
 
 

 

 

The Blockchain Startup 

Market Research Bootcamp 
 

 

An All-in-One Handbook 

 
 

 

 

 

 

 

 

This document does not constitute legal advice. If you are planning an ICO or any 

other way to onboard investors, we recommend that you consult with an attorney. 

http://www.intellicore.press


1 

 

A note from Dr. Christina Czeschik,  

Co-author of 

The Blockchain Startup Market Research Bootcamp, An All-in-One Handbook 

and Author of  

The Ultimate Guide to Writing Your ICO Whitepaper, An All-in-One Handbook 

www.intellicore.press 

 

Hi there, and thanks for downloading our Blockchain Startup Market Research 

Bootcamp!  

We at Intellicore Press make a living out of researching and writing blockchain 

whitepapers every day. We’ve had a lot of practice, we‘ve helped many startups and 

established companies be successful in the blockchain space! Visit 

www.intellicore.press/clients to see what our clients have to say. 

Thus, we know only too well that intelligent market research is a key ingredient to any 

successful startup and project. The sections in your whitepaper or business plan that 

cover the competitive landscape and customer intelligence are among the most 

important.  

However, market research isn’t brain surgery – you only need to keep a few key 

principles and key sources of information in mind. To provide you with the most relevant 

information, we have leveraged our extensive experience in the blockchain market – but 

we also show you how to research your non-blockchain competition, which is something 

that many or even most blockchain startups neglect (to their significant disadvantage). 

This guide is designed to help you step-by-step through the market research process for 

your blockchain startup. It was written by Marina Pisklenova, our in-house market 

research specialist, and myself. Marina holds master’s degrees in Public Relations and 
English and has authored more than 40 market research reports for a variety of big 

industry names to date. Marina has international professional experience, but she is 

also a native Russian, and as such, she has intimate knowledge about the Russian-

speaking markets, which are becoming increasingly relevant to the blockchain industry. 

Consider that a bonus to this guide.  

 

Any questions, comments, stories you’d like to share? Feel free to contact us any time 
at products@intellicore.press.  

And now – let’s get started!  

http://www.intellicore.press/
http://www.intellicore.press/clients
mailto:products@intellicore.press
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Will My Blockchain Startup Fly? 

If you’re anything like our clients – blockchain startup founders and developers – this 

is the most pressing question on your mind every day (and even most nights). 

The answer to this question not only depends on how cool your technology or how easy-

to-use your platform is; other factors also play a role. 

The days of “build it and they will come” are long over. 

Instead, whether you like it or not, your solution will be part of an existing ecosystem. 

Even if your technology is so novel that consumers have never seen anything remotely 

like it, they will only buy it because it promises the solution to a human problem. And 

since we humans aren’t really that complicated – we want to eat, sleep, take care of our 

families, look good in front of our peers – there are actually just a few categories of 

problems that bother us, and your startup will most likely be working to solve one of 

them. Thus, even with a completely novel technology, you will be competing with those 

who have attempted to solve this problem previously, using a different kind of 

technology (or no technology at all). 

Therefore, one of the most important determinants of your startup success is how well 

you know the ecosystem your startup is living in.  

This does not at all mean that you should fixate on what your competitors are doing. 

Actually, competitive analysis is just one puzzle piece to market research, not even the 

most important one, and not applicable to every stage of startup development. Market 

research as a whole, however, will be a reliable guide to your success – from the moment 

when your business idea hits you under the shower, until you’re thinking about selling 

your mature business and retiring to a cottage in the Swiss Alps. 

Should You Outsource Market Research? 

As the member of a startup founding team, you are most likely overwhelmed with tasks 

you want and need to do that stretch the limits of your skills and knowledge. 

So, when it comes to market research, must you do everything yourself? 

For sure, there are legions of market research companies lining up and waiting to do the 

job for you. Whether it is wise to take one of them up on their offer depends on what 

exactly you’re looking to outsource. 

If it’s, for example, the collection and analysis of raw data about a certain market over 

several years and multiple countries. You can (and should) certainly outsource that (and 

in this guide, we’ll even show you where and how to access such resources for free). 
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But, should you outsource something like identifying market drivers and opportunities 

and acquainting yourself with prospective customers as intimately as possible? 

Certainly not. 

Getting to know the market is not some kind of marginal exercise that can be delegated 

to the most junior team member to be completed after hours. Rather, it is one of the 

most central functions of the startup’s leading team, above all the CEO. If all your 

executives are equipped with intimate market knowledge, and they never lose sight of 

your customers, you will be much better equipped to deal with the market’s challenges 
– and emerge successfully – than most of your competitors!  

Market research is not a one-time-only exercise. It is like a compass for your business, 

something that always enables you to go in the right direction and recognize that you’re 
doing so, even if there seems to be insurmountable obstacles in the way. Companies 

that use it properly survive and become market leaders, and those who don’t – don’t.  

That’s why we decided to create this hands-on guide for you. Market research is not as 

hard as you think – just complete the steps outlined in this guide, and make sure the 

market stays at the forefront of your mind, whatever you do and wherever your startup 

goes. 

How Should You Use This Guide? 

This is a guide for blockchain startup founders, developers and marketing professionals.  

We will show you step-by-step how to get to know your market intimately. As we have 

seen above, your market environment is not only defined by those who use the same 

technology as you do, but by those who are attempting to solve the same problem.  

Thus, it would be careless to only include other crypto startups and their customers in 

your market research. Instead, think about which other services in the traditional 

economy serve the same niche as you do. If you’re a blockchain-based accommodation 

booking startup, think about Airbnb and other non-blockchain platforms; if you’re a 
blockchain healthcare startup, think about Apple Health and others; even if you’re a 
cryptocurrency startup, you need to consider fiat payment providers as your 

competitors and their customers as your potential customers. 

That’s why we have included research examples from both the crypto space and 

traditional online and offline economies. 

As we know how vital it is for any startup to maintain a reasonable burn rate before and 

after funding comes in, we have focused on free online tools for your research. However, 

some specialized questions and issues may require you to purchase a paid account at 

one of the services mentioned below. Please know that we are not affiliated with nor 

profit from any of them. 

This guide encompasses the four types of digital marketing research:  
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- General Market Research 

- Competitor Analysis 

- Customer Research  

- Keyword Research 

All these are interconnected and are like the four parts of a puzzle—If one piece is 

missing, then you fail to see the overall picture.  

General market research, competitor analysis and customer research are often regarded 

as parts of conventional market research, while keyword research is an essential part of 

digital marketing. Besides its usage in search engine optimization (SEO), it can provide 

unparalleled insight into customers’ problems and needs together with their level of 

awareness of your competitors.  

In the Market Research part, we will know where to find necessary data about market 

potential, drivers and restraints, understand what niches are the most perspective and 

have the highest demand, and how to forecast market dynamics. We will summarize all 

these data with SWOT-analysis (which can also be used for competitor analysis). 

In the Competitor Analysis part, we will learn how to narrow down the scope of 

competitors for research, how they act on the market and drive traffic, and how they 

promote their services and communicate with customers together with the quality of 

their online presence (web content, level of buyers’ awareness).  

In the Customer Research part, we will create a profile of different buyer types and 

determine the best way of establishing effective permanent communication with them, 

as quickly adapting to their changing needs is essential for any business.  

The Keyword Research part will help us to define current trends, identify what keywords 

to use in SEO and how to create paid search advertising campaigns in Google. This can 

also become a basis for other SEO technics. 

Piece by piece we will try to make a full picture of how to conduct digital marketing 

research, using public sources of information and various free marketing tools. 
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General Market Research Ingredients 

Before carrying out market research, it is necessary to set goals, such as what we want 

to learn and why. For example, you need to know your product’s performance in the 

market or forecast customers’ reactions to increase prices. Or, you need to grow the 

number of visitors of an event from a particular country or whether your business idea 

is worth all the expenditures.  

One of the most popular cases among startups is evaluation of a new market and its 

perspectives as well as finding the most attractive niche for future expansion. 

Companies planning to enter a new market need to analyze many factors, such as  

market potential, size, revenue growth, drives and restraints. Some data are easy to find, 

while for new innovative products and services, there may be no statistics available. 

Studying Main Tendencies  

Where is it possible to find information about market trends? Sometimes companies 

publish their sales reports. For example, phone and electronic retailers publish 

information not only about most popular brands and their devices, but also about their 

characteristics (i.e., screen diagonal, LTE, 3G, 4G support, etc.). Such reports give a very 

good picture of market trends, as they reflect current demand.  

Many experts express their opinions on news and profile websites; browsing through 

such expert opinions can also help outline main tendencies. 

Sometimes there are no such data available (especially if you offer services that are not 

very popular). In this case, Google.Trends1 can show demand for a product (service) on 

the market and its dynamics.  

Google knows everything about the market and its main tendencies. It can show you the 

popularity of specific characteristics and even recommend other options. It can 

demonstrate changes in demand for any time, for example, since 2004, in the past 12 

months or past 5 years. However, it is always necessary to check different word 

combinations that customers can use for searching. 

Imagine Michael, native American, who is currently living in India. He wants to do many 

things in the near future, according to the following: 

1) Launch a platform for educational courses about blockchain technology. 

 

2) Arrange a blockchain conference in India and attract more people from Russia. 

He has many Russian colleagues and thinks that this market is perspective. 

 

                                                 
1 https://trends.google.com/trends/ 
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3) Start selling anti-virus software online in India and Indonesia. He is a co-founder 

of an American company that produces anti-virus software. 

 

4) Help his wife open an online Spanish language school in the US. 

Together with Michael, we will try to find and analyze information. First, Michael wants 

to help his wife with a language school. He goes to Google.Trends, chooses the US 

location and checks various keywords. Here, he sees the difference between 

combinations of “Spanish online” and “learn Spanish”, which now actually have almost 

the same demand curves. 

Image “Spread demand for “Spanish online” and “learn Spanish” within the US market” 

 

This chart shows stable demand. However, keeping in mind his blockchain startup, he 

also checks “blockchain” and “ICO” keywords. Interest growth for new services and 

technologies (e.g., blockchain or ICO) is also always shown in Google.Trends, reflecting 

their historic milestones. 

Image “Spread demand for “blockchain” and “ICO” within the global market” 
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Google reflects online popularity of almost everything; however, to obtain such figures 

for market size or revenue growth, Michael also checks Statista.com2, which is a 

statistical data website. Only 7% of reports are free on the site; however, it is still 

possible to find relevant information (see the link sources to this guide). Moreover, many 

other websites provide statistics, which can be easily found by adding to the search 

query “statistic data” or “statistics” (IDC.com3, IndexBox.io4).  

Local markets can have additional resources. For example, Russia has a Federal State 

Statistics Service5 with free data; however, it is in Russian and can be used only with 

Google.Translate.  

Researching Existing Legislation 

After Michael studied the market’s demand and potential, he wondered about regulation 

norms, which can vary not only from country to country but also from region to region. 

Usually it is not a problem to find information about existing legislation, but there can 

be two important nuances:  

1) It changes very quickly, which is a common problem for new niches (e.g., 

cryptocurrencies, mining, ICO, etc.). In this case, it is essential to have a flexible 

business strategy. 

 

2) The legislation exists but it is not elaborated in detail. A good example of this is 

telemedicine services. In some countries, it is possible to get a distant diagnosis, 

in others it is not. Some countries do not have a verification procedure for 

doctors. Moreover, the legislation can vary within one country, for example, within 

states. Sometimes, even regulation norms exist; however, a side-problem can 

also exist – complete absence of infrastructure.  

Michael does not find any legislative restrictions for the online language school and 

decides to know more about Indian and Indonesian ecommerce markets. First, he types 

in a search bar “ecommerce market in India” and reads several expert reviews on profile 

and news websites, for example on IBEF.org6, to get an overall picture.  

Defining Market Drivers, Restraints and Opportunities 

When evaluating market potential, existing legislation can act either as a market driver 

or as a market restraint. On ibef.org and indiatimes.com7, Michael found interesting 

articles that can be useful for his ecommerce startup. After checking it together with 

                                                 
2 https://www.statista.com/ 
3 https://www.idc.com/ 
4 https://www.indexbox.io/ 
5 www.gks.ru/ 
6 https://www.ibef.org/industry/ecommerce.aspx 
7 https://timesofindia.indiatimes.com/business/india-business/rbi-to-allow-inter-operability-in-prepaid-

payment-instruments/articleshow/60940911.cms 
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some other sources, such as emarketer.com8, he outlines market drivers and restraints 

of the segment. 

Examples of market drivers on Indian ecommerce market:  

1) Finance Minister of India Arun Jaitley has proposed various measures to 

accelerate India’s transfer to a non-cash economy, including a ban on cash 

transactions of more than Rs 300,000 (US $ 4,655.1), tax exemptions to create a 

non-cash infrastructure that fosters usage of non-cash payment methods and 

payments based on Aadhaar9. 

 

2) The Reserve Bank of India (RBI) is planning to make digital wallets 

interoperable10. Such a measure will make electronic payments more secure and 

efficient. 

Sometimes, geographical location greatly influences a specific market, causing 

infrastructure problems, which also give birth to new restraints (in the case below – 

poor Internet penetration in Indonesia). 

Examples of market restraints on Indonesian ecommerce market:  

1) Geographical location (17,000 separate islands) and hence infrastructure 

problems, especially relating to fiber optic installations11. 

 

2) Low popularity of credit cards, limiting the possibilities of online payment12. 

 

3) Poor quality of Internet penetration, especially in rural areas, and, as a result, 

access to the Internet is available mainly from smartphones13. 

Other market drivers and restraints can include inflation rate, interest rate, internet 

speed, etc. Such data for all countries together with forecasts for coming years can be 

found on TradingEconomic.com.14 

It can be useful to summarize the received data about market drivers and restraints and 

their potential influence in a single table; this method is called SWOT analysis (and 

Michael will do it in a case study part). A SWOT analysis uses four columns: Strengths, 

                                                 
8 https://www.emarketer.com/content/india-s-ecommerce-market-continues-to-surge 
9 https://www.livemint.com/Politics/H2Rb38AT1I8rxHHzdG80PP/Budget-2017-Arun-Jaitley-pushes-for-

a-cashless-economy.html 
10 https://timesofindia.indiatimes.com/business/india-business/rbi-to-allow-inter-operability-in-prepaid-

payment-instruments/articleshow/60940911.cms 
11 http://jakartaglobe.id/business/indonesia-143m-internet-users-2017-apjii/ 
12 https://www.emarketer.com/Article/Cash-on-Delivery-Still-Wins-Among-Digital-Shoppers-

Indonesia/1015767 
13 http://jakartaglobe.id/business/indonesia-143m-internet-users-2017-apjii/ 
14 https://tradingeconomics.com/forecasts 
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Weaknesses, Opportunities, Threats. (The same technique is commonly used for 

business positioning and defining the correct strategy for a particular company). 

Finding Major Players on the Market and their Market Share 

Where can Michael find data about major players and their market share? Many 

companies have profiles on Wikipedia, but unfortunately the data, published there, are 

mainly obsolete.  

Another source, as mentioned before, is news and profile websites, such as Fortune.com, 

Bloomberg.com, BusinessInsider.com, etc. Here, for example, if Michael types in a search 

bar “smartphone market share” on the first page, he will see an article on Fortune.com, 

saying that “Samsung ended 2017 with 21.9% market share in the worldwide 

smartphone market”, Apple had 15.2% Huawei and Oppo 10.8% and 7.6%, respectively15. 

These data are provided by a research company, TrendForce, but he should confirm 

them with some other sources. For example, the same keywords lead him to 

CounterPointResearch.com, whose studies16 also prove that Samsung’s share was about 

20% in quantity in CY 2017, while Apple had 14%, Huawei 10% and Oppo 8%. As we can 

see, the figures may vary a little; however, they always show the same trends.  

Making a Forecast Based on Key Criteria 

The easiest way to predict what can happen in the future is extrapolative forecasting. 

This method assumes that previous patterns from the past will be repeated in the future. 

Such data dynamics can be found on Google.Trends or Statista.com, or different review 

economic websites. 

The blockchain events become more popular, and the interest in such events shows 

constant and gradual growth, which is also highly likely to be continued in 2019. Two 

peaks in June 2017 and January 2018 relate to the most searched and promoted events: 

Global Blockchain Summit 2017 and Blockchain Summit London 2018. 

                                                 
15 http://fortune.com/2018/02/13/apple-iphone-samsung-market-share/ 
16 https://www.counterpointresearch.com/global-smartphone-share/ 

https://blockchainsummitlondon.com/
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The drawback of this forecasting model is that it does not consider any significant 

changes in politics, economics, etc. Market drivers will foster market growth, while the 

restraints are likely to do the opposite.  

Defining Niches and Segments Attractive for Investments 

The most attractive niches for investments are those where demand significantly 

exceeds supply or where there is no supply at all. The supply part will be covered in 

detail through competitor analysis in next part, while Google.Trends will show niches 

with the highest demand.  

Considering Michael’s wife language school project, we can see that within the US 

market Spanish is more popular than German or French. For example, if Michael and his 

wife are going to open online classes, the focus should be on Spanish (together with a 

digital marketing campaign). 

Image “Comparison of demand for learning online languages on Google Trends”
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Google Trends can be useful to understand the demand in perspective and to prioritize 

a company’s product and service promotions. Moreover, it shows geographical spread 

of demand within sub-regions, which is important for better targeting (the most intense 

color represents the highest demand). 

Image “Spread demand for “learn Spanish online within the US market” 

 

The figure above illustrates in which states promotion of Michael’s wife language school 
must be most intense.  
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Case Study 

Michael decides to summarize the results for ecommerce market in India with SWOT 

analysis. He has already found its drivers (as a result of policy measures) in a previous 

part. Together with existing legislation and other market characteristics found in open 

sources, he combines them to get an overall picture: 

Strengths 

1) The quantity of Internet users in India is about 481 million people (December 

2017)17. 

2) Significant improvements in technologies and rapid growth in the sector of 

digital payments have increased the quantity of online customers in India18.   

Weaknesses 

1) Internet penetration in rural areas is only 20% compared with 65% in urban India19. 

2) Most Indians pay in cash; 60% of all e-commerce payments are still made using 

the COD (cash-on-delivery) option20.  

3) Foreign direct investment in the B2C e-commerce segment is permitted only 

under certain circumstances21. 

Opportunities 

1) Finance Minister of India Arun Jaitley has proposed various measures to 

accelerate India’s transfer to a non-cash economy, including a ban on cash 

transactions of more than Rs 300,000 (US $ 4,655.1), tax exemptions to create a 

non-cash infrastructure that fosters usage of non-cash payment methods and 

payments based on Aadhaar22. 

2) The Reserve Bank of India (RBI) is planning to make digital wallets 

interoperable23. Such a measure will make electronic payments more secure and 

efficient. 

3) The ecommerce segment accounted for only 2% of all retail sales in India in 2017, 

and its penetration was 28%, showing great perspectives for development24. 

                                                 
17 https://www.ibef.org/industry/ecommerce.aspx 
18 https://www.india-briefing.com/news/e-commerce-india-market-trends-regulations-14946.html/ 
19 https://techcrunch.com/2018/04/23/the-future-of-e-commerce-in-india-increasingly-looks-like-an-all-

american-affair/ 
20 https://www.india-briefing.com/news/e-commerce-india-market-trends-regulations-14946.html/ 
21 https://www.india-briefing.com/news/e-commerce-india-market-trends-regulations-14946.html/ 
22 https://www.livemint.com/Politics/H2Rb38AT1I8rxHHzdG80PP/Budget-2017-Arun-Jaitley-pushes-

for-a-cashless-economy.html 
23 https://timesofindia.indiatimes.com/business/india-business/rbi-to-allow-inter-operability-in-prepaid-

payment-instruments/articleshow/60940911.cms 
24 https://www.statista.com/topics/2454/e-commerce-in-india/ 

https://www.india-briefing.com/news/growth-of-digital-payments-systems-in-india-14797.html/
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4) Total quantity of internet users in India is estimated to surpass 635 million in 

202125. 

Threats 

5) Poorly developed logistics infrastructure, which can make delivery difficult26. The 

same holds true for returns and exchanges. 

6) According to security software company Symantec, India ranked third among the 

countries with the highest number of cyber threats and second in terms of 

targeted attacks in 201727. The technology company Cisco reported that Indian 

companies lost $500,000 because of cyber-attacks in the last 12–18 months28.  

 

Retail ecommerce sales show stable market dynamics: 16,073 million USD (2016), 

20,059 million USD (2017); in 2018 it is likely to reach 25,076 million USD and 52,301 

million USD in 202229. 

 

SWOT analysis shows Michael that Indian ecommerce market is very perspective for 

antivirus software (box version, on the contrary, are not suitable because of 

infrastructure problems). Existing cyber-attack threats can be turned into opportunities, 

as the market is ripe and there is an acute and severe shortage of qualitative antivirus 

solutions, which Indian companies are highly likely to purchase to stop bearing 

significant losses. 

  

                                                 
25 https://www.statista.com/statistics/289770/india-retail-e-commerce-sales/ 
26 https://www.retaildive.com/news/e-commerce-in-india-the-opportunities-and-the-obstacles-

1/416024/ 
27 https://economictimes.indiatimes.com/tech/internet/india-ranks-3rd-among-nations-facing-most-

cyber-threats-symantec/articleshow/63616106.cms 
28 https://economictimes.indiatimes.com/tech/internet/indian-companies-lost-500000-to-cyber-attacks-

in-1-5-years-cisco/articleshow/63019927.cms 
29 https://www.statista.com/statistics/289770/india-retail-e-commerce-sales/ 

https://www.statista.com/statistics/255146/number-of-internet-users-in-india/
https://www.statista.com/statistics/255146/number-of-internet-users-in-india/
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Competitor Analysis 

Competitor analysis is an important part of any market research. Its major purpose is to 

evaluate strengths and weaknesses of potential and current players in your industry. 

Marketing campaigns and communication strategies of market leaders should be used 

as benchmarks, while stories of less successful companies can teach what mistakes to 

avoid. All this knowledge should be used for positioning and choosing the market 

strategy (and again here we can apply SWOT analysis). 

Main Purposes or Reasons to Know Your Competitors 

Almost every market already has players. Some of them have larger shares, some 

smaller, but all types of competitors should be thoroughly analyzed. Top-players are very 

important from the point of view of their success—how they reached their share, how 

they communicate with the audience now, what is their promotion strategy, what media 

they use and emphasis on what parameters of their goods and services they make in 

their advertising messages. 

Nevertheless, it is also very important not to underestimate new entrants, which may 

currently have an insignificant share but have enough resources and opportunities to 

press out those who are at the top. A good example is Xiaomi company, which according 

to IDC Quarterly, Mobile Phone Tracker doubled its share on the worldwide smartphone 

market in a year from 3.3% in 2016Q4 to 7.2% in 2017Q430. The company’s focus is on 
local markets in India and Russia, where it shows even more significant growth rates. 

For example, in March 2018, Xiaomi smartphones even left behind iPhones in sales31. 

How do you narrow down the scope of competitors for a study? Some marketers advise 

to choose top-10 in market share; however, such an approach often does not include so 

called “dark horses”, which are competitors about whom little is known and who can 

unexpectedly succeed. If you have much time, you can analyze the whole top-10, but if 

you are restricted in time, it is also possible to focus on top-5 competitors in market 

share and those who show the best rates of growth and the best customer awareness. 

Comparing their Products and Pricing to Yours 

Usually, it is rather easy to compare pricing. If these data are not published on websites, 

it is possible to ask for a quote for a number of services or sometimes even make a call. 

When it comes to product (or service) characteristics, things are not that easy. That is 

why an objective study should include two steps—official description and real 

description (made by customers).  

                                                 
30 https://www.idc.com/promo/smartphone-market-share/RESOURCES/IMAGES/chart-ww-smartphone-

vendor-market-share.png 
31 https://www.vedomosti.ru/technology/articles/2018/05/28/770956-apple-vernula-pervoe-mesto 
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Official description can be easily found on all distributor websites (and on the 

manufacturer’s website), as these are the number of characteristics and functions the 

companies claim their product to have. 

Real description can differ from the official one. For example, some Chinese 

smartphones claim to have a fingerprint scanner, but it does not work properly; or the 

company offers free delivery, but there are many restrictions (e.g., total amount, 

geographical location, not all manufacturers); and in fact, it is almost impossible to use 

this service. Even the book can be positioned for professional salespeople, but in fact, 

it can contain obvious things, which can be helpful only for the beginners.  

All these real characteristics can be extracted from customers’ reviews. The largest 
base of such reviews (especially within the US) is Amazon.com (local markets can have 
similar retailers); but sometimes it can be also helpful to visit profile websites and 

forums, where people exchange their opinions. For example, in the software segment, it 

could be useful to check g2crowd.com32, which claims to have 437,000+ validated user 

reviews and TrustRadius.com33 with 4,000 technology reviews and ratings 

from 50,000 verified customers. G2crowd.com allows product comparisons by 

following parameters, including pricing, ratings, reviewers’ company size, reviewers’ 
industry, reviews (most helpful favorable and critical). 

 
Image “Comparison IBM Blockchain to SAP Leonardo on g2crowd.com” 

 

                                                 
32 https://www.g2crowd.com/ 
33 https://www.trustradius.com/ 

https://www.g2crowd.com/compare/ibm-blockchain-vs-sap-leonardo#pricing
https://www.g2crowd.com/compare/ibm-blockchain-vs-sap-leonardo#ratings
https://www.g2crowd.com/compare/ibm-blockchain-vs-sap-leonardo#reviewer_company_size
https://www.g2crowd.com/compare/ibm-blockchain-vs-sap-leonardo#reviewer_industry
https://www.g2crowd.com/compare/ibm-blockchain-vs-sap-leonardo#reviewer_industry
https://www.g2crowd.com/compare/ibm-blockchain-vs-sap-leonardo#reviews
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Digital Competition: Website Analysis, Main Traffic Sources 

Every single website can be used as an effective tool for boosting sales, and many 

businesses have already delved deep into digital marketing, trying to attract as many 

potential customers as possible. It’s not a secret that many people prefer to look for 
services and goods using search engines, and the latter sell places on the first result 

page for advertising. We will talk about SEO more in the last part, and here we will focus 

on the other end-point of all these promotional activities – the website. 

Companies spend much money on advertising but conversion often does not increase. 

Here, we will analyze the efforts of our competitors. Plenty tools are available from 

which to gather statistical data about existing websites free of charge. One of them is 

SimilarWeb34.  

For example, we can get a traffic overview, which includes: 

• Quantity of total visits in the last 6 months with a diagram of their distribution. 

Here, we can find out if the company pays attention to its digital activities in 

general and what periods were the most successful (and then compare them with 

marketing campaigns). 

 

• Average visit duration. This parameter shows us the relevance of the website’s 
content to customer’s expectations. For example, the average visit duration on 
statisticbrain.com 35 is only 49 seconds. This is very little, and it means that the 

company has no idea of what most website visitors are looking for. This 

parameter is closely connected with two others – quantity of pages per visit and 

bounce rate. 

 

                                                 
34 https://www.similarweb.com/ 
35 https://www.similarweb.com/website/statisticbrain.com#overview 
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• Quantity of pages, visited by an average customer, demonstrates the 

effectiveness of the content, including links to other pages inserted in the text. 

For example, visitors of statisticbrain.com look through only 1.3 pages, while 

visitors of nike.com flip through 7 pages. 

 

• Bounce rate reflects quantity of those who closed the website after visiting only 

one page (no matter how long they were on the page). For example, 86.43% of 

those, who opened statisticbrain.com, closed it in less than in a minute. This 

bounce rate is remarkably high and confirms that the content doesn’t fall short 
of customers’ expectations and should be adapted to the target audience’s 
demands. On the contrary, nike.com’s bounce rate is 31.59%, which means that 

roughly 7 out of 10 visitors continue browsing the website36. 

All these parameters together show that statisticbrain.com does not use its website as 

an effective marketing tool and the conversion of it is rather low, while Nike.com 

marketing managers do their jobs well.  

In addition, it is possible to analyze traffic by country. For example, most customers 

come to nike.com from the US (as expected), followed by the UK, France, China and 

Russia. Traffic by countries allows identifying markets with good potential for future 

investments or business expansion. Regarding competitors, this parameter gives an 

opportunity to understand if their target audience matches with yours by geographical 

criteria. 

In addition, an insight into competitors’ digital marketing activity or its full absence gives 
analysis of traffic sources. For example, it determines how and in what quantity the 

company uses referrals, paid search advertising, Google Display Network and accounts 

on social networks. 

Here, we come to one of the most important competitor analysis steps – localization 

messages.  

How they Talk to the Audience: Messages in Social Media and Paid Search 

Advertising 

Why should all messages (in paid search advertising, social network promotion, etc.) be 

localized? Many companies, especially those with large marketing budgets, do not make 

a specific message for each market and a customer in Russia browsing in Google sees 

an advertisement in English. Some people can say: “So what? The company pays per 
clicks and they don’t waste money even in such case”. Yes, definitely, most search 

engines offer advertising services with CPC (cost per click), but overall CTR (click 

through rate) will go down and will be insignificant because quantity of impressions will 

                                                 
36 https://www.similarweb.com/website/nike.com#overview 
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be high, while the quantity of clicks – low. Ads with a very low CTR are not effective and 

can be even blocked by some search engines.  

All advertising messages should be: 

1. Perfectly localized in a local language to exclude double-meaning (together with 

a brand name, which in a local language can have unacceptable connotation, for 

example, insulting) 

  

2. Tailored to each audience segment (there should be separate messages for each 

buyer persona type because all of them have different drives, needs, goals etc.) 

 

3. Adapted to media channels because each of them has its own specifics. For 

example, messages created for paid search advertising should be short (roughly 

about 120 signs), they should contain a keyword in its headline and some 

keywords in its description, as they appear in bold type, and customers are more 

likely to click on the exact words they were typing in a search bar.  

Advertising messages or posts in social networks should be short but the recommended 

style is informal (and do not forget to use eye-catching images). For local markets, it is 

important to make messages in local language. Study how your competitors talk to their 

audience and analyze this experience. 

Let us get back to Michael, who decides to analyze ads for upcoming blockchain 

conferences. Michael types “blockchain summit” into Google and sees two samples 

below, which demonstrate how to miss almost all opportunities of making an attractive 

ad (no detailed description with keywords, no links, etc.). 

Image “An example of ads in Google with poor description” 

  

It is a good idea to give a customer an opportunity to make any other action, except for 

going to the main page, for example, to “sign up” or visit separate section of the website. 
For both actions it is possible to include CTA (call to action) link in the text body (in 

Google such links are usually inserted in a bottom line). 

Image “An example of ads in Google” 
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Then Michael types “blockchain conference” keyword combination and sees examples 

above. Both focus on figures – quantity of speakers and attendees because they 

emphasize the scale of the event. However, the first one does not use links while the 

second one has direct links to separate sections. The two last links are not the best 

option and could be replaced by a CTA “Register Now”. The link “When and Where” can 
also be substituted for exact dates in the ad body, as it is important information for busy 

people. However, the last example seems to be the most attractive from the marketing 

point of view. 

Studying Promotion Strategy and Used Media Channels 

SimilarWeb can show what social media channels your competitors use. For, example 

Bloomberg.com drives 13.7% from social media, from which 28.6% come from 

Facebook, 28.25% - from Twitter, 19.02% - from Reddit, 9.4% - from Pocket and 5.35% 

from Linkedin37; 9.95% come from referrals, news websites, such as DrudgeReport.com 

and Yahoo.com. However, main traffic sources are direct and organic search (with 

almost no paid advertising) – about 36% each. 

As Bloomberg.com is already a well-known website with 95 million visitors in the last 6 

months, it does not need to use paid search or display advertising. Many clients already 

read it every day, and the only thing the company needs is to maintain the audience’s 
interest, reminding them in social media to click news links, leading to the main website; 

13.7% from 95 million visitors is about 14.4 million clients from social media. 

It is important to analyze what media channels your competitors use and why. If you are 

launching a news online magazine, then probably social media use will not be enough 

to compete with such resources as Bloomberg, as you do not have permanent readers 

yet. From the other side, usage of channels, which are currently forgotten by 

competitors, can show good results. 

Usage of other media, such as newspapers or TV, is rather difficult to estimate with 

digital marketing tools, although sometimes TV-commercials can be found on YouTube, 

they are generally the exception. That is why in digital marketing most used channels 

are social networks and online magazines, the latter if they are effectively used for 

                                                 
37 https://www.similarweb.com/website/bloomberg.com#social 
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promotion (for example, with banners) and generate enough traffic, will be shown 

among referrals.  

Evaluating Activities on Social Networks or Social Media Research: Official and 

Unofficial Groups, Hashtags, Clients Involvement 

According to Hootsuite and We Are Social, at the beginning of 2018, 3.2 out of 7.5 billion 

people (which is total world population) were active social media users and 3 billion 

people used their mobile devices for social network browsing38. In April 2018, these 

figures went up to 3.3 and 3.1, respectively39. 

Many companies use social media for generating traffic to the website. For example, 

7.4% visitors come to Nike.com from social media, and most of them from Facebook 

(38.63%). Local markets again have here some specific. For example, in Russia the most 

popular social networks are Vkontakte and Ok (2.4240 and 1.2341 billion visits in the last 

6 months, respectively). In China, one of the most popular social networks is WeChat, 

which by 2018 was one of the world’s largest mobile apps by monthly active users and 

had over 1 billion monthly active users (902 million daily active users). WeChat is 

called China’s “app for everything” because of its wide range of platforms and 

functions42. In the German-speaking countries the most popular worldwide career-

oriented social networking Linkedin has a competitor, Xing, and although now Linkedin 

is growing faster, Xing still leads with over two million more users in Germany, Austria 

and Switzerland43 (11 and 13 million users respectively in 2017). 

Different, but not less popular in the startup community type of social media is 

meduim.com, an online publishing platform, where people share their ideas. According 

to SimilarWeb, it had over 181 million visitors in the last 6 months44. Many companies 

use it for promotion, for example, FRESCO, the world’s first blockchain art asset network 

has about 7.7k followers45. Another startup, Dock, which connects data into one 

sharable source using blockchain technology, has 24k followers46. 

Regarding competitor analysis, we are mainly interested in official groups. They can 

help to evaluate the effectiveness of SMM specialists (social media marketing). Key 

criteria here are quantity of members, quantity of likes, shares and (especially 

important) – quantity of comments, which shows the level of customers involvement. 

Sometimes the group is rather large but posts only few likes and no comments – this 

                                                 
38 https://www.statista.com/chart/13138/worlds-population-in-relation-to-mobile-internet-and-social-

media-users/ 
39 https://www.statista.com/statistics/617136/digital-population-worldwide/ 
40 https://www.similarweb.com/website/vk.com#overview 
41 https://www.similarweb.com/website/ok.ru#overview 
42 https://en.wikipedia.org/wiki/WeChat 
43 https://www.thelocal.de/20180201/goodbye-xing-the-success-of-linkedin-in-germany 
44 https://www.similarweb.com/website/medium.com#overview 
45 https://medium.com/@fresco_network 
46 https://medium.com/dock 

https://en.wikipedia.org/wiki/Monthly_active_users
https://en.wikipedia.org/wiki/China
https://en.wikipedia.org/wiki/Electronic_publishing
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shows that the audience is not interested in the published content. Here, we can make 

some conclusions of what is better NOT to do but the main attention should be paid to 

official groups, which are successful in communication with audience.  

First, we are interested in the type of the content our competitors publish, main themes, 

frequency and even time of publishing. Summarized data from 23 various studies, 

published by coschedule.com, show that posting has its nuances depending on the 

social network type. For example, recommended posting on Facebook is at 9 a.m., 1 

p.m., 3 p.m. at the end of the week (Thursday – Sunday)47. The best time to post on 

LinkedIn is at 5–6 p.m., 7–8 a.m. and 12 p.m. on Tuesdays, Wednesdays, and Thursdays 

(during the workweek). The most shares and clicks happen on Tuesdays48.  

Again, here we should think about geographical location of our customers. Regarding 

the US market, 80% of Americans are in the Eastern and Central time zones (EST and 

CST)49, and we should consider that their schedules will be a little bit different from 

those who live in the Mountain and Pacific time zones (MST and PST).  

Another interesting parameter is hashtags usage. People use hashtags for search and 

finding the most relevant hashtags can draw new leads to the group. What hashtags do 

our competitors use? Usually the combination of general and specific ones show the 

best results.  

For instance, Michael wants to know what companies promote themselves using 

#blockchain services hashtag on Facebook. On the first results page, he can see a post 

of Webcom Systems, which uses general hashtags like #blockchain and #business in 

combination with more specific hashtags like #BlockchainDevelopment or 

#BlockchainApplication with #BlockchainServices. The latter hashtags are less 

searched, as many people just want to read news about blockchain; at the same time, 

they are more targeted at those who need blockchain services and development.  

                                                 
47 https://coschedule.com/blog/best-times-to-post-on-social-media/ 
48 https://coschedule.com/blog/best-times-to-post-on-social-media/ 
49 https://coschedule.com/blog/best-times-to-post-on-social-media/ 
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As mentioned, official groups reflect competitors’ marketing activities; however, 

existence of unofficial groups can also provide very helpful data. A significant quantity 

of unofficial groups show that either the company is very popular or it clients cannot get 

something they need there, for example, answers to their questions. Such groups are 

very interesting from a buyer’s persona research point of view, as they list all main 

problems people face, and knowledge of this information allows a company to gain 

competitor advantage. 
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Case Study 

Michael decides to conduct competitor analysis for an international blockchain 

conference held in India at the end of 2018. He wants to increase number of visitors 

from Russia from 4% in 2017 to at least 10% in 2018. 

Michael knows that Russia has its own national search engine Yandex, which is very 

popular among Russian people. Considering this fact, he decided to compare the data 

from Google and Yandex. They can be slightly different as Google is more often used by 

IT-professionals but both have about 45–50% market share50. Some sources say that 

Yandex is enough for promotion, but  it is not, as many people use smartphones for 

browsing the Internet and in the mobile phones segment, Google is more popular51.  

All competitors can be divided into two groups:  

1) International blockchain events in Russia 

2) International blockchain events worldwide, excluding Russia 

The first group will be localized in Russian language, including website content, landing 

page, accommodation options, advertising messages. 

Research of the second group will show Michael whether international blockchain 

events are currently interested in the Russian market; and if they are, what they do to 

reach the target audience. According to Forbes, as of late last year, 20% of the top 50 

blockchain startups by funds raised were Russian. They were either founded solely by 

Russians or had Russian partners52. Another study revealed that 75% of individuals 

between ages 18 to 24 have learned about Bitcoin, and 74% of Russia’s capital 
Moscow’s population is now aware of cryptocurrency53. The growth of popularity is 

confirmed by a rise in demand for blockchain experts. According to Russian online job 

platform Head Hunter, May showed 387 vacancy posts in the fintech sector, while their 

number for the first half of 2017 was only 20154. Cryptocurrency exchanges and many 

other related blockchain websites, such as Blockchain.com and CoinMarketCap.com have 

Russia among the top five countries driving the most traffic. Thus, Russia seems to be 

an attractive market for blockchain services.  

Among “top blockchain events Russia 2018”, Google shows Michael on the first page of 

Crypto Expo Moscow 201855, Blockchain Conference Russia 201856, Russian Blockchain 

                                                 
50 http://gs.statcounter.com/search-engine-market-share/all/russian-federation 
51 https://lifehacker.ru/best-android-browser/ 
52 https://www.forbes.com/sites/kenrapoza/2018/04/29/meet-the-russians-behind-your-blockchain-

and-cryptocurrency-too/#72a1e23c3b86 
53 https://cointelegraph.com/news/over-half-of-russians-know-about-bitcoin-now-government-ready-to-

regulate 
54 https://news.bitcoin.com/strong-demand-for-crypto-experts-on-the-russian-labor-market/ 
55 http://en.cryptoexpo.moscow/ 
56 https://moscow.bc.events/en 

https://www.similarweb.com/website/coinmarketcap.com
https://www.similarweb.com/website/coinmarketcap.com
http://en.cryptoexpo.moscow/
https://moscow.bc.events/en
https://www.rvc.ru/en/calendar/detail.php?id=127536
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Week 201857, and World Blockchain Summit - Moscow58. Now, Michael checks Yandex 

and what blockchain events Russian customers want to visit (he knows Russian a little, 

as he has many Russian colleagues). 

He goes to Yandex.Wordstat (Google Keyword Planner analogue) to see monthly search 

volumes. 

First, he checks combinations in English. He can see Moscow blockchain conference in 

the top-5 results. 

 

Then, he does the same for “blockchain summit”. Here, he can see that except for World 

Blockchain Summit in Moscow, people are interested in Dubai summit. Therefore, he 

should especially pay attention to these competitors. 

 
Then, he uses Google.Translate and search for “блокчейн конференция” (blockchain 
conference in Russian). General results are similar but search volumes are more 

significant (as expected). 

                                                 
57 http://blockchainweek.moscow/ 
58 https://worldblockchainsummit.com/ 

https://www.rvc.ru/en/calendar/detail.php?id=127536
https://moscow.worldblockchainsummit.com/
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He also checks “блокчейн саммит” (blockchain summit in Russian) to make sure he 

has not missed anything significant because of a different word combination. 

 
After that, he goes back to Google to see Google ads for the same word combinations 

in Russian. For both, there is no paid search advertising, except Blockchain World 

Conference. However, this ad is not localized, the landing page is not in Russian, and 

there are no accommodation options for those who fly from Russia. All these data can 

be turned into competitive advantages.  

Example of the only paid aid in Google for “блокчейн конференция” 

 

Yandex for both English and Russian word combinations also shows no paid ads. 

SimilarWeb confirms that none of these events use paid search advertising or display 

advertising. Main traffic sources derive from organic and direct search. 

Afterwards, Michael compares pricing, program, venue and defines what he can use as 

his competitive advantages, it’s time to do customer research.  
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Customer Research (or buyer persona 
research) 
Whatever purposes companies conducting market research have, it is necessary to 

understand that nowadays customers are more technologically savvy than they have 

ever been, and sometimes a 1-star rating on Amazon can become a problem and 

influence demand for the product. According to a report by Forbes Insights, in 

association with Synchrony Financial, retailers say that most customers (82%) do 

research online before making a purchase59. This means that they compare prices and 

product characteristics and look for real reviews. As time goes by, their motivation as 

well as behavioral patterns change, and companies that quickly adapt to these changes 

lead the market. 

Main Purposes or Why They Need to be Understood 

We sell products and services to people, and we need to motivate them to buy our goods. 

How can we do that? We should define problems they have now and tell how we can 

help them solve those problems. We also should explain why our solution is the best, 

and this explanation should be quite convincing. When communication with customers 

does not exist or becomes one-sided (for example, there is lack of feedback and an 

overwhelming flow of advertising information), the company is likely to start bearing 

losses, as it loses its connection with the real market. 

Popular Sources to Get their Thoughts 

So, where is the real market? The largest base of human reviews is Amazon, where one 

can always go to the bestseller section and find what customers admire most. If you 

sell a self-help book, you can analyze the best and the worst items in this category and 

get an idea of what is important to people. Similar websites exist almost in every 

country, for example, in Russia it would be Yandex.Market. 

Some marketers also like Quora.com, as people on this site exchange their opinions; 

there are many similar questions, and it is easy to evaluate the popularity of the problem 

by quantity of views and votes. 

Medium.com is one more good resource to know what people think in a startup 

community; people on this site also leave comments and “claps”, which allow for 

evaluating their involvement in the subject. Moreover, like on Quora.com, they have 

profiles to analyze. 

Official groups of competitors in social networks can also give useful insight, especially 

if they have a discussion option. YouTube is no exception, especially if major market 

                                                 
59 https://www.forbes.com/sites/forbespr/2016/05/25/customers-like-to-research-online-but-make-big-

purchases-in-stores-says-new-retailer-study/#cf2a7cf244bb 
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players are famous and well-known. For example, if we want to get a description about 

a premium segment of the smartphone market, it would be a good idea to watch reviews 

of iPhones and Samsung flagships. Many popular bloggers do unboxing videos and try 

to be objective in their evaluations. Such videos usually have thousands of comments, 

which can also demonstrate the attitude toward the product. 

Definition and Description of Target Customers (Key Criteria) 

Each new or leading company planning to take its first steps in a specific market should 

segment their target audience and make a detailed analysis of it. 

Following are key criteria we will use to create personal customer profiles: 

• Background (job, career), 

• Demographics (age, gender, location), 

• Hopes, goals, drives, 

• Challenges: fears and other obstacles, 

• Solutions, 

• Appropriate marketing messaging. 

The better we segment them, the more likely they are to become our customers. This 

profile also will be a basis for our communication strategy, including messages, choice 

of media channels and other marketing activities. 
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Case Study 

Michael is going to conduct customer research for his educational courses about 

blockchain. He types “blockchain technology” on Quora.com and on the first results 

page, he sees questions from representatives of his target audience – those who want 

to learn more about blockchain. This topic is quite popular, and he needs to look through 

all relevant questions and the most upvoted answers to create customers profiles. 

Examples of questions from target audience 

 

 

 

 

Among related questions to this topic, he sees “Where can I learn to build an application 

using blockchain technology?”, “How can I make money with blockchain technology?”, 
“How can I start a career in blockchain technology?”. Therefore, he already outlines 

several customer types: 1) entrepreneurs who want to use services with blockchain 

technology, 2) developers who want to learn how to make applications with blockchain 

technology and 3) professionals who want to start a career in blockchain technology (or 

change their current career). In addition, he pays attention to the question about 

certification in blockchain technology and puts it in the “goals section” for our third 

customer type. 

Examples, showing the need in certification for the 3rd group 

 

https://www.quora.com/Where-can-I-learn-to-build-an-application-using-blockchain-technology
https://www.quora.com/Where-can-I-learn-to-build-an-application-using-blockchain-technology
https://www.quora.com/How-can-I-make-money-with-blockchain-technology
https://www.quora.com/How-can-I-start-a-career-in-blockchain-technology
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Michael keeps reviewing and outlines the fears and obstacles for the third customer 

type – they are afraid that they won’t be able to start a blockchain career without a 

technical background. 

Examples, showing fears of the 3rd group 

 

 

Michael goes to the profiles of those who leave comments and sees that most of them 

are from India. He checks SimilarWeb for traffic by country for Quora.com and sees that 

India has the 2nd place (21.04%) after the US (25.82%). This fact about high demand on 

the Indian market can be used for display advertising and paid search advertising. The 

jobs section proves that many of customers are not from an IT background (i.e., “web 
designers”, “content writers”, etc.) 

Examples of geographical location and jobs description of target audience 

   

Michael checks other questions and comments customers leave and fills in the section 

“goals” – “get a high paying job” for the second and third buyer types.  
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Then, Michael goes to Medium.com and checks the same things there. He sees potential 

customers from all over the world, however, Indians also show the most interest.  

Example of target audience representative’s profile from China 

 

After he studies responses to articles about blockchain learning on Medium.com, he 

sees that many of them are not sure that it is secure and puts it in challenges part for 

first and second buyer types. 

 

 

 

Michael needs to know more about the first and second buyer types and studies 

answers for “With all the talk about blockchain, why have there been so few blockchain 

implementations in business?” on Quora, after he also adds some more fears “loss of 
control”, “expensive”, “requires much time”. Michael summarizes all the data about a 

typical buyer type in a table: 
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Buyer persona 

type 

Steve, entrepreneur Sam, developer David, web-designer 

Background 

(job, career) 

A startup owner, who 

previously worked in a 

large company and now 

decided to act on his own. 

An employee within an IT-

company: a developer who 

graduated from university 

several years ago. 

A web-designer with a non-

technical background, who 

wants to change his career (or 

any other non-technical job). 

Demographics 

(age, gender, 

location) 

Mostly male, 27+, 

worldwide-based. 

Mostly male, 24+, worldwide-

based (India). 

Mostly male, 22+, worldwide-

based (India). 

Hopes, goals, 

drives 

Wants to make a 

successful business in IT 

and is aware of attracting 

investments through ICOs 

(initial coin offerings). 

Needs courses to know 

more details and has many 

questions. 

Wants to get a better paid job 

and probably a certificate in 

blockchain technology, wants 

to work in a blockchain 

company or create a 

blockchain-based app. 

Wants to get a better paid job 

and a certificate in blockchain 

technology. Hopes that 

educational courses will help 

him to start a new life. 

Challenges: 

fears and other 

obstacles 

Steve is not sure if he 

needs blockchain, as he is 

afraid to lose control over 

his project, also he thinks 

it doesn’t provide enough 
security, expensive and 

requires much time.  

Sam is not sure whether he 

needs blockchain, he thinks 

that creating of such apps 

requires much time. He thinks 

that blockchain doesn’t 
provide enough security. 

David is afraid that he won’t 
get successful in technical 

area, that he will not 

understand how it works, that 

he has lack of essential 

knowledge for this, etc. 

Solutions 

 

Steve should learn real 

examples of success and 

understand that it is safe 

and can be easily applied 

for his goals. 

Sam needs stimulus and ideas 

for development together with 

understanding that it is 

effective, simple and safe. 

David needs to know that the 

courses are adapted for people 

with non-technical 

background. He wants a 

certificate. 

Marketing 

messaging 

Messages should include 

“safe and simple 
technology”, “real success 
stories”, “find investors 
with ICO”, etc.  

Messages should include: 

“blockchain for developers”, 
“monetize your application”, 
“safe and simple technology”, 

etc. 

Messages should include “get 
a certificate”, “for people with 
non-technical background”, 
“start a blockchain career”, 

etc. 

For all these groups, Michael will use paid search advertising and display advertising. 

For Sam and David, social media posts and ads could be used as an additional 

marketing channel. Steve and Sam, on the other hand, could pay attention to the articles, 

reviews and banners on profile websites (economic, finance, investment forums, etc.). 
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Keyword Research 

Statistic data show that many all online customers come from search engines. 

According to Statista.com, Google is the leader of the global search engines market with 

86.3% market share60. Therefore, it is important to make your website appear on the first 

page, as people rarely check second and other pages. The study, performed by 

Advanced Web Ranking in 2015, showed that the first position on Google search results 

page has a 34.36% CTR61
. 

The importance of search engine data should not be underrated. Google predicted the 

results of primaries in New Hampshire in 2016. Bernie Sanders was the top-searched 

Democratic candidate with 72% of the searches (won with 60% of the vote), according 

to real-time results of Google's trending search queries, and Hillary Clinton received 28% 

of the queries and 38% of the vote. The top-searched Republican candidate was Donald 

Trump, who received 41% of the searches an hour before the polls closed and won with 

35% of the vote and John Kasich got 16% of both the vote and the searches62 — that is 

unbelievable! 

Main Purposes (and not only SEO) 

Keyword research can be used as a basis for search engine optimization. In addition, 

quantity of impressions can demonstrate the real popularity of companies and their 

goods in the online segment.  

Some search engines provide different data depending on a word combination. For 

example, Russian search engine Yandex shows that people in Great Britain are more 

likely to omit “Samsung” and contract the word combination. It is necessary to keep 
such demeanor in mind working with local markets and check all possible 

combinations. (Google has the same search volumes for “Galaxy S9” and “Samsung 
Galaxy S9”) 

Image “Example of different data for various combinations in Yandex” 

 

Search engines reflect changes in customer interests and preferences in real time and 

watching them in dynamics can give an unparalleled insight into what is going on the 

market. However, it is necessary to remember that although Google is a leader in most 

countries, including the South American search engine market with a share of more than 

                                                 
60 https://www.statista.com/statistics/216573/worldwide-market-share-of-search-engines/ 
61 https://www.advancedwebranking.com/google-ctr-study-2014.html 
62 https://en.wikipedia.org/wiki/Google_Search#Predicting_behavior 

https://en.wikipedia.org/wiki/Bernie_Sanders
https://en.wikipedia.org/wiki/Hillary_Clinton
https://en.wikipedia.org/wiki/Donald_Trump
https://en.wikipedia.org/wiki/Donald_Trump
https://en.wikipedia.org/wiki/John_Kasich
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90% in Peru, Chile, Brazil, Argentina, Mexico, Venezuela, Colombia and Bolivia63, there 

are local markets where it is left far behind by other search engines. For example, in 

China, the most popular search engine is Baidu, and according to Wikipedia, it has a 

76.05% market share in China’s search engine market64. Actually, in China, Google is not 

popular at all (1.84%) and left behind even by smaller search engines: Shenma (8.78%), 

360 Search (7.87%), Sogou (3.31%)65.  As of September 2017, South Korean national 

search engine Naver had 74.7% of all web searches in the country and 42 million enrolled 

users 66. At the same time, Google has a global market share of 74.5% on the desktop 

search engine market and 93.1% on the mobile market67.  

Types: Branded and Non-branded, General and Long-tail Keywords 

There are different types of keyword classifications but the most popular include the 

following: 

Branded keywords are those that include a brand name, for example: Casio watch, Fendi 

bags, Armani skirts. 

Non-branded keywords, on the contrary, do not include any proper names: leather bags, 

silk ties, etc. 

Head (general keywords) define a very large category of products and services and 

usually have the largest quantity of impressions. For example, our previously mentioned 

keyword “leather bags” and “silk ties” are general. 

Long-tail keywords define more specific groups of goods. They have less competition 

and less quantity of views. Moreover, they are the most relevant to target audience 

demands, which is why they have better CTR (click-through rate). Examples of long-tail 

keywords: “branded leather bags from Italy”, “original Swiss watch with leather strap”, 

etc. 

Crucial Characteristics: Competition and Quantity of Impressions 

One of the most popular tools for a keyword study is Google Keyword Planner. It can 

show approximate quantity of impressions, level of competition for each keyword and 

CPC (cost per click).  

Image “Keyword analysis by Google Keyword Planner” 

                                                 
63 https://www.statista.com/statistics/639072/googles-share-of-search-market-in-selected-countries-
latam/ 
64 https://en.wikipedia.org/wiki/Baidu 
65 https://www.chinainternetwatch.com/tag/360-search/ 
66 https://en.wikipedia.org/wiki/Naver_(corporation) 
67 https://www.brightlines.co.uk/top-10-international-search-engines/ 

https://www.netmarketshare.com/search-engine-market-share.aspx?options=%7B%22filter%22%3A%7B%22%24and%22%3A%5B%7B%22deviceType%22%3A%7B%22%24in%22%3A%5B%22Mobile%22%5D%7D%7D%5D%7D%2C%22dateLabel%22%3A%22Trend%22%2C%22attributes%22%3A%22share%22%2C%22group%22%3A%22searchEngine%22%2C%22sort%22%3A%7B%22share%22%3A-1%7D%2C%22id%22%3A%22searchEnginesDesktop%22%2C%22dateInterval%22%3A%22Monthly%22%2C%22dateStart%22%3A%222017-02%22%2C%22dateEnd%22%3A%222018-01%22%2C%22segments%22%3A%22-1000%22%7D
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Three types of competition exists—high, medium and low. Competition is usually (but 

not always) connected with average monthly searches. Competition reflects the 

popularity of a keyword combination in advertising, while average monthly searches – 

in customers segment. 

Defining Strategy for SEO Optimization 

Some SEO specialists recommend using all types of keywords: branded and non-

branded; general and long-tail ones, with high, medium and low competition. General 

keywords have the biggest quantity of views. Long-tail ones are less popular and usually 

less expensive.  

If your budget is restricted, it is better to focus on long-tail keywords with low and 

medium competition, as their cost per click is typically significantly cheaper in 

comparison to words with high competition. Moreover, as it was mentioned before, they 

segment target audience much better. 
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Case Study 

Let us get back to Michael’s Spanish online school from our first chapter. Michael 

decides to focus on Spanish and types in the field of Google Keyword Planner the 

following keyword ideas: “learn Spanish online”. 

 

Google gives him many suggestions, but he should filter them. The first step is to 

exclude all combinations with high competition, and Michael applies a filter competition 

– “low, medium”. The focus is on words with low competition, but in some cases, it is 

also possible to use several words with medium competition.  

Moreover, among all suggested keywords, Michael must choose those ones which are 

the most relevant to online language school. For example, a keyword such as “Spanish” 
has significant average monthly searches, but most of those who type it do not assume 

to learn Spanish online (they can look for a Spanish dictionary or any other book, or a 

Spanish translator). That is why this keyword is unpopular and has low competition. 

Image “Example of a non-relevant keyword with significant monthly search volumes” 

 

Michael leaves only keywords with low and medium competition, and now he should 

find the most relevant keywords and add them to his campaign. 

Image “Google keyword ideas after applying competition filler” 

 

After Michael added the keywords he wants to use in his campaign, he sees additional 

parameters for each of them. 
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Image “Data for selected Google keywords” 

 

For each of the chosen keywords, Michael studies CTR, number of clicks and 

impressions. 

Image “Data for selected Google keywords” 

  

Google also forecasts total number of clicks, impressions, CTR together with average 

CPC (cost per click) and overall cost of the campaign. 

Image “Google forecasts costs and effectiveness of the campaign” 

 

Michael decides that everything is fine and starts an advertising campaign in Google. 

Changing keywords will influence all these parameters. Many other search engines, 

such as Russian national search engine Yandex, have the same options (Yandex.Direct), 

so if Michael decided to open a language school in Russia, he would definitely use it. 
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Conclusion 

Digital marketing is constantly evolving together with new research metrics, techniques 

and tools (applications, extensions, software, etc.). This guide provides only a set of 

possible steps in conducting market research, competitor analysis, customer research 

and keyword research together with recommended marketing methods and 

instruments. 

Market research helps to make effective business decisions. With the data about its 

drives, restraints, perspectives and opportunities, you can get an answer to the question 

regarding whether the business is worth investing in, what segments are the most 

perspective and attractive, etc. It is important always to remember that all these data 

are constantly changing.  

Analyze fails and successes of your competitors, adopting expertise of the leaders – 

this will save a lot of your time and efforts. Summarize the results with a SWOT analysis 

and find the best way of differentiation. Read expert reviews and keep being in trend. 

Remember, that respecting and loving your customers is a key to success. When you 

know who they are, what obstacles and problems they face, appreciate their opinions 

and really try to help them – your business will grow. Social networks and social media 

give a unique opportunity for arranging effective communication with target audiences 

and getting direct feedback, while keyword research will help your company to be found 

and draw necessary traffic. 

Grow your business and make the right decisions based on quantitative and 

qualitative data!  
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And now: Good luck! 😊 

With any questions, comments, success stories or urgent cries for help, don’t hesitate 
to contact guide@intellicore.press or visit us at www.intellicore.press.  
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