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The diagnosis

6/10
Overall marketing health. Our scale starts at 6: every business we read has
something to build on. The gap between 6 and 10 is what this report is for.

Northline Physio is a capable clinic that is invisible at the moment a new patient decides
where to book. The homepage says nothing a competitor doesn't also say, answers neither of
the two questions that stop people booking, and speaks to no specific person doing any specific
thing. The empty mid-week daytime slots are a marketing problem, not a demand problem.

What's working. A high-demand market where patients are already motivated. A lead physio with 15 years and
a stated sports-injury interest. HICAPS on-the-spot claiming and no referral needed, both things patients want
to know before they book. Small-group Clinical Pilates, which few local clinics offer. And a surf and active-
lifestyle community on the doorstep that no competitor speaks to on its homepage.

Recommended direction. Reposition as the Northern Beaches clinic for active people who want the root
cause found and want to get back to their sport. Remove the two booking friction points from the homepage
now. Build visible social proof within 90 days.

The five findings
1. Your homepage is interchangeable with your competitors' high confidence

The core message leads with location and a generic team credential. Every item on the Why Choose Us list
appears on at least two competitors, and the phrase "feel your best" is shared word-for-word with a clinic down
the road.

"Quality physiotherapy services for the whole family in Dee Why, on Sydney's beautiful Northern Beaches."
Current homepage headline · from the Messaging Audit

Do this: rewrite the headline and opening paragraph around one patient outcome and one named audience
before any other marketing spend.

2. Two questions stop people booking, and you answer neither high confidence

Do I need a GP referral, and what will it cost? Both are asked at the very start of the search. Neither is
answered at first contact. One competitor answers the referral question on an inner page; nobody makes both a
homepage headline.

"Do I need a referral from my GP before I can book?"
Verbatim patient question · from the Customer Insight

Do this: put "No referral needed. Book directly. Claim on the spot with HICAPS." above the fold and in your
Google Business Profile this week.

3. The surf and active community is unclaimed high confidence

Patients describe their goal in activity terms, not pain terms. No local clinic leads with a named sport or activity
on its homepage, even though one has a physio whose research covers surfing injuries, buried in a bio.

"get back to surfing, running, training and everyday life"
Verbatim patient language · from the Customer Insight



Do this: name the activities you treat, surfing, running and footy first, in the hero and the Google Business
Profile description.

4. The root-cause promise is sitting unused high confidence

Patients' most consistent complaint about past physios is that symptoms were treated and the underlying
problem was not. No competitor owns this at headline level. The language already exists in reviews across the
category.

"find the root cause, not just treat the symptoms"
Verbatim patient language · from the Customer Insight

Do this: make root cause versus symptom relief a stated promise on the homepage, in the patient's words.

5. No social proof on a homepage, in a market that trusts review counts high confidence

No testimonials, no review count, no outcomes. The dominant local clinic has built its whole position on being
the most-reviewed in Dee Why. Patients who can't judge clinical quality, which is most of them, use review
volume as the shortcut.

Do this: pull your three strongest Google reviews onto the homepage this week, then ask every patient for a
review within 24 hours of their session.

Two medium-confidence findings, Clinical Pilates ("how is it different from gym Pilates?") and explanation quality as
an unstated promise, are in the priorities below.

Scorecard
DIMENSION SCORE WHY

Positioning
clarity

6/10 Leads with location and breadth. No outcome, no reason to choose you.

Audience focus 6/10 "Whole family, all ages" avoids choosing. The active segment is the most reachable and
is unaddressed.

Messaging 6/10 No customer language anywhere. One phrase shared verbatim with a direct competitor.

Differentiation 6/10 Every claim is table stakes. Root cause, the one claim nobody owns, is absent.

Channel fit 6/10 Google Business Profile is the right primary channel. Instagram is occasional, so not yet a
channel. Referrals are passive.

Offer and funnel 6/10 Cost and referral questions are unanswered at first contact. Clinical Pilates is listed with
no explanation.

Brand
consistency

6/10 No distinctive voice across homepage and profile. The HICAPS sign in the window is your
best proof point and it isn't online.

Priorities
# ACTION IMPACT EFFORT

1 Rewrite the homepage hero: one outcome, one audience (active Northern Beaches people),
the root-cause promise. Remove "feel your best".

High Low



2 "No referral needed, claim on the spot with HICAPS" above the fold and in the Google
Business Profile.

High Low

3 Three strongest Google reviews onto the homepage. Post-appointment review ask within 24
hours.

High Medium

4 Name surfing, running, footy and netball as the activities you treat, on the site and in the profile
description.

High Medium

5 Answer "how is Clinical Pilates different from gym Pilates?" on the service page; turn it into
three Instagram posts.

Medium Low

6 State explanation quality as a patient promise on the homepage and in bios: you'll always
know what's happening, why, and what's next.

Medium Low

Do today
Add "No referral needed. Book directly. Claim on the spot with HICAPS." above the fold.
Delete "feel your best" from the homepage.

Answer the GP referral question in your Google Business Profile Q&A. Five minutes.

90-day focus
Fix the homepage so it converts the traffic already arriving. Get to 20 or more visible reviews. Own the surfing
and running injury conversation on the Northern Beaches on Instagram, two posts a week, each naming an
activity, an injury or a patient question.

Inputs read: Customer Insight, Messaging Audit, Competitor and Category. Every finding is labelled evidence or inference
and high or medium confidence. Competitor names are withheld in this sample.
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