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Scope in one line: public-information-only competitive clarity review

Sample report notice
This is an anonymised demonstration version of an EnquiryPath Competitive Clarity Review. Business names, competitor 
names, scores, evidence labels and public signals have been changed, removed or generalised. A paid report is prepared 
using the customer’s actual public website, search surfaces, review footprint, social proof and relevant local competitors at the 
time of review.

Product positioning: this is a done-for-you buyer-confidence review, not a generic automated SEO scan.
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Executive Summary

The sample business’s strongest public advantage is not generic web polish. It is visible trust: named people, secure-field care, 
licensed/insured provision, regular photo/video updates, happy dogs and owner reassurance.

The commercial issue is that this trust is fragmented. A motivated owner can find some of it, but the website and public search 
journey should make it easier to verify and act on before the owner compares against practical walkers, secure-field specialists, 
larger process-led providers, boarding specialists and social-proof-led pet-care competitors.

Overall conclusion
The sample business should defend its warm local identity, but upgrade the buyer journey: review capture, clearer service-area 
packaging, a guided fit-check enquiry route, stronger VOC/social proof placement and competitor-proof FAQ reassurance. No 
major repositioning is needed; the fix is clarity and proof placement.

Main finding What it means Fix first

Trust depth is strong
Public review-style language and service 
copy point to communication, updates, 
named care and happy dogs.

Move that proof beside enquiry CTAs, not 
only deeper in reviews or social.

Action clarity trails proof
Competitors are often clearer on area, 
process, branch structure or boarding fit.

Add a compact service-area block and 
guided fit-check form.

Review layer is Priority 1
The trust story is useful, but review capture 
and public proof should be managed more 
deliberately.

Refresh Google/review surfaces, add current 
photos and request fresh reviews.

Competitors teach clarity lessons
Different competitors explain safety, area, 
process, boarding and proof in useful ways.

Copy the clarity mechanisms, not the 
competitor identities.

Commercial value promise
This report shows where buyers may hesitate, where competitors look clearer, and the exact public-facing changes most likely 
to improve enquiry confidence.
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Dashboard uses illustrative buyer-confidence scores based on visible public evidence and commercial usefulness.

Executive Dashboard

Dashboard key: Clarity = how quickly the buyer understands service, area and fit. VOC = strength/usefulness of customer 
language. Search = owned website, public profiles, directories and review surfaces. Social = visible recommendations, activity 
and proof. Action = how easy it is to know what to do next.

Commercial read

The sample business’s VOC score is strongest because the customer language is specific and emotionally reassuring. The 
weaker Action score matters commercially: dog owners need certainty quickly. If the route from “I like this” to “I know how to 
check fit and availability” is not obvious, the buyer may compare more tabs.

What to do first
Do not start with a full website rebuild. Start by adding a service-area proof block, a guided fit-check form, a Google/review 
request rhythm and a proof panel beside every enquiry route.
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The snapshot separates owned website clarity, review/Google layer, directory surfaces and public social proof.

Public Search Visibility Snapshot

Search visibility is not a single ranking. It is a stack of buyer-verification surfaces. In a paid report, EnquiryPath reviews the public 
surfaces a buyer can plausibly see: the business website, review layer, public profiles, directory mentions and visible social proof. 
In this sample, exact names and counts are deliberately generalised.

Search surfaces checked

Search / evidence surface What was visible in this sample Commercial implication

Own website
Dog walking, pack walks, boarding, secure-field 
care, updates and contact wording are visible.

Strong own-site trust content. Needs better 
structure and CTA placement.

Review layer
Example public review signals and customer-
language themes are visible but scattered.

Useful third-party trust proof; should be 
converted into buyer reassurance themes.

Directory surfaces
Example local and niche pet-care directories 
support public verification.

Directory visibility helps buyers cross-check 
legitimacy; details should stay consistent.

Social profile
Example public social proof suggests active 
care and local recommendations.

Social should support “look, these dogs are safe 
and happy” proof near enquiry.



EnquiryPath | Know what to fix first.

Sample anonymised report | EnquiryPath | Public-information-only competitive clarity review

Visible review-surface examples are illustrative. Unknown or live counts are not guessed in sample material.

Review Footprint and Google/VOC Analysis

The sample business’s public review language is commercially useful because it is not only praise. It contains conversion 
material: short-notice help, named trust, photo/video updates, dogs returning happy and tired, and reassurance when the owner 
is anxious. That is copy gold, not just social proof.

Business Visible public review/proof signals Dominant VOC themes
How sample business should 
respond

Sample Business
Example review/directory signals plus 
own-site customer excerpts.

Communication, updates, named 
people, happy/tired dogs, secure care.

Move proof near CTAs; ask for reviews 
that mention updates, trust and care.

Competitor A
Own-site testimonials plus local social 
surfaces.

Reliability, trust, organised care, regular 
updates.

Match practical clarity while keeping 
stronger emotional trust story.

Competitor B
Public recommendation and specialist 
directory-style signals.

Secure fields, pack walks, action shots, 
caring/fun walks.

Make secure-field proof equally obvious 
above the fold.

Competitor C
Process-led website and review platform 
footprint.

Area coverage, registration, process, 
trust.

Copy process clarity, not corporate feel.

Competitor D
Boarding reassurance and testimonial 
signals.

Peace of mind, home-from-home, happy 
dogs.

Strengthen boarding-specific 
reassurance and next-step blocks.
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Social score is directional: visible proof, recommendation signals and conversion usefulness, not account analytics.

Social Media Presence and Engagement

Social opportunity

The sample business already has the raw material for strong social proof. The improvement is not to chase vanity metrics. It is to 
use social proof where buyers decide: homepage, service pages, contact page and post-service review requests.

Social proof rule
For dog care, proof should look active, local and emotionally safe: real dogs, real outings, real handlers, update reassurance, 
named people and owner language. A polished but generic feed is less useful than credible proof close to enquiry.
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Sample VOC themes should be converted into visible website proof and review prompts.

VOC Analysis: What Owners Already Say Matters

Dominant customer themes

VOC theme What owners care about Commercial meaning Where it should appear

Communication + updates
Owners want to know their dog is safe 
and happy while away from them.

Reduces owner anxiety and increases 
trust before enquiry.

Homepage proof panel; service pages; 
contact page; review prompt.

Happy/tired dogs
Owners respond to visible dog 
outcomes, not abstract claims.

Turns service into an easy-to-understand 
benefit.

Near walking/pack-walk sections; social 
proof strip.

Named-person trust
Named care makes the service feel 
human and accountable.

Differentiates from larger or more 
corporate providers.

About section; proof block; FAQ where 
approved/current.

Short-notice help
Flexibility creates gratitude, but should 
not become a promise.

Useful reassurance for urgent buyers if 
framed carefully.

Fit-check copy: “tell us dates and we’ll 
confirm fit/availability”.

Secure care + boarding
Buyers want proof of safety and 
legitimacy.

Anchors against secure-field and 
boarding competitors.

Homepage hero; walking/boarding 
blocks; FAQ.
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Positioning map: trust depth versus action clarity. The sample business should move upward, not sideways into generic corporate positioning.

Competitive Positioning Snapshot

The sample business appears warm, trusted, local and proof-rich. It should not try to become a more corporate process-led 
provider or a pure secure-field/daycare brand. The best position is specific: trusted local dog care, secure-field walks, 
licensed/insured boarding, regular updates and a simple availability check.

Business Current public position What sample business should learn What to avoid

Sample Business
Warm local trust, secure-care proof and 
update-led reassurance.

Own the warm trust + secure-care lane; 
make it easier to act on.

Overbuilding the site or hiding proof in long 
paragraphs.

Competitor A Practical walking/pet-visit provider. Practical service clarity and credentials.
Becoming too functional and losing 
emotional proof.

Competitor B Secure-field/daycare specialist. Immediate secure-field/daycare clarity. Trying to out-specialist the specialist.

Competitor C
Systemised provider with area/process 
clarity.

Area lists, new-client route and process 
clarity.

Corporate/franchise feel.

Competitor D
Boarding/daycare specialist built around 
holiday peace of mind.

Boarding reassurance, intro/fit process and 
testimonials.

Over-indexing on boarding if walking is core.
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Competitor Battlecard Summary

Competitor type Buyer-confidence lesson Sample business response

Competitor A - Practical Local Walker
Make practical walking/pet-visit services easy 
to understand.

Add clearer service blocks and 
coverage/availability wording.

Competitor B - Secure Field Specialist
Secure fields and established history should 
be immediate.

Surface secure care, licence/insurance, 
updates and reviews near CTAs.

Competitor C - Process-Led Provider
Area and process clarity calm cautious 
buyers.

Add postcode coverage, 3-step fit-check and 
new-client path.

Competitor D - Boarding Specialist
Boarding buyers need holiday/peace-of-mind 
reassurance.

Add boarding-specific fit, intro, updates and 
what-happens-next panel.

Competitor E - Review/Social-Led 
Provider

Social/review proof can directly support 
enquiry.

Bring photos/videos/update proof and review 
prompt into website journey.

Sample Battlecard: Competitor B - Secure Field Specialist

Lens Analysis

Public buyer picture
Established secure-field/daycare-style competitor with a structured 
pack-walk/daycare story.

What they make clear
Secure fields, pack walks, activity, transport/care process and established local 
presence are visible quickly.

Buyer-confidence mechanism
Immediate safety and activity clarity: buyers can quickly understand where the 
dog goes, how care works and why the provider feels safe.

VOC/customer language Secure fields, fun/action shots, pack walks, caring walks and happy dogs.

Where sample business can win
Offer a warmer version of the secure-care lane: secure care, licensed/insured 
provision, regular updates, named trusted people and simple fit-check.

Copy/adapt
Make secure-care language immediate and make photo/video updates part of 
the core value proposition.

Avoid copying
Do not try to look like a larger daycare brand if the edge is warmer, smaller and 
more personal.

Recommended response
Create a hero proof strip: Secure care | Licensed/insured | Photo/video updates 
| Trusted locally.
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Final Recommendation

The sample business should not chase a colder, more corporate competitor position. It should turn its existing trust advantage 
into a clearer public buyer journey: stronger review capture, cleaner service and area packaging, guided enquiry, better 
placement of social/VOC proof, and FAQ blocks that remove common owner doubts.

What the sample business should defend

• Warm local identity and named-person trust.

• Secure-care proof and licensed/insured positioning.

• Regular photo/video updates and owner reassurance.

• Happy/tired dog outcomes and home-from-home language.

• A helpful, personal tone rather than a franchise-style voice.

What the sample business should improve

• Add a clear service-area block above the fold.

• Add a guided fit-check enquiry route.

• Move review/VOC proof beside enquiry CTAs.

• Refresh and actively manage review capture.

• Create competitor-proof FAQ blocks for area, fit, updates, boarding and what happens next.

What the sample business should not do

• Do not promise rankings, availability or lead outcomes.

• Do not copy a corporate/franchise tone.

• Do not hide proof only on a Reviews page.

• Do not overload the homepage with long generic claims.

• Do not treat social proof as follower-count theatre; use it as buyer reassurance.

Executive decision
Keep the warm local identity. Upgrade the buyer journey around it. The fix is not a rebrand; it is better public proof placement, 
clearer service fit and a smoother route to enquiry.
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Five Priority Moves

Priority Move What to do Why it matters

1 Review capture

Check 
profile/category/services/photos/Q&A 
and create a review-link process after 
positive service moments.

This is the most important local trust 
checkpoint before or around enquiry.

2 Service + area clarity
Add a compact block that states 
services, example local coverage and 
postcode fit-check.

Owners should not have to hunt to know 
whether the business covers them.

3 Guided fit-check route
Replace or supplement generic contact 
with service, postcode, dates/frequency 
and dog-details fields.

Makes the next step feel safe, specific 
and easy.

4 VOC/social proof placement
Move best customer themes and social 
proof beside contact points. Add current 
proof where appropriate.

Trust should appear at the decision 
point, not only after searching.

5 Competitor-proof FAQ

Answer area coverage, intro/meet, 
updates, paperwork, boarding fit, urgent 
requests and what happens after 
enquiry.

Reduces doubts that competitors may 
currently answer better.

30-day plan prioritises high-confidence clarity fixes before any larger rebuild.
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Suggested Copy Blocks

Block Draft wording

Homepage opening line
Trusted dog walking, secure-field pack walks and licensed/insured home-
style care in your local area.

Subline
Regular photo and video updates, secure exercise and a warm approach 
from people local owners can verify and trust.

CTA
Check availability for your dog - send your postcode, the service you 
need, preferred dates/days and a little about your dog.

Proof strip
Trusted locally | Secure care | Licensed/insured | Photo/video updates | 
Happy, tired dogs

Boarding block
Heading away? We’ll confirm fit first, arrange the next step where suitable, 
keep you updated while you’re away and make sure your dog feels 
settled.

FAQ intro
Not sure if we cover your area or whether your dog is the right fit? Send a 
quick enquiry and we’ll confirm service fit, availability and next steps 
before any booking is agreed.

Suggested review request prompt

Post-service review request
Thank you for trusting us with your dog. If you were happy with the care, updates, communication, secure walks or how settled 
your dog came home, a short Google review would really help other local dog owners choose confidently. A sentence or two is 
perfect - especially if you can mention what reassured you most.

Use this after a positive service moment rather than as a cold generic request. The goal is not simply more reviews; it is better 
review language that helps future buyers understand why the business is safe, warm and reliable.
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Developer Handoff

Handoff checklist converts the strategy into build-ready website changes.

Page / area Specific change Priority

Homepage hero
Add service-area line, proof strip and check-
availability CTA.

High

Homepage services
Create four clear blocks: dog walking, pack walks, 
boarding, grooming/other relevant service.

High

Contact page
Add guided fit-check fields and explain “we confirm 
fit/availability before booking”.

High

Reviews/proof
Add 3-4 short snippets near CTA and label sources 
where allowed.

High

FAQ
Add answers for area, boarding fit, meet/intro, 
updates, paperwork and urgent requests.

Medium-high

Social proof Add recent update/proof strip and social follow link. Medium

Review capture
Add private owner process for sending review link 
after positive moments.

High

Tracking
Create simple spreadsheet columns: date, source, 
service, postcode, urgency, outcome.

Medium
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Methodology and Scope

What EnquiryPath reviews
Publicly visible buyer-confidence surfaces: website clarity, Google/review layer, public social proof, directory footprint, 
customer-language themes, competitor positioning and enquiry-action clarity.

What this report is not
It is not a technical SEO audit, implementation work, regulated advice, competitor surveillance, legal compliance review, lead 
guarantee or ranking guarantee.

Principle How it is handled

Public-information only
The review uses information a normal buyer could plausibly access 
without private systems, client analytics or account access.

Evidence discipline
Paid reports separate visible evidence, interpretation and suggested 
action. Unknown counts are not guessed.

Commercial usefulness
The goal is not to list every issue. The goal is to show what to fix first to 
improve buyer confidence.

Careful expected outcome
Recommended changes should reduce buyer doubt and improve enquiry 
quality signals, but no ranking, lead or revenue result is promised.

Sample limitations
This sample uses anonymised and illustrative data. It demonstrates report 
style, structure and decision logic rather than making live factual claims.

Full paid report includes
Full competitor battlecards, source notes, priority actions, suggested copy blocks, review-capture prompts, developer handoff 
notes and a prioritised 30-day action plan based on the customer’s actual public footprint.
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