
The Great 
„Competition Research” 

Myth

Why Most “Rules” (even of the “of thumb” 
type) And Automated Competition Research 

Software Cannot Compete With A Bit Of 
Solid Head-Scratching And Use Of Good 

Old Common Sense 

By Dr Veit U.B. Schenk

© 2010 Dr. Veit U.B. Schenk  www.Bizionaire.com

http://www.Bizionaire.com/


© 2010 All rights reserved.

No part of this book may be reproduced in any form or by any electronic or
mechanical means including information storage and retrieval systems, without
permission in writing from the author. The only exception is by a reviewer, who
may quote short excerpts in a review.

Dr Veit U.B. Schenk

Visit my website at www.  Bizionaire  .com  

You can also reach me the good old fashioned way:

Veit Schenk
Hofackerweg 7
79379 Müllheim
Germany
Tel: +49 (0)7631 9740640

The contents are based on the author’s personal experience and research. Your
results may vary, and will be based on your individual situation and motivation.
There are no guarantees concerning the level of success you may experience.
Each individual’s success depends on his or her background, dedication, desire
and motivation.

We make every effort to ensure that we accurately represent our products and
services.

There is no guarantee that your results will match examples published in this
report.

Some links may change or even not work for many reasons beyond the control of
the author and distributors. They cannot guarantee or otherwise be responsible
for what you might find when you click through to sites not under the control of
the publisher of this report.

© 2010 Dr. Veit U.B. Schenk  www.Bizionaire.com

http://www.Bizionaire.com/
http://www.Bizionaire.com/
http://www.Bizionaire.com/
http://www.Bizionaire.com/


Ever done “competition analysis” and wondered 

– how many “competing pages” are too many?

–  What an acceptable “allintitle”/”allinurl” competition 
value is?

–  What the maximum “page-rank” of your competition 
on page 1 should be? Etc, etc, etc?

 If that's you, you'll love this report! (because it'll remove 
 all your headaches in one go!;-)I

Hi there,

my name is Veit Schenk, and in this report I'll share with you  what I've found out 
about keyword and competition research “playing” with many tools like Market 
Samurai, SENuke, Micronichefinder, Keyword Corral, and looking at courses like 
George Brown's Sniper course, bum-marketing etc.

All of these tools and courses have one thing in common: 

they attempt to take some sort of measure like e.g. the number of competing 
pages for a certain keyword and then give you an indication whether it is 
easy to compete for the keyword.

And by “compete” I mean of course that you have a fighting chance to get your 
own website, optimized for that keyword into the top 3-5 of Google (because 
that's where the traffic is).

So, what you'll see here is what I found in the process of getting plenty of 
websites, articles, hubpages, squidoo lenses etc to rank in various niches (and 
many more never to appear anywhere near the top of Google, Bing or Yahoo).

Whereever possible, I'll give you examples or counter-examples that illustrate 
why most of these “rules (of thumb)” are flawed and why you should always use 
common sense when looking at the competition.

And that should go a long way to answer questions like:

1. What about how many competing pages?
2. What about the page rank of the top ten sites?
3. What about the number of back links the top ten sites have?

Just as a “disclaimer”: I'm not an SEO guru by any means. I know a few things 
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about SEO, but certainly not everything there is to know. 

Could I get even better results if I did? Probably!

But, guess what?

I've got a bunch of little affiliates sites sitting pretty in Google and doing exactly 
what they're supposed to do: make money on auto-pilot.

And frankly, that's all I care about.

So, what you're seeing here is based on about 3 years worth of trial and (lots of) 
error and a bunch of common sense.

Which incidentally has a great upshot: it's all super-simple;-)

Ok, let's go!

Myth #1: Using number of “competing pages” as an indication of how 
competitive the landscape is

Right, under this heading I'll put everthing that says you need to look at

– the number of results shown in Google

– the use of allintitle, allinanchor

– the number of results shown when entering your search query in quotes 

– …

The underlying assumption is of course that the more competing pages there are, 
the higher the competition.

And although there is some truth to this, there are just too many counter-
examples that show you that you simply cannot use a fixed number and 
make an informed decision based on this.

Here's reason #1 why there isn't a straight correlation between number 
of pages returned and the level of real competition:

Let me give you a very simple (artificial example):
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let's assume you are looking for a “best webhosting”.

Google returns around 269.000 results when you enter the term without quotes 
(meaning: somewhere on the sites Google returns, you'll find the words “best” 
and “webhosting”, in some sort of order).

When you enter the term with quotes (meaning the term “best webhosting” has 
to appear just like that somewhere on the pages Google returns), then you get 
around 88.700 results.

Without quotes under 300.000, with quotes under 100.000, so not necessarily 
“easy”, but certainly doable.

So, on the surface, that should be easy(ish).

The “problem” is this: there is only a very limited number of hosting companies 
out there, and they all really, really, REALLY want to be at the top for the term 
“best webhosting”.

And because there are only a few of them there, there is only a limited number of 
webpages (and hence results in Google) for the term “best webhosting”.

Ok, in practice, there are a lot of affiliates trying to sell hosting deals, so you'll 
find quite a few pages, but you get the idea: if there are only a handful of 
competitors but they really know what they're doing, then it's going to be tough 
to break in there.

Here's another a real-world example you can use to remember the 
concept:

the “cola” market is dominated by 2 big players 
and a handful of small(ish) competitors. 

And they all want to be at the top of their 
customers' and prospects' minds.

I mean really, really, REALLY want to be right up 
there.

So, they spend something like gazillions of dollars 
every year to make sure they're at the top.

Very few players (mental translation: very few results pages) but fierce 
competition.
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Here's reason #2 why there isn't a straight correlation between number 
of pages returned and the level of real competition:

Google (I'm using Google as the representative of all search-engines) 
tries to show relevant information. 

And when you look up how Google works, you'll find that they simply compute 
some measure of relevance and when you enter your search query, ONE of their 
servers tells you roughly how many relevant results might be in their index, and 
another one serves up the most relevant of those results.

Take as an example the search term “led grow lights”

Type this into Google, without and with quotes and you'll get these results:

1) without quotes, you'll get around 536.000 results:

and 

2) with quotes you'll get 1.410.000 results. 
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First question: WHAT? More with quotes than without?

Normally, it is “supposed” to be the other way around, right?

Well, that's just the way Google works.

One of the server-twins thinks that for the query in quotes (you want exactly that 
text to appear somewhere) it can serve up MORE relevant pages than for the 
query that's loosely based around “led grow lights”.

Second question: are there really close to half a million results pages or  
even 1.4 million results pages?

So, I scroll down to the bottom and jump to the last page. Incidentally, I've set 
the number of search results to 100 instead of 10, so if you only get 10 results in 
one go, you're going to have to scroll through a bunch of pages.

Alternatively, you can add this string to the end of the URL of your Google search-
query:

&start=xxx  

(where xxx is the number of the result from where you want to see results).
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So, when we do this, it turns out that instead of 536.000 results, we only have 
around 700 that are truly relevant. 

(remember: Google only wants to show relevant results!)

And that's of course what the second Google twin-server decides:

For the exact match the case is very similar, instead of 1.4 million it turns out 
there are only really about 800 or so relevant results (821 last time I checked).
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So, what does that mean?

First of all, the numbers alone tell you that the number of pages returned at the 
top of Google

is isn't even in any sort of correlation with what Google itself thinks is really 
relevant.

In this case: 536.000 translates to 700 relevant pages, and 1.410.000 translates 
to 821 relevant pages. Errr, and now?

Ok, now you might think: awesome, all I need to check is how many “real” 
relevant pages are out there and that should give me an indication as to what the 
real level of competition is. 

Unfortunately, as this thread (which starts with the promising title that 70% of all 
“allintitle” results are plain wrong, which they are...)

http://www.warriorforum.com/warrior-special-offers-forum/252539-search-
engine-optimization-do-you-know-allintitle-wrong-70-time-keyword-quantifier-
true-count-unfolds-4.html

shows, it ain't so easy. 

Using fixed thresholds in practice gone wrong examples
But, before we get there, here a few more examples from practice WHY/HOW 
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using fixed thresholds (rules) simply doesn't work in practice:

Just to give you a few specific examples (I'm blurring the actual keywords, as 
they're all sites of mine apart from one).

When you use the “golden rules” as suggested by Ed Dale of the 30 day 
challenge, then you should only consider keywords that have 

- at most 30.000 webpages globally that mention the keyword in that exact 
order (i.e. phrase match)

Ok, just taking 6 of my sites which all ranked on page 1 of Google within at most 
3 weeks with me doing very little in terms of getting backlinks (the “body building 
tips” site isn't mine, it's there to illustrate a particular point on on-page 
optimization later on).

In this screen-shot from inside Market Samurai, you'll see the results for 7 
keywords without any filters set: (if you don't have Market Samurai and would 
like to follow along, you can get a completely free trial at 
http://www.bizionaire.com/marketsamuraifreetrial)

apart from one all have decent traffic (the last one is one that right now in winter 
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has nearly no searches, but really picks up in summer).

And all of them rank on page 1 of Google. Very easily in fact.

Now, let's set the filter to the “Golden rules”: in other words the SEO competition 
field to 30.000:

Result?

All but one are filtered out. According to the rules, ALL of my sites (which took 3 
weeks at most to get to the top of page 1 of Google) are too difficult, I should 
NOT go after them.

Because, well there are just too many competing pages.

This just as another illustration that there really is no such thing as “too many 
competing pages”, there is only competition on page 1:
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The only “true” competition is on page 1 in the top 3-5 spots, so page 1 is what 
you should be analyzing.

So, let's have a look at the page 1 competitors for the keyword 

“body building tips” (which according to the “competing pages” rule, SHOULD 
be the 2nd easiest of the lot above, right?)

As you can see in the next graphic, the guy in #1 spot has a page-rank (PR) of 
only 1, “only” 459 backlinks to his homepage, no EDU/GOV backlinks, isn't in 
DMOZ or the Yahoo directory and the site is only 3 years old.

A baby compared to the other guys, right?

And yet, they're at #1 of Google.

Why?

Well, you have to look at their site and you'll quickly see why!

They site http://bodybuildingtipsguide.com/ is at the top of page 1 of Google for “body 
building tips” because a) I imagine they're providing a good user-experience 
(please let me know if you're into body building and find this site useful) and b) 
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they know a thing or two about search-engine-optimization. 

Just look at the front-page and you'll quickly see tons of related keywords, with 
headers, sub-headers, tons of internal linking around their site etc.

Just for kicks, I've put red arrows to some of the keywords they're using on their 
home-page:
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A similar example is Eben Pagan's http://www.doubleyourdating.com/. 

They know a thing about SEO and it shows on their homepage

(they also know a thing about testing, so whenever you go there, you'll find a 
new version, sometimes totally stripped down without any extra keywords, 
sometimes, like today from my computer, again with lots of content around 
related keywords)

So, the big message here (or first HINT of what you need to look at) is:

it's not necessarily the off-off-page stuff (i.e. what the competition are doing in 
terms of off-page factors), but rather what's happening on-page.

Ok, for full disclosure: the example at the bottom of the 7 sites I showed you 
above, the one which has only 9260 competing pages was the easiest to rank, it 
shot straight to #1 on Google and hasn't budged since.

However, I've had a good go at sites with fewer competing pages than that and 
never had any success with them. Why? Because I ignored what's REALLY 
happening on the top 5 sites....

With that, let's have a look at some of the other “automated” measures for 
determining whether it's easy to get onto page 1:

Myth #2: Page Rank matters

Ok, I'm by no means an authority on page-rank, I can only share with you what 
results I've gotten.

Do you want the short version?

Here it is: forget about page-rank, it doesn't mean anything.

Quick example?

One of my little sites sitting pretty in the midst of well-established, high PR sites, 
getting traffic day in, day out. Oh, after throwing a massive 52 backlinks at it.

Wow....
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The big difference? It's completely on-page optimized!

Had I seen the results page in Market Samurai before and believed in the whole 
“PR” thing, I would never have gone after that keyword.

Similarly for the backlinks: look at all those big red boxes screaming “stay away”, 
you have NO chance of ever playing with us.

Sure....

Granted, that's just one example, and of course there are plenty of cases where 
you cannot compete with the guys at the top when they have “only” high PR and 
you have outstanding on-page optimization.

That's why, a little further down I'm going into more detail on how you can use PR 
as a “guiding principle” when evaluating competition. Look out for the concept of 
“competing with the authority of an entire site” vs “competing with the PR of a 
single page”

Ok, if allintitle, number of competing pages, page-rank and number of backlinks 
all doesn't count (ok, don't get me wrong, they give you an indication of what 
may be going on), then what can we use to check if we have a good chance to 
quickly rank?
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Well, another well-established “myth” is that the number of articles, hubpages etc 
(generally speaking: so-called “Web2.0 properties”) are around, then you have a 
good chance of ranking.

Let's have a look at competition from Web2.0 properties then:

Myth #3: If the market is full of Web2.0 you can/cannot easily rank

Ok, there is so much conflicting information out there, this is almost funny.

There are some tools out there (including e.g. SENuke) which basically say:

hey, if the first X results of Google have lots of so-called Web2.0 properties 
(sites like ezinearticles (or any other article directory), hubpages, squidoo 
lenses, scribd,buzzle etc) in it, then that means that Google is also showing 
“low quality” (ish) sites, and hence it should be easy to rank.

So, SENuke and other tools then compute a score based on this and tell you to go 
for it.

Other tools on the other hand compute a “saturation” measure, and they tell you: 

hey, if there are plenty of web 2.0 properties in the top X,then that means 
that tons of affiliates are going after this term and you should stay away 
from it.

Well, first thing: most affiliates are lazy sh*ts, and they don't really do the work 
that needs to be done to really push their sites/articles/videos up the rankings. 

So that definitely should NOT be a reason to stay away from a nice 'n juicy 
keyword.

Secondly, and this goes back to the “Google trying to serve up relevant” content 
theme: it really depends on the niche.

I know it sounds weird, but it really depends on the niche, the keyword etc 
whether a lot of Web2.0 properties are a good or a “bad” sign.

Sometimes I find an ezinearticle (or articlesbase or findarticles) PLUS a hubpage 
PLUS a squidoo lens on the first page of Google and I have no chance of getting 
my own article in there.
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And other times it's just the other way round, I just need to mention to Google 
that I've got a new article and le voila, there it is.

Apparently, I just published just the type of “relevant' content Google wants to 
serve up.

But of course, the other way it happens too: 

no Web2.0 property in sight, I put mine in and yehaa, page one domination is 
mine.  And then in other cases, no Web2.0 property in sight, and mine has just 
joined all the other ones that will never be shown.

What do you learn from this?

Something beautiful and liberating in fact!

It's the basic principle of direct marketing: you just cannot know (in this case: in 
what kind of mood Google is) and hence: you need to test.

It really depends on the market, on the keywords, on the web2.0 properties 
(what's “hot” in the eyes of Google changes on a regular basis, right now 
Buzzle.com seems to be one of big G's favourites, but I'm sure they'll go out of 
fashion as soon as something new and fresh comes along)

Right then, let us sum up: 

1. Using thresholds on some numbers related to “competing pages” (whether 
it's in the title, the URL, the body, with quotes or without etc) is pretty 
much only a very rough indicator of competition levels.

2. Page-rank (PR) can be used as a very rough indication of competition 
levels, but really only when you publish the exact same type of property 
(e.g.: you're trying to compete with another youtube video. Well, in that 
case it make sense to look at their PR to get an idea of what types of 
backlinks you may need to guarantee success (although you by now know: 
there are no guarantees in this game)

3. Forget about any measure related to “saturation” of the top X search results 
with Web2.0 properties. First of all, Google constantly changes what it 
considers a “worthy” Web2.0 property (apart from of course Youtube, which 
it owns), and secondly, it really depends on the keyword, on the niche, on a 
bunch of other factors Google is never going to tell you about.
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At the end of the day,
it all boils down to this

It turns out, that 

really what you need to do is look at the strength of the top 10 sites and 
see if you can compete with them.

Which kinda makes sense, because ultimately you need to have your site in the 
top 3 to get any real traffic.

And btw, it really doesn't matter whether you're looking at operators like

– allintitle

– allinanchor

– allinwhatever

– number of competing pages with or without quotes

they only give you a very, very rough guesstimate as to how much “real” 
competition is out there.

At the end of the day, you'll always have to look at the top 3 (max 5) because 
they're the ones you're trying to compete with. Check out what they're doing, do 
it better and beat them. Pretty much every time.

The End
© 2010 Dr. Veit U.B. Schenk  www.Bizionaire.com

http://www.Bizionaire.com/


So, if all this stuff doesn't work, 
what do I do instead?

Ok, although that's pretty much it, when you're quickly testing a market, 
you don't want to spend hours analyzing exactly what the top 3 are really 
doing, but instead get a quick idea of the “competitiveness” of a market so you 
can quickly put out some content, see if it starts ranking with minimal effort and 
then decide whether it's worth your while.

So, here's my process how I evaluate page 1 of Google.

And when I say page 1, I use the top 100 for my evaluation.

(REMEMBER: we're in “hey, I cannot be bothered to critically analyze the top 5 for 
each keyword, I just want a quick 'n dirty measure of some “chance of success” 
with a big list of keywords”-mode. Hence: look at top 100, not just top 10)

(if you're still only looking at 10, go to the settings:

and set the number of results to 100:
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(remember to “save” your settings at the bottom of the page)

I then search for the keyword in Google (without quotes), completely ignore 
any number of result pages showing up and then search for the term 
“article”.

(in Firefox hit “CTRL-f”, then type “article”)

This will find things like ezinearticles (and pretty much the majority of article 
directories), buzzle etc.

If it shows up in on page 1 or 2, I mark that down in my trusty spreadsheet.

Also, if there are hubpages and/or squidoo lenses and/or youtube videos, I'll put 
a tickbox in my trusty excel spreadsheet.

Why? Didn't I just say sometimes it's “good”, sometimes “bad”?

Correct!
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That's why I take note, simply collect a bunch of candidate keywords and then 
put them into 2 piles: 

• the “lots of Web2.0 properties in top X” (the smaller X, the better, in 
practice I get excited when I see 2 or more Web2.0 properties in the top 
30, and I get really excited when I see 3 or more Web2.0 properties in the 
top 15)

• And the “no Web2.0 properties in the top X” pile. In this case I'll go for 
X>50(ish)

For lot 1, I'm usually done, I typically make sure that SOME of the Web2.0 
properties have a page-rank below 3 (one of those exceptions where I use PR)

(by now it should be clear why I can use PR here: because I'm comparing apples 
with apples, I want to set up the exact same property, and all I need to do is beat 
their backlinks and I'm (usually) done)

For the second lot (the “no Web2.0 properties” lot), I'll have a more in-depth look 
as to what's happening in the top 10:

1. If I find there are mainly root-domains that are being shown by Google, 
then this sets off some warning bells. If on the other hand I find lots of 
internal pages, then I'm a little happier. If it's internal pages on .GOV/.EDU 
sites, that's “bad”.

2. If there are web2.0 properties (especially videos) and they have a high 
page-rank and lots of backlinks, this sets of warning bells too. Web2.0 with 
low PR is good. (this is one of the few cases where I use PR as an indicator, 
see above)

3. Lots of .GOV sites/.EDU sites are “BAD”.

4. Lots of sites with good on-page optimization (just the basics that Market 
Samurai is showing) is “BAD”. Why? Because competing with them on a 
“like-by-like” basis is getting more difficult and I don't like difficult. Takes 
too much time.

5. just as a side-note: ignore all “news” type sites. They're typically only there 
for a short while and then disappear again. They usually have a really low 
PR and everything shows up as “green” in Market Samurai, so you get all 
excited. Don't! Just ignore them completely.
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And then I give each keyword marks on roughly how good/bad the competition is.

On page vs off page optimization
Incidentally, in both cases, the most important thing for me is once again, how 
on-page optimized these results are:

The more they're on-page optimized, the more (in my opinion) Google has 
already found what they really want to show (i.e. Google thinks they've found 
something really relevant), and the more I have to make an effort to beat them.

So, whenever possible, I'll give precedence to keywords that are NOT on-page 
optimized.

Here's my reasoning: (this is the bit I referred to earlier in the “PR is useless 
(mostly) section”)

We know that Google wants to show relevant results.

So, when it shows plenty of root-domains (which are mostly NOT on-page 
optimized), then this suggests to me that 

– Google doesn't have the perfect “relevant page”, BUT, at the same time

– Google thinks these sites are so incredibly relevant (or: have such 
authority) that they are a good enough match, whatever they say will 
satisfy the person who is looking for information.

On the other hand, when it shows mostly internal pages (which are mostly NOT 
on-page optimized), then this suggests to me that

– Google thinks it has a perfect (or nearly so) “relevant page”, so it shows it.

BUT: because these results are NOT (at least in many cases) on-page optimized, 
it should in practice be relatively easy for me to duplicate what they are doing, (in 
terms of content and backlinking) and at the same time make sure my on-page 
optimization blows them out of the water.
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In the first case I'm competing with the authority (in the eyes of Google) of the 
entire site, in the second case I'm competing with the relevance of a single page.

I prefer the latter battle.

Finally, when I've compiled a nice big list, then I simply pick 50% from one pile, 
50% from the other pile and I'm done with my keyword and competition 
research.

The 50-50 rule is simply based on the observation that for any particular niche I 
cannot tell in advance whether the “web2.0” heavy keywords are easier to rank 
for than the “clear of all Web2.0” keywords.

So I simply take half-and-half, quickly produce some content and see what 
happens.

And only when I get the first signs from Google, then I refine and focus on the lot 
that appears to be working best (for this particular niche).

So, some practical examples:

Case-studies
Let's start with an example of “BAD” according to the rules above:

The keyword is “quit smoking” (which I expect is going to be difficult to compete 
for)

And yes, the SEO competition results shown in Market Samurai confirm this:
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Lots of .GOV (root domain and internal page in Pos1 and Pos 4), otherwise mostly 
root domain, Web2.0 properties (youtube and metacafe) with high PR and a good 
number of backlinks and quite a few pages with quite a bit of on-page goodness 
going on.

All in all: “quit smoking” isn't a top priority for me.

Let's take a couple of examples that aren't quite as “hard-core”, which have very 
similar traffic levels (“only” around 150 exact match searches per month) but are 
in my opinion very different in terms of “competition”:

They are “best stop smoking products” and “10 ways to stop smoking”

The first one has quite a few root domains (#1 has a category, instead of root 
domain) in the top 10, whereas the second example has pretty much only real 
internal pages in the top 10.
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Both have an ezine article in the top 10 (pos 6 and 7) and both are mostly not 
optimized for the on-page factors (mostly all green or orange on the right hand 
side of the Market Samurai SEO competition page)
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In this case I'm much happier with “10 ways to stop smoking” as it's all about 
internal pages, the top 5 aren't really optimized at all (in terms of on-page 
factors), so “10 ways to stop smoking” is added to my list.

Conclusion
In my experience it's simply not worth looking at measures such as “number of 
competing pages”, “allintitle”, “allinurl” etc, and really I only need to look at the 
top 3-5 on page of Google to figure out what the “real” competition is.

But, when putting out lots of content, it's often not practical to do an in-depth 
analysis of the top 3 pages, so, you need a few rules of thumb, so you can quickly 
compile lists of candidate keywords where you have a “fighting chance”:
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[this is the page to print out and stick next to your computer next time 
you do keyword/competition research]

I tend to go for keywords that 

1. either have lots of Web2.0 properties in the results pages or

2. none and then 

3. pick 50% from one pile and 50% from the other, simply because you just 
cannot know in advance which ones are going to work.

Then I make sure I go for keywords that 

1. don't return lots of root-domains (so I don't have to compete with the 
authority of an entire domain),

2. but prefer the ones where I have lots of internal pages (preferably NOT on-
page optimized), so I'm only competing with a single page.

I ignore news-sites in my analysis because they're here today, gone tomorrow.

But I don't ignore .gov and .edu sites (and a few of the other heavy-weights like 
wikipedia).

For the heavyweights, I have a separate rule: if they provide the exact answer 
people are looking for and they have now found the solution to their problem, 
then I stay away from it.

If on the other hand the heavies  help them at the “information gathering” end of 
the buying cycle and then they're left hanging (as they're getting closer to the 
decision making end of the buying cycle), then I'll happily jump in and ignore the 
fact that I cannot be in the top 3 or 5, simply because people will click links even 
in position 5 and below, just because they didn't really find what they were 
looking for in the top 3(-5).

Like I said in the introduction, no rocket science here, just plain common sense 
and an understanding of what Google is trying to achieve.
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Right, I hope this helps clear up some confusion about what “filters” to use.

Filters are a good starting point as they give an “indication” of what the 
competition “may” be like.

At the end of the day, you're going to have to use your common sense and a bit 
of an understanding of how Google wants to serve results.

The great news is this: the vast majority of your competitors will continue to use 
fixed thresholds, filters etc and hence leave a ton of juicy, ripe for the picking 
keywords untouched. 

Go, get them!

Now, if you liked this report, could you do me a favor please?

Go to the page where you found this report:

http://www.bizionaire.com/competition-research/

and hit the Facebook “Like” button or retweet it on Twitter. And of course, if 
you've got friends who might benefit from this, feel free to share it with them too.

And finally, from time to time I'll be releasing more reports on other topics such 
as “finding the sweet-spot in the buying cycle”, “on-page optimization”, “list-
building”, “site-configuration”, “testing (testing, and then some testing)” and 
more.

If you'd like to be notified when I release these reports, just l Go to 

http://www.bizionaire.com/competition-research/

  find the signup-box and let me know where to send them!

    all the best and to your Online success

        Veit
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