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COMPETITORS PRIORITY ACTIONS DAY PLAN

A concise, evidence-led view of the competitive landscape: what customers are being shown,
where competitors are strong, and where a business can communicate more clearly.

PUBLIC INFORMATION REVIEWED / SEPTEMBER 2026



The market is crowded.
The positioning does not have to be.

Across the five businesses reviewed, the underlying services overlap heavily. The clearest differentiation comes
from reducing uncertainty around speed, trust, price, access and what happens next.

Speed has become a
product

Specific proof beats
generic trust

Useful content remains
an opening

24/7, same-day and rapid-response messaging gives customers an
immediate reason to choose one provider over another.

Experience, accreditations, guarantees, transparent pricing and
direct engineer access make credibility visible.

Educational content around faults, maintenance and buying
decisions offers a route to differentiation without copying
competitors.

Do not try to look like every established competitor. Select a
small number of customer promises the business can genuinely
prove, then make those promises exceptionally clear.
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Five competitors.
Five reassurance strategies.

This comparison describes public-facing positioning only. It does not attempt to score service quality or internal
business performance.

BUSINESS LEAD POSITION VISIBLE PROOF REASSURANCE
SBGAS Experienced local engineer 25+ years / Gas Safe / pricing Clarity + access
SwishFix Fast emergency response 24/7 | same-day / free quote Speed

PH Gas Services Personal independent engineer 40 years / no call-out fee Relationship
Heateam Established family team Online booking / guarantee Convenience
John The Plumber Rapid family-run service 35+ years / accreditations Proof + availability

Competence is assumed. The visible contest is over how quickly
help arrives, whether the provider feels trustworthy, whether the
cost/process is understandable, and how easy the business is to
deal with.
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03/ COMPETITOR PROFILES

What each business is selling
beyond the service itself.
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25+ years' experience, Gas Safe registration, transparent pricing and direct engineer contact are central to the
proposition.

WHY IT WORKS Concrete proof and a clear process make the business easier to trust before contact.

OPPORTUNITY Build an equally specific proof stack instead of relying on “reliable local plumber” language.
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24/7 emergency availability, same-day service and free quotes put urgency at the centre of the offer.

WHY IT WORKS The reason to call now is immediately obvious.

OPPORTUNITY If that availability cannot genuinely be matched, differentiate on appointment convenience, specialist expertise or
preventative service.

03  PHGAS SERVICES I

Independent-engineer positioning, 40 years' experience, no call-out fee and free quotes create a highly
personal proposition.

WHY IT WORKS The engineer himself becomes part of the product.
OPPORTUNITY A larger team can emphasise capacity and convenience; another sole trader can lean into specialist expertise and
education.

NORTHFIELD DIGITAL / COMPETITOR INTELLIGENCE 04



03/ COMPETITOR PROFILES

Profiles / continued
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Family-run positioning is paired with online booking, emergency work, guarantees and qualification signals.

WHY IT WORKS Trust and booking friction are addressed together.

OPPORTUNITY A smaller operator can still compete through exceptionally clear communication and a simpler customer journey.

05  JOHN THE PLUMBER I

Direct contact, no call-out charge, 35+ years' experience, emergency response and manufacturer accreditation
create a dense proof stack.

WHY IT WORKS The proposition is difficult to dismiss as generic.

OPPORTUNITY Create separation through a niche, educational authority or a distinctive service process rather than copying
longevity claims.
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04 / CONTENT INTELLIGENCE

Answer the question
before the customer asks it.

The content opportunity is not greater posting volume. It is becoming more useful at the moments when a
homeowner is uncertain.

FAVETEDUEATION Boiler pressure keeps dropping: four common causes

Meet the customer before they know which service they need.

PECIBION CUIDE Repair or replace? What to consider before replacing a boiler

Build trust without forcing a hard sell.

PREVENTION Three checks before switching your heating back on

Create non-emergency reasons to engage.

PROCESS What happens after you book a boiler repair

Reduce anxiety around inviting a tradesperson into the home.

LA Why exposed condensate pipes can cause winter lockouts

Create useful local relevance rather than thin location pages.

Proor What Gas Safe registration actually means for your home

Translate a qualification into a customer benefit.

ONE STRONG ANSWER CAN BECOME FOUR USEFUL ASSETS

Website FAQ / Google Business Profile / Facebook / Instagram
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05/ PRIORITY MOVES

Ten actions.
Sequenced for usefulness.

01

02

03

04

05

06

07

08

09

10

Make the response
promise visible

Replace adjectives with
proof

Choose one primary
CTA

Publish five
customer-question
posts

Build service-specific
landing pages

Show what happens
after contact

Create genuinely local
content

Strengthen visual proof

Consider transparent
pricing

Turn review themes into
messaging
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State the callback, appointment or response standard the business
can genuinely keep.

Use qualifications, guarantees, experience, process and genuine
pricing information.

Call, quote or booking: make the next step consistent and obvious.

Lead with useful answers around common faults, servicing and
repair decisions.

Give priority services enough room to explain the problem, process
and CTA.

Turn the enquiry-to-visit process into reassurance.

Use real Leeds/service-area considerations, not pages with swapped
place names.

Use real jobs, engineers, vans and equipment where permission
allows.

Use fixed or 'from' prices only where the business can honour them.

Use genuine recurring feedback to decide which benefits deserve
prominence.

07



From intelligence
to execution.

POSITION Clarify the proposition, response promise, proof stack and
primary CTA.
B U ILD Refresh priority service pages and publish five

customer-question pieces.

PROVE Add useful local content, genuine job imagery and stronger
Google Business Profile activity.

L EA RN Review enquiries and customer questions; use evidence to
shape the next month's content.

Competitor Intelligence identifies the communication gap.
Northfield Content can turn those opportunities into
personalised, ready-to-post content for Facebook, Instagram and
Google Business Profile.
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Evidence first.
No invented intelligence.

This demonstration uses public information visible in September 2026. It describes public positioning and does not
claim to know competitors' revenue, conversion rate, capacity, market share or actual service quality.

SOURCE PUBLIC WEBSITE EVIDENCE USED

SBGAS LTD boilerrepairleeds.co.uk Experience, pricing/process, Gas Safe and direct-engineer
messaging

SWISHFIX swishfix.com 24/7 emergency, same-day, free quote and service positioning

PH GAS SERVICES phgasservices.co.uk Independent engineer, experience, no call-out fee and quote
messaging

HEATEAM heateamltd.co.uk Family-run positioning, booking, guarantees and qualifications

JOHN THE PLUMBER boilersleeds.co.uk Direct contact, emergency response, experience and accreditations

If a price, offer, review figure or capability cannot be reliably verified, the report says so. It does not estimate or
invent it.

NORTHEIELD, RIGLTAL
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