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Executive Summary
This digital marketing report was produced for Firwood Plumbing and Heating to analyse
current digital marketing practices and recommend further strategies to implement.
These strategies aim to allow the company to grow organically, establish higher
awareness and maintain the current customer base.
An analysis has been conducted to assess the macro, meso and micro environment of
the Plumbing and Heating Engineering industry in the UK, with a specific focus on digital
marketing. Then, the current practices of the company have been analysed in order to
generate strategic recommendations that align with the overriding goals and values of
the company. Areas to improve included: touchpoints, optimising for local searches,
owned media and current pain points.
The first key recommendation made to the company is using data to optimise customer
experiences in a way that reduces painpoints. Secondly, various methods of content
marketing have been highlighted as important to implement, including blogs,
newsletters and video marketing. This will have a positive effect on company SEO, its
website layout, social media engagement and the customer journey. Thirdly,
implementation of a chatbot on the company website has been suggested in response
to the demanding consumer to ensure consumer interaction and support 24/7.
Each recommendation was made with the companies capital and finances in mind. As a
sole trader, it is not expected that the CEO commits to activities that will be very timeconsuming and expensive, therefore the strategies suggested are realistic, achievable
and relevant.
An action plan has been produced as a guideline of how each recommendation should
be executed in order to achieve successful results.
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Introduction

Firwood Plumbing and Heating is a company ran by Dean Johnson, a sole trader in
Bolton, UK. In terms of Porter's generic strategies (Porter, 1980) the company achieves a
competitive advantage through cost focus.
The market is local, with a B2C focus. The owner is looking to expand his consumer base
by establishing higher awareness, in addition to engaging and maintaining the current
customer base. Organic growth is a main aim for Firwood Plumbing and Heating, and
digital marketing strategies will play a key role in fulfilling this.

Mission statement
"To provide all of our customers with an excellent professional service in a way that is
quick and affordable to all"

(Firwood Plumbing and Heating, 2020)
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Environmental Analysis

An environmental analysis has been conducted for the industry, while being largely
specific to digital marketing aspects.

Macro
For an external analysis, PESTEL has been used to investigate the UK Plumbing and
Heating Engineering industry.

Political

Environmental

Social

Brexit and current political environment makes it essential businesses keep
up-to-date with which policies apply to them
Government policy to ensure income tax is not increased (Santander, 2020)

Digitisation has the potential to reduce our dependence on dirty energy, make
society cleaner, be more efficient and renewable (Cook and Horn, 2011)
Societies move towards more environmentally friendly home energy solutions

On-demand services are expected everywhere (Patel, 2015)
The UK has the highest rate of online purchasing in Europe (PR Newswire, 2016)
Today’s customer is more data conscious and is likely to research online before
committing to a service provider (Schwartz, 2018)

Increase in chatbots, Electronic Word of Mouth (EWoM) nternet of Things (IoT)
has fuelled a need for improved efficiency (Matson, 2017). Social media now a
Technological
place for customers to research (Matson, 2017)

Economic

Legal

UK unemployment currently at lowest rate in 24 years (ABC, 2020)
Median monthly pay grew by 2.7% in March 2020, compared with the same
period of the previous year.

Digital Marketing in UK regulated by GDPR (General Data Protection Regulation),
DPA (Data Protection Act) and PECR (Privacy and Electronic Communications
Regulations). Key requirements: Ensuring lawful basis for direct marketing and
analytical cookies; having an appropriate opt-out and privacy policy
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Meso

A Meso analysis has been conducted using Porter's 5 forces (Porter, 1979) to
determine the intensity of competition.

Availability of
substitutes

Potential new
entrant

Market is saturated with little
differentiation (PR Newswire,
2016). Switching cost of
providers is low. Increase in
price comparison websites.

Low barriers to entry, medium capital
requirements. Easy access to
suppliers of products both physically
and online eg Amazon

Intensity of
competition
Very High
Bargaining power of
suppliers

Variety of suppliers with standardised
products. Both local suppliers as well
as MNC online companies such as
Amazon (PR Newswire, 2016).

Barganing power of
buyers

Customers highly price sensitive, often
seeking a variety of quotes online
before committing to one provider.
Large amount of information
available.
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Key competitors

The following table analyses competitors use of digital marketing tools. It is important to
analyse both local and national companies to view the industry patterns of use in comparison
to Firwood Plumbing and Heating.

When looking to differentiate, the company must look to the differences between itself and the
MNC's as a guide for it's own strategies. These main differences include: having a newsletter,
blog, multiple social media channels, video marketing and an app. A key to success for this
company is to be more effective than local compatitors in creating, delivering and
communicating superior customer value to the target market.
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Micro
A Micro analysis has been conducted using McKinsey's 7S Framework (Peters &
Waterman, 1982). This can determine the best way to implement a proposed strategy.

From this analysis, it is clear that strategies implemented must align with the nature of
the business. Given that the owner is a sole trader, strategies must not be too time
consuming. Also, the main USP is price, with a cost-focus strategy, therefore strategies
must not be too costly and threaten the owners ability to continue to charge a low price.
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Industry Trends
Newsletters
Mailing customers a quarterly newsletter has been said to allow businesses to interact
with customers online, make them feel connected and increase brand awareness
(Michel, 2019).
Search Engine Optimisation (SEO)
Businesses are trying to utilize SEO more than ever. Improving web page ranking
organically is specifically successful for Plumbing and Heating companies in saturated
markets (Stephen, 2017).
Internet of Things (IoT)
Plumbing and mechanical professionals are feeling the impact that IoT and other
technologies have had on their companies, and this has powered a demand for
improved consistency and efficiency in order to compete for the job (Stephen, 2017).
Blog
Blue Corona (2015) completed its 2015 HVAC & Plumbing Trends report in which it
analysed nearly 10,000 plumbing contractor websites. Of the top 250 sites 71% have
an on-site blog.
Chatbots
Chatbots are increasingly used throughout the industry a way of improving customer
service (Plumbing Connection, 2018) as well as to reduce manual handling of enquiries
and increase efficiency. According to a report by Zendesk (2019) 92% of customers
feel most satisfied when using a live chat feature, compared to other options such as
voice (88%) and email (85%).
Video
Video content is increasingly successful and can be highly effective for things like
customer testimonials, how-to guides or DIY activities. However, out of the top 250
sites in Blue Corona's survey (2015) only 8 percent have video testimonials.
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The companies current use of digital marketing

Customer journey map
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The above customer journey map indicates the importance of not just brand owned
touchpoints, but social/external touchpoints such as peer influence and WoM.
Pain points are mainly present at the beginning of the journey, during awareness,
research and consideration, as the realisation of needing this service is an annoyance to
customers. Searching, comparing and choosing a service provider is often not a pleasant
experience as it is frequently a necessity which may come at inconvenient times for
customers. This gives the company the opportunity to reduce these pain points.

Website analysis

Figure1: Current website (Firwood Plumbing and Heating, 2020)
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SEO
Currently, the website is just one page with a minimal amount of words. Not only this,
but the page is lacking a meta description (NielPatel.com).

Figure 2: SEO analysis of website showing low word count and no meta description retrieved from
NielPatel.com

Both of these points can have a domino impact on positioning on the SERP (Search
Engine Results Page) (Eva, 2019).
No internal or external links are present on the website. Internal links are most useful
for establishing site architecture, and a lack of this makes it difficult for spiders to crawl
through the website, hindering the ability to be ranked highly on the SERP. External links
increase link equity stronger than internal because the search engine considers them as
third-party supports.

Keyword analysis
Given the minimal amount of words and pages of the site, the use of keywords and
phrases is extremely low. Keywords on pages give customers a better chance of finding
content among the results.
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Figure 3: Current keyword analysis using SEOptimer.com

Figure 4: Current phrase analysis using SEOptimer.com
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Google My Business (GMB)

As a local business, a quality GMB feature is vital. This is something that the company
does well.

Figure 5: Google My Business feature for the company
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Social media audit
The company currently have one social media channel, Facebook. An audit has been
conducted of the current profile:

(Firwood Plumbign and Heating, 2020)

It is clear that social media serves for the main goal of promotion. Most of the content is
positive reviews. The current audience is family, friends and loyal customers, with 135
page likes overall. This is currently not contributing much to the goal of expanding the
customer base but is maintaining the current.

3rd party sites

The company has active profiles on a variety of 3rd party tradespeople sites. These sites
contain a call-to-action for customers and are a key source of clients for the company.
Sites include:
• TrustATrader: https://www.trustatrader.com/traders/firwood-plumbing-and-heatingplumbers-bolton
• MyBuilder.com:
https://www.mybuilder.com/profile/view/firwood_plumbing_and_heating
• Rated People: https://www.ratedpeople.com/profile/firwood-plumbing-and-heating/
Overall, the company responds quickly to customer reviews, enquiries and has a positive
presence on these sites.
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Areas to improve

Touchpoints
Currently, the customer journey is short in that the time between awareness and
research to service implementation is typically around a week. After the service has been
provided, there is very little contact or relationship between the company and its clients.
Reduce pain points
The very act of needing a plumber and heating engineer is a pain point to many. The
company need to reduce this so that feelings associated with the company become
more positive as oppose to feelings of annoyance.
Owned media
The current website in comparison to competitors is poor. This risk being identified as a
less viable substitute and loosing potential clientele. The social media of the company
also needs to be improved.
Optimise for local
There is many ways to optimise for local search that the business is not currently doing.
To start, the website should be optimised for ‘near me’ searches, voice search and
various other factors that will contribute to local success.
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Recommendations

Using data to optimise experiences
The company should use data collection in order to predict and communicate when a
service is going to be needed based on averages. For example, a boiler must be serviced
every 12 months and the company should collect customer data in order to alert them
when their next service is due. This can be done through Mailchimp sending automated
emails to clients, sending the message to the right people at the right time.

Conduct service

Ease the awareness,
research and
consideration stages
of the customer
journey

Be top-of-mind for
consumers

Track customer
service usage
patterns

Send personalised
emails that are
perfectly timed
using Mailchimp

Through knowing when the service is needed and communicating it to clients, the company
is actively reducing pain points in the early stages of the customer journey. Instead of the
customer being frustrated at the realisation they need the service and have to now
research, consider and contact providers, the company is coming to them.This eliminates
the element of negative surprise for the customers and puts the company top-of-mind as
someone who can conduct the service for them.
This satisfies the aim to maintain existing customer bases, creating a loyalty loop. In such a
saturated market, loyalty and repeat purchase is of key importance. Not only this, but the
company will be positioned as helpful, considerate and a key information provider.
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This links to the company value of 'responsiveness' through increasing customer
knowledge and communication, as well as adding touchpoints to the journey. Below is
an example of how the email should be formatted:

Figure 6: Example email
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Differentiation through content marketing
The company should use various forms of content marketing to establish itself as a
professional source of information and gain credibility.
Blog and how-to-guides
These are extremely common within the industry and are becoming more of a necessity
(Blue Corona, 2015). The company need to share helpful and professional content on
both its website and social media to increase brand awareness and customer
perceptions. Content needs to include keywords, phrases and be optimised for voice
search queries.
Vlog
To differentiate the company should focus on video marketing as a means of connecting
with their audience and providing information. Non of the companies local competitors
listed are using this technique, which can allow for a source of differentiation. Potential
customers can engage with this content through social media and the companies
website.
FAQ
The companies website and social media should contain a section for Frequently Asked
Questions. This helps answer customer queries without the need for the owner to
personally reply to each.
Email Newsletter
Firwood Plumbing and Heating should introduce a monthly newsletter to customer who
have opted-in. This will include the blog posts for the months, how to guides, local news
updates and customer testimonials.
Below is an example of a potential newsletter content:
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Figure 7: Example newsletter
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Benefits of content marketing:
Firstly, each of these points will increase the number of customer touchpoints for the
business and introduce more two-way communication between the company and its
customers. This will extend the customer journey, ensuring it becomes more of a loop as
oppose to a straight line, with the relationship lasting longer. The information provides
by the company will establish a position as a thought leader, improving the companies
image.
Not only this, but each addition will contribute to the overall SEO of the company with
the potential to increase search rankings through answering customer queries and
offering them helpful, interesting, or convincing content pieces.
All of this content should be optimised for local SEO given the nature of the company.
Methods to ensure this include:
Optimise URL, title tags, headers, meta description, and content.
Adding location pages to the website.
Create local content in relation to the industry.

Chatbot
It is recommended that the company add a chatbot to their website in order to satisfy
the demanding consumer. Consumers are increasingly more demanding and impatient,
making it crucial that inquiries are responded to quickly. Being a sole trader, it will be
difficut for the owner to answer and respond to all queries quickly and effectively. By
using the platform Collect Chat (2020), many benefits can be brought to customers and
the business:
1) Customers are more likely to interact with a website when the company reaches out
with an interactive chat option (Collect Chat, 2020). This assists them along the customer
journey, reducing pain points.
2) Allows the company to collect leads at all times, regardless of whether the owner is
available. This positively influences customer service levels.
3) Monitor customer data and gain insights: With the feedback chatbots collect through
simple questions, the company can make improvements on services, information clarity,
websits and social media content. This allows the company to better understand the
customer.
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Action Plan

The following action plan has been comprised to outline how each strategy should be
implemented:
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Conclusion

Overall, the recommendations provided show clear alliance with the business aims to
expand the customer base while maintaining current clients. Strategies align with the
owners desire for organic growth, as well as the nature of the business. Given that the
owner is a sole trader, strategies are not too time consuming and allow the main USP of
price to be maintained, while also increasing differentiation among the saturated
industry.
These strategies have the potential for greater brand awareness, social media
engagement, repeat purchases and stronger relationships with clients. Hopefully, this
will establish the company as thought-leaders through providing information and
guidance to current and potential customers.

22

References

ABC (2020) Coronavirus lockdown sees number of unemployed UK workers on benefits
jump nearly 70 per cent in a month. ABC News. Online accessed:
https://www.abc.net.au/news/2020-05-19/coronavirus-sees-uk-jobless-claims-jump-tohighest-since-1996/12264714
British Gas (2020) Website homepage. Online accessed: https://www.britishgas.co.uk
Cook, G. and Horn, J. (2011) How dirty is your data?. Greenpeace International. Online
accessed: https://wayback.archive-it.org/9650/20200406044849/http://p3raw.greenpeace.org/international/Global/international/publications/climate/2011/Cool%
20IT/dirty-data-report-greenpeace.pdf
Collect Chat (2020) Business website: https://collect.chat/#_r_arusaki
Data Protection Act (2018) Online Accessed:
http://www.legislation.gov.uk/ukpga/2018/12/contents/enacted
Eva, V. (2019) Word count and SEO. Search Engine Journal. Online accessed:
https://www.searchenginejournal.com/revisiting-word-count/316335/#close
Firwood Plumbing and Heating (2020) Facebook. Online:
https://www.facebook.com/djohnsonstb/
Firwood Plumbing and Heating (2020) Business website. Online: https://firwoodplumbing-and-heating.business.site
Lu, Xiaoling , Li, Yuzhu , Zhang, Zhe , and Rai, Bharatendra (2014), “Consumer Learning
Embedded in Electronic Word of Mouth,” Journal of Electronic Commerce Research, 15
(4), 300–16.
Matson, S. (2017) "Tech advances spur digital job site growth: from logging hours and
pay to tracking tools, the IoT is leaving its mark on the industry." Plumbing & Mechanical,
vol. 35, no. 2, Online Accessed: https://link-galecom.ezproxy.lib.monash.edu.au/apps/doc/A491583053/ITOF?
u=monash&sid=ITOF&xid=13f6d7c7. Accessed 21 May 2020.
Michel, M. (2019). Plumbing in the Age of Transparency. Contractor, 64(2). Retrieved
from http://search.proquest.com/docview/2188571690/

23

References

Moz (2020) External Links. Online accessed: https://moz.com/learn/seo/external-link
Moz (2020) What are key words? Online accessed: https://moz.com/learn/seo/what-arekeywords
Niel Patel (2020) SEO analysis. Online accessed: https://neilpatel.com/seo-analyzer/Patel,
N. (2015). How the Internet of Things is Changing Online Marketing.
https://www.forbes.com/sites/neilpatel/2015/12/10/how-the-internet-of-things-ischanging-online-marketing/
Peters, T., & Waterman, R. (1982). In search of excellence (1st ed.). McKinsey.
Plumbing Connection (2018) Likes to chat. (1034-3075), 84. Retrieved from
https://search-informit-comau.ezproxy.lib.monash.edu.au/fullText;dn=822098082452843;res=IELENG
Porter M,E. (1979) How competitive forces shape strategy. Harvard Business Review.
Porter, M.E. (1980) Competitive Strategy: Techniques for Analyzing Industries and
Competitors. Free Press, New York.
PR Newswire (2016) Internet plumbing and heating market report - UK 2016-2020
analysis. Retrieved from https://search-proquestcom.ezproxy.lib.monash.edu.au/docview/1825999375?accountid=12528
PR Newswire (2016) Internet plumbing and heating market report. UK 2016-2020
analysis. Retrieved from https://search-proquestcom.ezproxy.lib.monash.edu.au/docview/1825999375?accountid=12528
Santander (2020) United Kingdom Economic and Political Outline. Santander trade
markets. Online accessed: https://santandertrade.com/en/portal/analysemarkets/united-kingdom/economic-political-outline
Schwartz, A. (2018). Keeping ahead of the digital curve. Contractor, 65(2). Retrieved from
http://search.proquest.com/docview/2024128093/

24

References
Service Titan (2020) Plumbing Software. Online accessed:
https://www.servicetitan.com/plumbing-software
Stephen, M. (2017) "Tech advances spur digital job site growth: from logging hours and
pay to tracking tools, the IoT is leaving its mark on the industry." Plumbing & Mechanical,
vol. 35, no. 2, Online accessed: https://link-galecom.ezproxy.lib.monash.edu.au/apps/doc/A491583053/ITOF?
u=monash&sid=ITOF&xid=13f6d7c7. Accessed 21 May 2020.
Zendesk (2019) The Zendesk Customer Experience Trends Report 2019. Online
accessed:
https://d1eipm3vz40hy0.cloudfront.net/pdf/The_Zendesk_Customer_Experience_Trends
_2019.pdf

25

