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1. Introduction
Business Overview
· Company Name: DAIMANT  

· Business Model: Family-owned independent double-glazing and home improvement installer

· Location: Headquartered in Caerphilly, South Wales 

· Geographic Target Area: South Wales, is primarily focused on Caerphilly and Cardiff areas, also serving surrounding areas including Newport, the Valleys and Pontypridd 
· Mission statement: DAIMANT has been providing for over 15 years double glazing solutions, working with products from manufacturers with over 50 years of experience in improving quality (ex. – LEKA Systems UK). The business offers its customers products that deliver performance, longevity and energy efficiency for their homes by using its own dedicated in-house installation teams rather than sub-contractors (source: https://www.daimant.co.uk/)
· Company values:   customer satisfaction, quality and sustainability by providing products that are both eco-friendly and cost-effective 
Products & Services 

1. Window Systems

· Products: A-rated energy-efficient double glazing 

· Styles: Casement windows, heritage flush sash windows, vertical sliding sash, and tilt & turn windows 

· Product value: it focuses on thermal insulation, sound reduction and security features like multi-point locking 

2. Exterior Doors

· Products: High-security front, back and patio door solutions

· Styles: PAS 24 certified composite doors, uPVC front/back doors, bi-fold doors, sliding patio doors and French doors. 

· Product value: personalised (variety of colours / finishes), waterproofing and police-approved Secured by Design anti-snap locking systems
3. Conservatories

· Products: mostly LEKA Systems modular extensions and LEKA Warm Roof conversion systems 

· Specialised service: build insulated warm roofs on glass / polycarbonate conservatories to enable year-round living
4. Customer Sales & Support Services

· Free Home Surveys and Quotes: in-home measurement, planning and technical advice with zero obligation 

· Transparent Pricing: fixed written quotes rather than high-pressure sales tactics or artificial "one day only" discounts used by large national glazing companies 
· Warranty & Certificates: FENSA - registered installation certification, IWA (Independent Warranty Association) deposit protection, 10-year insurance-backed guarantee on completed work (source: https://www.daimant.co.uk/)
2. Section 1 – Market Segmentation, Targeting and Positioning
A. Market Segmentation
           According to Kotler and Keller (2016), market segmentation requires identifying distinct groups of buyers based on geographic, demographic, psychographic or behavioural characteristics to tailor marketing strategies effectively.
For DAIMANT (a business operating in the home improvement and glazing sector across Cardiff and surrounding areas), market segmentation is very important because double-glazing products are high-cost purchases and the target audience need to be very well structured: 
a) Geographic Segmentation

· Location: homeowners living within the Cardiff, Caerphilly and South Wales Valleys areas (ex. Pontypridd, Newport, Penarth)
b) Demographic Segmentation 

· Homeowners (aged 25–55) that have savings to invest in their home upgrade, living in semi-detached or detached properties built between the 1960 and 2000. These properties are old and on most of them the original window seals fail, doors become outdated or old polycarbonate conservatories become freezing in winter and boiling in summer (failing insulation). They have the equity or savings to invest in property upgrades.
· Homeowners (55+) that prioritize home security and thermal efficiency to lower heating bills

c) Psychographic Segmentation (Lifestyles)

· Homeowners who trust more a family-run business over an aggressive national company sales process. They care more about warranties (ex. – the 10-year insurance-backed guarantee offered by Daimant) and accreditations like FENSA

· Homeowners that look at their home as an investment opportunity rather than just a home. They look to invest in conservatories and warm roofs systems (ex. – LEKA Systems)
d) Behavioural Segmentation 

· Homeowners that are problem-aware and they are looking to repair and improve their homes, triggered mostly by drafty windows on their homes, rising energy bills, broken window locks or a leaking conservatory roof. They seek immediate, affordable and reliable local solutions.

· Homeowners that are currently only searching for more information on double-glazing product and services, using online data and Google reviews to book a no-obligation quote 
B. Target Customer

Daimant use a marketing strategy that targets homeowners that look for home improvements across South Wales and prioritize product performance over a low-cost budget alternative. The business position is against national chains and use a friendly, family values orientated strategy to attract its customers.
C. Buyer Persona

According to Scott (2020), a buyer persona is a representative sample of an actual group of target buyers built to help a business understand its customer’s needs.

For Daimant, a buyer persona would be structured as a married couple, age 0 to 55, living in a semi-detached or detached house around Caerphilly, Cardiff, and the South Wales Valleys areas. They look at their home as a family asset and are always looking for ways to improve its comfort and security. Their need to access double-glazing product and services is triggered by functional reasons - rising heating bills caused by corroded old windows, security concerns over outdated door locks, or old and cold polycarbonate conservatories. 
Daimant buyer persona is motivated by practical, value-driven solutions, actively looking for A-rated thermal insulation, long-term energy savings and space transformations like LEKA Warm Roof fittings.

They prioritize fitters who offer transparent, fixed written quotes with zero obligation, value local family-run businesses and look for ASSURE-registered fitters over unknown subcontractors. 

D. Positioning
Daimant’s positioning strategy exploits the primary weakness of big, national competitors — consumer distrust. By offering a friendly, community orientated, no obligation quote, fixed written prices, Daimant creates a distinctive competitive advantage that attract customers.
Daimant positioning on the double-glazing market can be reflected best by looking at the its competitor segments:
i) Large national double-glazing chains (like Anglian Home Improvements, Everest, Safestyle UK). Their strengths are high brand awareness and massive advertising budgets. Their weaknesses are high costs, aggressive high-pressure tactics and usage of local subcontractors. 
ii) Local self-employees fitters that use very low prices but lack guarantees, they have limited liability if things go wrong, no physical showroom for customers to inspect products and unpredictable availability.
iii) Regional family-run, community orientated business (where Daimant activates) has a strong local reputation, direct control over installation quality (using its own team of fitters, no subcontractors which lead to a more personal approach), transparent pricing and regional accreditations (FENSA, ASSURE, IWA).

3. Section 2 – Buyer Behaviour and the Customer Journey
Solomon (2020) defines consumer behaviour as "the study of the processes involved when individuals or groups select, purchase, use, or dispose of products, services, ideas, or experiences to satisfy needs and desires".

For Daimant customers, purchasing double glazing, composite doors or a LEKA warm roof represents a high-involvement, high-perceived-risk decision. Their behaviour is influenced by a group of factors that include:

i) Psychological Factors: Homeowners can have anxiety regarding aggressive sales representatives, high pricing schemes and poor installation quality. Daimant’s zero-pressure approach and transparent, fixed written quotes remove this issue and help build trust
ii) Functional Factors: Rising energy bills and force customers to prioritize A-rated thermal insulation and structural security for windows and doors inside their homes
iii) Accountability Factors: Daimant use direct in-house ASSURE-registered installers (rather than unknown subcontractors) and this gives risk-averse potential buyers the confidence in installation quality and aftercare
iv) Financial Factors: using risk-minimizing tools like FENSA certification, IWA deposit protection and a 10-year insurance-backed warranties help Daimant sent its customers important trust messages

Looking at Daimant customer decision making process, a customer journey map can be structured as: 

i) Stage 1: Identify the problem
Process: started by customers personal needs (desire for lower heating bills, better home security) or external problems (failed sealed old windows, cold rooms, old conservatory)
ii) Stage 2: Searching for information
Process: potential future buyers conduct personal research (online, seek family or local recommendations or visit Daimant’s physical Caerphilly showroom).

iii) Stage 3: Looking at all available alternatives
Process: potential customers compare advantages of using a local family-run business against large national chains or sole-trader builders (prices, extra services offered, trust level)
iv) Stage 4: Purchase Decision
Process: for this stage Daimant offer its customers a zero pressure no obligation consultative survey and a fixed price quote, eliminating the hidden fees issues
v) Stage 5: Post-Purchase Process
Process: customers are offered FENSA compliance services and 10-year warranty on Daimant products. This transforms satisfied clients in the best marketing tool for the business, as they generate positive Google reviews and personal local referrals across South Wales.

4. Section 3 – Branding, Sales and Relationship Building
Building a strong brand requires establishing positive brand associations, as a successful brand identity helps consumers reduce risk and lower search costs when making complex buying decisions (Keller, 2020).
Daimant’s branding strategy is based on a friendly approach that is moving away from cold transactional sales and is focused more on customer risk reduction and building trust:
i) Brand Identity: Daimant positions its brand identity around price transparency, friendly home surveys and fixed written quotes with zero obligation
ii) Position the local market: community orientated / family-run business positions itself as a reliable alternative to cold national chains (ex. Anglian Home Improvements, Everest) or uncertified, low-cost sole traders
iii) Brand Assets: own team of ASSURE fitters – not using subcontractors, raise more the image of a full accountability and professional business

iv) Brand Elements that lower the risk for the customers: increasing trust and build future relationship by using FENSA compliance certificates, IWA deposit protection and a 10-year insurance-backed guarantee. 
Daimant sales strategy was created to attract new customers by removing their resistance to buy. Instead of relying on aggressive discounts, Daimant use consultative free surveys, transparent fixed quotes and a large pallet of post-service guarantee for its products. This positions the business as a high-trust, low-risk local alternative in South Wales, successfully increasing the number of new customers and the positive long-term customer referrals.
In the double-glazing industry, repeat purchase cycles are very rare as most homeowners only buy new windows or a warm conservatory roof once or twice in a lifetime. As such, relationship building and customer loyalty for a company like Daimant are driven by two major aspects: local word-of-mouth recommendations and lifetime customer value (a customer who buys a front door coming back years later for a full window replacement or LEKA warm roof extension or the need to build a new conservatory). By using the image of a family-run business, its own in-house installers, many post-purchase guarantees, Daimant turn individual buyers into brand representatives that generate positive image and word-of-mouth promotion across South Wales.

5. Conclusion
Daimant’s commercial success demonstrates how a regional business can leverage transparency, localized heritage, and operational control to outperform larger competitors. By aligning every stage of their sales and service delivery with the psychological needs of risk-averse consumers, Daimant transforms a high-friction retail transaction into an accountable, trust-based customer relationship.
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