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Introduction
In today’s highly competitive environment,
accurate and timely data can be the key
difference between keeping tabs on,
getting ahead of, or being left behind the
competition.
This is why we developed Semrush .Trends,
a powerful market research and competitive
analysis toolkit. Consisting of the Traffic
Analytics and Market Explorer tools,
it allows you to:
• Collect information quickly and easily;
• Have an all-encompassing awareness
of the market or niche you are interested in;
• Better understand potential audiences;
• Set up more targeted and efficient
marketing activities.

For senior marketing personnel, this level
of insight and information can be invaluable.
Powered by advanced Big Data technologies
and machine learning algorithms, Semrush
.Trends also gives you the opportunity
to assess your rivals’ marketing strategies
and tactics from all angles, as well as to
qualify leads, evaluate prospective partners,
and gain an understanding of demand and
competition in your target market.
That’s a lot of marketing power, so in this
guide, we will explain how the toolkit works,
and how it can be leveraged to help you
achieve your business goals.
Let’s begin!

How To Use This Guide
The structure of this ebook is designed
to be flexible. You can read all
the chapters in the order they are
presented, or go straight to a particular
section of interest using the clickable
content list on the previous page.
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Researching
a New Market
When it comes to business growth, two scenarios are popular:
• Expanding into a new market
• Broadening your existing product range
In either case, you first need to understand the kinds of opportunities that exist in these
new markets, and whether or not they are viable. Semrush .Trends can help you to do this.
To run a thorough market analysis at this stage, you will need to tap into the three key areas
of research:
• Market: growth, demand patterns, and emerging trends
• Competitors: top players, growth rates, and general traffic generation strategies
• Audience: geo, size, and characteristics
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General
Market Overview
How to Estimate the Size of a New Market
Before you invest any serious time and money into conducting in-depth research,
identify whether there is sufficient demand in that market.
In the online space, traffic equals market size, so this can be done by analyzing the
performance of your competitors in your target region or country.
To do this, go to Market Explorer, enter your domain (if you’re already within that market)
or a big market player’s domain, and select the ‘Industry Competitors’ option (see below).
You will then be presented with an extensive industry overview.
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How to Estimate the Size of a New Market
The Market Traffic report will reveal the overall amount of traffic your target market has
been getting over the last two years:

Straight away, this will give you a good idea of whether or not there is sufficient
size and growth rate to proceed further with market research.

How to Detect General Market Dynamics and Trends
Once the new market passes the initial size check, it’s time to explore more granular
market dynamics and trends.
Many of these are discussed in major business publications, or in industry reports
from the likes of PwC, McKinsey, and Deloitte. At the end of each year, you can
expect these analytics firms to cover what they call megatrends.
However, given the ever-changing nature of the market landscape and the factors
that affect it, you can hardly wait for the reports to come out. What you need is
a reliable source of both historical and real-time market data to spot upcoming
trends before everyone else.

Semrush .Trends will allow you to signpost emerging trends
and demand patterns almost in real-time.
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How to Detect General Market Dynamics and Trends
A good place to start is with the Total Traffic Trends widget in Market Explorer.
For instance, in the example below, we can see that the US market traffic
for sporting goods has decreased in the last two years by around 24%, which
would suggest a relatively hesignificant decline.

You can also explore which countries are seeing the biggest rises (and falls)
in the global market share by referring to the Geo Distribution widget, and selecting
the ‘Top Changes’ filter.
As we can see below, despite a general downtrend in the market, Canada and Germany have
seen growth of over 25%. Canada and Germany may not have anywhere close to the biggest
market share, but we can see that they are the fastest-growing market for sporting goods.
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How to Detect General Market Dynamics and Trends
If we were interested in looking more closely at that German market, we could use
Market Explorer’s intel to also assess the key demographic trends and dynamics.

For instance, if we were to enter Germany, we would have to market to females and males
between 18-24 and 25-34 to capture the largest percentage of the market. And if social
media is a channel we’d place our bet on, we can also see the social media preferences
of the potential target audience:
Once the market trends part is clear,
move on from general market patterns
to competitor-specific ones to better
understand their product/service
and traffic generation strategies.
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How to Detect General Market Dynamics and Trends
If you select the Top Pages tab in Traffic Analytics, you can see your competitors’
most popular pages for the previous months.

You can then compare this against last year’s data (or for however long you want
to go back), and get a better idea of the most popular product pages and services
amongst their audiences.
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How to Detect General Market Dynamics and Trends

For instance, we can see that the designer Yeezy product range was attracting 6m visits
in April 2020, but only 252.3k in April 2021. As a result, you might deduce that there is now
far less interest in expensive designer sportswear in this market.
You can also use this access to historical data to track seasonal offers and trends,
allowing you to build an even more complete picture of your market and the seasonality
that affects it.
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Competitive
Landscape Overview
How to Identify Market Leaders
This kind of more granular market and competitive analysis is not possible to run if you
don’t know who your direct competitors are. And if it’s a totally new vertical or geographic
region, you may not even know who the top players in that field are.
It’s crucial to have this information not just for benchmarking purposes but to gain a more
thorough understanding of your target industry and get a better grasp of its consumer base.
So, let’s look at how Semrush .Trends can help:
• To build a list of the top companies in the market, go to Market Explorer and enter the
most prominent industry website you can think of. For instance, if you are selling coffee
beans, enter Starbucks’ website
• At the top of the page, set the dropdown menu selection to ‘Industry Competitors’.
You can also change the location if required
• Look at the Semrush Growth Quadrant
The Semrush Growth Quadrant is a powerful and highly valuable tool that allows
you to visualize your competitors’ market positions, and assess their current audience
size and growth rate.
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How to Identify Market Leaders
In the case of our coffee example, we can see the following:

Starbucks, as expected, has a significantly higher level of traffic volume than everybody
else, although home nespresso.com has the highest growth rate. So, what does that mean?
In general, the Growth Quadrant can be read using the following table:

Online market share

Growth

Game Changers

Small

Fast

Niche Players

Small

Slow or negative

Leaders

Big

Fast

Established Players

Big

Slow or negative
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How to Identify Market Leaders
Starbucks’ high traffic volume and medium growth rate clearly identify it as the market
leader in the US, but Nespresso and Keurig are well placed to evolve. Deathwish Coffee
is growing quickly, but it is struggling to attract traffic volume anywhere close
to those companies.
You can toggle this quadrant to get the top 10 or even 20 biggest market players,
giving you a clear indicator of the top-performing companies in your niche.

How to Overview a Niche
and Measure Competitor Market Share
The next step of your market assessment is to see how strong your potential rivals are.
Semrush .Trends can help you to identify what kind of market share they actually have.
By researching several competitors, you will see regional market trends and be able
to make informed decisions on any planned expansion.
Benchmarking top players against each other also helps you to discover the most
effective traffic acquisition strategies in your new market.
When it comes to measuring the market share of your competitors, the Growth Quadrant –
mentioned previously – is highly revealing. If you want to dig deeper into the exact
numbers involved, though, you should consult the Share of Visits widget, also found
in the Overview section of Market Explorer.
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How to Overview a Niche
and Measure Competitor Market Share

This feature also allows you to dig much deeper into each individual competitor and even
break down their share of visits by traffic type. In addition, you can measure each of these
competitors against the overall market for the following metrics:
• Growth by sources (direct, referral, social, search, and paid)
• Traffic generation strategy (direct, referral, social, search, and paid)
• Audience (age and sex)
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Strategic
Audience Insights
How to Leverage Audience Data
for Strategic Decisions
Now, once you know who the industry’s top players are and where they stand
in terms of audience share, you should assess how much their audiences overlap.
Traffic Analytics’ Audience Insights report is a very handy tool for this.
There are two key data points you can dig out from this report:
• If you’re already within the given market, you can input your competitors into the report
and get an idea of how much overlap your audience has with those competitors.
• If you don’t yet compete in the niche, this report will also be of interest to you.
You can enter up to 5 prominent market players and see how much their audiences
overlap to assess the maximum audience potential within the niche and pinpoint
more direct rivals in the future.
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How to Leverage Audience Data
for Strategic Decisions

Below the Audience Overlap report, you will see a list of domains that represent the highest
shared audience percentages in those overlaps.
Once you know where your collective audience spends most of their time, you can formulate
a better audience acquisition strategy and directly target users on those platforms with your
remarketing campaigns.
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This is just an introductory excerpt
You can download the full version here:
https://www.semrush.com/ebooks/competitive-research-pdf/

