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READER GUIDE 

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. 

Reader need Go to What you will get 

I only have five minutes Executive diagnosis + Master dashboard The commercial issue, the internal leaks, the external 
pressure and the repair order. 

I need to protect budget What not to waste money on yet What to pause before buying ads, SEO retainers, paid 
directories, backlinks, rebrands or a redesign. 

I need website clarity Website enquiry path + mobile friction What helps or hurts visitor enquiries on desktop and 
mobile. 

I need competitor insight Competitive battleground + clarity gaps Where rivals create certainty faster and how to counter 
without copying them. 

I need implementation 
instructions 

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

I need usable wording Copy-paste asset pack Homepage, area, fit-check, proof, FAQ, review and 
profile wording starters. 

 

Budget-protection rule 

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. 

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. 

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 
away. 

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

Master finding What it means Fix-first implication 

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

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

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

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

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

Borrow confidence mechanisms, not brand 
identities. 

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

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 

 
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 

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

Dashboard signal Commercial meaning Fix-first response 

Internal readiness: 6.6/10 The business is promising, but not ready to pour paid 
traffic into the current journey. 

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

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

Place proof beside enquiry routes, not only in 
reviews or social posts. 

Competitor clarity pressure: 
material 

Rivals answer process, safety, area or boarding 
doubts faster in places. 

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

Do you cover my area? If area is unclear, the buyer keeps searching 
instead of asking. 

Owner-confirmed area block and postcode 
prompt. 

Is Maggie suitable for your setup? Dog care is emotionally loaded and risk-
sensitive. 

Fit-check language, dog details field and 
suitability reassurance. 

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

Will I receive updates? Updates make the care promise believable. Photo/video update reassurance beside enquiry 
routes. 

What should I send first? A blank message box makes the buyer do the 
work. 

Guided fit-check form with concrete fields. 

What happens after I enquire? Unclear next steps create delay and back-
and-forth. 

Response-time and process copy near the form. 

 

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. 
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04 / FIX-FIRST SCOREBOARD 

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.  

Order Priority repair Why it matters for enquiries Owner/developer move 

1 Clean public facts Inconsistent details create doubt before the 
buyer judges the service. 

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

2 Clarify service area and offer 
fit 

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

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

3 Build guided fit-check route Blank messages create hesitation and low-
quality enquiries. 

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

4 Move proof beside action Proof is strongest when it appears at the 
moment of doubt. 

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

5 Add competitor-proof FAQ 
layer 

Rivals answer safety, boarding and process 
questions faster. 

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

6 Create proof rhythm Trust must look current, not only historically 
positive. 

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

7 Track enquiry quality Traffic only matters if the journey creates 
useful enquiries. 

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

 

Do this before scaling visibility 

Ads, SEO retainers and directory upgrades should amplify a clear enquiry route. They should not introduce more people to 
the same confusion. 
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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 
What doubt is the owner trying to resolve 
before enquiring? 

Public evidence 
What can they actually see without 
speaking to the business? 

Fix-first implication 
What change reduces hesitation before 
extra spend? 

 

 

 



EnquiryPath  |  Know what to fix first.  9 

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

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. 

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

Leak Why it matters for enquiries Fix-first action 

Name, phone, hours or response 
wording differ by surface 

A buyer may wonder which source is current 
before they even judge care quality. 

Create one public-facts sheet and update 
website, Google profile, directories and social 
bios from it. 

Licence, insurance and safety wording 
not consistently placed 

Safety proof matters most at the point of 
boarding/walking decision. 

Use owner-confirmed wording near service pages 
and enquiry CTAs. 

Service area wording feels scattered The buyer should not have to infer whether 
Hoole, Chester or surrounding areas are 
covered. 

Publish a plain area block and postcode/area 
prompt in the enquiry route. 
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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.  
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A2 / GOOGLE AND MAPS BUYER-CONFIDENCE CHECK 

Google is often the first trust checkpoint, not just a 
listing 

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. 

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

Buyer-confidence check Current risk Fix-first implication 

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

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

Photos and recent proof Old or generic photos weaken confidence in 
current care standards. 

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

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

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

Next-step clarity Google may send buyers to a generic contact 
route. 

Point users to a guided availability / fit-check page 
where possible. 
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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 
directory upgrade is weak spend if the underlying name, services, area and proof are not already aligned. 

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

Surface type Commercial job Fix-first rule 

Google / Maps First verification point for local intent. Align category, service area, photos, reviews and enquiry 
route. 

Directories Third-party confirmation that the business exists and 
serves the area. 

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

Social profiles Current proof stream and owner reassurance. Keep bio/service/area wording aligned and use current 
proof rhythm. 

Website The conversion hub. Every profile should send the buyer into a clear fit-check 
route, not a generic dead-end. 

 

Budget-protection implication 

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

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

Website element What helps enquiries What hurts enquiries Fix-first move 

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

Rewrite around service + area + fit-
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. 

Separate primary/secondary services 
and add fit caveats. 

Proof placement Proof appears beside decisions and 
CTAs. 

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

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

Enquiry route The form asks the right questions. Generic contact box makes the buyer 
compose everything. 

Use a guided fit-check form. 
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A5 / MOBILE VS DESKTOP ENQUIRY FRICTION 

The phone version carries the commercial load 

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. 

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

Mobile checkpoint Why it matters Repair 

First screen clarity Buyers decide quickly whether to keep reading or 
compare another provider. 

Service + area + fit-check CTA visible early. 

Proof within two scrolls Proof reduces anxiety only when it appears before 
hesitation wins. 

Add recent review/update snippets close to service 
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. 
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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. 

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

VOC theme Buyer doubt reduced Where to use it 

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 I 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-first implication 

Do not leave the strongest words buried in reviews. Convert review themes into short proof strips, FAQs, CTA reassurance 
and follow-up copy. 
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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 point is to see which buyer doubts 
they answer faster, then use Chester Paws & Play’s own trust assets to answer those doubts better.  

Buyer question 
What doubt is the owner trying to resolve 
before enquiring? 

Public evidence 
What can they actually see without 
speaking to the business? 

Fix-first implication 
What change reduces hesitation before 
extra spend? 
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B1 / LOCAL COMPETITIVE BATTLEGROUND 

The competitor set is not just businesses. It is 
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. 

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

Competitive pressure Risk to enquiries Counter-move 

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 
and current. 

Create a proof rhythm and reuse it on 
website/Google/social. 

Boarding reassurance Specific boarding doubts are highly emotional. Add boarding-specific FAQs, updates, intro process 
and suitability copy. 
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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. 

 
Competitor clarity gaps: the actionable lesson is the buyer doubt each rival answers faster. 
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Owner-facing interpretation 

Rival clarity shortcut What it teaches How Chester Paws & Play should counter 

Clear process Buyers like knowing what happens before they 
enquire. 

Add a short 3-step process and fit-check route. 

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. 
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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. 

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

Prominent owner-confirmed safety proof and 
process FAQs. 

Boarding or home-style claims The market is competing around emotional 
comfort. 

Show home-style reassurance, updates and 
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. 
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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. 

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

Homepage, service pages and competitor-proof 
FAQs. 
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B5 / SOCIAL PRESENCE AND PROOF SCORECARD 

Social proof should reassure buyers, not chase 
applause 

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. 

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

Social signal Good use Weak use 

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. 
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B6 / HOW TO WIN WITHOUT COPYING 

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. 

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

Defend Improve Avoid 

Warm local identity and named-person 
reassurance. 

Sharper area/service-fit clarity above the fold. Cold corporate tone or generic franchise 
language. 

Secure-care proof and owner-confirmed 
safety positioning. 

Guided fit-check enquiry route. Promise-heavy claims that need private 
proof. 

Regular photo/video updates and happy/tired 
dog outcomes. 

Review/VOC proof beside action points. Hiding proof only on a reviews page or social 
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 
What doubt is the owner trying to resolve 
before enquiring? 

Public evidence 
What can they actually see without 
speaking to the business? 

Fix-first implication 
What change reduces hesitation before 
extra spend? 
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C1 / WHAT NOT TO WASTE MONEY ON YET 

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. 

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

Pause for now Why it is premature Revisit when 

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

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

Full redesign or rebrand The issue is not brand personality; it is buyer 
certainty. 

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

Technical SEO framed as the main fix The leak is public confidence and conversion 
clarity, not a proven deep technical problem. 

Core enquiry path and public consistency are 
clean. 

Paid directory upgrades Visibility without aligned facts can scatter 
confidence. 

Directory facts repeat the same clean public 
record. 

Backlinks or generic content 
packages 

They do not solve area, fit, safety, proof or next-
step hesitation. 

The buyer route is clear and tracking shows 
enquiry quality. 
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C2 / MASTER IMPLEMENTATION BOARD 

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. 

Timing Priority move Why it matters Done when 

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

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

Week 1 Clarify service area and offer 
fit 

The buyer should know whether the service 
is relevant without guessing. 

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

Week 2 Build guided fit-check route A guided route reduces buyer hesitation 
and produces better enquiries. 

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

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

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

Week 3 Add competitor-proof FAQ 
layer 

Rivals currently answer some doubts 
faster. 

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

Week 3-4 Create proof rhythm Trust must look current. A weekly/fortnightly proof rhythm is planned across 
Google, social and website snippets. 

Ongoing Track enquiry quality Visibility spend only deserves budget if the 
route creates useful enquiries. 

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

 

Implementation discipline 

If the board starts to grow into multiple plans, stop. The commercial value of the Master report is the order of repair, not the 
volume of tasks. 
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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. 

Asset Copy starter 

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. 

 

FAQ prompt Short answer starter 

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. 

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

What happens after I 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 

Asset Copy starter 

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. 

 

Tracking field Why it matters 

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 fit issues 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. 

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

Decision Recommendation 

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 

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. 

Scope area 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. 

Does not access private analytics, CRM data, inbox 
data or internal operations. 

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

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

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

Does not copy competitors or advise regulated claims. 

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

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

Compliance-sensitive 
wording 

Flags licence, insurance, safety, legal identity, 
capacity and claim wording for owner confirmation. 

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

 

Owner-confirmation checklist 

Confirm before publication Owner action 

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

Phone, email, opening hours and response-
time wording 

Choose one version and align it across public surfaces. 

Service area, collection rules and availability 
language 

Publish only what the owner can operationally support. 

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. 

 


