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Investigating how Cargo4Service Utilises Digital Marketing

Channels to Generate Brand Awareness and Engagement
Joe Perks - 20012298

1.0 Introduction
Established in 1985, Cargo4Service operates as an independent
trusted car service garage in Stoke-on-Trent, offering high-quality
vehicle maintenance (Cargo4Service, 2024).

In an industry that saw 1,351,410 repairs and generated £24.86 billion
in 2022 (Statista, 2022), Cargo4Service aims to differentiate itself
through exceptional customer service and expertise.

AIM: To investigate how Cargo4Service utilises their digital marketing
channels to generate Brand Awareness and Engagement.

OBJECTIVES
« To investigate and evaluate current digital marketing channels
« To critically evaluate which channel contributes to the highest
engagement rate
« To provide recommendations for Cargo4Service on how to increase
brand awareness and engagement rate

A STEEPLE Analysis has been created, analysing external factors that
have an effect on the performance of the business (Appendix A).
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2.0 Methodology

The Research Onion (Saunders, et al., 2023) (Appendix B) providined
a systematic approach to data collection and analysis.
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3.0 Analysis & Findings

Awareness

Cargo4Service exhibits markedly limited brand recognition both locally and online. Only 42% of
respondents are aware of the company, astark contrastto Halfords, with 100%, underscoring their
dominant market presence supported (Halfords, 2025).

This limited awareness extends to digital platforms, where just 38% of people recognise Cargo4Service's
website, and only 12% know of its Facebook page. 61% of respondents indicated no awareness of any
Cargo4Service online platforms. Website analytics reveal the company's digital footprint is weak, only 192
organic visits were recorded over 90 days, with a bouncerate of 39% (Appendix C), anda low
authority score of 9, suggesting the site failsto attract orretain substantial traffic. Most visitors
seek basic information like quotes and contact details, indicating that while there is some interest, the site
is not engaging enough to convert or grow a wider audience (Appendix D).
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Engagement

Engagement is heavily influenced by reviews (96%), price (81%), and digital presence still important at
61%, highlighting the critical role of trust and perceived value in driving engagement (Yendra et al.,
2024). Content preferences favour visual media: photos attract 96% engagement, videos 88%, and reels
81%. Reflecting this, Cargo4Service’s Facebook multi-photo posts achieve 73% of engagement,
outperforming reels and single-photo posts. Nevertheless, overall interaction remains low, with average
likes around 7-8 despite a Facebook follower base of 2.7k and an Instagram following of only 65
(Appendices E;F). Drivers of further engagement include the visual appeal of content (38%), customer
reviews (35%), and an active, responsive online presence (27%). While the company’s website scores
well on accessibility and best practice metrics, it under performs on mobile device optimization-a critical
shortfall given rising mobile usage (Spilka, 2024). Additionally, Cargo4Service’s posting frequency on
Facebook and Instagram, only twice monthly, is insufficient compared to industry standards
recommending regular and consistent updates to sustain audience interest and promote growth
(Macready, 2025).
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-~ for both Facebook and Instagram with unified visual identity
and tone of voice. The current twice-monthly posting cadence is insufficient; optimal engagement
requires 3-5 weekly Instagram posts and 1-2 daily Facebook posts (Appendix G;H). Posts should be
scheduled during peak audience activity times, particularly weekdays (Suresh, 2025). Multi-photo posts,

which generate 72.6% of Facebook engagement, should be prioritised, aligned with survey findings

- showing 96% of respondents engage with photos and 88% with videos. A content calendar has been

created for the company to utilise (Appendix 1) along with mock posts (Appendix J).

~ With audience demographics showing 61% male users concentrated in the 45-64 age
bracket, targeted paid campaigns would effectively expand market reach. Facebook campaigns should
target users aged 25-50 within Stoke-on-Trent to maximize ad relevance and minimise wasted
impressions, potentially increasing website traffic.and improving conversions (Dolega et al., 2021; Morgan,
2018). Instagram campaigns should focus on the 21-34 age group, utilizing creative content like reels and
stories to capitalise on the platform's visually-driven younger user base (Birkett, 2022).
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5.0 Reflection

This reflection employs the Gibbs Reflective Cycle (Bassot, 2024) (Appendix K).
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The project involved data collection, analysis, and creating actionable
implementation strategies. While the researcher demonstrated strengths in time management, creative
execution, and developing quality recommendations, significant limitations emerged in the data collection
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The survey questions proved ineffective, lacking depth and focus 7
(Neuert, et al., 2021), while limited distribution resulted in only 26
respondents, compromising data quality (Kibuacha, 2024). This
highlighted the researcher's superior skills in creative work compared to
methodological design. The analysis revealed that despite strong
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recommendations, the foundation of data collection required
improvement (BIMA, 2024).

To stop these issues appearing again in any future potential projects, the
researcher created an action plan highlighting actions they would take to
avoid future issues (Appendix L), addressing them through better survey
design including pilot testing, broader distribution strategies with
potential incentives, increased resources for data collection, and regular
project reviews to maintain alignment with objectives (Athuraliya, 2024).
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