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1. Introduction

Let’s be honest: marketing online in 2025 is harder
thanit’s ever been.

The web used to feel like the land of opportunities - throw up a decent
website, chuck in some keywords, and the sales leads came rolling in.

But now? Not so much.

Today, there are over 1.1 billion websites online (yes, billion), and around
250,000 new ones get launched every single day. That’s not just more
noise - that’s a stampede. And in that stampede are thousands

of other window companies, door fitters, and “family-run local
businesses” all claiming the same things you are.

You know as well as | do - things have become very competitive.

Meanwhile, social media is like a marketplace where everyone'’s shouting
over each other to a disinterested audience, selling the same windows
and doors, hoping someone bites.

Let’s not sugar-coat it: everyone is marketing, but not many companies
are standing out.

Here’s the problem:

Most double glazing firms want more sales leads, but they’re shouting
louder instead of speaking smarter.

They’ve been sold on the idea that just being online is enough to drive
sales. Website - TICK. Facebook page - TICK. Maybe a few Adverts -
TICK

But when nothing changes, they blame the economy, not their
message. Or, they just double down on the noise.
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Why should anyone actually care about a window company?

Harsh? Maybe. But here’s the truth: Nobody wakes up thinking,
“l can’t wait to browse bifold door options today!”

Most customers only care about you at one very specific moment:
when something breaks... or when they’ve saved enough to finally
do that long-delayed home upgrade.

And in that moment - when they Google you or land on your site -
they want reassurance, clarity, and answers. Not fluff, jargon,
or a stock photo of two men shaking hands in front of a van.

So, what’s the point of this book?

This isn't about shiny marketing gimmicks or the latest TikTok trend.
I+'s about focus; about leads.

If you're running a small or mid-sized double glazing firm in the UK,
and you rely on your website to bring in leads (as you should), then
you need to treat that site like a salesperson, not a brochure.

We're going to strip things back. Talk plain. Focus on what actually
works.

This book is here to help you:

* Understand why your current marketing might be invisible.
* Fix the stuff that’s costing you enquiries.

* Use your website to build trust and generate proper leads
(the kind that answer the phone).

There’s a way through the noise -
but only if you focus on what really matters.
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2. Reputation

Before we talk about Google rankings, Facebook Ads or QR codes
on vans, let’s get real: none of that matters if your reputation stinks.
You could have the prettiest website in the world, but if your name
gets whispered in hushed tones down the pub because you left a
customer with a half-finished bay window, it's game over.

In this industry, your reputation is central to your marketing. And it
spreads faster than you think. One happy customer might tell a few
people. One furious one might tell hundreds. Or even worse, leave a
scorching Google review that lives forever.

Ask yourself: what are you doing that’s truly remarkable?

Do not underestimate this word—it means literally
“worthy of being remarked upon.”

It's Seth Godin’s “Purple Cow” principle: be different enough that
people want to talk about you. Not because you're the cheapest,
but because you were clean, courteous, fast, or just really good at
what you do.

So, how do you build a reputation worth
shouting about?

You deliver an experience that’s worth remembering - for the right
reasons. You show up when you say you will. You tidy up after yourself.
You treat every customer like your life depends on it.

And don't wait for reviews to magically appear. Build it into your process.
Make it a habit to follow up after each job:

* “Were you happy with the install?”
> “Would you mind leaving us a review?”

* “Here’s a quick link to do it.”
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Make it easy. Say thank you. And if something does go wrong (because
not every job runs smoothly), don’t argue. Own it, fix it, and use it as a
learning opportunity. People are surprisingly forgiving when you show
honesty and effort and you may well just turn a bad situation into a loyal
customer.

Want to build your reputation faster?

Share the stories. Screenshot your reviews. Post testimonials on your site.
Frame them in your showroom if you've got one. Even better, get video
testimonials and add as much context as possible.

Let people see that others trust you, and let them see the type of people
you work for (people like them).

Because when it comes down to it, that’s what you're really selling:
trust and relevance. Everything else is secondary.

Work on your reputation every day

Outside of your building, your reputation has a world of its own, carried
around by other people based on their experience of you. You can’t fully
control it, but you caninfluence it - every single day. The way you answer
the phone. The way your team carry themselves on site. The way you
deal with awkward questions or unexpected problems. All of it builds your
brand, whether you realise it or not.

So keep listening. Keep learning. Encourage your team to treat every
job like it's the most important one they’ll do this year. It might feel like
hard graft - but make no mistake, it's the best marketing investment
you'll ever make.
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3. Alignment

You can’t market your business effectively if you don’t know who you're
trying to reach. It's like putting up a billboard in the middle of nowhere
and hoping the right people drive by. Alignment means making sure your
message, sales proposition, and audience actually match.

Know your customer

Start with this: Who is actually buying from you? Forget guesswork -
the real people who place orders now.

Are they homeowners in their 40s? Retired couples?
Young professionals? Are they after the best price, or the best service?
If you can’t answer that, you're marketing blind.

Don't rely on ‘well everyone buys what we sell really’. You need to focus.
Even huge supermarkets do it. They could sell to everyone but they focus
on their audience.

It could be that you are trying to get into new markets, but, if your
messaging and delivery does not align, people will get confused.
You might be a premium service with high-spec aluminium systems,
or you might be a cost-effective UPVC provider. Either is fine -

but don't try to be both. That's how you end up being nothing to
everyone and ignored.

So, are you Waitrose, Tesco or Lidl?

Geography matters

You're not trying to win business around the whole country. You're trying
to win locally. Focus your content, targeting, and language on the actual
towns and postcodes you serve. Want to stand out in St Albans or

St Austell? Make sure you mention it. People with intent more often than
not search with location included.

Example: Instead of “We supply and fit windows,” try “We install A-rated
UPVC windows in Guildford and surrounding villages.” Specificity sells.
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Relate to real people

How do your customers talk? What do they care about? What objections
come up during sales calls? If they’'re worried about price, show them
long-term savings. If they’re unsure who to trust, highlight reviews and
accreditations. Reflect your audience’s concerns in your content.

When your words, tone, and content match your audience’s reality, that’s
when the magic happens. They relate to your product offering because it
resonates with them.

A very common trap

Too many window firms go for the “we do everything for everyone”
approach. That just makes you blend in and disappear. You don’t need to
sell fo everyone. You need the right someone.

A focused, specific website and messaging will always outperform vague,
catch-all fluff.

So, take a good, hard look at your messaging. If it sounds like it could be
copied and pasted onto your competitor’s website, rewrite it. Make it
yours. Make it customer-focused.

That'’s alignment - and it's what turns browsers into buyers.
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4. Sales Offering & Opportunities

Most double glazing websites are built like brochures. Big banners with
“25 Years of Quality Service,” a polite paragraph about being family-
run, a few stock photos of gleaming windows - and that’s about it.

It looks nice enough. But it doesn’t sell anything.

Because here’s the thing - customers don't go to Google and type in
“double glazing.” That’s way too broad. What they actually search for
is stuff like:

“UPVC front door Basingstoke”
“Aluminium bifolds Guildford”
“Replace conservatory roof Reading”

That's the gold. That's where the good traffic lives. Not just browsers,
but buyers. People who know what they want, where they want it,
and are just looking for someone to do it.

And if your website doesn’t have anything that speaks to that level of
detail, you're invisible to the people most ready to buy. You're basically
standing on the street shouting “We do windows!” and hoping someone
guesses you also do composite doors in Swindon.

That’s the gold you may be missing.

Your Website Is Your Shop Window

Think of your website like a real-life shop. The more clearly you lay
out your products - labelled, explained, priced (where possible),
and displayed with proper photos - the more chance someone will
stop, browse, and buy.

If you just throw everything onto a couple of vague pages - “Windows,”
“Doors,” “Conservatories” - you're making people do all the hard work.
And people won’t do that. They want to land on a page and instantly
think, “Yes! That's exactly what | need.”
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Create individual landing pages for each product or service you offer.

3% One page for aluminium bifold doors.

3 One for UPVC sash windows.

% One for composite front doors.

* One for warm roof conservatory upgrades.

And crucially, pair each product with the place you are selling in. This is
the simple formula that brings you right into someone’s search results:

“Aluminium bifold doors in Woking”
“Replacement sash windows in Oxford”
“UPVC front doors in Newbury”

Remember: You're not trying to rank nationally. You're trying to win
sales enquiries on your doorstep. That combo - product + location - is
what people type into Google when they’re ready to buy.

Every Page Is a Doorway

Most people won't even see your homepage if your website is built well.
They’ll land directly on one of these specific pages if Google thinks it's a
good match. And if it's not? You simply don't exist.

So give every product its own page. Make it clear, friendly, and helpful.
Answer the common questions. Add photos. Add FAQs if you've got
them. And for bonus SEO points, don’t forget your image alt text -
Google reads those too.

But don't stop there.

Case Studies Turn Clicks into Calls

One of the best ways to show you're the real deal is by sharing past jobs,
stories and case studies. Nothing too fancy - just honest, real-world
examples of what you've done, all with specific content that might match
buyer intent.
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We fitted these sliding aluminium bi-fold doors for a couple in Fleet
who wanted to open up their lounge to the garden. The thinner
profile of the aluminium frames gives maximum sight lines and the
customer chose anthracite grey to match their existing window
frames. The home improvement project was turned aorund in less
than eight weeks from start to finish.

Include a few photos, the location, maybe a quick quote from the
customer if they’re happy to give one - it's powerful when you use
someone else’s words rather than your own.

Why? Firstly, because people trust proof. It's no longer you saying
“We're the best” - it's you showing it. And that helps your next potential
customer feel confident picking up the phone.

Secondly, when you use the words of a customer, they will pick words and
phrases that matter to them, which will no doubt resonate with other
people. Not only that, you will end up with phrases that you may not use
in day-to-day language. A prime example is “double glazing windows”.
Not many companies use those words - opting for phrases like “UPVC
windows”, or “replacement windows” - but these are words buyers may
use.

Write for the Buyer Who's Nearly There

You don’t need to write for the whole world. You're not trying to convince
someone who's still wondering whether to replace their windows this
year or next. You're writing for the person who knows what they want -
they just haven’t found the right installer yet.

So meet them where they are.

Give them a page that matches exactly what they’ve searched for.
Let them see that you do it, you’ve done it nearby, and you know what
you're talking about. That's what gets calls, quotes, and booked jobs.
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Chapter Five - Website Structure

A good website is like a good showroom: easy to navigate, clean,
and tailored to the customer’s needs.

The most important page on your website

All roads lead to the page that says thank you for getting in touch.

It means that everything else has worked perfectly and you have
converted a stranger into a sales enquiry. Using the right language and
call to actions, you can encourage people to take the next step. Bear this
in mind when you are designing or laying out the content on your website.

Start with the basics:

% Homepage - Explain what you do and who you serve.

* About Us - Tell your story, build trust.

* Products - One page per service or product type.

 Case Studies/Projects - Show real work in real locations.

¥ Advice & Articles - Helpful info to educate and build credibility.

% Contact Page - Simple, fast, with a clear form and phone number.

Each page should have a purpose. No waffle. And no dead-ends - every
page should lead somewhere else or ask the visitor to take the next step.

'
' '
PRODUCTS H ABOUT US ADVICE CONTACT H CASE STUDY
(EXAMPLES) H (BRAND) (AUTHORITY) DETAILS ' (EXAMPLES)
' '
' '
'
'
'
'

Stylish, Coloured
Composite Door
Installation in
Basingstoke

Aluminium Bifold
Doors

UPVC Casement
Windows Conservatory

Roof Conversion in

Reading - aroom for
year-round living.

Secure, Steel
Front Doors

Replacement sash
windows for home

' |

H H |

H ' H |

i Conservatory Roof H ' in conservation H

H Replacements H ENQUIRY H area in Hampshire. I

' ' ' |
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Avoid the mistake of using manufacturer’s site copy. It's tempting,
but Google can smell it a mile off. If five companies in your area all
use the same supplier descriptions, none of you stand out.

Write your own copy.

Better yet, base it on how your customers talk. What do they ask during
a quote? What do they worry about? Answer that in plain English.

Also, don't underestimate the power of advice pages. These aren’t just
for SEO - they show that you know your stuff. If someone is asking,
“Do | need planning permission for a conservatory?”, give them the
answer. YouU'll catch early-stage browsers and position yourself as

the expert.

Finally, internal links matter. Link your pages to each other naturally:

* “Want to see some recent UPVC installations? Click here.”
% “Learn more about how we help customers in Maidenhead.”
Google follows links. Customers follow links. Give them a path worth

walking and guide them to that allimportant THANK YOU page that
means they have made contact.
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6. Website Design and Content

Design isn’t just about how your website looks. It's about how it works.
A slick design might impress you - but if it doesn't help the visitor find
what they need and take action, it’s just a vanity project.

Think about your homepage. If someone lands there, they should
immediately know:

¥ Who you are

% What you do

* Where you do it

% Why they should trust you
% What to do next

That “what to do next” is key. Your calls to action should be loud and
proud: “Get a Free Quote,” “Call Now,” “See Our Work.” Make buttons
clear. Make forms simple. Make phone numbers tappable on mobile.

Then, your product pages. They shouldn’t be dry technical sheets.

They should sell the dream. Don’t just say “Aluminium bifold doors
available.” Say: “Transform your kitchen with slim-framed aluminium
bifolds that flood your home with natural light.”

Paint the picture and help the visitor imagine their life with the product.
That's what moves people to act.

Why content matters

Specific content on your website is absolutely essential if you want to get
found online. When someone searches for “grey composite front door
in Basingstoke” or “aluminium bifold doors installer near me,” Google

is trying to deliver the most relevant results based on the exact words
typed in. If your website only talks generally about “windows and doors,’
or doesn’t mention geography, you're missing out on those targeted
searches that come with high intent to buy.

i
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Google needs to see those specific keywords and phrases on your page
so it knows what you actually do, where you do it, and whether you're a
good match for the thing someone’s searching for.

Google is constantly scanning web pages to connect people with what
they’re looking for. But it can only do that if the language on your site
lines up with the language people are using in their searches. That means
having pages that talk about individual products (like sliding patio doors,
flush sash windows, or conservatory roof replacements), and combining
those with local place names (like Reading, Farnborough, or Woking).

This level of detail helps you show up for more specific searches - which
are often closer to a sale - and gives Google the clarity it needs to push
your pages higher up the rankings.

Talk benefits, not just features

Sure, people might care about energy ratings and security. But more
often, they care about saving on bills, staying warm, or keeping the
house quiet with a new baby. Know your audience.

Use real photos. Stock images feel fake. If you’ve got a half-decent
smartphone, take pictures of real jobs. Before and afters.
Happy customers. Clean vans. These tell a story and build trust.

Lastly, be consistent. Fonts, colours, tone - keep it all coherent.

Great content + functional design = conversions.
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7. Plugging Yourself In To The Web

Building a great website is only step one. Now you've got to plug it into
the wider web so people can actually find it.

Start with Google. Claim and complete your Google Business Profile.
Add your correct name, address, and phone number. Upload real
photos. List your services. Post updates in your Google business page
the same way you would with Facebook. Respond to reviews. This is the
digital equivalent of having your van parked in a busy street.

Then, Google Search Console. This shows how Google sees your site,
what search terms bring you traffic, and what’s broken. It’s free, it's
powerful, and it can help you develop your website content for more
traffic.

Analytics is your friend too. Know how many visitors you get, where they
come from, and what pages convert. Otherwise, you're flying blind.

You can track campaigns through to enquiry when you implement the
right measurement - great for managing budgets.

Don’t ignore Bing. Despite a high percentage of users using Google for
search, many people use Bing in real terms. Claim your Bing Places listing
just like Google’s.

Think beyond search engines. Add your business to relevant directories
- local ones and trade-specific ones. Check for places your competitors
appear that you don’t.

The key idea here is visibility. You want to show up in as many of the right
places as possible, without wasting time. That way, even if someone
never lands on your website, they still might find you and get in touch.
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8. Push and Pull

Here’s the rub: no matter how well-built your website is, it won't
automatically attract visitors. You need to constantly give it a nudge.

Pull Marketing

This is the stuff that brings people in naturally: SEO, case studies, blog
posts, Google Business listings. I's great, but can take time to deliver.
You're playing the long game, and if you do it well, and keep at it -

it will pay off. Many people create a website and stop. It should be the
beginning. A growing, living, breathing website is taken more seriously
by visitors, and, especially, Google.

Push Marketing
This is you taking control. Pushing traffic your way. Think:

* QR codes on vans, flyers, signage

¥ Leaflets with trackable links

* Facebook and Google Ads (when done smartly)

¥ Sponsored posts or listings on local community sites

QR codes are a winner. Stick one on your van or a quote sheet.
Make it lead to a tailored page. And yes - you can make them trackable.

If you run ads, be laser-focused. Don’t just say “Windows and Doors.”
Say “Replacement Sash Windows in Winchester - Free Quote This
Week.” Show up where it matters with a clear offer and call to action.

Whatever push methods you use, always measure. If someone getsin
touch, ask where they found you. If your website form has a dropdown,
let people select the source. That data tells you what’s working.

Mix both approaches. Pull gives you long-term momentum. Push gives
you instant visibility.
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9. Reviews

Reviews can make or break you. It really is that simple. A glowing five-
star review can be the gentle nudge someone needs to pick up the

phone and get in touch. On the flip side, a single angry one-star rant

can be enough to put off ten potential customers - especially if it's left
unanswered. And in the double glazing world, where trust and reputation
are everything, those little stars matter more than most people readlise.

Here’s the frustrating part though: most double glazing companies
aren’t actuadlly asking for reviews. They just finish a job, shake the
customer’s hand, and hope the nice things said in person magically
appear on Google.

Spoiler: they won't. Not unless you make it easy - and ask.

If someone’s happy with your work, ask for a review while the good
feeling is still fresh. You don’t need to over think it. A simple line at the
end of ajob is all it takes:

“Thanks again for choosing us. If you’ve got a minute, would you mind
leaving us a quick Google review? Here’s the link - it goes straight
there.”

Send them a follow-up text or email later that day with the link again.
Be polite but clear. Make it feel personal. And make it easy - don’t expect
them to go hunting around for your business on Google.

Start with Google reviews. It's where most people look when checking
out alocal business. If you've got the budget, platforms like Trustpilot
and Reviews.io can also add credibility. But for most local double glazing
firms, Google is still king.

Now, let’s talk about the dreaded bad review. First of all - don’t panic.
And whatever you do, don't argue back publicly. You'll never win, and it
makes you look worse than the review itself. Instead, take a deep breath,
thank them for their feedback, and respond calmly.
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If there’s a way to fix the issue, offer to take it offline and sort it out.
A well-handled negative review can actually build trust. People aren’t
expecting perfection - they’re looking at how you respond when
something goes wrong.

Once you've got good reviews, don’t hide them! Show them off. Stick a
few on your homepage. Drop one into your quote PDFs. Social proof is
powerful, and people trust other people more than they trust sales copy.
A good review is worth more than any fancy marketing slogan.

Your review score is your modern reputation. You'd protect your tools,
your van, your showroom - treat your reputation with the same care.
Ask for reviews. Reply to them. Learn from them. And most importantly
- use them.

In this game, your next lead might be reading your reviews right now.
Make sure they like what they see!
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Chapter Ten - Brand

When most people hear “brand,” they think of logos, colours; maybe a
van wrap. That'’s part of it - but your real brand is what people say about
you when you're not in the room.

Your brand is your reputation, your values, your personality - and yes,
your design style. It's how you answer the phone. How you deal with
complaints. How your fitters behave when they knock on someone’s door.

You already have a brand, even if you haven’t defined it. So start owning
it.

What does a strong brand look like for a glazing firm?

* Consistent tone across your website, quotes, and socials.
* Clear values: quality, transparency, helpfulness, trust.
* A bit of personality. You’re not a robot. Show your human side.

* Community presence—sponsoring a local team, donating to a
school fair, supporting a food bank.

These aren’t gimmicks—they make people remember you.

In a world where most double glazing firms look, sound, and feel the
same, brand is your edge. People might forget a price, but they won’t
forget how you made them feel.

Think beyond transactions. Think relationships.

That’s how you build something that lasts.
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Summary

No amount of marketing will save a sloppy business. But a great business
with clear, focused marketing? That’s a winner.

* Know who you're selling to, where they are, and what matters
to them.

* Build a website that's specific, helpful, and built to convert.

* Plug it into the wider web so people can find you.

¥ Push and pull traffic smartly - then track what works.

> Cultivate a great reputation and turn reviews into rocket fuel.

* And above all, build a brand people trust.

Make it easy for people to find you, trust you, and get in touch.

That's how you win more of the right work - and
build a business people remember.
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About Craig Killick - Click 71

I've been using computers in the design world since 1989. By the early
2000s, as the web started to become part of everyday life, | found
myself naturally drifting from design into the world of digital marketing.

SEO quickly caught my attention. Finally, here was a way of marketing
that wasn't guesswork — it was trackable, tweakable, and genuinely
rewarding. You could make a few smart changes and literally watch your
results shift in real time.

In 2008, | wrote a book about SEO - “Let’'s Cut To The Chase”. The idea
was dead simple: focus on the 20% that brings 80% of the results. Do the
basics well, and you're already ahead of most.

What's amazing is that nearly two decades on, | still see people ignoring
those fundamentals in favour of whatever the latest shiny tactic is —
usually something trending on social media. Website builders like Wix or
Squarespace will tell you SEO is a doddle (especially now with a sprinkle
of Al). But if you've ever built a site or own one that’s gone quiet, you'll
know the reality is very different.

One industry where this makes such a difference is the home
improvement market, with companies selling high-value products to
homeowners: Where one sales enquiry can lead to a five-figure deal. I've
been working with windows companies since around 2005, and, with the
right investment, have helped companies consistently generate streams
of enquiries without spending thousands on advertising.

The world of marketing may have changed a lot in 20 years, and Al will
only speed that up, but having a focus on business outcomes (and not
getting overly distracted by what your competitors are doing or the
latest trend of consumer brand marketing) means that your business
can sustain its work-flow and grow cost-effectively.

If you fancy a chat about anything you've read, or how | could help your
windows business, please get in touch.

Craig

craig@click71.co.uk
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