbox
data orinternal operations.

Does not guarantee leads, rankings, enquiries,
revenue, sales or commercial results.

Does not copy competitors or advise regulated claims.

Is not a technical SEO audit, advertising plan, backlink
plan or ranking forecast.

Does not verify legal compliance or replace
professional/legal advice.

Business name, trading name and legal identity  Confirm exact wording and where it should appear.

Phone, email, opening hours and response- Choose one version and align it across public surfaces.

time wording

Service area, collection rules and availability Publish only what the owner can operationally support.

language

Licence, insurance and safety claims Use exact owner-confirmed wording; do not overstate.

Capacity, suitability and service limitations Make fit caveats visible before enquiry.

Review snippets and customer quotes Use accurate excerpts and avoid implying guaranteed outcomes.

Report boundary

A low score does not mean a bad business. It means a motivated buyer may need to work harder, compare more tabs or
ask more questions before enquiring. The fix is to remove that work in the right order.
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