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About the BMF

The only trade association that represents 
and protects the interests of builders’ 
merchants and suppliers to the building 
materials industry in the UK and Ireland. 

£38 bn MEMBERS’ 
TURNOVER

7,100+ WEB 
VISITORS pm

751 MEMBERS
397 MERCHANTS
249 SUPPLIERS
105 SERVICE, ASSOCIATE, DISTRIBUTOR

5,709 MERCHANT 
BRANCHES

180,000 
INDUSTRY 

EMPLOYEES

£
13,187 
FOLLOWERS



Membership 
up by

132%

99% 
retention 

levels

Membership



But
ENGAGEMENT
static at approx.

80:20

Membership

“How do we take the BMF 
to the next level?”

BOARD



2018 NEW strategy

“The BMF is important 
but not ESSENTIAL” 

MEMBERS & NON-MEMBERS

Move the BMF from important to essential

Stage 1: Positioning [Brand strategy]
Shift the BMF’s positioning from a networking and training 
‘club’ to a real driving force for improvement

Stage 2: Project Excellence [Personalisation strategy] 
Member segmentation, profiling and personalisation of 
services [by company, then by person]Getting closer to members’ needs



Stage 1. Positioning

The BMF is the glue of the builders’ merchants
industry, keeping a disparate group of builders’ 
merchants together

BMF will be the backbone of the industry, leading 
members towards a bigger share of the future

FROM TO



Stage 1. Positioning

The BMF’s vision
To enable members to 
build excellence in 
building materials supply



The BMF
Building your people.
Building your skills.
Building your business.
Building your voice.

Building excellence

Stage 1. Positioning



Stage 2. Personalisation

Project Excellence

• No more ‘one size fits all’
• Identify what each member 

needs and excel at solving it
• Objective: increase 

engagement

Progression to excellence 
through engagement



The importance of engagement

High Engagers
For the minority – Strong belief in what BMF 
does, drives high contact with BMF & a 
stronger sense of belonging

Low Engagers
For the majority – Low contact with BMF 
leads to weak belief in what BMF does & a 
weaker sense of belonging

Believe

Engage

Belong Engage

Believe

Belong
Proactive member types Reactive member types

Engage BECAUSE we believe Need to engage BEFORE we believe



Project Excellence
Building a more personalised
member experience

£235k investment over 3 years



CMDi’s 6 Ps

1. Planning – strategy, cluster analysis, segmentation options
2. Profiling – member research, define member segments & needs
3. Propositions – value propositions & messaging for each type
4. Packages – match service bundles to member types, identify gaps
5. Push – drive new ‘wow’, empower staff, embed CRM and coms
6. Platform – integrated tech, website and coms platform

Project Excellence
Personalisation strategy



Plumbing & Heating Merchants, 54, 15%

National Brands, 23, 7%

Active Influencers, 39, 11%

Focused Improvers, 44, 12%Aspiring Progressers, 87, 25%

Unignited Advancers, 105, 30%

Segmentation



Plumbing & Heating Merchants
11%

Focus on PLUMBING & HEATING categories but not a national brand

Unignited Advancers
40%

ZERO USE of BMF services

Aspiring Progressers
23%

AD HOC & MINIMAL USE of BMF services

Focused Improvers
11%

Engage with a wide range of BMF services to proactively DRIVE their BUSINESS forward

Active Influencers
10%

Engage with a wide range of BMF services to proactively DRIVE the INDUSTRY forward

National Brands
5%

Owned by one of the 4 NATIONAL, publicly listed companies

Member types
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INCREASE 
ENGAGEMENT

OVERCOME BARRIERS 
TO USAGE

BROADEN 
ENGAGEMENT

No time and little 
interest in engaging 
to improve basics

Engagement is focused 
on internal excellence

Engagement broadens to 
include external influence

Increasing intention 
to improve basics but 
little time to engage

Self-sufficient with 
more layers to engage 
with than independents

Little plumbing & heating 
relevance to engage with

As businesses mature:
Branches increase and we have more 

resources to focus on improvement 
so engagement increases
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C
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ES
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Progression 
to 
excellence 
through 
engagement

Objectives by member type
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excellence 
through 
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74% 
Low to No
engagement

Objectives by member type



ENGAGEMENT
PLUMBING & HEATING MERCHANTS

Barriers to engagement

Light side services are too general and plumbing & heating 
services are too focused on national brands so BMF services 
seem mostly irrelevant to plumbing & heating merchants.

Value proposition

Build excellence in your business with a specialist package of 
plumbing & heating services developed with input from major 
plumbing & heating suppliers.

Desired response

We get more from our membership since BMF made excellent 
services available specifically for plumbing & heating merchants.

SERVICE BUNDLE

TRAINING
• Management & Leadership (Diploma, Branch Manager Forum, 

engaging and retaining staff) 
• Measuring Building Quantities (plumbing and heating)
• Bathroom & Kitchen Design
• Technology (e-commerce, digital strategy, SEO, social media)
FORUMS (Invite individually)
• Plumbing & Heating (3 meetings a year)
• Technology
• Kitchen & Bathroom (new: 1st meeting in Nov)
EVENTS
• (too general)
PLUS SERVICES
• Health & Safety
• Credit Insurance
BUSINESS GUIDES
• Pricing practices, material storage & handling
MAGAZINES
• Plumbing & Heating Newsletter 2 x a year

ENGAGEMENT

Proposition and packages

ENGAGEMENT

54, 15%



CRM dashboard



CRM dashboard



Push - Comms

! Advocates’ campaign
! Personal email from CEO
! Peers’ case studies
! Service bundles summary
! Trade advertising and PR
! Social and content
! Events and forums



Proactively engage members 
about needs of the business

Prioritise most 
relevant BMF 

services for needs 
of the business

Prompt members to avoid 
missing opportunities to benefit

Proactive > Prioritise > Prompt

Regional managers 
will get closer to 

members

Managed, 
monitored 
and 
measured 
through 
CRM

Push – R&Rs



• Value Statement data
– Service bundle uptake increase – per member, per year
– Increase in revenue to BMF – per member, per year
– Movement of members up the engagement ladder into new 

member types 
• Member survey

– % increase in perceived value of each BMF activity, as relevant 
to member type

– % increase in membership services rated as ‘essential’
– % increase in ‘relevance’ and ‘engaging’ statements
– % increase in how ‘essential BMF is to your business’

• Ultimately: % increase in growth of sector & improved member 
business performance [‘excellence’]

Progression 
to 
excellence 
through 
engagement

Measuring success



• Strategy – major investment needs robust strategic approach, linked to brand purpose

• Research – starts and ends with members, research at heart

• Segmentation model – not just about engagement, review options

• Measurement – data driven, board level KPIs

• People – make it happen, not technology

Personalisation strategy 
CMDi’s top tips

Project Excellence



Project Excellence
Building a more personalised
member experience



Project Excellence
Building a more personalised
member experience

“CMDi’s segmentation strategy has made 
BMF member communications more 
personalised and relevant by addressing 
the unique needs of each targeted member 
group with exactly the right solutions to 
support their journey to ‘excellence”.

John Newcomb
CEO, BMF



www.cmdi.co.uk

CMDi is a strategic and creative marketing consultancy that 
helps built environment brands and membership organisations 
sharpen-up their marketing performance.
As built environment sector specialists, we exist to help our 
clients construct new strategies to accelerate growth and build 
a sharply articulated point of difference.
More than ever, our unique set of services combining research, 
strategy and creative are helping organisations adapt and thrive 
by turning strategy into effective action – with speed and certainty
The agency has over 20 years of building, construction and 
membership marketing experience: sharpening strategy, lifting 
marketing ROI and guiding transformation.
Specialities
Brand positioning • Brand transformation • Go to market & product 
launch • Customer insight, segmentation & profiling • Brand 
expression • Creative campaigns • Data, tracking & research
Dianne Lucas
Managing Director, 
CMDi


