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With digital trends accelerating, data-driven marketing 
strategies can help you achieve improved results for your 
clients.

Using data and insights, you can develop and optimize your 
campaigns to target specific audiences more effectively.

This guide will walk you through how you can anticipate changes in 
the market caused by seasonal events like the Tokyo 2020 
Olympics. 

Ready to build a gold-medal marketing strategy based on real 
user data?

Let’s go!

Introduction
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Get an overview of your client’s site
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Website performance overview

Your first mission: Get a high-level view of your client’s website and 
impact of their current strategy. 

You’ll want to see an overview of their performance on desktop vs. 
mobile, site visits, and dive into their marketing channels mix.

To focus on a specific season, check the data for that time frame. 

Let’s take a look at nintendo.com, one of the sponsor’s for the 2020 
Olympics. From the Website Performance page, you see that the 
majority of Nintendo’s traffic is coming from direct and organic 
search and the site has a minimal investment in paid search and 
display ads. 

Next, you’ll want to understand if this represents the standard 
distribution in the wider industry, or if Nintendo is missing out on 
opportunities for fast and efficient growth.

Uncover your website performance

https://www.similarweb.com/live-demo/?utm_source=Blog&utm_medium=website&utm_campaign=ress_Report_D100_Revisited_Aug_2020
https://www.similarweb.com/live-demo/?utm_source=PR%20&utm_medium=paid&utm_campaign=Agency__Drum_Newsletter__April_2021_&utm_content=AGCY_Whitepaper_build_perfect_mkt_strategy_May_2020
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Get an overview of your client’s industry
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Understanding your clients’ market

Now is the time to understand how a client’s specific market is 
performing overall. From there, you can see how they stack up.

Comparing performance of the industry over time helps your 
clients to recognize and seize seasonal opportunities for growth. 

For example, when looking at monthly visits for the video game 
consoles and accessories industry, similar spikes in traffic can be 
observed for the holiday season year-over-year (YoY). The more 
dramatic spike in traffic in the spring of 2020 can likely be attributed 
to the start of the pandemic. 

Beyond seasonal spikes, we see that as a whole, the industry has 
grown 36% July 2020–June 2021 compared to the previous year. 

Using Similarweb’s Industry Overview, you can discover trends in 
category traffic and track performance over customized timeframes.

Understand your market

If you are a video game console brand that is growing less than 36%, you 
are performing below the rest of the market.

https://www.similarweb.com/live-demo/?utm_source=Blog&utm_medium=website&utm_campaign=ress_Report_D100_Revisited_Aug_2020
https://www.similarweb.com/live-demo/?utm_source=PR%20&utm_medium=paid&utm_campaign=Agency__Drum_Newsletter__April_2021_&utm_content=AGCY_Whitepaper_build_perfect_mkt_strategy_May_2020
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Industry marketing channel trends

Which marketing channels are driving traffic to your client’s 
industry?

Knowing the answer to this question can help you optimize their 
efforts, especially during times of the year when opportunity 
increases. 

For an Olympics or Holiday campaign, for example, you might notice 
that investment and traffic from paid channels surge. You can also 
discover surprises.  

Consider following industry marketing trends so that you can 
optimize your strategy based on trends and seasonal events. For 
upcoming events, you can look at historical data to see what 
marketing channels worked well previously. 
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Discover key players 

Knowing the key industry players gives you insight into which sites 
to check out for winning strategies. 

For video game consoles and accessories, the industry leaders can 
be found on Similarweb’s Industry Trends page. Filtering by percent 
change of traffic share, you can spot up-and-coming players, those 
with growing market share, and monitor well-known competitors 
that are investing in growth opportunities. 

As you can see from the screenshots to the right, roblox.com, 
twitch.tv, and gamespot.com are the top players in the industry, but 
artfight.net, hoyolab.com, and epicgames.com are the 
fastest-growing. 

The next step is to figure out what these sites are getting right, and if 
you can replicate it for your clients. 
 



Guide: How to Create a Gold-Medal Marketing Strategy  |   10Guide: How to Create a Gold-Medal Marketing Strategy  |   10

Uncover winning keywords

Keyword research helps you take advantage of what’s trending and 
make the most of paid and organic strategies.  

Bidding on keywords that are already organically trending can help 
you generate additional traffic for your clients. 

Another powerful approach: examining the competition’s’ keyword 
performance. With this knowledge, you can identify untapped 
opportunities and bid on terms where competitors are finding 
success.

Using the Keywords by Industry page, you can reveal opportunities 
at the category level. Plus, you can see which topics are growing for 
a sense of what specific audiences are searching.

If you were developing a keyword strategy for video game consoles and 
accessories, you may want to focus on the keyword fun games,  which grew 
in paid traffic by 2,108%.
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Benchmarking your client’s direct competitors
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Competitive benchmarking

Honing in on your client’s immediate competitive set, you can 
benchmark metrics. When comparing their metrics to direct 
competitors look for:

● Areas of weakness
● Areas of strength, like strong marketing channels 
● Untapped opportunities 
● Quick wins  

Using Similarweb, you can easily  benchmark sites across all 
metrics: from traffic to growth to engagement, digital strategy, and 
more.

PlayStation has been the fastest growing brand in the past 12 months, 
despite having marketing channels that perform slightly behind its top 
competitors, they were still able to win more traffic, indicating a well-planned 
marketing strategy.
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Identify your client’s competitors

You might think you know your competition. But think again.
Not all industry competitors will be obvious. 

Your audience can overlap with unexpected sites. Why does this 
matter?  Understanding the complete competitive landscape is key 
for analyzing the competition and maximizing your seasonal 
strategies and marketing positioning. 

Let’s look at gamestop.com and xbox.com, for example. These are 
the most similar sites based on the website content and affinity.  On 
the other hand, there are sites which have a shared audience to you. 

With Similarweb’s Website Analysis, you can utilize multiple 
competitive discovery engines. Using the Competitive Landscape 
feature, you can see sites containing similar content. Then, you can 
layer this with Audience Interests to uncover the sites likely to be 
visited by your website’s audience. 

Identify your competitors

https://www.similarweb.com/live-demo/?utm_source=Blog&utm_medium=website&utm_campaign=ress_Report_D100_Revisited_Aug_2020
https://www.similarweb.com/live-demo/?utm_source=PR%20&utm_medium=paid&utm_campaign=Agency__Drum_Newsletter__April_2021_&utm_content=AGCY_Whitepaper_build_perfect_mkt_strategy_May_2020
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Search competitors

Additional competitive discovery tools are organic and paid 
competitors, which uncover the sites that compete with your client’s 
website over the same search queries. A review of both organic and 
paid competitors offers a glimpse into who naturally competes with 
your client’s site and who actively bids on the same keywords - 
indicating search intent.

Note that Nintendo’s biggest organic search competitors differ from 
its overall top competition. While Competitive Landscape reveals 
direct competitors, search competitors uncover the most relevant 
players to analyze search performance. 

When it comes to paid search, competitors become even more 
striking, as smaller brands that are not direct competitors, like 
gamefly.com and deepdiscount.com, appear at the top of the list.

Nintendo’s biggest paid competitors are smaller retailers that did not appear 
in the Competitive Landscape or organic search analysis. 

Store.playstation.com and metacritic.com are 2 of the top 5 search 
competitors, but neither appeared in the Competitive Landscape analysis. 
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Reveal growth opportunities 

To see how a sites’ performance changed over time, you can 
compare performance across different time frames. 

Take your analysis to the next level by reviewing the user acquisition 
methods employed by your client’s site and its competitors to gain 
insight into the growth strategies used. 

For example, you can see that xbox.com is the largest competitor in 
paid search, responsible for more than half of traffic from this 
channel. 

Xbox.com is also the fastest-growing competitor in display ads, with 
a considerable spike in traffic in October and November that can 
likely be attributed to a successful holiday or seasonal campaign. 

From here, you should investigate xbox.com’s paid strategies to 
understand how they are driving such dramatic growth.
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Build a plan of action
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Analyze search traffic

Finally, it’s time to come up with a plan of action. Deep dive into your 
competitive set’s performance metrics and user acquisition 
techniques to formulate an effective digital marketing strategy.

Identify specific keywords to optimize with either SEO or PPC, spot 
the most powerful and relevant affiliates to partner with, and 
uncover the display and social strategies worth focusing on.

In Search Overview, your can review your client’s website search 
performance against the competitive set on desktop and mobile. 

Discover what proportion of search traffic goes to each site, across 
all media. Find out how much search is branded, and what is 
actually competitive, in order to size up different growth 
opportunities. 

Even though Nintendo is receiving 22.27% of total search traffic, it is only 
receiving 24% market share of non-branded traffic, which showcases a large 
opportunity for Nintendo to grow its search presence through SEO and Paid 
search channels. This is something Nintendo’s marketers would want to act 
on quickly.
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Find the right keywords

Taking a deeper dive into Search Keywords allows you to find 
exactly which keywords to optimize and bid on, as well as their 
average cost-per-click (CPC). 

Looking at non-branded keywords on either organic or paid search, 
you can discover the most popular search terms in your competitive 
set. Set a competitive keyword filter to separate owned keywords 
(driving traffic only to one competitor) from the ones brands 
compete on.

For example, top non-branded organic keywords for Nintendo’s 
competitive set are ps5, knockout city and it takes two over the last 3 
months, and the video game brand isn’t receiving traffic from any of 
the top organic keywords. 

This insight tells Nintendo that it can use paid search to gain more 
market share. 

Nintendo is missing out on the top paid search keyword driving traffic to its 
competitors, game pass, and should adjust its campaigns to make sure it's 
receiving an adequate market share from the top paid keywords.
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Identify keyword opportunities

Uncover how your client can improve their SEO strategy specifically 
during seasonal events by filtering further for keyword 
opportunities or losses. 

Keyword losses indicate search terms your client pursues but loses 
to competitors, while keyword opportunities are those they don’t 
target. These should help optimize your keyword lists for SEO vs. 
PPC.

For example, looking at the top screenshot, nintendo.com has more 
than 89,000 SEO keywords that it missed over the last 3 months and 
potentially 8.6 million more search visits it wins. 

In the screenshot at the bottom, you can see nintendo.com can go 
after an additional 215,694 paid search visits targeting 1,124 PPC 
keywords that it has missed and win more market share quickly.

These are the types of insights that marketers for events like the 
Olympics need to note as they examine their website keyword 
strategies.
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Build your keyword list

In just a few clicks, you can use the keywords identified in your 
analysis to generate lists of keywords for optimization or bidding. 
Similarweb’s Keyword Generator Tool creates lists of keywords 
based on phrase match and user intent. 

After you have identified the top keywords you want to go after, you 
can create keyword lists and monitor your client’s traffic share over 
time to understand their improvement in the months to come.

This will help you measure the success of your client’s digital 
strategy and decide which keywords are most valuable to their 
marketing team.

For example, this list features trending keywords generated by the  
search term Olympics. It’s clear how the yearly trend has increased 
as the event nears. This list can be used to inform keyword strategy, 
decide which to target, and what budget to invest where.

Build a keyword list

https://www.similarweb.com/live-demo/?utm_source=PR%20&utm_medium=paid&utm_campaign=Agency__Drum_Newsletter__April_2021_&utm_content=AGCY_Whitepaper_build_perfect_mkt_strategy_May_2020
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Optimize your affiliate strategy

Potential partnerships are crucial and always need to be 
investigated by the affiliate marketers on a team.

To get a sense of which affiliates are performing well for your clients 
and their competitors, look to understand which referral sources are 
currently sending traffic to the competition. This will help you 
discover new growth opportunities. You can use the Incoming 
Traffic section of Similarweb’s Competitive Analysis page to gather 
this data instantly. 

For example, as you can see in the top image, nintendo.com has a 
big opportunity to increase its referral traffic.

Looking at audience interests shows you sites that audiences are 
also browsing when visiting your website. The bottom image 
displays Similarweb’s Audience Interest tool. These are potentially 
successful affiliates that nintendo.com should consider partnering 
with.  
 

Looking  at the top news and media sites that Nintendo’s audience visits the 
most on the same day, we can find a long list of potential referral partners. 

Nintendo receives much less referral traffic than its competitors from live.com, 
indicating the brand should work to strengthen that partnership. In parallel, 
Nintendo receives no traffic pogo.com, which shows the brand’s marketers this is 
a partnership they should work to develop.
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Build your display ad strategy

When creating ads, brands should take into account the ads they are 
competing against to ensure they’re using the correct positioning.

Find out which ad networks your client’s competitors are working 
with, where they place ads, and even which creatives are used the 
most. Review their website’s share of traffic from each display 
network, and uncover new networks to work with based on 
competitors. Finally, get inspired by reviewing creative images and 
videos used by competitors.

For example, Nintendo is limiting itself to three of the top ad 
networks, so its marketers should look into expanding advertising 
campaigns into other networks to increase both reach and 
performance.

The bottom right image is an example of a competitor ad that 
Nintendo marketers can draw insight from. 

Nintendo is missing out on advertising on 2 out of top 5 publishers that its 
competitors are receiving traffic from, techradar.com and instok.org. 
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Win social media traffic

Gain an understanding of how your client’s website and their 
competitors are using social media platforms in order to optimize 
their strategy. 

With Similarweb’s social data, you can see which networks they are 
investing in, and which are not being leveraged effectively.

For instance, Nintendo is receiving the third largest share of traffic 
from social and has the highest concentration of traffic from one 
social channel, Facebook. 

Nintendo has a lot of potential to increase its presence on YouTube 
and Reddit, where other competitors have seen more success.
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More ways Similarweb can help boost your client’s digital strategy 

Focus Goal Similarweb Features

Competitive landscape Understand the competitive aspects of your industry: How does a competitor 
succeed, and why?

Website Analysis 
App Engagement

Audience behavior Characterize and segment audiences for effective targeting (e.g., age-related 
device usage; gender-specific shopping preferences).

App Demographics
Audience Demographics

Consumer tracking Know your potential customer’s interests, behaviour, preferences. Identify shifting 
trends, leverage opportunities. Conversion Analysis

Market overview Uncover relevant industry statistics and business conditions, SWOT, then position 
yourself effectively.

Category Analysis
Segment Analysis
App Engagement

Keyword research Track trending keywords to discover what your customers are searching for and 
how your competitors are utilizing search. Keyword Research

Social media / Audience analysis Discover popular channels, evaluate marketing initiatives and engagement. Website Analysis (Marketing Channels)

Website Traffic - Check and Analyze Any 
Website | Similarweb

https://www.similarweb.com/
https://support.similarweb.com/hc/en-us/articles/213503325-App-Engagement
https://support.similarweb.com/hc/en-us/articles/115000066769-App-Demographics
https://support.similarweb.com/hc/en-us/articles/360001253797-Website-Demographic-Data
https://support.similarweb.com/hc/en-us/articles/360001811838-Funnel-Analysis
https://support.similarweb.com/hc/en-us/articles/214073689-Web-Category-Performance
https://support.similarweb.com/hc/en-us/articles/360005495097-Website-Segments-Analysis
https://support.similarweb.com/hc/en-us/articles/213503325-App-Engagement
https://www.similarweb.com/corp/marketing/keyword-research/
https://support.similarweb.com/hc/en-us/articles/360000807449-Marketing-Channels
https://www.similarweb.com/
https://www.similarweb.com/
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1. Compare clients’ website trends to larger industry 
trends.

2. Benchmark marketing efforts against competitors to 
discover fresh growth opportunities. 

3. Run competitive analysis on digital campaigns, 
especially during global events like the Olympics.

4. Analyze how competitors are growing traffic.

5. Hypothesize what can be replicated for your clients.

Key takeaways
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Do you want to learn more?

Schedule a one-on-one consultation today.

Request a live demo

https://www.similarweb.com/live-demo/?utm_source=Pardot&utm_medium=organic&utm_campaign=Agency__olympics_Report__July_2021_
https://www.similarweb.com/live-demo/?utm_source=PR%20&utm_medium=paid&utm_campaign=Agency__Drum_Newsletter__April_2021_&utm_content=AGCY_Whitepaper_build_perfect_mkt_strategy_May_2020
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Thank you.
Contact us

This guide is subject to Similarweb legal notices and disclaimers

https://www.similarweb.com/corp/research/contact-us/?utm_source=Pardot&utm_medium=organic&utm_campaign=Agency__olympics_Report__July_2021_
https://www.similarweb.com/live-demo/?utm_source=PR%20&utm_medium=paid&utm_campaign=Agency__Drum_Newsletter__April_2021_&utm_content=AGCY_Whitepaper_build_perfect_mkt_strategy_May_2020

