
Content-Based Competition Analysis

Worksheet
“You can’t look at the competition and say you’re going to do it better. 

You have to look at the competition and say you’re going to do it differently.” 
Steve Jobs



A content-based competition research can help unearth staggering facts about the 
competition and sharpen the efficiency of your content marketing strategy. Here are 3 steps 
to get started with content-based competition analysis.

You can find out who your competitors are by running a basic Google search. Search for 
primary keywords that your business is targeting to rank higher. You can either look for 
businesses in the same industry as you or those that provide similar products/services that 
are relevant for your audience.

Note your observations for the following questions.

How many other websites rank in the same result page?

1. Identify the Competitors

Do they use the same keyword(s)?

Are they running paid campaigns or generating organic traffic?



2. Draw a Pattern of their Content Sharing
Every competitor will rely on some form of content or marketing collateral to make inbound 
marketing work for them. For some, it could be blogs, press releases, guest posts while for 
others it could be gated content like white paper, case studies, etc.

Identify the topics they usually cover, where their content is hoarded and how they use it 
across the Internet. Trace backlinks to these posts to know how they are steering their SEO 
strategy.

Map out a rough pattern of their content strategy.



3. Calculate the Frequency of their Sharing
Every business that uses inbound marketing follows a marketing calendar. They have a 
frequency based on which they create blogs, approach for press releases, publish 
videos/podcasts and so on. 

This frequency is always fine-tuned to the best times to reach their target audience, which 
also would be more or less similar to your target audience. Capturing the frequency at which 
content is published will help you map out your competition's content strategy.

Use the space below to jot down the publishing frequency across their main content 
channels.



Content-Based Competition Analysis
for Different Types of Content

Each form of content has its own unique strength and ability to connect with audiences. They 
also have distinct conversion capabilities. Let’s see how you can do a content-based 
competition analysis for each form of content.

Blog and Website Content
Customers trust those brands which publish blog content on a regular basis. Blogging helps 
create a unique brand voice that can connect with customers smoothly.

Note your observations on how your competitors are using blogs to their advantage.

How many blog posts do they publish and in what frequency?

What kind of topics do they cover? Look for technical, non-technical, brand-related, thought 
leadership and the like.

Which are the more popular web pages and blog articles? (You can do this manually or use 
a tool like BuzzSumo.)



Have they published free resources on the website, like whitepapers, eBooks or guides?

Do they insert CTAs for downloading gated content which in turn converts into a lead funnel?

Do their blogs encourage interaction and participation by readers thus turning the website 
into a community forum?

Do they share other specialty content on the website like infographics, slideshows, etc.?



Email Content
Even in the age of social media and push notifications, email still remains a surefire way to 
reach customers. Observing the email strategy of your competitors will help you sharpen 
your competitive advantage.

It would be best to sign up to for their email updates, so you'll have firsthand information for 
your analysis.

What kind of email newsletters do they send?

Do they have a newsletter subscription offer on the blog or other content resources?

What's the frequency of their emails?

Does it drive a message or is it used for lead nurturing?

Is the email tone casual or formal?



Multimedia Content

Multimedia content enjoys a higher engagement than any other form of content. Also, it can 
be reused several times across multiple channels without the risk of plagiarism. Answer the 
following questions to audit your competitors' multimedia content.

Check their website and social profiles and take a note of the podcasts/videos they have 
shared.

Do they have a video channel, YouTube handle, Facebook, Instagram or Twitter where they 
host live sessions?

How many average visitors or views does their multimedia content get?

Do they have an audio/visual series that draws constant traffic?



How many subscribers do they have for their podcasts and video channels?

How many episodes have been published, and what's the frequency of posting?



Social Media Content
Measuring your competition's fan following or social presence can help you devise your own 
social content strategy. Make a list of all the social media channels where your competitors 
have maximum audience engagement. Then, find their content strategy across the main 
social media networks that apply for your business - Facebook, Twitter, Instagram, LinkedIn 
and Pinterest.

How many likes/followers do their official business accounts have?

What type of content do they share - text updates, quotes, questions, images, videos?

What's their publishing schedule?

What topics do they cover on their social media updates?



What's the number of likes, comments and shares on their popular posts?

What type of images do they share? Are they branded?

Are they active on any other social platforms, like Quora, Medium, etc.?

The final step in making your findings worth the time and effort is in putting them to practice. 
Identify channels where you are lagging behind and start fixing those places. If you have 
areas of strengths better than your competitors, leverage them to attain a competitive 
advantage.You have to pick and choose what will work for your content marketing efforts and 
improvise on it.


