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Overview

Keeping up with the competition’s activity, messages and fan engagement is a necessary evil in
the communications industry. It is time consuming and can be discouraging, but it can also be
insightful and inspiring. This digital whitepaper provides tips and advice for keeping up with your
competition’s digital activity on a regular basis.

Why do you need to know what your competitor is doing digitally?
Your customers are the target audience of your competitors, too. You are both trying to
reach the same people with your messages and win their loyalty. Having an understanding
of what your customers are seeing from your competitors can:

Assure that you message is different and stands out from that of your competition.
Help you learn from their successes and failures before you venture out in a particular
channel or with a particular message.

Spark ideas for your messaging that you might not otherwise have thought.

How frequently should you review what your competitors are doing digitally?

At least once a year, you should be doing a thorough review of the content that your competition
is putting out on the Internet. This takes a considerable amount of time, so keeping up with it
more regularly will be beneficial not only for the knowledge accrued, but in decreasing the time it
takes to put together an annual review.

Follow all of your competitors on Facebook, Twitter,

DAI LY Instagram, Pinterest and their blogs so that you see
what their customers are seeing in their daily feeds.

Compile a “best of” one-sheeter for each competitor that
highlights what each has communicated digitally over
M O NTH LY the previous 30 days. Consider a standard template that
includes categories like: Strategy, Idea, Executions,
Promotions. The one-sheeter should include screen
captures from posts and links to specific content.

Twice a year, create a presentation for the brand team
that summarizes the strategies and executions of the
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industry based on the trends you are seeing.



What should you be looking for in these reviews?

Frequency of Fan

Engagements Message Approach

Frequency of Content

Use of Channels Type of Content Brand Voice

What are some tools that you can use to help you keep up?
Though the best approach is to look at the content like a customer would, by following day by
day, it is understandable that we get behind on competitive activity. Here are some tools that

can help you catch up:

Hootsuite: plug in key terms and brand names that you want to keep up with and
skim these when it is time to update your reports.

Google Alerts: plug in key terms and brand names that you want to keep up with and
set a schedule for how frequently you want to receive email notifications of the
mentions.

Google Insights: Google has an amazing array of tools for following trends, finding
research and looking up activity about specific brands. Explore them liberally.



Interested in learning more?

Contact Emily Reeves at ereeves@stoneward.com for help planning your brand’s digital
engagements.

About Stone Ward

Stone Ward is a full-service ad agency. Established in 1984 by Larry Stone and Millie Ward,

today the agency employs 52, with capitalized billings exceeding $40 million. The agency’s
offices are in Chicago and Little Rock.




