
 



READER GUIDE 
 

How to read this sample report 

Start with the enquiry leak and fix-first order. Then use the mobile audit, implementation board and copy blocks as 
the practical handoff. 

 
Reader need Go to What you will get 
I only have five minutes The enquiry leak + Fix-first scoreboard Diagnosis, top priorities and commercial logic. 
I need to protect my budget What not to waste money on yet What to avoid until the public enquiry path is clean. 
I need proof this is practical Buyer moment + visual teardowns Where buyers hesitate and what the fix looks like. 
I need mobile reality Mobile Reality Check Phone-first friction: thumb CTA, form effort, proof within two scrolls 

and what happens next. 
I need implementation 
instructions 

Single implementation board One central source of truth for owner and developer/DIY changes. 

I need copy I can use Copy-paste asset pack + JSON-LD fix Homepage, fit-check, FAQ, review request, profile wording and 
structured-data template. 

 
Core lens 
Every recommendation should help a cautious buyer move through five stages: found, understood, trusted, reassured and 
contacted. The report is judged by whether it removes buyer doubt, not whether it adds marketing decoration. 
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01 / YOUR BUSINESS DIAGNOSIS 

Your commercial problem is not a lack of trust 
In plain English, your business already has strong real-world credibility. The issue is that this trust is not being converted 
cleanly into confident enquiries. 

Premium care, local reputation and reassurance are present, but they are trapped inside a public enquiry journey that 
still creates avoidable doubt. The priority is not to make the website louder. It is to make the public journey clearer, 
easier to trust and simpler to act on. 

Overall diagnosis 
Chester Paws & Play appears warm, safe, local and credible. The issue is that the public enquiry path makes a cautious owner 
work too hard to confirm service fit, area coverage, safety proof, availability route and next steps. 

 

Executive point Bottom line 
Main public enquiry problem The business is easier to like than it is to verify and act on quickly. 
What already works Warm local trust, secure-care proof, named-person reassurance, regular updates and emotional 

review language around happy/tired dogs. 
What leaks confidence Public fact mismatches, generic contact route, unclear service area, proof not close enough to CTAs, 

weak mobile journey and weak what-happens-next reassurance. 
Top fixes Align public facts; clarify offer/area; build a mobile-friendly guided fit-check; move proof beside 

action; add FAQ/process reassurance; track enquiry quality. 
Commercial aim Fewer wasted enquiries, less back-and-forth, clearer fit checks and a better route for the right local 

customers to ask for the right service. 
 

Five buyer doubts this report removes 
Buyer doubt Why it matters Fix mechanism 
Do they cover my area? If area is unclear, the buyer keeps searching. Owner-confirmed area block and postcode field. 
Is my dog safe with them? Dog care is closer to family care than a 

commodity purchase. 
Safety, licence/insurance, update and process proof 
near CTAs. 

Do they offer the service I need? Walking, boarding, grooming and extras blur if 
everything is presented equally. 

Primary/secondary offer architecture. 

What should I send first? A blank enquiry box makes the owner compose 
the whole enquiry from scratch. 

Guided fit-check form. 

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

How-it-works and FAQ reassurance. 

Can I do this easily on my phone? Local buyers are often comparing on mobile, not 
reading calmly on desktop. 

Mobile-first CTA, short form, proof within two scrolls 
and clear next-step copy. 
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02 / THE REAL BUYER MOMENT 

This is where the enquiry is won or lost 
A local buyer is not calmly reviewing your business like a spreadsheet. They are scanning quickly, often on a phone, 
trying to decide whether they feel safe enough to take the next step. At this moment, trust alone is not enough. The buyer 
needs fast certainty: do you cover their area, is the service suitable, are you credible, what should they send, and what 
happens after they enquire? 

If those answers arrive too slowly, they do not always complain. They keep comparing.  This page pulls the report out of 
theory and into the muddy reality of local business decisions. 

 
Commercial read 
Sarah does not need a prettier website. She needs fast certainty. If she cannot quickly confirm area, suitability, licence/safety, 
updates and the enquiry process, she will keep comparing other local options. 

 
Buyer signal What it means Report response 
Maggie is a named dog, not a generic 
lead 

The buyer is emotionally invested and risk-
sensitive. 

Use fit-check language, safety proof and update 
reassurance. 

The buyer is comparison-heavy She may look at several providers in one 
sitting. 

Make service, area and next step obvious within one 
scroll. 

The buyer is probably on mobile She is not calmly studying every section. She 
is scanning for certainty. 

Make the first screen and first two scrolls carry the 
commercial load. 

The buyer wants to avoid awkward 
back-and-forth 

She does not know what details matter. Ask for postcode, service, dates/frequency, dog details 
and notes. 
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03 / FIX-FIRST SCOREBOARD 

This is the repair order: what to fix first, and why 

Your scores show where buyer confidence is currently strongest, where it leaks, and what should be fixed first. Strong 
trust assets already exist, but they are being asked to compensate for weaker public consistency, mobile clarity and 
enquiry guidance. The priority is to repair the foundation first, then make the offer easier to understand, the mobile 
journey easier to act on, and the proof easier to believe at the exact moment the buyer is deciding whether to enquire. 

Plain-English verdict: Chester Paws & Play already has strong real-world trust. The leak is that cautious buyers still 
must work too hard to verify the facts, understand service fit, trust the process and know exactly what to send next. 

How to read the scoreboard 

 

Scoring method, without the fog 

Each score is out of 10 and is built from five buyer-confidence checks. Each check receives 0, 1 or 2 points. Decimal 
scores are used only where several public surfaces or observations are averaged. 

 

Band Meaning Owner read Typical action 
0-3 Critical leak Buyer confidence is being blocked. Fix before any promotion. 
4-6 Priority repair Something important is making the 

buyer work too hard. 
Repair in the first implementation 
cycle. 

7-8 Useful asset The ingredient is present, but can be 
placed or explained better. 

Protect and sharpen. 

9-10 Strong signal This area is doing its job clearly. Maintain, document and reuse 
elsewhere. 

1. Foundation leaks 
Fix first. These create doubt before the 
buyer judges service quality. 

2. Trust assets 
Protect and reuse. These are strengths, but 
they need to sit closer to action points. 

3. Action readiness 
Improve next. These decide whether 
interest becomes a useful enquiry. 
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The numbers are only useful if they create an action 
order 
The table below translates each score into a commercial read and a concrete fix. It is deliberately simpler than the 
scoring rubric because this is the owner-facing decision page. 

The order below is not simply lowest score first. It follows the practical repair sequence: fix public facts first, then clarify 
the offer, then improve mobile action, then move proof and tracking into place. Strong trust assets are not ignored. They 
are protected and reused after the main leaks are repaired, so they appear at the moments where buyers hesitate. 

Order Area Score Commercial read Fix-first action 
1 Public 

consistency 
5.2/10 Mismatched or unclear public facts create doubt 

before the buyer assesses the service. 
Choose one name, phone, hours policy, service-area 
wording and licence/insurance wording. 

2 Google / Maps 
confidence 

5.6/10 Google may be the first verification point, so the 
record must look exact and current. 

Manually check categories, services, photos, reviews, 
Q&A and public facts. 

3 Mobile reality 5.8/10 The phone journey does not yet answer service, 
area, proof and next step fast enough. 

Make the first screen, CTA, proof strip and fit-check 
form mobile-first. 

4 Conversion path 5.4/10 Contact is possible, but the enquiry is not guided 
enough. 

Build the guided fit-check form and publish response 
expectations. 

5 Website clarity 6.4/10 Trust exists, but offer hierarchy, area and next 
steps are not scan-clear. 

Add a hero offer/area block, proof strip and fit-check 
CTA route. 

6 Offer hierarchy 6.1/10 Primary services blur with lower-priority extras, 
which makes the offer harder to understand 
quickly. 

Separate primary services from secondary extras and 
make the main enquiry route obvious. 

7 Trust proof 8.2/10 The ingredients are strong and relevant to owner 
anxiety. 

Move proof next to decision points and confirm claims 
before making them prominent. 

8 Review / VOC 
value 

8.5/10 Review language is a major asset that can do 
more commercial work. 

Turn review phrases into homepage reassurance, FAQ 
language and CTA support copy. 

 

Interpretation 
The business is not short of trust. It is short of clean buyer certainty at the exact points where a cautious owner 
decides whether to keep comparing or make contact. 
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What should happen first 
This board turns the diagnosis into a practical implementation sequence for the owner, developer or DIY website editor. 

Priority Fix Why it matters Do this Success test 
1 Align public 

facts 
Inconsistent facts make the 
business feel less current and less 
controlled. 

• Choose one public business name. 
• Confirm primary phone/email. 
• Align hours and response wording. 
• Separate location from service-area wording. 

Buyer sees the same facts 
across website, 
Google/profile, directories and 
social bios. 

2 Clarify offer 
and area 

A buyer should not have to infer 
whether the service is right for 
them. 

• State the primary service clearly. 
• List confirmed areas/suburbs/postcodes. 
• Add fit/availability caveats. 
• Separate primary services from extras. 

Buyer understands service, 
area and fit within the first 
meaningful scan. 

3 Build the 
mobile fit-
check route 

The phone journey is where many 
local buyers decide whether to 
act. 

• Make CTA visible early. 
• Use tap-friendly contact routes. 
• Replace blank message box with fit-check fields. 
• Keep proof within two scrolls. 

Buyer can enquire on mobile 
without composing a long 
blank message. 

4 Move proof 
beside action 

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

• Place review snippets near CTAs. 
• Show safety/licence/update reassurance close to 

service sections. 
• Add FAQ reassurance before enquiry. 
• Confirm claims before promoting them. 

Proof appears before or beside 
the action point, not hidden 
elsewhere. 

5 Track enquiry 
quality 

You need to know whether the 
fixes reduce friction, not just 
whether traffic moves. 

• Track source, service requested, area, fit and 
response time. 

• Note repeated objections/questions. 
• Review monthly. 
• Refine copy and fields based on actual enquiries. 

Owner can see which fixes 
improve useful enquiry quality 
and reduce wasted back-and-
forth. 
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04 / WHAT NOT TO WASTE MONEY ON YET 

Fix the path before you buy more traffic 
It is tempting to solve an enquiry problem by spending more on visibility: ads, directories, SEO retainers, backlinks or a 
full redesign. But if the public enquiry path is still unclear, that spend can simply push more buyers into the same points 
of hesitation. The safer move is to make the journey easier to trust and act on first, then decide whether extra traffic 
deserves budget. 

Budget-protection principle 
First align the public facts, make the homepage easier to understand, guide the enquiry route, fix the mobile journey and move 
proof beside action. Then judge whether paid activity deserves budget. 

 
Do not spend on yet Why to pause it What to fix first instead 
Paid Google or Facebook Ads You may pay to send traffic to a confusing or under-

guided route. 
Align facts and build the fit-check form first. 

Paid directory upgrades Paid placement does not solve phone, hours, 
service-area or proof-placement issues. 

Correct controlled listings before buying visibility. 

Technical SEO retainer The visible issue is buyer-confidence clarity, not a 
proven deep code problem. 

Fix public consistency, homepage clarity, structured-
data basics and guided contact first. 

Backlink packages Risky, expensive and misaligned to the immediate 
enquiry leak. 

Use real local proof, accurate profiles and honest 
review capture instead. 

Full website redesign The current site has warmth and trust assets; it 
does not need to be thrown away. 

Retrofit the homepage, contact page, proof 
placement, mobile CTA and FAQ. 

 

When spending might make sense 
Once public facts are clean, the mobile fit-check route is live and enquiry quality is being tracked, paid activity can be 
judged properly. Until then, the safest commercial move is to fix the path before buying more traffic. 

Commercial translation 
This is not anti-marketing. It is anti-waste. Visibility only compounds value after the public enquiry path is ready to convert 
attention into useful enquiries. 
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05 / PUBLIC CONSISTENCY SNAPSHOT 

Small mismatches make the business feel harder to 
trust 
Before a buyer judges the quality of the service, they often check the basics: name, phone number, hours, location, 
service area and proof. When those details look slightly different across the website, Google, directories or social 
profiles, the business can feel less current, less controlled and less reassuring than it really is. 
The fix is not complicated, but it matters: create one clean public record, then make every important surface repeat the 
same story. 

 
 

Item Sample public read Buyer-confidence issue Priority action 
Business name Website, directory and social profiles use 

small variants. 
Recognisable but untidy across repeated 
public checks. 

Choose one owner-approved public 
presentation and use it everywhere. 

Phone number Website and a directory show different 
example numbers. 

Two public numbers can create doubt 
and split response behaviour. 

Confirm the primary enquiry number; 
update all controlled surfaces. 

Opening hours Website shows day-specific hours; a profile 
says open 24 hours. 

Buyers may expect availability at the 
wrong time. 

Publish a realistic opening/response-
hours policy. 

Address / service area Local wording exists, but exact service area 
is not scan-clear. 

Residential/collection/service-area 
wording can confuse buyers. 

Separate public address/location 
wording from service-area wording. 

Licence / insurance wording Legitimacy wording exists but exact 
references need confirmation. 

Unclear proof weakens a high-trust 
service. 

Confirm current details before 
prominent publication. 
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06 / LICENCE AND ENTITY CONFIDENCE CHECKS 

 

Confidence drops when licence, capacity or business-
identity claims cannot be clearly verified. 
Dog boarding and day-care style services can involve public licence expectations. Limited-company wording can also 
shape buyer confidence. The report should not make legal accusations; it should flag public mismatches and ask for 
owner confirmation before trust claims are promoted. 

 
Evidence check Sample public read Buyer-confidence issue Safe recommendation 
Council licence register Website says licensed/insured home-style 

boarding; public register match is not clearly 
shown in this fictional sample. 

A cautious owner may wonder whether 
the licence claim is current and 
verifiable. 

Owner to confirm current licence 
details and what can safely be 
published; add licence wording 
near boarding CTA only after 
confirmation. 

Licence capacity / conditions Capacity and licence terms are not visible in 
the sample. 

If capacity or service type is unclear, 
boarding enquiries may become wasted 
back-and-forth. 

Do not publish capacity unless 
owner confirms it. Use "subject to 
fit and availability" wording. 

Companies House / entity 
status 

The sample trades as Chester Paws & Play; no 
Ltd claim is used in the fictional footer. 

If a site uses Ltd wording but the register 
shows no active match, confidence 
drops. 

Where Ltd wording appears, 
check the public register. If sole 
trader, keep footer wording simple 
and accurate. 

Trading name vs legal name Public profiles may use slightly different 
names. 

Name drift weakens trust and can make 
the business look less established. 

Use one public brand name and, 
where needed, one clear 
legal/trading-as note. 
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07 / LOCAL BUYER SEARCH SNAPSHOT 

 

Chester Paws & Play appears in the local comparison 
set, but competitors make their offer easier to 
understand faster 
This simulated CH2 search shows Chester Paws & Play appearing beside Secure Field Dogs and Home Boarding 
Chester. The business feels warm and trustworthy, but the competing profiles communicate boarding clarity, service 
confidence and next-step reassurance more quickly.  

 
Check Simulated finding Buyer-confidence read Fix-first implication 
Postcode / town 
search snapshot 

A simulated CH2 search shows Chester Paws & 
Play appearing beside Secure Field Dogs and 
Home Boarding Chester. 

The business is visible locally, but the buyer has 
clearer alternatives to compare against. 

Keep visibility momentum, but sharpen the first 
impression so the business feels easier to choose. 

Service clarity 
comparison 

Secure Field Dogs presents a stronger safety-led 
position; Home Boarding Chester makes the 
boarding offer more explicit. 

Chester Paws & Play feels warm and caring, but the 
exact offer takes more work to understand. 

Tighten service wording around boarding, day care, 
walks, areas covered and who the service is best 
for. 

Map / profile 
confidence cues 

Competitors appear to use clearer category 
cues, stronger reassurance and simpler public 
positioning. 

Trust is present, but the profile is not doing enough 
instant decision-support work. 

Improve headline wording, service labels, owner 
reassurance, photos and visible proof near the top 
of the journey. 

Review + proof 
read 

Review language supports friendliness and care, 
but proof is not clearly connected to enquiry 
action. 

The business has useful trust assets, but buyers may 
not see them at the moment they are deciding 
whether to enquire. 

Move testimonials, review snippets, safety 
reassurance and “what owners say” proof closer to 
CTA areas. 

FAQ / process 
reassurance 

Home Boarding Chester appears to give clearer 
process reassurance; Chester Paws & Play does 
not make next steps obvious enough. 

Some buyers may hesitate because they do not 
immediately know what happens after contacting the 
business. 

Add simple FAQ blocks covering availability, first 
contact, meet-and-greet, dog suitability, updates, 
safety and response time. 

Contact route 
confidence 

Contact is possible, but the journey could feel 
more guided and reassuring. 

A buyer may delay enquiring if they are unsure what to 
ask, what information to provide or when they will 
hear back. 

Use a clearer enquiry path: postcode, dog type, 
service needed, preferred dates, next-step 
message and expected reply window. 
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08 / GOOLE / MAPS BUYER-CONFIDENCE LIVE CHECK 

The business has trust ingredients, but Google / Maps 
fields need cleaning before they are asked to carry paid 
or organic traffic. 
This section checks the Google / Maps profile as a buyer-confidence asset, not just a listing. In this simulated review, Chester Paws & 
Play has enough warmth and trust to be credible, but several public-facing fields still need owner confirmation before the profile can 
properly support enquiries. The priority is to remove avoidable doubt around name consistency, contact route, opening expectations, 
service area, categories, photos, reviews and Q&A — so a buyer sees one clear, current and reassuring version of the business. 

 

Google / Maps confidence verdict 
The business has strong trust ingredients, but Google/profile fields need live verification and surrounding public facts need 
alignment. Until phone, hours, address/service-area and licence/insurance wording are consistent, public consistency remains 
Priority 1. 

 
GBP item What to verify manually Safe output action 
Business name Exact live display name and whether it matches 

website/directories. 
Use one owner-approved public spelling 
everywhere. 

Primary phone Which number is live and whether it matches the website. Use one primary public enquiry number; document 
any backup/internal number. 

Hours and holiday hours Whether the profile says normal hours, 24 hours, 
temporarily closed or holiday hours. 

Publish realistic opening/response hours. Avoid 
"Open 24 hours" unless true. 

Address / service area Whether an address is visible/hidden and which service 
areas are listed. 

Separate public address/location wording from 
collection/service-area wording. 

Categories and services Primary category, secondary categories and service list. Use services buyers actually search for and that the 
business can fulfil. 

Reviews/photos/Q&A Current rating/count, newest review recency, photo 
freshness and practical Q&A. 

Only publish live-checked metrics; upload current 
proof and answer practical questions. 
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09 / PUBLIC FINDABILITY AND ONLINE DIRECTORY FOOTPRINT 

Chester Paws & Play has a useful directory footprint, but 
consistency gaps, thin listings and missing specialist 
profiles may weaken buyer trust. 
Chester Paws & Play appears across public directory surfaces beyond the main website and Google profile. The simulated check 
shows a moderate foundation: the business is present in several useful places, but only part of the footprint is fully consistent. Some 
listings need updated service-area wording, stronger descriptions and fresher proof, while a small number of high-intent pet-care 
directories appear to be missing. The fix-first priority is to standardise the business name, phone and service-area wording, then 
strengthen or add the directory listings most likely to support local buyer confidence. 

 

Findability read 
The trust proof is not absent. It is fragmented. The sample business appears across public surfaces, but the buyer-confidence 
story is not centralised around one clean public record. 

 
Surface What was visible Buyer-confidence value Consistency issue Fix / action 
Website Services, proof, contact details and 

hours. 
Best owned surface; strongest place 
to centralise trust. 

Offer hierarchy and fit-check 
route need strengthening. 

Add homepage clarity block and 
guided enquiry page. 

Google Business 
Profile 

Live fields require manual 
verification. 

Likely crucial first verification 
surface. 

Cannot safely report live 
metrics without manual check. 

Owner to verify/screenshot 
fields before implementation. 

Directory profile Review-style proof and public 
contact details. 

Useful third-party proof and VOC 
language. 

Phone/hours may differ from 
website. 

Claim/update if possible; align 
with website/GBP. 

Social profile Activity and recommendation cues. Strong social proof if active and 
accurate. 

Services/licence wording may 
need confirmation. 

Verify bio, services, pinned post 
and review status. 

Proof feed / photos Photo and update cues. Good emotional trust builder. May be current on social but 
weak on website/profile. 

Use proof as reassurance, not 
vanity content. 
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10 / WEBSITE ENQUIRY CLARITY REVIEW 

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

This section reviews the owned website as the place where public trust should turn into a useful enquiry. Chester Paws & Play already 
feels warm, local and credible; the issue is that the visitor still has to do too much interpretation before acting. The site should keep 
its personality, but organise the journey around the buyer questions that matter most: what service is this, do they cover my area, is 
my dog likely to be a fit, can I trust them, what should I send first and what happens after I enquire?  

 

Website enquiry verdict 
Do not rebuild from scratch first. Retrofit the website around enquiry clarity: sharpen the offer, separate primary services from 
extras, add a guided fit-check route, move proof beside action points and make the next step feel safe before asking the visitor to 
contact. 

 

Website enquiry stage What currently helps What may reduce enquiries Fix-first improvement 

First-screen clarity Warm local impression; care language 
and contact options are present. 

The visitor may not instantly understand the 
main service, area covered and best next 
action. 

Add a hero line covering primary service, 
confirmed area, proof cue and fit-check 
CTA. 

Offer hierarchy Several services are visible, showing 
breadth and flexibility. 

Boarding, day care, walking and extras may 
blur together, making the main offer harder to 
understand quickly. 

Separate primary services from secondary 
extras and make the main enquiry route 
obvious. 

Buyer-fit clarity The business appears caring and 
suitable for local dog owners. 

The visitor may not know whether their dog, 
location, dates or care needs are a fit. 

Add a guided fit-check route using 
postcode, service, dates/frequency and 
dog details. 
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Area and availability Local market wording gives some 
location confidence. 

Exact coverage, collection/drop-off rules and 
availability route may not be obvious enough. 

Add confirmed suburbs/postcodes, 
coverage caveat and a simple postcode 
check prompt. 

Trust proof placement Reviews, updates, photos and safety 
cues exist. 

Proof may sit too far from the points where 
buyers hesitate or decide whether to enquire. 

Move review snippets, safety reassurance 
and update proof beside service and CTA 
areas. 

Contact route Phone, email or form contact is possible. A generic message box makes the buyer 
decide what to write, which can delay action 
and create vague enquiries. 

Replace blank-message friction with 
structured fit-check fields and expected 
response timing. 

Process reassurance Some useful process information may 
exist lower down. 

The visitor may still not know what happens 
after contacting the business. 

Add a short “how it works” sequence 
before or near the enquiry point. 

 

Offer hierarchy and guided enquiry route 

The site should make the main offer easy to choose before asking the visitor to interpret every 
service. 

The main offer should carry the first screen; secondary services should support the business without competing for attention. The form 
should also stop asking the buyer to write a blank essay and instead guide them through the information needed to confirm fit. 

Layer Job Suggested content Rule 

Primary offer layer Make the main service 
unmistakable. 

Secure-field dog walks and owner-confirmed home-style 
boarding/day care for Chester, Hoole, Upton and nearby areas. 

Put the most enquiry-ready services 
first. 

Service-fit layer Help the buyer self-select or ask 
quickly. 

Good for regular walks, home-style boarding/day care and 
owners who want updates, safety and named-person 
reassurance. 

Use plain buyer language. 

Area layer Remove postcode and 
collection uncertainty. 

Serving owner-confirmed suburbs/postcodes. “Send your 
postcode and we will confirm fit and availability.” 

Separate public location from service 
area. 

Proof layer Reassure before action. Secure field, daily updates, happy/tired dog review language, 
licence/insurance wording only once confirmed. 

Place proof beside CTAs. 

Secondary/extras layer Keep breadth without cluttering 
the decision. 

Grooming or lower-priority extras lower down, only where 
relevant and confirmed. 

Extras should not muddy the main 
path. 

 

Conversion element Current read Enquiry friction Fix-first pattern 

Primary CTA Contact options exist, but the action 
can feel generic. 

Visitor may delay because they do not know 
whether they are asking the right question. 

Use “Check fit and availability for your dog”. 

Postcode / area Area wording exists but may not be 
exact enough. 

Visitor may not know whether they are in range. Add postcode field and confirmed area 
wording. 

Service needed Multiple services are mentioned. Buyer may choose the wrong route or submit a 
vague enquiry. 

Use checkboxes: walking, boarding, day care, 
puppy visits, other. 

Dates / frequency Availability route is not guided enough. Owner has to write a long message to explain 
their need. 

Ask preferred dates/days, frequency and 
urgency. 

Dog details Care language is present but suitability 
is not structured. 

Important fit details may emerge late. Ask dog name, age, size/breed, temperament 
and relevant notes. 

What happens next Process reassurance may not appear 
before enquiry. 

Buyer may hesitate because they do not know 
the next step. 

Add: “We will check fit, area and availability, 
then explain the next step before anything is 
agreed.” 

 

Suggested contact-page reassurance copy 

Tell us your postcode, service needed, preferred dates or days, and a little about your dog. We will confirm whether the service 
looks like a good fit, whether your area is covered and what happens next before anything is agreed. 
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11 / MOBILE VS DESKTOP ENQUIRY PATH FRICTION 

Mobile vs desktop enquiry path friction 

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

The same website can create different friction depending on the device. A desktop visitor may compare services, read proof and open 
competitors in other tabs. A mobile visitor is more likely to scan quickly, look for reassurance, tap a contact route and abandon if the first few 
scrolls feel vague. The fix is not two different websites; it is one enquiry path that supports comparison on desktop and quick confidence on 
mobile. 
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Device-read verdict 
Desktop needs structured comparison. Mobile needs fast certainty. The shared priority is the same: service, area, proof, fit-check 
and next step must appear before the buyer runs out of patience. 

 

Enquiry moment Desktop friction Mobile friction Fix-first response 

First impression Visitor may scan the homepage, service pages 
and competitor tabs before choosing. 

Visitor judges from the first screen and first 
two scrolls. 

Make service, area, proof and CTA 
visible immediately. 

Service understanding More space allows detail, but too many equal 
services can blur the offer. 

Long service lists quickly become effort. Use a clear primary/secondary service 
hierarchy. 

Area confidence Visitor may read a service-area paragraph if 
easy to spot. 

Visitor needs instant local relevance and a 
simple postcode route. 

Place confirmed areas and postcode fit-
check near the top. 

Proof check Visitor may read reviews, photos and FAQs if 
they are well grouped. 

Proof must appear before the buyer loses 
patience. 

Use short proof strips beside CTAs and 
service blocks. 

Contact action Longer forms are tolerable if the purpose is 
obvious. 

Blank message boxes and tiny fields create 
friction. 

Use short fit-check fields, tap-to-call 
and mobile-friendly inputs. 

Next-step confidence Buyer may look for process detail before 
enquiring. 

Buyer needs immediate reassurance: what 
happens after I tap/send? 

Add three-step next-process copy near 
every enquiry point. 

Comparison risk Competitors can stay open in other tabs, so 
clarity matters. 

A swipe/back action can end the journey 
quickly. 

Make the site easier to understand than 
alternatives, not simply nicer-looking. 

 

Path Practical rule 

Desktop path Support comparison: clear service blocks, proof, area, FAQs and a visible route to the guided fit-check. 

Mobile path Support action: first-screen CTA, tap-to-call, proof within two scrolls, short fit-check fields and expected response timing. 

Shared success test Buyer can understand service and area in five seconds, see proof before long copy, check fit without a blank essay and 
know what happens next. 
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12 / FINAL RECOMMENDATION 

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, more corporate competitor position. The business already has the ingredients that matter in 
local pet care: warmth, named-person trust, care language, safety cues, updates and emotionally useful review language. The commercial fix 
is to make those strengths easier to find, believe and act on through a cleaner public record and a more guided website enquiry path. 
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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. 

 

Recommendation layer What it means Why it matters 

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

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

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

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

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

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

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

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

 

Timing Focus Do this Success signal 

Week 1 Clean public record and owner 
confirmations 

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

Same facts across website, 
Google/profile, directories and social. 

Week 2 Homepage and offer hierarchy 
retrofit 

Rewrite hero, separate primary services from extras, add area block 
and place proof closer to service decisions. 

Buyer understands service, area and fit 
quickly. 

Week 3 Guided fit-check and mobile action 
route 

Replace generic contact with fit-check fields. Add tap-friendly CTA, 
response expectation and what-happens-next copy. 

Buyer can enquire without composing a 
blank essay on a phone. 

Week 4 Proof placement and enquiry 
tracking 

Move review snippets and safety/update proof beside CTAs. Track 
source, service, area, fit and response time. 

Owner can see whether the path 
produces clearer enquiries. 
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13 / SCOPE, METHODOLOGY AND EVIDENCE APPENDIX 

Scope, methodology and evidence appendix 

Commercial first, careful always: public evidence only, buyer-confidence signals, no 
guarantees. 

This appendix keeps the report safe and clear without dragging the commercial story into caveats too early. It explains what was reviewed, 
what was simulated, what requires owner confirmation and what the report does not claim to prove. 

Scope statement 
This is a public-information-only local enquiry growth review. It shows what a prospective buyer can see, trust and act on from 
public sources, then recommends what the business should fix first. Public consistency checks, directory reviews, Google/Maps 
observations, local-search simulations and website enquiry-path reviews are used as dated buyer-confidence signals, not as 
legal, technical, ranking, lead or revenue guarantees. 

 

What this is not 
It is not a technical SEO audit, paid advertising plan, implementation service, regulated advice, private analytics review, ranking 
guarantee, lead guarantee, sales forecast or revenue forecast. 

 

Method step Evidence source How it is used Commercial value 

Public consistency scan Website, Google/profile, directories and social 
surfaces where visible. 

Looks for name, phone, hours, area and proof 
alignment. 

Shows whether the business feels 
current and controlled. 

Licence/entity confidence 
checks 

Public register-style checks where relevant and 
available. 

Flags owner-confirmation needs without making 
legal conclusions. 

Prevents overclaiming around 
licence, capacity or entity wording. 

Local buyer search snapshot Simulated search from a target location such as 
CH2/Hoole/Chester. 

Captures what a buyer may see in a comparison 
moment. 

Shows where competitors may look 
clearer or easier to choose. 

Google / Maps live check Visible profile fields, service area, categories, 
photos, reviews and Q&A. 

Marks fields requiring manual live verification. Helps the profile support buyer 
confidence before traffic is 
increased. 

Directory footprint review Public directory surfaces beyond the main website 
and Google profile. 

Checks consistency, thin listings and missing 
high-intent opportunities. 

Strengthens discoverability and trust 
through a cleaner footprint. 

Website enquiry path analysis Homepage, service structure, offer hierarchy, 
forms, proof placement and contact route. 

Identifies what helps enquiries and what creates 
buyer work. 

Turns the website from brochure into 
guided enquiry path. 

Device friction review Buyer journey by device, using public page 
observations where available. 

Separates desktop comparison friction from 
mobile action friction. 

Prioritises fixes that support careful 
comparison and fast action. 
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The checks behind the scores 
This page keeps the scoring transparent without forcing the reader through large 0/1/2 matrices in the middle of the 
report. 

Scored area Five buyer-confidence checks 
Public consistency • Business name consistency 

• Phone/email/contact-route consistency 
• Opening hours and response expectations 
• Address/location and service-area clarity 
• Licence, insurance and legitimacy wording 

Google / Maps confidence • Business name, phone, hours and service area visible and aligned 
• Categories and services reflect what buyers actually search for 
• Photos, reviews and Q&A look current and useful 
• Profile facts do not contradict the website 
• Any live metrics are checked before publication 

Mobile reality • First-screen clarity 
• Thumb-reachable primary action 
• Tap-friendly phone/email/enquiry route 
• Short, clear fit-check form 
• Proof and reassurance appear close to mobile action 

Website clarity • Primary offer clarity 
• Buyer-fit clarity 
• Service-area clarity 
• Proof placement 
• Next-step and what-happens-after clarity 

Trust proof • Safety/licence/insurance reassurance is clear and soberly phrased 
• Named-person/local trust is visible 
• Updates/photos/process proof support buyer confidence 
• Proof is placed beside hesitation points 
• Claims are owner-confirmed before prominence 

Review / VOC value • Review language is specific, not generic 
• Reviews answer buyer anxieties 
• Useful phrases can become homepage/FAQ/CTA copy 
• Recency and source are checked where relevant 
• Positive language is reused without overclaiming 

Conversion path • CTA is obvious 
• Fit-check fields reduce blank-message friction 
• Buyer knows what information to send 
• Response expectations are published 
• Enquiry quality can be tracked 

Offer hierarchy • Primary services are clear 
• Secondary extras do not blur the main offer 
• Area and availability are close to the service claim 
• The buyer sees the right CTA for the right service 
• Lower-priority content does not distract from enquiry action 
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14 / OWNER CONFIRMATION AND EVIDENCE DISCIPLINE 

Owner confirmation and evidence discipline 

Owner-confirmation item Owner must confirm before publishing 

Business facts Public name, primary phone, public email, response-hours policy and owner-controlled listings. 

Service area Exact suburbs/postcodes served, distance limits, collection/drop-off wording and any caveats. 

Licence / insurance Current wording, expiry status, register evidence and what can safely be published. 

Legal/entity wording Whether the public footer should reference a limited company, trading name or sole-trader wording. 

Services and capacity Which offers should be promoted now, which should be demoted and any availability/capacity limits. 

Photos and reviews Permission-safe use of photos, review fragments, star ratings and dated review counts. 

Response expectation Realistic response timing before adding it to the website or Google/profile copy. 

 

Evidence discipline 

• Verified facts are described as visible public evidence, not performance proof. 
• Unverified Google/profile fields are marked as requiring manual live check. 
• Review counts, ratings, categories and Q&A statements are only shown where a public source directly exposes them and 

evidence is captured. 
• Expected outcomes are framed as buyer-confidence improvements, not guaranteed leads or revenue. 
• Licence/insurance, service-area and capacity claims require owner confirmation before prominent publication. 
• Council licence register and Companies House checks are treated as public confidence checks, not legal conclusions. 
• Local search snapshots are dated observations from a simulated location, not ongoing ranking guarantees. 

 

Final commercial note 

The paid report should be a practical decision tool: realistic enough to sting, clear enough to act on, and careful enough to stay 
within EnquiryPath’s public-information-only promise. 
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