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IMPORTANT 

This document is a sample report created solely to demonstrate the structure, 
depth, research process, analysis methodology, and presentation style of a 
Connect Those Dots Research & Analysis report. 

The business featured within this report, Connected Dots Luxury Estate Agent, is 
entirely fictional. 

All data, statistics, findings, competitors, customer insights, performance metrics, 
and analysis contained within this document have been created for 
demonstration purposes only and do not represent a real business. 

Purpose of This Sample Report 

This sample document demonstrates how a Connect Those Dots Research & 
Analysis report establishes the current reality of a business through evidence, 
research, analysis, and justified conclusions. 

The purpose of the report is to understand: 

• What is happening 
• Why it is happening 
• What is helping growth 
• What is restricting growth 
• What opportunities currently exist 

Every conclusion within a real Connect Those Dots Research & Analysis report is 
supported by evidence gathered from multiple data sources, independent 
research, and detailed analysis. 

Typical Research Inputs Analysed 

• Connect Those Dots Business Discovery Questionnaire 
• Google Search Console 
• Google Analytics (GA4) 
• Screaming Frog 
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• Ahrefs 
• Waikay 
• Website Research 
• Competitor Research 
• Market Research 
• Customer Journey Analysis 
• AI Visibility Analysis 

Relationship to the Connect Those Dots Growth 
Framework™ 

This report establishes the factual reality of the business before the Connect 
Those Dots Growth Framework™ is applied. 

The purpose of this report is not to provide strategy, recommendations, priorities, 
implementation plans, or growth roadmaps. It is to establish a clear, evidence-
based understanding of the current reality of the business. 

Sample Report Date 

3rd June 2026 
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1. Executive Summary 

Key Findings 
The research and analysis identified a business that possesses strong local 
market credibility, a premium property portfolio, and high customer satisfaction 
levels, but whose digital visibility and authority do not currently reflect the 
strength of the underlying business. 

The evidence indicates that the majority of new business is generated through 
referrals, repeat clients, and existing brand awareness rather than broader digital 
discovery channels. 

Whilst this demonstrates trust and service quality, it also creates limitations for 
future growth. 

The analysis identified several areas where the business possesses stronger real-
world authority than digital authority. 

This creates opportunities to improve visibility, trust, discoverability, and customer 
journey progression. 

Executive Summary Evidence 

Metric Value 

Annual Revenue £3.4M 

Average Property Value £1.28M 

Annual Property Instructions 212 

Annual Property Sales 174 

Referral Generated Enquiries 48% 

Repeat Client Enquiries 17% 

Website Generated Enquiries 21% 

Organic Search Generated Enquiries 9% 

Social Media Generated Enquiries 5% 
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Metric Value 

Google Review Rating 4.9 / 5 

Total Google Reviews 187 

 

Analysis 

The evidence shows that 65% of enquiries originate through referrals and repeat 
business. 

This demonstrates strong customer satisfaction and trust but also indicates a 
dependency upon existing awareness networks. 

Only 9% of enquiries originate directly from organic search despite the website 
attracting over 42,000 annual visitors. 

This suggests opportunities exist to improve the effectiveness of the digital 
ecosystem. 

Customer satisfaction remains exceptionally strong, reflected by the review profile 
and repeat client activity. 

The business clearly performs well once a relationship has been established. 

The challenge appears to be increasing visibility before relationships exist. 

Conclusion 

The business is fundamentally strong, and future growth is unlikely to be 
constrained by service quality, reputation, or expertise. 

Instead, future growth appears more likely to be constrained by visibility, 
discoverability, authority development, and customer journey effectiveness. 

Key Opportunities 

Executive Summary Evidence 

Opportunity Area Potential Impact 

Organic Visibility Expansion High 

Local Authority Development High 
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Opportunity Area Potential Impact 

Customer Journey Improvements Medium 

AI Visibility Improvements High 

Content Ecosystem Development High 

Geographic Expansion Visibility Medium 

 

Analysis 

The research indicates that growth opportunities already exist within the business. 

The largest opportunities are associated with improving how the business is 
discovered, understood, and trusted before direct contact occurs. 

Competitors with lower customer satisfaction scores currently achieve 
significantly greater digital visibility. 

This suggests opportunities exist to increase exposure without changing the 
service offering itself. 

Conclusion 

The strongest opportunities relate to increasing visibility and authority rather than 
changing operational delivery. 

Key Constraints 

Executive Summary Evidence 

Constraint Impact 

High Referral Dependency High 

Limited Non-Branded Visibility High 

Narrow Content Coverage High 

Weak AI Entity Signals Medium 

Limited Geographic Authority Medium 

Underutilised Expertise Assets High 



 

10 | Connect Those Dots Research & Analysis 
 

 

Analysis 

The evidence suggests that several growth constraints are interconnected. 

For example: 

• Limited content coverage reduces search visibility. 
• Reduced visibility limits authority development. 
• Reduced authority limits AI understanding. 
• Reduced AI understanding limits discoverability. 

These constraints appear to originate from a lack of connected digital assets 
rather than weaknesses within the business itself. 

Conclusion 

The primary constraints appear structural rather than operational. 

The business possesses the expertise required for growth but does not yet fully 
demonstrate that expertise across the wider digital ecosystem. 

2. Understanding The Business 

Business Overview 

Business Discovery Questionnaire Findings 

Metric Value 

Years Trading 14 

Number of Employees 18 

Number of Branches 2 

Primary Service Area Cheshire & South Manchester 

Average Property Value £1.28M 

Highest Recorded Sale £6.4M 

Annual Revenue £3.4M 
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Metric Value 

Annual Property Instructions 212 

Annual Sales Completed 174 

 

Supporting Research Findings 

Research identified that the business operates within the premium residential 
property sector, focusing primarily on: 

• Luxury detached homes 
• Country properties 
• Executive homes 
• High-net-worth clients 
• Relocation buyers 

Competitor analysis identified 12 direct luxury estate agency competitors 
operating within the same geographical market. 

Connected Dots Luxury Estate Agent ranked within the top three agencies by 
review profile and average property value. 

Analysis 

The evidence demonstrates that the business occupies a strong position within its 
local market. 

The average property value significantly exceeds regional market averages, 
indicating a clear premium positioning. 

The sales conversion rate from instruction to completion is approximately 82%, 
which compares favourably with industry averages. 

The competitor analysis suggests that the business is already viewed as an 
established participant within the luxury property market. 

Conclusion 

Connected Dots Luxury Estate Agent has successfully established itself within the 
premium property sector and demonstrates strong commercial foundations. 

The business is not operating from a position of weakness. 
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Instead, the evidence suggests the business is operating from a position of 
strength that is not yet fully reflected through its wider digital presence. 

Core Revenue Drivers 

Revenue Stream Annual Revenue Contribution 

Residential Property Sales 78% 

Property Acquisition Services 12% 

Premium Marketing Packages 7% 

Other Services 3% 

 

Supporting Research Findings 

The competitor analysis revealed that most competing agencies derive over 90% 
of revenue from traditional property sales. 

Connected Dots Luxury Estate Agent demonstrates greater service diversification 
than many direct competitors. 

Analysis 

The evidence shows a heavy reliance upon residential property sales. Whilst 
expected within the sector, this creates sensitivity to property market fluctuations. 
However, the existence of secondary revenue streams provides additional 
resilience. 

The property acquisition service appears particularly aligned with affluent buyer 
behaviour and may represent an area of future growth. 

Conclusion 

Property sales remain the dominant revenue driver. However, the business 
already possesses additional revenue streams that provide opportunities for 
future expansion and differentiation. 

Current Business Objectives 
The Business Discovery Questionnaire identified the following primary objectives: 

• Increase property instructions by 25% 
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• Expand into two additional affluent locations 
• Increase website-generated enquiries 
• Reduce reliance upon referrals 
• Strengthen brand awareness 
• Improve visibility amongst affluent buyers 

Supporting Research Findings 

The competitor landscape indicates that agencies successfully expanding into 
neighbouring affluent locations typically demonstrate stronger digital authority 
before opening physical offices. 

Analysis 

The objectives identified by the leadership team align closely with the 
opportunities identified throughout the research process. 

Several stated objectives directly relate to visibility, authority, and discoverability. 

This suggests alignment between management aspirations and the findings 
emerging from the evidence. 

Conclusion 

The business objectives appear realistic and directly connected to the 
opportunities identified throughout the research and analysis process. 

Business Strengths 

Customer Satisfaction Metrics 

Metric Value 

Google Rating 4.9 / 5 

Google Reviews 187 

Trustpilot Rating 4.8 / 5 

Repeat Client Enquiries 17% 

Referral Generated Enquiries 48% 

Average Sales Completion Rate 82% 
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Market Position Metrics 

Metric Value 

Average Property Value £1.28M 

Highest Property Sale £6.4M 

Years Trading 14 

Annual Sales Completed 174 

Direct Luxury Competitors 12 

Review Ranking Within Competitor Set Top 3 

 

Supporting Research Findings 

Competitor analysis identified that Connected Dots Luxury Estate Agent 
possesses one of the strongest review profiles within its local market. 

The business also demonstrates higher average property values than 8 of the 12 
identified competitors. 

Review sentiment analysis identified recurring positive themes: 

• Communication quality 
• Market knowledge 
• Professionalism 
• Personal service 
• Trustworthiness 

Analysis 

The evidence demonstrates that customer satisfaction is one of the strongest 
assets within the business. 

The combination of high review scores, strong referral activity, and repeat 
business suggests the company consistently delivers positive customer 
experiences. 

The average property value further supports the premium positioning of the 
brand. 
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The business appears to have successfully established credibility amongst 
affluent homeowners. 

Unlike many competitors, the evidence suggests that Connected Dots Luxury 
Estate Agent has already built significant trust within its operating market. 

Conclusion 

Customer trust, reputation, and service quality represent significant competitive 
advantages. 

The business possesses strong foundations upon which future growth can be 
built. 

Business Challenges 

Lead Source Analysis 

Lead Source Percentage 

Referrals 48% 

Repeat Clients 17% 

Website Direct Enquiries 21% 

Organic Search 9% 

Social Media 5% 

 

Digital Visibility Metrics 

Metric Value 

Annual Organic Clicks 24,381 

Ranking Keywords 683 

Top 10 Rankings 37 

Branded Traffic 62% 

Non-Branded Traffic 38% 
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Competitor Visibility Comparison 

Business Ranking Keywords 

Competitor A 2,431 

Competitor B 1,987 

Competitor C 1,654 

Connected Dots Luxury Estate Agent 683 

 

Supporting Research Findings 

Several competitors demonstrate significantly greater digital visibility despite 
possessing smaller review profiles and lower average property values. 

Multiple competitors have developed extensive content ecosystems covering: 

• Area guides 
• Property advice 
• Buyer resources 
• Seller resources 
• Market reports 

Analysis 

The evidence indicates that the business's greatest challenges are not 
operational. 

The company performs strongly once relationships have been established. 

The challenge lies in creating those relationships at scale. 

The lead source analysis highlights a dependency upon existing awareness and 
referral networks. 

The visibility comparison demonstrates that competitors are capturing 
significantly more discovery-stage traffic. 

The gap between business quality and digital visibility appears substantial. 
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Conclusion 

The business's greatest challenges relate to discoverability, authority 
development, and visibility rather than service delivery or reputation. 

Current Growth Position 

Growth Metrics 

Metric Current Position 

Revenue Growth (3 Years) +21% 

Instruction Growth (3 Years) +14% 

Website Traffic Growth (3 Years) +11% 

Organic Traffic Growth (3 Years) +7% 

Referral Growth (3 Years) +18% 

 

Competitor Growth Comparison 

Metric Business Market Average 

Revenue Growth +21% +17% 

Traffic Growth +11% +26% 

Organic Growth +7% +19% 

 

Supporting Research Findings 

Market research indicates that leading luxury estate agencies have invested 
heavily in visibility, authority building, content development, and digital trust 
signals over the last three years. 

Connected Dots Luxury Estate Agent has focused primarily on reputation and 
service quality. 

Analysis 

The business continues to grow. 
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However, growth rates within visibility-related metrics are significantly lower than 
growth rates within revenue and referrals. 

This suggests that future growth is increasingly likely to become constrained by 
discoverability. 

The company appears to have maximised many of the benefits associated with 
referral-led growth. 

The next stage of growth may require broader market visibility. 

Conclusion 

Connected Dots Luxury Estate Agent has successfully established a strong market 
position. 

The evidence suggests the business is now transitioning from a reputation-led 
growth phase into a visibility-led growth phase. 

3. Understanding The Market 

Market Overview 

Market Size Indicators 

Metric Value 

Luxury Property Transactions (Annual) 2,840 

Average Luxury Property Value £1.12M 

Target Market Locations 14 

Direct Luxury Competitors 12 

National Competitors Active in Region 5 

 

Supporting Research Findings 

The luxury property market within Cheshire and South Manchester remains highly 
competitive. 

Demand continues to be driven by: 
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• Lifestyle buyers 
• Executive relocations 
• High-net-worth families 
• Business owners 
• International buyers 

Research identified continued demand for premium properties despite wider 
economic uncertainty. 

Analysis 

The evidence suggests that sufficient market demand exists to support continued 
growth. 

The market itself does not appear to represent a significant growth constraint. 

Competition levels remain high, but the transaction volume demonstrates that 
opportunities continue to exist. 

The challenge appears to be capturing a greater share of market attention rather 
than operating within a declining market. 

Conclusion 

The market remains attractive and commercially viable. 

Future growth is likely to be determined by competitive positioning rather than 
market demand. 

Current Market Conditions 

Market Performance Data 

Metric Current Year 

Average Days to Sale 94 

Average Asking to Sale Price Ratio 96.7% 

Luxury Property Stock Levels +11% 

Buyer Enquiries +8% 

Completed Transactions +4% 
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Supporting Research Findings 

Research identified increased buyer caution compared to previous years. 

However, demand remains healthy for premium properties that are: 

• Correctly priced 
• Professionally marketed 
• Located within desirable areas 

The market is demonstrating longer research periods before buyers engage with 
estate agents. 

Analysis 

The increase in buyer research behaviour increases the importance of visibility 
during the early stages of the customer journey. 

Buyers appear to be spending more time researching locations, agents, and 
market conditions before making contact. 

This trend favours businesses that can establish trust before enquiries occur. 

Conclusion 

Current market conditions increase the importance of authority, trust, and 
visibility throughout the research phase of the customer journey. 

Competitor Landscape 

Competitor Visibility Comparison 

Competitor Ranking Keywords Referring Domains 

Competitor A 2,431 684 

Competitor B 1,987 522 

Competitor C 1,654 413 

Connected Dots Luxury Estate Agent 683 119 
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Competitor Content Comparison 

Competitor Content Assets 

Competitor A 436 

Competitor B 298 

Competitor C 241 

Connected Dots Luxury Estate Agent 58 

 

Supporting Research Findings 

Competitors with the strongest visibility profiles consistently demonstrate: 

• Larger content ecosystems 
• Stronger backlink profiles 
• Greater media visibility 
• Stronger educational resources 
• Broader geographic authority 

Analysis 

The competitor analysis demonstrates a significant visibility gap. 

Whilst Connected Dots Luxury Estate Agent performs strongly operationally, 
competitors outperform the business in terms of digital authority and 
discoverability. 

The evidence suggests that competitors have invested more heavily in becoming 
visible throughout the customer journey. 

Conclusion 

The competitive challenge facing the business is not expertise. It is visibility and 
authority development. 
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Market Visibility Analysis 

Organic Visibility Comparison 

Metric Connected Dots Competitor A Competitor B Competitor C 

Ranking Keywords 683 2,431 1,987 1,654 

Top 3 Rankings 12 183 141 116 

Top 10 Rankings 37 427 362 294 

Monthly Organic Traffic 2,032 11,741 8,942 7,681 

Branded Traffic % 62% 28% 34% 31% 

 

Search Visibility Breakdown 

Search Type Visibility Share 

Branded Searches 62% 

Estate Agent Searches 17% 

Area Searches 11% 

Property Advice Searches 4% 

Buyer Research Searches 3% 

Seller Research Searches 3% 

 

Supporting Research Findings 

Competitors consistently appear throughout the wider property research journey. 

Research identified visibility across: 

• Area guides 
• School catchment guides 
• Luxury lifestyle content 
• Property market updates 
• Relocation advice 
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• Seller guidance 
• Buyer guidance 

Connected Dots Luxury Estate Agent demonstrates limited visibility across these 
areas. 

Analysis 

The visibility profile indicates a heavy dependence on users already knowing the 
brand. 

Whilst brand recognition remains a strength, the evidence suggests that visibility 
earlier in the customer journey is significantly weaker than key competitors. 

The data also indicates that the business currently captures a relatively small 
share of informational search demand. 

This limits opportunities to attract future buyers and sellers before they actively 
seek an estate agent. 

Conclusion 

The business currently demonstrates strong visibility amongst people already 
familiar with the brand but weaker visibility amongst those still researching their 
options. 

Market Authority Analysis 

Authority Metrics 

Metric Connected Dots Competitor A Competitor B 

Referring Domains 119 684 522 

Media Mentions 24 137 92 

Industry Citations 11 56 41 

Educational Resources 58 436 298 

Market Reports Published 4 37 29 
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Review Authority Metrics 

Metric Connected Dots Market Average 

Google Reviews 187 84 

Google Rating 4.9 4.6 

Review Response Rate 96% 61% 

 

Supporting Research Findings 

The business demonstrates stronger customer satisfaction than most direct 
competitors. 

However, competitors possess significantly stronger external authority signals. 

Analysis 

The authority analysis highlights an important distinction. 

The business demonstrates strong customer authority but weaker digital 
authority. 

Customer authority is reflected through reviews, referrals, and repeat business. 

Digital authority is reflected through citations, backlinks, content coverage, and 
external references. 

The evidence suggests that the business performs exceptionally well in the former 
but less strongly in the latter. 

Conclusion 

The business possesses stronger authority than its digital footprint currently 
reflects. 

The challenge is demonstrating existing expertise rather than creating new 
expertise. 
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Emerging Market Trends 

Trend Analysis 

Trend Growth Rate 

AI Assisted Property Research +174% 

Relocation Related Searches +41% 

Luxury Lifestyle Searches +33% 

Property Investment Searches +27% 

Local Area Research Searches +38% 

 

Supporting Research Findings 

The research identified several recurring behavioural changes. 

Potential clients increasingly: 

• Research before contacting agents 
• Use AI tools to gather information 
• Compare multiple agencies before making contact 
• Consume educational content throughout the decision-making process 

Analysis 

These trends suggest that visibility throughout the wider research journey is 
becoming increasingly important. 

Businesses that demonstrate expertise before enquiries occur are more likely to 
influence customer decisions. 

The rise of AI-assisted research also increases the importance of authority signals 
and entity development. 

Conclusion 

Market trends favour businesses capable of demonstrating expertise across 
multiple digital touchpoints rather than relying solely on traditional reputation. 
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Market Opportunities 
The analysis identified the following gaps between Connected Dots Luxury Estate 
Agent and leading competitors. 

Opportunity Commercial Potential 

Area Authority Development High 

Luxury Property Content High 

Relocation Resources Medium 

Market Commentary Medium 

Educational Resources High 

AI Authority Development High 

 

Supporting Research Findings 

Many competitor visibility advantages originate from educational assets rather 
than operational advantages. 

Analysis 

The evidence suggests that many opportunities are achievable because they 
leverage expertise the business already possesses. 

Several opportunities do not require new services, new staff, or new markets. 

They require better visibility of existing expertise. 

Conclusion 

Significant opportunities exist to strengthen authority, visibility, and discoverability 
using assets already available within the business. 

Market Constraints 

Constraint Impact 

Strong Digital Competitors High 

Increasing Content Competition High 
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Constraint Impact 

Longer Buyer Research Cycles Medium 

Greater Trust Requirements Medium 

AI Discovery Growth Medium 

 

Supporting Research Findings 

The luxury property sector is becoming increasingly competitive within digital 
channels. 

Many leading competitors continue to invest heavily in authority development. 

Analysis 

Whilst the market remains commercially attractive, competition for visibility 
continues to increase. 

Businesses relying solely upon traditional reputation may find growth increasingly 
difficult. 

Conclusion 

The market itself is not the primary challenge. It lies in competing effectively for 
attention, trust, and visibility throughout increasingly complex customer journeys. 

4. Understanding The Customer 

Customer Overview 

Customer Segmentation Analysis 

Customer Type Share Of Instructions 

Luxury Home Sellers 58% 

Executive Relocations 17% 

Property Investors 9% 

Downsizers 10% 
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Customer Type Share Of Instructions 

International Buyers 6% 

 

Demographic Analysis 

Metric Value 

Average Seller Age 54 

Average Buyer Age 47 

Household Income (Average) £185,000 

Business Owners 31% 

Senior Executives 28% 

Professionals 24% 

 

Supporting Research Findings 

The research identified a customer base heavily influenced by: 

• Lifestyle aspirations 
• Wealth preservation 
• Family considerations 
• Educational priorities 
• Location quality 

Analysis 

The customer base differs significantly from mainstream estate agency 
audiences. 

Purchasing decisions are influenced by lifestyle, status, trust, and long-term value 
rather than price alone. 

This creates a greater emphasis on expertise and confidence throughout the 
decision-making process. 
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Conclusion 

Connected Dots Luxury Estate Agent serves a sophisticated customer base that 
requires high levels of trust before engagement. 

Primary Customer Segments 

Customer Segment Comparison 

Segment Commercial Value Frequency 

Luxury Family Sellers High High 

Executive Relocations High Medium 

International Buyers High Low 

Property Investors Medium Medium 

Downsizers Medium Medium 

 

Supporting Research Findings 

Luxury family sellers and executive relocations account for approximately 75% of 
annual revenue generation. 

Analysis 

The evidence demonstrates that not all customer segments contribute equally to 
business growth. 

A relatively small number of customer groups generate the majority of 
commercial value. 

Conclusion 

The business derives most of its value from affluent families and executive 
relocation clients, making these audiences strategically important. 
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Customer Motivations 

Motivational Analysis 

Motivation Frequency 

Maximising Sale Value 82% 

Relocation 47% 

Lifestyle Change 44% 

School Catchment Areas 39% 

Investment Considerations 31% 

Downsizing 24% 

 

Supporting Research Findings 

Review analysis and customer feedback consistently referenced confidence, 
communication, and market expertise as important decision factors. 

Analysis 

Customers appear to be driven primarily by outcomes rather than transactions. 

They are seeking reassurance, expertise, and confidence throughout the process. 

Conclusion 

Trust and expertise play a greater role in customer decision making than price or 
convenience alone. 

Customer Concerns 

Customer Concern Analysis 

Concern Frequency 

Achieving Maximum Sale Price 78% 

Choosing The Right Estate Agent 71% 

Length Of Selling Process 63% 
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Concern Frequency 

Finding Qualified Buyers 59% 

Poor Communication 54% 

Property Valuation Accuracy 48% 

Market Conditions 42% 

Privacy & Discretion 37% 

 

Review Analysis Findings 

Analysis of 187 customer reviews identified recurring concerns prior to instruction: 

• Uncertainty regarding agent selection 
• Lack of trust in larger estate agencies 
• Concerns around overvaluation 
• Concerns regarding communication quality 
• Fear of extended time on market 

Competitor Research Findings 

Several competitors actively address these concerns through: 

• Seller guides 
• Case studies 
• Market reports 
• Educational resources 
• Local expertise content 

Connected Dots Luxury Estate Agent currently demonstrates less visible 
educational support throughout the decision-making process. 

Analysis 

The evidence suggests that many customer concerns occur before direct 
engagement with an estate agent. 

This means prospective clients are seeking reassurance during the research 
phase rather than after contact has been established. 
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The competitor analysis indicates that educational resources are frequently used 
to address these concerns before enquiries occur. 

Conclusion 

Customers require reassurance before making contact. 

The business currently addresses these concerns effectively during consultations 
but less consistently during the earlier stages of the customer journey. 

Customer Decision Making Process 

Average Seller Journey Timeline 

Stage Average Duration 

Initial Consideration 4 Weeks 

Market Research 3 Weeks 

Agent Evaluation 2 Weeks 

Agent Shortlisting 1 Week 

Instruction Decision 1 Week 

 

Average Buyer Journey Timeline 

Stage Average Duration 

Initial Research 6 Weeks 

Area Evaluation 4 Weeks 

Property Research 5 Weeks 

Agent Interaction 2 Weeks 

Purchase Progression 12 Weeks 

 

Supporting Research Findings 

Customer interviews and behavioural analysis identified that most clients interact 
with multiple touchpoints before making contact. 
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Typical touchpoints include: 

• Google searches 
• Property portals 
• Review platforms 
• Social media 
• Estate agency websites 
• AI platforms 
• Recommendations 

Analysis 

The evidence demonstrates that customer journeys are considerably longer than 
many businesses assume. 

Most decisions are influenced by multiple interactions rather than a single event. 

This increases the importance of visibility across multiple stages of the journey. 

Conclusion 

The majority of trust is established before direct contact occurs. 

Businesses visible throughout the research phase possess a significant 
competitive advantage. 

Customer Behaviour Analysis 

GA4 User Behaviour Data 

Metric Value 

Average Engagement Time 2m 47s 

Pages Per Session 3.8 

Returning Visitor Rate 39% 

Mobile Traffic 68% 

Desktop Traffic 29% 

Tablet Traffic 3% 
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Landing Page Distribution 

Entry Point Sessions 

Property Listings 18,742 

Homepage 9,383 

Area Pages 5,724 

Service Pages 4,116 

Blog Content 1,924 

 

Supporting Research Findings 

Property listings attract the majority of traffic. 

Educational content contributes less than 5% of total website sessions. 

Competitor analysis identified educational content contributing between 18% and 
34% of total traffic. 

Analysis 

The evidence suggests that the website currently attracts users primarily during 
the later stages of the customer journey. 

Visitors are generally researching properties or estate agents rather than broader 
property-related topics. 

This limits opportunities to build trust before competitors enter the conversation. 

Conclusion 

Current user behaviour reflects strong transactional engagement but weaker 
educational engagement. 

This creates opportunities to expand visibility earlier within the customer journey. 
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Customer Trust Signals 

Trust Signal Performance 

Trust Signal Strength 

Google Reviews Very Strong 

Referral Activity Very Strong 

Years Trading Strong 

Property Portfolio Strong 

Media Mentions Moderate 

Educational Content Weak 

Industry Citations Weak 

 

Review Sentiment Analysis 

Top recurring positive themes: 

Theme Frequency 

Communication 74% 

Professionalism 68% 

Expertise 61% 

Trustworthiness 58% 

Personal Service 52% 

 

Supporting Research Findings 

The business consistently outperforms competitors in review quality. 

However, competitors demonstrate stronger external authority signals through 
content, citations, and media exposure. 
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Analysis 

The evidence reveals a distinction between customer trust and digital trust. 

Customer trust is exceptionally strong. 

Digital trust signals beyond reviews remain underdeveloped relative to 
competitors. 

Conclusion 

The business already possesses substantial trust assets. 

The opportunity lies in increasing the visibility and utilisation of those assets. 

Customer Expectations 

Customer Survey Findings 

Expectation Frequency 

Fast Communication 87% 

Local Expertise 81% 

Accurate Valuation 79% 

Premium Marketing 74% 

Personal Service 69% 

Market Knowledge 65% 

Digital Convenience 61% 

 

Supporting Research Findings 

Competitor analysis identified growing demand for: 

• Immediate information access 
• Educational resources 
• Digital communication 
• Local expertise 
• Transparent processes 
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Analysis 

Customers increasingly expect expertise to be visible before engagement. 

The traditional approach of demonstrating expertise only during consultations is 
becoming less effective. 

Conclusion 

Modern customers expect expertise to be accessible throughout the research 
process rather than only after making contact. 

Customer Opportunities 
The analysis identified the following customer-related opportunities. 

Opportunity Potential Impact 

Earlier Trust Building High 

Educational Content Development High 

Area Expertise Expansion High 

Relocation Resources Medium 

Buyer Guidance Content Medium 

Seller Guidance Content High 

 

Supporting Research Findings 

The majority of identified opportunities align directly with customer concerns and 
behavioural patterns. 

Analysis 

Most opportunities originate from providing greater visibility into expertise that 
already exists within the business. 

The business does not appear to require new capabilities. Instead, it needs to 
make existing capabilities more visible. 
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Conclusion 

The strongest customer opportunities involve improving visibility, trust, and 
expertise throughout the research phase. 

Customer Constraints 

Constraint Impact 

Long Research Cycles High 

High Trust Requirements High 

Strong Competitor Visibility High 

Limited Educational Content High 

Growing AI Adoption Medium 

 

Supporting Research Findings 

Customer journeys continue to become longer, and more research driven. 

Buyers and sellers increasingly seek evidence before engaging directly. 

Analysis 

The evidence suggests that customer expectations are increasing. 

Businesses that fail to demonstrate expertise throughout the customer journey 
risk losing visibility to more visible competitors. 

Conclusion 

The primary customer-related constraints relate to visibility and trust 
development rather than customer demand. 
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5. Understanding Current Visibility 

Visibility Overview 

Organic Search Performance 

Metric Value 

Annual Organic Clicks 24,381 

Annual Organic Impressions 1,492,837 

Average CTR 1.63% 

Average Position 18.2 

Ranking Keywords 683 

Top 3 Rankings 12 

Top 10 Rankings 37 

 

Visibility Sources 

Source Share 

Organic Search 31% 

Direct Traffic 34% 

Referral Traffic 18% 

Social Traffic 7% 

Paid Traffic 10% 

 

Supporting Research Findings 

The business demonstrates healthy brand awareness but significantly lower 
organic visibility than several direct competitors. 
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Analysis 

The evidence indicates that the business attracts visitors through multiple 
channels. 

However, organic visibility remains relatively narrow compared to the broader 
opportunity available. 

The keyword footprint suggests that the business currently captures a relatively 
small proportion of relevant search demand. 

Conclusion 

The business possesses a digital presence but does not yet demonstrate the level 
of visibility expected from its market position and reputation. 

Organic Search Visibility 

Google Search Console Performance Data 

Metric Value 

Total Clicks 24,381 

Total Impressions 1,492,837 

Average CTR 1.63% 

Average Position 18.2 

Indexed Pages Receiving Clicks 41 

Total Indexed Pages 186 

 

Organic Traffic Growth 

Year Organic Clicks 

Year 1 18,742 

Year 2 22,811 

Year 3 24,381 
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Competitor Comparison 

Business Monthly Organic Traffic 

Competitor A 11,741 

Competitor B 8,942 

Competitor C 7,681 

Connected Dots Luxury Estate Agent 2,032 

 

Supporting Research Findings 

The majority of competitor visibility is generated through content assets rather 
than service pages. 

Research identified strong visibility for: 

• Area guides 
• Relocation resources 
• School catchment content 
• Property market commentary 
• Seller advice 
• Buyer advice 

Analysis 

Organic visibility has grown consistently over the last three years. 

However, growth remains relatively modest compared to leading competitors. 

The indexed page analysis indicates that only 41 of 186 indexable pages currently 
generate measurable search traffic. 

This means approximately 78% of available website assets are not contributing 
significantly to visibility. 

The competitor comparison demonstrates that the visibility gap is substantial. 

The challenge appears to be breadth of visibility rather than technical capability. 
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Conclusion 

Organic visibility continues to improve but remains significantly below the level 
expected for a leading luxury estate agency within its market. 

Keyword Visibility Analysis 

Keyword Distribution 

Ranking Position Keywords 

Positions 1–3 12 

Positions 4–10 25 

Positions 11–20 86 

Positions 21–50 274 

Positions 51–100 286 

 

Traffic Distribution 

Keyword Type Traffic Share 

Branded 62% 

Estate Agency Searches 17% 

Area Searches 11% 

Buyer Searches 4% 

Seller Searches 3% 

Market Research Searches 3% 

 

Top Performing Keywords 

Keyword Position 

connected dots luxury estate agent 1 

luxury estate agent Cheshire 4 
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Keyword Position 

luxury estate agent Wilmslow 5 

luxury homes Cheshire 8 

luxury property Alderley edge 9 

 

Supporting Research Findings 

Competitors demonstrate significantly broader visibility across informational 
search terms. 

Many rank for thousands of additional searches connected to the wider property 
journey. 

Analysis 

The keyword profile is heavily weighted towards branded and highly transactional 
searches. 

Whilst these keywords are commercially valuable, they represent only a small 
portion of the overall market opportunity. 

The distribution data indicates that a large number of keywords are currently 
positioned between positions 11 and 100. 

This suggests visibility potential already exists but remains unrealised. 

Conclusion 

The business possesses a foundation of keyword visibility but lacks the breadth 
required to dominate the wider luxury property research journey. 

Local Visibility Analysis 

Local Search Visibility 

Location Visibility Score 

Wilmslow 82 

Alderley Edge 79 
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Location Visibility Score 

Prestbury 76 

Knutsford 68 

Hale 63 

Bowdon 58 

Stockton Heath 44 

Lymm 41 

 

Google Business Profile Metrics 

Metric Value 

Views (12 Months) 183,427 

Website Clicks 7,241 

Direction Requests 2,918 

Phone Calls 1,882 

 

Supporting Research Findings 

The business demonstrates strongest visibility within locations where it has 
historically completed the highest volume of transactions. 

Visibility declines noticeably outside the core operating area. 

Analysis 

The local visibility profile mirrors the reputation profile. 

Areas with the strongest market presence also demonstrate the strongest 
visibility. 

The decline outside core locations suggests opportunities exist to extend authority 
into neighbouring affluent markets. 
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Conclusion 

The business dominates visibility within several key locations but demonstrates 
reduced authority beyond its core service area. 

Authority Analysis 

Authority Metrics 

Metric Value 

Referring Domains 119 

Backlinks 1,847 

Media Mentions 24 

Industry Citations 11 

Domain Authority Score 31 

 

Competitor Comparison 

Business Referring Domains 

Competitor A 684 

Competitor B 522 

Competitor C 413 

Connected Dots Luxury Estate Agent 119 

 

Supporting Research Findings 

Many competitors have built authority through: 

• Market reports 
• Local publications 
• Industry contributions 
• Educational resources 
• Property insights 
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Analysis 

The authority gap is significant. 

Whilst customer trust remains strong, digital authority signals are relatively weak 
compared to leading competitors. 

The evidence suggests that authority development has not been a major area of 
historical focus. 

Conclusion 

The business demonstrates stronger real-world authority than digital authority. 

Referral Visibility Analysis 

Referral Traffic Breakdown 

Source Traffic Share 

Property Portals 42% 

Local Directories 18% 

Business Partners 16% 

Media Mentions 12% 

Other Sources 12% 

 

Supporting Research Findings 

The business benefits from strong professional relationships across: 

• Mortgage brokers 
• Solicitors 
• Property professionals 
• Existing clients 

Analysis 

Referral activity remains a significant source of visibility. 

This reflects positive reputation and strong professional relationships. 

However, referral growth tends to be less scalable than broader visibility growth. 
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Conclusion 

Referral visibility remains a strength but should not become the sole growth 
mechanism. 

Social Visibility Analysis 

Social Performance 

Platform Followers 

Instagram 8,742 

Facebook 5,128 

LinkedIn 2,814 

 

Social Traffic 

Platform Website Visits 

Instagram 2,314 

Facebook 1,228 

LinkedIn 687 

 

Supporting Research Findings 

Content is primarily property focused. 

Educational and expertise-led content represents less than 15% of published 
content. 

Analysis 

The social channels support property promotion effectively. 

However, they currently contribute relatively little towards authority development 
and expertise positioning. 
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Conclusion 

Social visibility supports brand awareness but is underutilised as an authority-
building asset. 

AI Visibility Analysis 

Waikay Metrics 

Metric Score 

Overall AI Knowledge Score 41/100 

Entity Recognition Score 47/100 

Authority Score 38/100 

Citation Score 29/100 

Fact Accuracy Score 72/100 

 

Competitor Comparison 

Business AI Knowledge Score 

Competitor A 78 

Competitor B 71 

Competitor C 64 

Connected Dots Luxury Estate Agent 41 

 

Supporting Research Findings 

AI platforms frequently identify the business but often provide incomplete 
descriptions of its expertise and positioning. 

Analysis 

The business is recognised but not consistently understood. 

The relatively low citation and authority scores suggest that AI systems currently 
possess limited evidence regarding the business. 
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Conclusion 

AI visibility remains significantly below competitor levels and represents a 
growing area of future importance. 

Visibility Strengths 
The strongest visibility indicators include: 

Strength Evidence 

Brand Recognition 62% branded traffic 

Review Profile 4.9 stars from 187 reviews 

Local Visibility Strongest scores within core markets 

Referral Activity 48% enquiry contribution 

 

Analysis 

The strongest visibility assets originate from trust and reputation. 

Conclusion 

Visibility strength is concentrated around existing awareness rather than wider 
market discovery. 

Visibility Constraints 

Constraint Evidence 

Limited Keyword Coverage 683 keywords 

Low Authority Signals 119 referring domains 

Weak AI Visibility 41 AI score 

Limited Content Reach 58 content assets 

Analysis 

Several visibility constraints appear interconnected and reinforce one another. 
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Conclusion 

The business's visibility limitations stem primarily from authority, content, and 
discoverability rather than reputation. 

Visibility Opportunities 
Gap analysis identified: 

Opportunity Area Potential Impact 

Area Authority Expansion High 

Educational Content Growth High 

AI Visibility Development High 

Authority Signal Expansion High 

Geographic Expansion Visibility Medium 

 

Analysis 

The opportunities align directly with the visibility constraints identified throughout 
the analysis. 

Conclusion 

The strongest opportunities involve increasing visibility amongst audiences who 
do not yet know the brand exists. 

6. Understanding The Website 

Website Overview 

Website Asset Overview 

Metric Value 

Total URLs Crawled 243 

Indexable Pages 186 
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Metric Value 

Non-Indexable Pages 57 

Property Listing Pages 96 

Service Pages 12 

Area Pages 18 

Blog Articles 58 

Conversion Pages 5 

 

Traffic Distribution by Page Type 

Page Type Traffic Share 

Property Listings 46% 

Homepage 23% 

Area Pages 14% 

Service Pages 10% 

Blog Content 7% 

 

Supporting Research Findings 

The website is visually strong and effectively reflects the premium positioning of 
the brand. 

The design quality exceeds many direct competitors and property presentation 
standards are consistently high. 

Analysis 

The website contains a substantial number of assets, but traffic concentration 
remains high. 

Almost half of all traffic is generated by property listings, indicating that the 
website functions primarily as a property browsing platform rather than a 
complete customer acquisition ecosystem. 
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The low contribution from informational content suggests opportunities to 
broaden the role of the website within the customer journey. 

Conclusion 

The website provides a strong foundation but currently operates more effectively 
as a transactional platform than an authority-building platform. 

Structural Analysis 

Website Structure Metrics 

Metric Value 

Maximum Crawl Depth 7 Clicks 

Average Crawl Depth 4.2 Clicks 

Pages Greater Than 4 Clicks Deep 73 

Pages Within 3 Clicks Of Homepage 113 

Orphan Pages 27 

 

Supporting Research Findings 

Several high-value content assets were identified beyond four clicks from the 
homepage. 

Multiple blog articles and area guides receive minimal internal support. 

Analysis 

The crawl depth analysis indicates that a significant proportion of content sits 
relatively deep within the website architecture. 

Pages located deeper within the structure often receive: 

• Less visibility 
• Fewer internal links 
• Lower engagement 

The presence of 27 orphan pages suggests that valuable assets may not be fully 
integrated into the wider website ecosystem. 
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Conclusion 

The website structure supports core navigation effectively, but several valuable 
assets are insufficiently connected. 

Internal Connectivity Analysis 

Internal Linking Metrics 

Metric Value 

Total Internal Links 9,842 

Average Internal Links Per Page 40 

Pages With Fewer Than 5 Internal Links 34 

Orphan Pages 27 

Pages With No Incoming Links 18 

 

Internal Link Distribution 

Page Type Average Internal Links 

Homepage 186 

Service Pages 72 

Area Pages 19 

Blog Content 7 

Property Pages 5 

 

Supporting Research Findings 

Competitor analysis identified significantly stronger relationships between: 

• Area pages 
• Service pages 
• Market reports 
• Educational content 
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Many competitors actively guide visitors between related topics. 

Analysis 

The internal link profile demonstrates a concentration of authority around core 
pages. 

Supporting content receives substantially less internal support. 

This limits: 

• User progression 
• Content discovery 
• Topic reinforcement 
• Authority distribution 

The evidence suggests that many assets currently operate independently rather 
than supporting one another. 

Conclusion 

Internal connectivity represents a significant opportunity to improve both user 
journeys and content discoverability. 

Content Analysis 

Content Asset Breakdown 

Content Type Quantity 

Property Listings 96 

Area Pages 18 

Service Pages 12 

Blog Articles 58 

Market Reports 4 
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Content Performance 

Content Type Traffic Contribution 

Property Listings 46% 

Homepage 23% 

Area Pages 14% 

Service Pages 10% 

Blog Content 7% 

 

Supporting Research Findings 

Competitors possess substantially larger educational content ecosystems. 

Average content assets amongst leading competitors: 

Competitor Content Assets 

Competitor A 436 

Competitor B 298 

Competitor C 241 

Connected Dots Luxury Estate Agent 58 

 

Analysis 

The content ecosystem remains heavily weighted towards property inventory. 

Whilst this supports active buyers, it provides fewer opportunities to engage 
potential clients during earlier stages of the research process. 

The relatively small educational content footprint limits visibility opportunities 
across the broader customer journey. 

Conclusion 

The website contains strong transactional content but limited supporting content 
compared to market leaders. 
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User Experience Analysis 

User Behaviour Metrics 

Metric Value 

Average Engagement Time 2m 47s 

Pages Per Session 3.8 

Bounce Rate 42% 

Mobile Traffic 68% 

Desktop Traffic 29% 

Returning Visitors 39% 

 

Supporting Research Findings 

User testing identified several recurring behaviours: 

• Property exploration is intuitive 
• Area pages generate strong engagement 
• Blog content demonstrates lower engagement 
• Navigation is clear but progression pathways are inconsistent 

Analysis 

The website delivers a generally positive user experience. However, the evidence 
suggests that visitors are often consuming content without being guided towards 
the next logical step. 

This creates opportunities to improve progression between discovery, trust, and 
conversion. 

Conclusion 

The user experience is strong but progression throughout the wider customer 
journey could be improved. 
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Conversion Analysis 

Conversion Metrics 

Conversion Type Annual Conversions 

Property Enquiries 1,187 

Valuation Requests 421 

Contact Form Submissions 312 

Telephone Enquiries 884 

 

Landing Page Conversion Performance 

Page Type Conversion Rate 

Service Pages 4.8% 

Area Pages 2.9% 

Property Listings 2.4% 

Blog Content 0.7% 

 

Supporting Research Findings 

The highest converting visitors typically arrive via: 

• Branded searches 
• Referral traffic 
• Direct traffic 

Analysis 

The conversion data suggests that the website performs strongly once trust has 
been established. 

Visitors arriving with existing awareness demonstrate significantly higher 
conversion rates. 
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The challenge appears to be attracting more qualified visitors into the website 
ecosystem. 

Conclusion 

Conversion performance is relatively healthy. 

The greater opportunity lies in increasing qualified visibility rather than improving 
conversion mechanics alone. 

Technical Analysis 

Technical Crawl Findings 

Metric Value 

Indexable Pages 186 

Redirect Chains 14 

Missing Meta Descriptions 21 

Missing H1 Tags 9 

Duplicate Page Titles 17 

Broken Internal Links 8 

Structured Data Errors 6 

 

Supporting Research Findings 

No critical technical issues were identified that would significantly restrict visibility. 

Most issues identified fall within standard optimisation opportunities. 

Analysis 

Technical health appears generally strong. 

Whilst improvements remain available, the evidence suggests that technical 
limitations are not the primary growth constraint. 
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Conclusion 

The website is technically capable of supporting significantly greater visibility 
than it currently achieves. 

Content Coverage Analysis 

Topic Coverage Assessment 

Topic Area Coverage Score 

Property Listings 95 

Estate Agency Services 81 

Area Expertise 54 

Seller Guidance 29 

Buyer Guidance 24 

Relocation Content 18 

Market Commentary 21 

Investment Content 11 

 

Supporting Research Findings 

Competitor analysis identified significantly broader coverage across educational 
and expertise-driven topics. 

Analysis 

Several important stages of the customer journey remain underserved by existing 
content. 

The evidence indicates that many potential customer questions currently remain 
unanswered. 

Conclusion 

Content coverage gaps are limiting both visibility and authority development. 



 

60 | Connect Those Dots Research & Analysis 
 

Website Strengths 

Strength Supporting Evidence 

Premium Design Strong visual presentation 

Property Marketing High-quality listings 

Conversion Performance Strong enquiry generation 

Technical Stability Good technical health 

Customer Engagement Positive behavioural metrics 

 

Analysis 

The website performs strongly where it focuses its efforts. 

Conclusion 

The existing website provides a strong platform upon which future growth can be 
built. 

Website Constraints 

Constraint Supporting Evidence 

Limited Content Depth 58 content assets 

Weak Internal Connectivity 27 orphan pages 

Limited Topic Coverage Low educational coverage 

Authority Distribution Issues Uneven internal linking 

 

Analysis 

Several constraints are interconnected and contribute to reduced visibility. 

Conclusion 

The primary website constraints relate to content, connectivity, and coverage 
rather than technology. 
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Website Opportunities 

Opportunity Assessment 

Opportunity Potential Impact 

Internal Connectivity Improvements High 

Educational Content Expansion High 

Area Authority Development High 

Buyer Guidance Resources Medium 

Seller Guidance Resources High 

Market Insight Content Medium 

 

Analysis 

The identified opportunities align directly with the visibility, authority, and 
customer journey findings documented throughout the report. 

Conclusion 

The website possesses significant untapped potential and appears capable of 
supporting substantially greater visibility and authority than currently achieved. 

7. Understanding The Customer Journey 

Customer Journey Overview 

Annual Journey Metrics 

Metric Value 

Website Sessions 42,381 

Engaged Sessions 29,117 

Returning Visitors 16,529 

Total Enquiries 2,804 
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Metric Value 

Property Enquiries 1,187 

Valuation Requests 421 

Contact Form Submissions 312 

Telephone Enquiries 884 

 

Conversion Overview 

Stage Users 

Website Visitors 42,381 

Engaged Visitors 29,117 

Returning Visitors 16,529 

Conversion Actions 2,804 

Sales Appointments 684 

Property Instructions 212 

 

Supporting Research Findings 

The business receives traffic from a wide variety of channels. 

However, not all users follow the same path before converting. 

User behaviour demonstrates significant variation depending on: 

• Traffic source 
• Customer type 
• Stage of journey 
• Level of brand awareness 

Analysis 

The evidence demonstrates that customer acquisition is not driven by a single 
pathway. 



 

63 | Connect Those Dots Research & Analysis 
 

Multiple journeys exist. However, the majority of conversions occur after multiple 
website visits and repeated exposure to the brand. 

This reinforces the importance of trust development throughout the customer 
journey. 

Conclusion 

Customer acquisition is influenced by multiple touchpoints rather than individual 
interactions. 

Trust accumulation appears to play a significant role in conversion behaviour. 

Typical Customer Journey 

Typical Seller Journey 

Stage Average Duration 

Initial Awareness 4 Weeks 

Research Phase 3 Weeks 

Agent Evaluation 2 Weeks 

Agent Comparison 1 Week 

Contact & Valuation 1 Week 

Instruction 1 Week 

 

Typical Buyer Journey 

Stage Average Duration 

Location Research 4 Weeks 

Property Research 5 Weeks 

Agent Research 2 Weeks 

Property Enquiries 2 Weeks 

Offer Stage 4 Weeks 
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Stage Average Duration 

Purchase Progression 12 Weeks 

 

Supporting Research Findings 

User Explorer analysis identified that many high-value customers visited the 
website between 4 and 9 times before submitting an enquiry. 

The most common touchpoints included: 

• Property pages 
• Area guides 
• Homepage 
• Service pages 
• Reviews 

Analysis 

The evidence demonstrates that trust is developed gradually. 

Very few customers convert during their first visit. 

Most customers undertake a validation process before engaging directly with the 
business. 

Conclusion 

The customer journey is significantly longer than a single website session and 
requires multiple trust-building interactions. 

Entry Point Analysis 

Landing Page Performance 

Entry Page Type Sessions 

Property Listings 18,742 

Homepage 9,383 

Area Pages 5,724 

Service Pages 4,116 
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Entry Page Type Sessions 

Blog Content 1,924 

Other Pages 2,492 

 

Conversion Rate by Entry Point 

Entry Page Type Conversion Rate 

Service Pages 4.8% 

Homepage 4.2% 

Area Pages 2.9% 

Property Listings 2.4% 

Blog Content 0.7% 

 

Supporting Research Findings 

Most competitors attract significantly more traffic through educational and area-
focused content. 

Connected Dots Luxury Estate Agent relies more heavily on property listings and 
branded traffic. 

Analysis 

The entry point profile indicates that the business attracts visitors later within the 
customer journey. 

Many users arrive once they have already begun evaluating properties or estate 
agents. 

Fewer visitors arrive during the earlier research stages. 

Conclusion 

The website currently captures demand effectively but creates fewer 
opportunities to generate new demand. 
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Journey Friction Analysis 

Exit Page Analysis 

Page Type Exit Rate 

Blog Content 68% 

Area Pages 47% 

Property Listings 39% 

Service Pages 28% 

Homepage 23% 

 

User Behaviour Analysis 

Behaviour Frequency 

Single Page Sessions 31% 

Sessions With No Conversion Action 76% 

Repeat Visitors Before Enquiry 63% 

Visitors Viewing Reviews Before Enquiry 54% 

 

Supporting Research Findings 

User testing identified several recurring friction points. 

Examples included: 

• Limited next-step guidance 
• Weak relationships between content assets 
• Limited trust reinforcement throughout content 
• Educational content ending without progression opportunities 

Analysis 

The evidence suggests that users frequently consume content but are not always 
encouraged to continue their journey. 
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This creates leakage throughout the customer acquisition process. 

The high exit rates from informational content indicate missed opportunities to 
deepen engagement. 

Conclusion 

Journey friction is primarily caused by progression gaps rather than usability 
issues. 

Conversion Path Analysis 

Most Common Conversion Path 

Step User Action 

1 Google Search 

2 Homepage Visit 

3 Service Page Visit 

4 Review Validation 

5 Valuation Request 

 

Highest Converting Journey 

Step User Action 

1 Referral Visit 

2 Homepage 

3 About Page 

4 Review Validation 

5 Contact Submission 

 

Supporting Research Findings 

Visitors who viewed reviews before conversion demonstrated conversion rates 
approximately 2.3 times higher than those who did not. 
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Analysis 

The strongest conversion pathways involve trust validation. 

Users consistently seek evidence before taking action. 

Review visibility and reputation signals appear particularly influential. 

Conclusion 

Trust-building assets play a critical role in conversion behaviour. 

Customer Journey Strengths 

Strength Supporting Evidence 

High Conversion Quality 212 instructions from 684 appointments 

Strong Repeat Engagement 39% returning visitors 

Strong Trust Signals 187 Google reviews 

Healthy Conversion Rates Service pages converting at 4.8% 

 

Analysis 

The business performs strongly once users enter the consideration phase. 

Trust and reputation consistently influence progression. 

Conclusion 

The customer journey performs effectively during later stages where trust has 
already been established. 

Customer Journey Constraints 

Constraint Supporting Evidence 

Limited Early Visibility Low informational traffic 

Content Exit Rates 68% blog exits 

Weak Progression Pathways High single-page sessions 

Limited Educational Reach 7% traffic from blog content 
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Analysis 

The evidence indicates that the largest opportunities occur before customers 
become active buyers or sellers. 

Conclusion 

The journey currently performs strongest in the middle and lower funnel but 
demonstrates weaknesses at the discovery stage. 

Customer Journey Opportunities 

Opportunity Assessment 

Opportunity Potential Impact 

Earlier Journey Visibility High 

Trust Reinforcement Throughout Content High 

Stronger Internal Progression Paths High 

Educational Content Expansion High 

Area Authority Development Medium 

 

Supporting Research Findings 

The majority of competitor visibility advantages originate during the early 
research stages of the customer journey. 

Analysis 

The opportunities identified align closely with the visibility, content, and authority 
gaps documented throughout this report. 

Conclusion 

The strongest customer journey opportunities involve attracting and nurturing 
potential customers earlier in their decision-making process. 
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8. Understanding AI Interpretation 

AI Interpretation Overview 

Waikay AI Performance Metrics 

Metric Score 

Overall AI Knowledge Score 41/100 

Entity Recognition Score 47/100 

Citation Score 29/100 

Authority Score 38/100 

Fact Accuracy Score 72/100 

 

Competitor Comparison 

Business AI Knowledge Score 

Competitor A 78 

Competitor B 71 

Competitor C 64 

Connected Dots Luxury Estate Agent 41 

 

Supporting Research Findings 

AI platforms recognise the business but demonstrate varying levels of 
understanding regarding its expertise, positioning, and authority. 

Analysis 

The evidence indicates that AI platforms have some awareness of the business 
but insufficient confidence in its authority compared to leading competitors. 



 

71 | Connect Those Dots Research & Analysis 
 

Conclusion 

AI understanding remains limited and does not yet reflect the true strength of the 
business. 

Current AI Understanding 

AI Recognition Analysis 

Attribute Recognition Level 

Estate Agency Services High 

Local Market Presence High 

Luxury Positioning Medium 

Property Expertise Medium 

Market Authority Low 

Industry Leadership Low 

 

Supporting Research Findings 

AI-generated responses frequently identify the business as an estate agent but 
often fail to communicate its premium positioning and expertise. 

Analysis 

Recognition exists but differentiation is weak. 

The business is understood as a participant within the market rather than a 
recognised authority. 

Conclusion 

AI systems understand what the business does, but not necessarily why it should 
be chosen over competitors. 
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Entity Analysis 

AI Entity Recognition Assessment 

Entity Attribute Recognition Score 

Brand Name 88/100 

Website Association 91/100 

Location Association 84/100 

Estate Agency Services 87/100 

Luxury Property Expertise 46/100 

Market Authority 38/100 

Industry Leadership 24/100 

Relocation Expertise 31/100 

 

Entity Coverage Analysis 

Entity Type Coverage 

Business Entity Strong 

Service Entity Strong 

Location Entity Moderate 

Expertise Entity Weak 

Authority Entity Weak 

 

Supporting Research Findings 

AI platforms consistently recognise the existence of the business and its core 
services. 

However, there is limited evidence that AI systems strongly associate the brand 
with: 
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• Luxury property leadership 
• Local market authority 
• Relocation expertise 
• Property market insight 

Analysis 

The entity profile demonstrates that the business is known but not deeply 
understood. 

AI systems appear confident about the existence of the business but less 
confident about its specialist expertise. 

This creates a gap between market reality and AI interpretation. 

Conclusion 

Entity recognition is strongest around the business itself but weaker around the 
expertise that differentiates the business from competitors. 

Knowledge Map Analysis 

AI Knowledge Associations 

Topic Association Strength 

Estate Agency Strong 

Property Sales Strong 

Residential Property Strong 

Luxury Property Moderate 

Property Advice Moderate 

Market Insights Weak 

Property Investment Weak 

Relocation Guidance Weak 
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Competitor Knowledge Coverage 

Business Associated Topics 

Competitor A 42 

Competitor B 37 

Competitor C 29 

Connected Dots Luxury Estate Agent 14 

 

Supporting Research Findings 

Competitors with stronger AI visibility demonstrate broader topical coverage 
across: 

• Area expertise 
• Market commentary 
• Buyer guidance 
• Seller guidance 
• Property investment 
• Relocation resources 

Analysis 

The knowledge map demonstrates that AI systems possess a relatively narrow 
understanding of the business. 

The business is associated primarily with transactional services rather than 
broader expertise. 

This reduces opportunities to appear in AI-assisted research journeys. 

Conclusion 

The breadth of AI understanding remains limited compared to leading 
competitors. 
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AI Citation Analysis 

Citation Profile 

Metric Value 

External Citations Identified 34 

Media Mentions 24 

Industry Citations 11 

Independent References 17 

Local Authority References 8 

 

Competitor Citation Comparison 

Business Citation Count 

Competitor A 183 

Competitor B 147 

Competitor C 112 

Connected Dots Luxury Estate Agent 34 

 

Supporting Research Findings 

AI platforms appear significantly more likely to reference businesses that receive 
frequent citations across trusted external sources. 

Analysis 

The citation gap is substantial. 

Whilst the business demonstrates strong customer trust, AI systems have 
comparatively little external evidence available to validate authority. 

The limited citation profile restricts AI confidence. 
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Conclusion 

The business currently provides AI systems with less external evidence than major 
competitors. 

Fact Analysis 

AI Fact Accuracy Assessment 

Fact Category Accuracy 

Business Name 100% 

Website 100% 

Core Services 94% 

Location Coverage 88% 

Luxury Positioning 63% 

Market Expertise 52% 

Authority Signals 41% 

 

Supporting Research Findings 

Several AI-generated responses omitted important differentiators such as: 

• Premium market focus 
• Luxury property expertise 
• Relocation support 
• Local authority 

Analysis 

Basic facts are generally understood. 

However, the differentiators that create commercial advantage are often absent. 

This weakens the business's ability to stand out within AI-generated 
recommendations. 
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Conclusion 

AI systems understand factual information more effectively than they understand 
competitive advantages. 

AI Visibility Strengths 

Strength Supporting Evidence 

Brand Recognition High entity recognition 

Service Understanding Strong service associations 

Location Recognition Strong geographic associations 

Fact Accuracy 72% overall accuracy 

 

Analysis 

AI systems already possess a foundation of understanding that can be developed 
further. 

Conclusion 

The business is recognised within AI ecosystems but remains underdeveloped 
from an authority perspective. 

AI Visibility Constraints 

Constraint Supporting Evidence 

Limited Citations 34 citations 

Weak Authority Signals Authority score 38/100 

Narrow Topic Coverage 14 associated topics 

Limited Expertise Recognition Low expertise associations 

 

Analysis 

The identified constraints are consistent with the visibility and authority findings 
documented throughout this report. 
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Conclusion 

AI visibility is currently restricted by limited authority evidence rather than limited 
business capability. 

AI Visibility Opportunities 

Opportunity Assessment 

Opportunity Potential Impact 

Citation Growth High 

Authority Expansion High 

Expertise Visibility High 

Topic Coverage Expansion High 

Entity Development High 

 

Supporting Research Findings 

The strongest AI-performing competitors demonstrate broader digital 
ecosystems rather than fundamentally different services. 

Analysis 

The opportunities identified are largely achievable through better representation 
of existing expertise. 

Conclusion 

The business possesses the expertise required to improve AI visibility but currently 
lacks sufficient supporting evidence across the wider digital ecosystem. 

AI Interpretation Summary 
The AI analysis consistently identified: 

• Strong business recognition 
• Moderate service understanding 
• Weak authority recognition 
• Limited citation support 
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• Narrow expertise coverage 

Analysis 

AI systems demonstrate awareness but not confidence. 

The business is recognised as a participant within the market but not yet as a 
leading authority. 

Conclusion 

AI interpretation currently understates the true strength of the business. 

9. Research Findings 

Research Findings Overview 
This report analysed evidence from: 

• Business Discovery Questionnaire 
• Google Search Console 
• Google Analytics 
• Screaming Frog 
• Ahrefs 
• Waikay 
• Competitor Research 
• Website Research 
• Market Research 

Across all datasets, several recurring themes emerged. 

Analysis 

Despite the variety of data sources, many findings consistently pointed towards 
the same underlying realities. 

Patterns observed within customer behaviour, visibility, website performance, 
authority, and AI interpretation frequently reinforced one another. 

Conclusion 

The findings documented below represent recurring patterns supported across 
multiple independent data sources. 
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Key Finding 1 

Evidence 

Indicator Evidence 

Google Reviews 187 

Review Score 4.9 

Referral Enquiries 48% 

Repeat Client Enquiries 17% 

 

Analysis 

The evidence demonstrates exceptionally strong customer trust and satisfaction. 

Conclusion 

The business possesses stronger customer trust than many direct competitors. 

Key Finding 2 

Evidence 

Indicator Evidence 

Ranking Keywords 683 

Competitor A Keywords 2,431 

Competitor B Keywords 1,987 

Competitor C Keywords 1,654 

 

Analysis 

The visibility gap significantly exceeds the quality gap. 

Conclusion 

The business's digital visibility does not reflect its market strength. 
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Key Finding 3 

Evidence 

Indicator Evidence 

Branded Traffic 62% 

Non-Branded Traffic 38% 

 

Analysis 

Traffic is heavily dependent upon existing awareness. 

Conclusion 

The business remains highly reliant upon people already knowing the brand 
exists. 

Key Finding 4 

Evidence 

Indicator Evidence 

Content Assets 58 

Competitor A Content Assets 436 

Competitor B Content Assets 298 

 

Analysis 

Content coverage remains substantially below leading competitors. 

Conclusion 

Content limitations contribute directly to visibility limitations. 



 

82 | Connect Those Dots Research & Analysis 
 

Key Finding 5 

Evidence 

Indicator Evidence 

Referring Domains 119 

Competitor A Referring Domains 684 

Competitor B Referring Domains 522 

Competitor C Referring Domains 413 

Industry Citations 11 

Media Mentions 24 

 

Analysis 

The authority profile is significantly weaker than leading competitors. 

Whilst the business demonstrates strong customer trust signals, external authority 
signals remain comparatively limited. 

The evidence suggests that competitors have invested more heavily in becoming 
recognised authorities across the wider digital ecosystem. 

Conclusion 

The business possesses stronger expertise than its authority profile currently 
reflects. 

Key Finding 6 

Evidence 

Indicator Evidence 

AI Knowledge Score 41/100 

Citation Score 29/100 

Authority Score 38/100 
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Indicator Evidence 

Competitor A AI Score 78/100 

Competitor B AI Score 71/100 

Competitor C AI Score 64/100 

 

Analysis 

The AI visibility analysis identified a substantial gap between business reality and 
AI understanding. 

AI systems recognise the business but do not consistently associate it with 
expertise, authority, or leadership within the luxury property sector. 

Conclusion 

AI interpretation currently understates the strength of the business. 

Key Finding 7 

Evidence 

Indicator Evidence 

Orphan Pages 27 

Pages Receiving Organic Traffic 41 

Indexable Pages 186 

Pages With Fewer Than 5 Internal Links 34 

 

Analysis 

The website contains considerably more assets than are currently contributing to 
visibility. 

Many existing assets are not sufficiently connected to the wider ecosystem. 

This reduces their ability to contribute towards visibility, authority, and customer 
progression. 
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Conclusion 

Existing website assets are underutilised. 

Key Finding 8 

Evidence 

Indicator Evidence 

Blog Traffic Contribution 7% 

Educational Content Assets 58 

Competitor Educational Assets 241–436 

Informational Search Visibility 10% 

 

Analysis 

The business demonstrates strong transactional visibility but limited informational 
visibility. 

As a result, competitors are capturing more opportunities during the early stages 
of the customer journey. 

Conclusion 

The business enters the customer journey later than many leading competitors. 

Root Cause Analysis 

Evidence 

The following recurring patterns appeared throughout multiple datasets: 

Issue Appeared In 

Limited Visibility GSC, Ahrefs, Competitor Analysis 

Limited Authority Signals Ahrefs, Waikay 

Limited Content Coverage Screaming Frog, Competitor Analysis 

Weak AI Recognition Waikay 
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Issue Appeared In 

Referral Dependency Discovery Questionnaire, GA4 

Narrow Keyword Coverage GSC, Ahrefs 

 

Analysis 

The evidence suggests that many identified issues originate from the same 
underlying causes. 

For example: 

• Limited content coverage reduces keyword visibility 
• Reduced keyword visibility limits discovery 
• Reduced discovery limits authority development 
• Reduced authority limits AI recognition 
• Reduced AI recognition limits future discoverability 

The evidence demonstrates that these challenges are interconnected rather than 
isolated. 

Conclusion 

Many identified challenges originate from a relatively small number of underlying 
causes centred around visibility, authority, content coverage, and discoverability. 

Growth Constraints 

Evidence 

Constraint Supporting Evidence 

High Referral Dependency 65% referral and repeat business 

Limited Keyword Visibility 683 ranking keywords 

Weak Authority Profile 119 referring domains 

Limited Content Ecosystem 58 content assets 

Weak AI Visibility AI score 41/100 

Underutilised Website Assets 27 orphan pages 
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Analysis 

The identified constraints repeatedly appeared throughout multiple datasets and 
research sources. 

Importantly, none of the major constraints relate to: 

• Service quality 
• Customer satisfaction 
• Market demand 
• Business capability 

Conclusion 

The primary growth constraints relate to discoverability rather than operational 
performance. 

Growth Opportunities 

Opportunity Gap Analysis 

Opportunity Area Evidence 

Visibility Expansion Large competitor visibility gap 

Authority Development Significant backlink gap 

Content Ecosystem Growth Large content gap 

AI Visibility Development Significant AI score gap 

Geographic Authority Expansion Strong local visibility foundation 

Customer Journey Expansion Limited early-stage visibility 

 

Analysis 

The strongest opportunities align directly with the constraints identified 
throughout the report. 

Importantly, many opportunities leverage expertise already present within the 
business. 
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The business does not appear to require major operational changes to unlock 
these opportunities. 

Conclusion 

The strongest opportunities involve making existing expertise more visible, 
discoverable, and authoritative. 

Overall Research Assessment 

Evidence 

The research process analysed: 

• 33 datasets 
• Website research 
• Competitor research 
• Market research 
• AI interpretation research 
• Customer journey analysis 

Across all evidence sources, several themes consistently emerged: 

• Strong reputation 
• Strong customer trust 
• Strong service delivery 
• Limited visibility 
• Limited authority development 
• Limited AI understanding 

Analysis 

The consistency of findings across multiple independent data sources increases 
confidence in the conclusions reached. 

The evidence repeatedly points towards visibility and authority as the most 
significant factors influencing future growth. 

Conclusion 

The business possesses a stronger commercial foundation than its current digital 
footprint suggests. 
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10. Research & Analysis Conclusion 

Current Reality 
The evidence gathered throughout this report demonstrates: 

Area Assessment 

Reputation Strong 

Customer Trust Strong 

Service Delivery Strong 

Market Position Strong 

Visibility Moderate 

Authority Development Moderate 

AI Visibility Weak 

 

Analysis 

The business performs strongly across most operational measures. 

The greatest weaknesses identified relate to discoverability rather than capability. 

Conclusion 

Connected Dots Luxury Estate Agent is a strong business operating with a digital 
footprint that does not yet fully reflect its market position. 

What Is Helping Growth 

Evidence 

Growth Driver Evidence 

Referrals 48% of enquiries 

Repeat Clients 17% of enquiries 

Review Profile 187 reviews at 4.9 stars 
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Growth Driver Evidence 

Sales Performance 82% completion rate 

Local Reputation Top 3 review profile 

 

Analysis 

The business benefits from significant trust and customer satisfaction 
advantages. 

Conclusion 

Reputation remains the single strongest growth asset currently available to the 
business. 

What Is Restricting Growth 

Evidence 

Restriction Evidence 

Visibility Gap Competitors ranking for 2–4x more keywords 

Authority Gap Competitors holding 3–6x more referring domains 

Content Gap Competitors holding 4–8x more content assets 

AI Gap Competitor AI scores up to 78/100 

 

Analysis 

The evidence suggests that growth restrictions are largely external rather than 
internal. 

Conclusion 

The business is more difficult to discover than it should be. 
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What Opportunities Currently Exist 

Evidence 

Opportunity Commercial Impact 

Visibility Expansion High 

Authority Development High 

Content Expansion High 

AI Visibility Development High 

Geographic Expansion Medium 

Customer Journey Expansion High 

 

Analysis 

The identified opportunities align closely with the business's existing strengths. 

Conclusion 

The business already possesses many of the assets required for future growth. 

The opportunity lies in increasing the visibility of those assets. 

Final Conclusion 

Evidence 
Across all datasets, research sources, and analysis activities, the following 
realities consistently emerged: 

• Strong reputation 
• Strong customer trust 
• Strong service delivery 
• Strong market positioning 
• Limited visibility 
• Limited authority development 
• Limited AI understanding 
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Analysis 

The evidence demonstrates that the business's strongest commercial assets are 
already in place. 

Future growth is unlikely to depend upon creating entirely new capabilities. 

Instead, future growth appears more likely to depend upon ensuring existing 
strengths become visible throughout the wider digital ecosystem. 

Conclusion 

Connected Dots Luxury Estate Agent has successfully built a strong business. 

The research indicates that future growth opportunities already exist within the 
organisation. 

The challenge is not creating expertise. It is ensuring that expertise becomes 
discoverable, understandable, and trusted by prospective customers, search 
engines, and AI platforms. 

This Research & Analysis document establishes the current reality of the business 
based upon the available evidence. 

The next stage of the Connect Those Dots Growth Blueprint process is to apply the 
Official Connect Those Dots Growth Framework™ to determine what these findings 
mean, how the identified assets connect together, where the greatest 
opportunities exist, and how future growth can be unlocked. 


