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A recent testimonial 

“Mike Marshall is literally one of the brightest minds in the world of Search Engines and 

Search Engine Optimization (SEO). With a degree in Linguistics that allowed him to 

absorb concepts like Latent Semantic Indexing and then apply his programming skill, 

Mike has a grasp on the science (both theoretical and applied) of search engines like few 

others do. Among many unique qualities Mike has, is his unassuming and open approach 

to sharing his knowledge with his clients. He doesn't "hold back" to save something for 

the next contract. When you ask Mike a question he gives you an answer. The right one. I 

don't know of another person in the world of SEO whose knowledge I trust more than 

Mike Marshall.” 

Top qualities: Great Results, Personable, Expert 

 

- Gordon Magee 

Internet Marketing and Analysis Manager at Drs. Foster & Smith 

Rated #83 in the Internet Retailer 500 
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Data Collection (partial sample): 
 

 
 

 

The above graph depicts a snippet of 18 competitors evaluated for the same keyphrase 

with respect to on-page and off-page factors.  This will be provided with each report so 

that you have the raw data to go back to.  This is a great benefit in productivity, saving 

you countless hours in gathering this data on your competitors. 

1. Body keyword density 

2. Body word count 

3. Body keyword proximity 

4. Description meta tag keyword density 

5. Description meta tag word count 

6. Keyword meta tag keyword density 

7. Keyword meta tag word count 

8. Link text keyword density 

9. Title tag keyword density 

10. Title tag word count 

11. In-bound link quantity 

12. In-bound link Authority score 

13. In-bound link Title tag keyword density (Important aspect of Link reputation) 

14. In-bound link Anchor text keyword density (Important aspect of Link reputation) 

 

Most companies stop here in their SEO research and would only evaluate 20 or 

competitors, not up to 100.  They will then only provide you with very generic 

recommendations on what to do with your pages from a very simplistic assessment of the 

data collected.  I know from former clients of two of the top 10 SEO firms that they were 

given nothing as extensive or in-depth as this and their recommendations didn’t even 

include target ranges to shoot for when working with various factors.  One of these firms 

charges $10,000 per month minimum per site for recommendations that fall very short of 

what is offered here. 
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Multivariate analysis: (Which Factors are Important?): 
 

 
 

 The Pie Chart depicts the relative influence of the various factors in a proportional 

manner.  The larger the pie wedge, the more important that factor is.  This is a measure of 

what the competitors are putting effort into and, therefore, what it takes to be competitive 

for the given keyphrase.  (Meta Tags are an exception as they have little or no positive 

effect on ranking regardless of the amount of effort put into them.) 

 

This forms the basis from which SEO recommendations will be given on: 

 Relative importance of various SEO factors 

 Important optimal values for those factors  

 Strengths and weaknesses of competitors (not merely a report of what everyone 

else is doing, but actually what they are doing that is worth your attention) 

 Strengths and weaknesses of your page(s) 

This is the kind of information that saves you 4 to 5 months of trial and error to learn by 

hand.  It’s worth thousands of dollars in staff hours and opportunity otherwise lost. 

 
This takes the guesswork out of SEO research, minimizing costly trial and error. 
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Multivariate Analysis: (Which Competitors are Important?) 
Threat Matrix 

These pie charts depict the competitive distances between on competitor in the landscape 

and all the other competitors analyzed.  For example, below, we are looking at the threat 

matrix for the 16
th

 competitor in the list.  A small pie slice indicates close competitive 

distance (similar SEO Factors profile) to the 16
th

 competitor and a large pie slice 

indicates more dissimilar profile.  The competitor number highlighted in blue indicates 

the competitor that is the focal point of the chart.  The red numbers (3, 6, 11, and 26 in 

the case below) indicate competitors that are closest to 16 in competitive strength out of 

the set. 

 

 
 

Greater competitive intelligence! This prevents you from being blind-sided by 

threatening competitors and reveals windows of opportunity for you. 
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Keyphrase-Specific Recommendations: (What Changes 
Should I Make?) 
This table provides detailed recommendations for each SEO factor so that you know 

precisely which changes you need make to become more competitive for your target 

keyphrases. 

 

 
 

Actionable Information:  Instead of generic guidelines, you get detailed 

recommendations you can act on right away. 
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Keyphrase Difficulty Score (Which keyphrases should I 
tackle first?) 
Keyphrase Difficulty Scores: For each keyphrase, a difficulty score is calculated. This   
score examines how vulnerable high ranking pages are to being unseated in their 
position and the relative importance of the factors which cause them to be vulnerable. 
Low vulnerability indicates high difficulty for SEO.   
 
The value is from 0 to 1.  The higher the KDS value, the more difficult the keyphrase is 
for optimization. 
 
Instead of basing how difficult a keyphrase may be for optimization on the mere total 
number of competing pages, the KDS value basis this on all the on-page and off-page 
factors for the competitors and how much they are putting effort into the all the important 
factors for that keyphrase.  It also takes into account the competitive distances between 
the strongest competitors and the weakest competitors based on those same factors. 
 
Another way to understand the KDS value is that it takes into account all the information 
and intelligence depicted in the Threat Matrix charts from all the competitors. 
 

 
 

Set More Realistic Expectations: Prioritize your keyphrase list based on actual 
intelligence on how well your competitors are doing SEO. 
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Appendix I: The scientific basis and business case for 
the principles behind the CI approach 
 

There are two very important questions about a competitive intelligence approach to 

SEO.   

 How legitimate is the scientific basis for CI? 

 Is there a business case for the effectiveness of the underlying principles? 

In this CI approach, I basically use quantitative analysis in researching a company's 

online competition, specifically those who are competing for traffic in the search engines 

for important keyphrases.  You could call me a Quant for search engine optimization 

(SEO) or Internet marketing research.  

 

Quants - Engineers/Programmers who build advanced mathematical models for 

Quantitative Analysis 

"Brokerages and institutions have used quantitative modeling for years. But there's 

always been a mystique surrounding it. The actual inputs into the model tend to be 

closely guarded secrets. The models have been called black boxes, while the 

models' programmers have often been dubbed "quants" or "rocket scientists," and 

kept holed up in back rooms."- Source 

 

An article in Business Week last year, " Math Will Rock Your World", discusses the use 

of advanced mathematics in business applications. 

 

The article talks about how important advanced mathematics has been in improving 

efficiency for business and marketing in many different industries. Businesses are hiring 

these quants to help them make sense of the massive amounts of data they have. 

 

 

"The world is moving into a new age of numbers. Partnerships between 

mathematicians and computer scientists are bulling into whole new domains of 

business and imposing the efficiencies of math." - BusinessWeek Online 

 

(See also this graphic entitled "How Math Transforms Industries.") 

 

Multivariate analysis is already used quite effectively with landing page optimization for 

PPC.  “An increasing number of web marketers are turning to multivariate testing as an 

effective means to determine the optimal set of content on their sites. Marketers are 

testing variations of everything from landing page copy to navigational structure to 

registration forms, and optimizing their sites around the versions that most effectively 

achieve the marketer's goals.” – Eric J Hansen, Media Post (August 9, 2007) 

 

http://www.thestreet.com/funds/toolsofthetrade/898771.html
http://www.businessweek.com/magazine/content/06_04/b3968001.htm
http://www.businessweek.com/magazine/content/06_04/b3968001.htm
http://www.businessweek.com/magazine/content/06_04/b3968004.htm
http://publications.mediapost.com/index.cfm?fuseaction=Articles.showArticleHomePage&art_aid=65512
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“In one case study, a major auction site operator had a goal of increasing email 

newsletter subscription rates. The company ran a multivariate test on the 

newsletter registration form, with variations of the location of the subscription 

box both (both within the page as well as across sections of the site), alternate 

copy and text colors, and so on. Using a multivariate testing tool, the Web 

marketers analyzed their test results and gleaned several insights that were both 

delightful and surprising. First, the marketers looked at all the data in aggregate 

and learned that the best set of variations resulted in a 390% lift in subscription 

rates across all users -- a big success! But then the marketers segmented the users 

into two groups: first-time vs. return users. What they found was that there were 

two "best" sets of variations: one set was best for first-time users, and resulted in a 

350% subscription rate lift. The other set was best for return users, and caused 

subscriptions to increase by more than 600%.” (ibid) 

 

I apply the same kind of math efficiencies to the world of Internet marketing to give a 

company the business intelligence they need to take better action in their Internet 

marketing campaigns using search engine optimization (SEO).  I have developed 

techniques, strategies and highly acclaimed tools in the industry to that end. 

 

 
The ability to learn faster than your competitors may be the only sustainable competitive advantage." 

- Arie P. De Geus, former coordinator, group planning, Royal Dutch/Shell quoted by Peter M. Senge  

(source: The Fifth Discipline") 

http://www.ncsearchengineacademy.com/Mike.html

