How a Competition Analysis Template Can
Streamline Your SEO Audits

When | first started doing SEO audits for clients, | made the same mistake over and over. |
would open SEMrush, pull a domain report, then jump to Ahrefs to check backlinks, then cross-
reference with Moz's Open Site Explorer, and finally dump everything into a Google Doc that
looked like a data explosion. The report was comprehensive but exhausting to produce, and
even more exhausting for the client to read. What | needed was a structured way to compare
my client against their real competitors. What | needed was a competition analysis template
that forced me to ask the same questions every time, in the same order, so | could spot
patterns instead of just listing metrics.

Over the years | have refined that approach, and | want to walk through the core components
that make such a template genuinely useful for agencies and in-house teams alike. The goal is
not to produce a binder of data. The goal is to produce a short, actionable document that tells
a story about why competitors outrank you and what you can do about it.

Why Bother With a Structured Template?

Every SEO tool on the market gives you raw numbers. Google Search Console shows clicks and
impressions. Google Analytics shows sessions and bounce rates. SimilarWeb estimates traffic
share. SpyFu reveals the keywords your competitors bid on. But raw numbers without context
are just noise. A competition analysis template forces you to compare apples to apples. It

makes you decide upfront which metrics matter for your client's vertical, and it prevents you
from getting lost in the endless data that tools like Majestic or SEOquake can throw at you.

| have seen agencies spend weeks on competitor audits only to produce a 50-page PDF that
nobody reads. The template approach forces brevity. You decide on five to seven key metrics,
fill them in for each competitor, and immediately see where your client is weak. That clarity is
what wins client retainers, because it shows you understand the market, not just the tools.

The Core Components of a Good Template

1. Competitor Identification

Most people think they know who their competitors are. They name the obvious brands. But
Google often shows a different set of players for the queries that actually drive revenue. |
always start by running the client's top ten money pages through Ahrefs' organic competitors
report. Then | cross-reference with the domain comparison feature in SEMrush. The overlap
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between those two lists usually reveals three to five domains that consistently appear for the
same keyword clusters. Those are the competitors worth analyzing.

| also check Google Trends for the main keywords to see if any competitor has gained sudden
visibility. Sometimes a niche player with a single strong page can show up as a bigger threat
than a household name. Your template should have a slot for "unexpected competitors"
because they often hold the most interesting lessons.

2. Keyword Gap Analysis

Once you have a shortlist of competitors, the template needs a section for keyword gaps. | use
SpyFu for this because it shows which keywords competitors rank for that your client does not.
But | also pull data from Keyword Planner to validate search volume estimates. The trick is not
to list every missing keyword. You want to highlight the ones that have commercial intent and
reasonable volume. A good template will have columns for keyword, search volume,
competitor position, and estimated traffic value.

| have found that the most valuable gaps are often long-tail phrases with low competition but
high conversion rates. For example, a client selling project management software might miss
"team task tracking for remote startups" while competitors like Backlinko (in a different niche)
show how effective single-page deep dives can be for those queries. The template should
force you to prioritize gaps by business value, not just volume.

3. On-Page and Content Comparison

This is where the template gets hands-on. | open Screaming Frog and crawl both the client site
and the top competitor sites. Then | compare core elements: title tags, meta descriptions, H1
and H2 structure, word count, and internal linking patterns. A simple table in the template with
those columns makes the differences obvious. You might find that competitors use more
specific H2 headings that match question-based queries, or that they include a video at the top
of the page while your client only has text.

| also look at content freshness. Tools like Moz's Page Authority or Majestic's Trust Flow can
help, but nothing beats manually checking the last update date on a competitor's blog post. A
template that includes a "last significant update" column will often reveal that top-ranking
pages are not necessarily newer, but they are better maintained.

4. Backlink Profile Breakdown

Backlinks are still a major ranking factor, but the quality matters more than the quantity. | use
Ahrefs to pull the top thirty referring domains for each competitor, then categorize them:
editorial links, directory links, guest posts, resource pages, and so on. A competition analysis



template should have a section where you note the types of sites linking to each competitor
and the anchor text patterns they use.

| once worked on a site that could not outrank a competitor despite having better content. The
template showed that the competitor had a single link from a .edu resource page that
accounted for 40% of their domain authority. That one insight changed our entire link-building
strategy. Without the template, | would have missed the pattern because | was looking at total
backlink counts instead of link types.

5. Technical SEO Quick Check

You cannot fully audit a competitor's technical setup without server access, but you can infer a
lot. | run their home page through WooRank and SEOquake to check page speed, mobile
friendliness, and schema markup. Google Search Console data is only available for your own
site, but tools like SimilarWeb can give you estimated bounce rates and time on site for
competitors. The template should have a simple traffic light system: green for good, yellow for
average, red for poor. This gives a quick visual summary that clients love.
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How to Actually Use the Template in Client Work

The real value of any competition analysis template is not the data collection, but the story it
helps you tell. | always write a one-page executive summary that answers three questions:
Where is the client losing traffic? Why are competitors winning? What is the single most
impactful action the client can take right now?



For example, | recently worked with an e-commerce brand that was stuck on page two for its
main product category. The template showed that every top competitor used user-generated
reviews in their product schema, while the client did not. That was a relatively simple fix, and
within six weeks the client moved to the top three positions. The template made that insight
obvious because it forced a direct comparison on a specific technical element.

| also use the template to set expectations. Clients often ask for a full competitor analysis
before they have even defined their own conversion goals. The template helps me push back
politely by showing them that the analysis is most useful when we already know what success
looks like for their business. It becomes a collaborative tool rather than a report that gets filed
away.

Common Mistakes Agencies Make

One mistake is treating the template as a static document. | update mine every quarter
because the competitive landscape changes. A competitor that was irrelevant six months ago
might have launched a new content strategy that now threatens your client's positions.
Similarly, tools like SEMrush and Ahrefs update their databases frequently, so old data can lead
to wrong conclusions.

Another mistake is overloading the template with metrics. | have seen versions with thirty
columns. That is not a template, that is a data dump. A good template has no more than ten to
twelve fields, and each field should have a clear purpose. If you cannot explain why a metric is
there, remove it.

Finally, some agencies forget to include a section for competitor weaknesses. It is easy to
focus on what competitors do well, but their weak spots are just as valuable. Maybe a
competitor has terrible site speed, or their content is outdated, or they ignore mobile users. The
template should have a row for "opportunities" because those are the gaps your client can
exploit immediately.

Tools That Feed the Template

| rely on a mix of paid and free tools. SEMrush and Ahrefs are the workhorses for keyword and
backlink data. Google Trends and Keyword Planner help validate search demand. For technical
checks, Screaming Frog and WooRank are fast and reliable. | also use SpyFu for competitive
PPC insights, and SimilarWeb for traffic estimates when | need a quick overview. Neil Patel's
Ubersuggest is useful for content ideas, and Brian Dean's Backlinko blog has shaped how |
think about linkable assets. Moz's Open Site Explorer is still handy for quick domain authority
checks, and Majestic provides a different view of link trust that can catch things other tools
miss.



The key is not to use every tool in every analysis. Choose the ones that fit the vertical and the
client's budget. A local business might not need the same depth of backlink analysis as a
national e-commerce site. The template should guide you toward the right tools for the job, not
force you to use all of them.

Putting It All Together

A competition analysis template is only as good as the thinking behind it. If you fill it
mechanically, you will get mechanical insights. But if you use it as a framework to ask better
questions, it becomes the most valuable page in your entire audit. It forces you to compare,
contrast, and prioritize. It saves time because you stop jumping between tools without a plan.
And it builds trust with clients because you show up with a clear, data-backed story about what
they need to do next.

Whether you are a solo consultant or part of a large agency, building a solid competition
analysis template is one of the best investments you can make in your process. It turns chaos
into clarity. And in a field where data is abundant but insight is rare, that clarity is what
separates the agencies that win retainers from the ones that keep chasing new leads.



