
USING YOUR 
COMPETITORS TO 
SUPERCHARGE YOUR 
SEARCH.

UNLEASH YOUR DIGITAL PERFORMANCE





“IT’S NOT ABOUT YOU. 
IT’S ABOUT THEM.”  
Clint Eastwood



HOW MANY NEW 
BRANDS HAVE YOU 
SEEN OR TRIED THIS 
YEAR?



YOU ARE NOT 
ALONE.



SWITCHED BRANDS 
AT LEAST ONCE IN A 
YEAR.

71%

Source eMarketer

https://www.emarketer.com/content/top-reasons-consumers-switch-brands


SWITCHED BRANDS 
FOR A HIGHER 
QUALITY 
ALTERNATIVE.

70%

Source Forbes

https://www.forbes.com/advisor/business/customer-experience-trends/#:~:text=Product%20quality%3A%20A%20commanding%2070,their%20personal%20or%20financial%20situations.


SWITCHED BRANDS 
BECAUSE OF BETTER 
DEALS.

66%

Source Statista

https://www.statista.com/statistics/1323392/brand-switch-reasons-worldwide/


SWITCHED BRANDS TO 
BETTER FIT PERSONAL 
CIRCUMSTANCES.

16%



BRANDS IN A 
CONSIDERATION SET.

5

Source eMarketer

https://www.emarketer.com/content/top-reasons-consumers-switch-brands


YOUR COMPETITION 
IS HIGH.



HUMANS ARE BOTH 
FICKLE. 



AND BIASED. 



DECISION MAKING IS 
INFLUENCED BY MANY 
FACTORS.





“Do I have the ability to perform the 
behaviour?

Are we clear we can answer their needs? 

“Do I want to do this behaviour?”

Do they believe that we can provide the 
solution to their need?

“Do I have the time/opportunity to do the 
behaviour?”

Do we provide enough guidance on how to 
complete the action?

BEHAVIOUR

CAPABILITY

oPPORTUNITY

MOTIVATION

COM-B MODEL FOR BEHAVIOURAL 
CHANGE.



FACTORS INFLUENCING 
DECISION.

COGNITIVE 
BIASES EXPERIENCE

SOCIAL 
INFLUENCE

DEFAULT 
DECISION

EMOTIONS

DECISION 
FATIGUE



WHAT FACTORS ARE 
CURRENTLY  
INFLUENCING YOUR 
CONSUMER 
DECISIONS?



CAN YOUR SEARCH 
PERFORMANCE BE JUDGED 
BY YOUR TACTICS ALONE…



NO!





YOU NEED TO KEEP 
A FINGER ON THE 
PULSE OF 
CUSTOMER NEEDS.



AND THE 
COMPETITION’S 
STRATEGY AND 
TACTICS.



LET’S LOOK AT 
SOME EXAMPLES…



MANY BRAND SETS 
ULTIMATELY DO THE 
SAME THING.



EXPERIENTIAL GIFTING 
BRANDS.









Google Transparency Center May 2024

CREDIBLE
AVAILABILITY

VALIDITY



Google Transparency Center May 2024

CREDIBLE
AVAILABILITY

VALIDITY

VALIDITY
EMOTION



Google Transparency Center May 2024

CREDIBLE
AVAILABILITY

VALIDITY

VALIDITY
EMOTION

RANGE
DISCOUNT



THEY SPEAK TO 
DIFFERENT NEEDS.



BUT WHICH ONE IS 
THE MOST 
IMPORTANT?



THINK ABOUT WHAT 
IMPACT YOUR MESSAGE 
HAS.



SUDDENLY THE 
OFFERING IS 
DIFFERENT.



THEY HAVE USED 
NUDGES TO 
ENCOURAGE 
BEHAVIOURS. 



NUDGE;  A SMALL TWEAK TO THE 
ENVIRONMENT THAT CAN HAVE A POSITIVE 

(AND BIG) IMPACT ON BEHAVIOUR , WITHOUT 
LIMITING CHOICE.



CONSIDER THE MENTAL SHORT CUTS 
OR BIASES WHICH INFLUENCE US.



YOU KNOW THE 
THEORY.



SO WHAT DO YOU DO 
NOW….



YOU OBSERVE.



COMPETITION CUSTOMERS

WHAT DID THEY DO IN THE PAST?

WHAT ARE THEY DOING NOW?

WHAT MIGHT THEY DO IN THE 
FUTURE?



CUSTOMERSCOMPETITION

● Auctions Insights
● Competitor Audits
● Competitor Ad Reviews
● Competitor Ad Monitoring
● Competitor Usps 

Monitoring
● Rankings Monitoring
● Keyword Coverage
● Brand Search Strategy

● Search Trends
● Social Listening
● Customer Surveys
● Website Engagement 

Audit
● Messaging Tests
● Focus Groups
● Brand Sentiment
● Customer Journey Maps



UNDERSTAND WHAT DATA 
SOURCES YOU NEED.



IDENTIFY WHO YOUR 
SEARCH COMPETITION 
IS.



DECIDE ON YOUR 
FREQUENCY OF DATA 
ACQUISITION.



DOCUMENT CONTENT OF 
COMPETITOR ADS & LISTINGS OVER 
TIME.

When did the copy show?

What did it say?

What did your content 
say?



REVIEW CUSTOMER 
NEEDS QUARTERLY.



BUILDING A BANK OF 
INSIGHTS AND 
KNOWLEDGE.



THEN YOU PLAN.



CONSIDER WHAT FACTORS COULD 
INFLUENCE DECISION.

PROMOTION 
DURATION

DISCOUNT AMOUNT

TYPE OF DISCOUNT

OFFER 
RESTRICTIONS

ADDITIONAL 
BENEFITS

OFFER 
AVAILABILITY



STRUCTURE YOUR CALENDAR WITH 
YOUR OWN KPIS IN MIND.

JANUARY FEBRUARY MARCH APRIL MAY JUNE

FATHER’S DAY 
CODE UP TO 70%

YOUR 
CONTENT

YOUR 
PROMOS

SITEWIDE 
25%

MOTHER’S 
DAY CODE UP 

TO 60%

JANUARY 
BLUES

VALENTINES
DAY

MOTHER’S 
DAY

EASTER
FATHER’S 

DAY
BANK 

HOLIDAY 
MADNESS

2 FOR 1 ON 
WEEKEND 

TRIPS



YOU OVERLAY WHAT 
YOU KNOW FROM YOUR 
COMPETITOR 
RESEARCH.



PRODUCE A PREDICTED 
COMPETITOR MARKETING 
CALENDAR.

JANUARY FEBRUARY MARCH APRIL MAY JUNE

FATHER’S DAY 
CODE UP TO 70%

YOUR 
CONTENT

YOUR 
PROMOS

SITEWIDE 
25%

MOTHER’S 
DAY CODE UP 

TO 60%

JANUARY 
BLUES

VALENTINES
DAY

MOTHER’S 
DAY

EASTER
FATHER’S 

DAY
BANK 

HOLIDAY 
MADNESS

2 FOR 1 ON 
WEEKEND 

TRIPS

THEIR 
CONTENT

THEIR 
PROMOS

UP TO 30% 
OFF 

SELECTED 

FATHER’S 
DAY CODE UP 

TO 70%

JANUARY 
BLUES

VALENTINES
DAY

MOTHER’S 
DAY

EASTER
FATHER’S 

DAY

FREE 
EXCHANGES

UP TO 70% 
SITE WIDE



PRODUCE A PREDICTED 
COMPETITOR MARKETING 
CALENDAR.

JANUARY FEBRUARY MARCH APRIL MAY JUNE

FATHER’S DAY 
CODE UP TO 70%

YOUR 
CONTENT
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PROMOS
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DAY

EASTER
FATHER’S 
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BANK 
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WEEKEND 

TRIPS
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CONTENT

THEIR 
PROMOS

UP TO 30% 
OFF 
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FATHER’S 
DAY CODE UP 

TO 70%

JANUARY 
BLUES

VALENTINES
DAY

MOTHER’S 
DAY

EASTER
FATHER’S 

DAY

FREE 
EXCHANGES

UP TO 70% 
SITE WIDE



THEN YOU TEST.



BUT REMEMBER, THE 
VARIABLES ARE NOT 
JUST YOUR OWN.



YOUR OWN 
COPY AGAINST 

ITSELF.

YOUR COPY 
AGAINST YOUR 
COMPETITION .

YOUR TESTS ARE TWO SIDED.



FINALLY YOU 
EVALUATE.



PLOT YOUR RESEARCH OVER YOUR 
OWN PERFORMANCE DATA.

OWN BRAND PROMOTION COMP BRAND PROMOTION



EXPLORE THE IMPACT 
YOUR MESSAGE HAD 
ON ENGAGEMENT.



DECIDE HOW YOUR 
STRATEGY ADAPTS.



ALLOWING YOU TO BE  
STRATEGIC AND 
RESPONSIVE.



ENSURING YOU BRAND 
CAN RESPOND TO THE 
MARKET CHANGES.



INSTIGATED BY 
YOUR 
COMPETITION.



OR BY YOUR 
CUSTOMER’S 
NEEDS.



SO TO RECAP.



THINK ABOUT THE WORLD 
AROUND YOUR BRAND.

OBSERVE PLAN TEST EVALUAT
E

COMPETITION 
AND 

CUSTOMERS

BASED ON YOUR 
RESEARCH

CONSIDERING 
ALL THE 

VARIABLES

WITH YOUR 
COMPETITORS 

IN MIND



YOU CAN START AS BIG OR SMALL 
AS YOU WANT.

Google Transparency 
Center
SERP Review
Ahrefs
Social Listening

BAU:
Monthly/Weekly
Peak - Daily

Create A Repository
Track Changes
Weekly Review
Agree The Actions



BIG RISK ASSOCIATED WITH IGNORING 
YOUR ENVIRONMENT.

RISK EFFECT IMPACT LIKELIHOOD

REDUCED CREDIBILITY
Competitors Understand How To Speak More 
Authentically 

LOST MARKET SHARE
Because Others Gain Market Share Through 
Adaptation To The Needs Of The Market

LESS RELEVANCE
Because You Don’t Stay In Touch With Your 
Customers And Their Universe

STUNTED GROWTH
Because Other Brand’s Are Capitalising On The 
New Now For Their Customers

LACK OF INNOVATION
Because Other Brands Are Challenging 
Themselves To Move With The Times

HIGH MEDIUM LOW





“IT’S NOT ABOUT YOU. 
IT’S ABOUT THEM.”  
Clint Eastwood



THANK YOU.

UNLEASH YOUR DIGITAL PERFORMANCE

Find me on 
LinkedIn:

Download 
the slides:



PERFORMANCE & TRACKING 
TRAINING PROGRAMME.

UNLEASH YOUR DIGITAL PERFORMANCE

Scan me to register.

UNLOCK THE FULL POTENTIAL OF YOUR DATA 
WITH OUR SPECIALISED TRAINING 
PROGRAMME.

● GTM and Tracking
● Advanced GA4
● LookerStudio 
● Google Sheets + Automation 
● Behavioural Science + Data
● Data Storytelling 

12 WEEKS | 6 SESSIONS | 10-11:30AM | ONLINE VIA GOOGLE 
MEET
£899  £750 INTRODUCTORY OFFER UNTIL 31ST 
NOVEMBER


