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Name Domain
LinkedIn

Followers
LinkedIn Org

LinkedIn Ads
(30 days)

SEO Google Paid Meta

Alloy AI alloy.ai 4990 1-2 per month (standard) 7 1.7k 17 (Vol 712pm $2.47cpc) None

Go Crisp gocrisp.com 12714 5 per week (excellent) 61 2.5k 8 (Vol 0pm) None

SPS Commerce spscommerce.com 32136 2-3 per week (standard) 29 34.9k
103 (vol 136pm

$3.38cpc)
None

Sky Pad skyitgroup.com 10881 3 per week (bland) 28 50 33 (vol 312pm $4.23cpc) None

Your Company yourdomain.com 621 + 16086 1-2 per week (basic) 0 261 0 None

COMPETITOR BENCHMARK

What Rationale Did We Use 

We picked four competitors to benchmark from your list.
Top of funnel
Middle of Funnel
Conversion Assets

We audited your company assets and current live funnel, and website. 

“Competitors are significantly more active across paid and organic channels.”



Name Domain LinkedIn

Alloy AI alloy.ai 4990

Go Crisp gocrisp.com 12714

SPS Commerce spscommerce.com 32136

Sky Pad skyitgroup.com 10881

Your Company yourdomain.com 621 + (16086)

Content Type

Thought Leadership

Customer Proof

Product Led

Call-to-Action

Posting Cadence

GoCrisp

✅ Weekly

✅ Frequent

✅ Regular

✅ Clear

✅ 4–5× weekly

Your Company

⚠ Occasional

❌ None

⚠ Occasional

⚠ Weak

⚠ Modest

Authority Posts

Customer Case Studies

Product Updates

LINKEDIN ORGANIC

What the Market Is Doing

Competitors like GoCrisp are consistently visible with 4–5 posts per week, blending
thought leadership, customer proof, and product storytelling.

CTAs

LinkedIn Audience

The Opportunity

Building a consistent, educational LinkedIn presence will:

Increase visibility and trust with decision-makers.
Warm audiences before they enter paid ad funnels.
Create retargeting surfaces for middle- and bottom-
funnel ads.



LINKEDIN ADS FUNNEL

We can estimate competitor activity (61 Ads) to cost
$12,200+ pm of Ad spend on the platform. 

What the Market Is Doing

Across Alloy AI, GoCrisp, SPS Commerce, and SkyPad,
LinkedIn Ads are the primary top-of-funnel driver. We found
between 7–61 active ads per brand in the last 30 days,
blending awareness and conversion messages.

ToFu – Thought-leadership, case studies, product led.
and benchmark insights pull in cold audiences.

MoFu – Ads retarget visitors to custom landing
pages that match ICP pain points.

BoFu – Visitors are then retargeted to booking
pages with strong proof and low friction.

Funnel Stage

ToFu Awareness Ads

MoFu Custom LPs

BoFu Demo Ads

Retargeting

Alloy AI

✅ Consistent

✅ Targeted by ICP

✅ Always-On

✅ Active

Your Company

❌ None

❌ None

❌ None

❌ None

The Opportunity

By introducing a structured ad funnel with a moderate Ad spend >$2-3k, 
Your Company can:

Capture cold audiences with proof-based awareness ads.
Retarget website visitors with educational, webinars and demo content.
Shorten the buyer journey with message-matched landing pages.



Competitor SEO
Only SPS Commerce focus heavily on organic SEO
with long-tail low intent search traffic to bring
prospects into their funnel. 

High DR domain gives them an authority advantage
that would be expenses to match with backlinks
and cover their 1279 pages.

Long-Tail Strategy
Low intent searches that focus around questions “What is” type content.
Top pages are getting 1,000-3,000 views per month. 

Looking at the example sample pages, you can see the traffic is primarily
searching for commerce system knowledge, not brands looking for your
specific product solution. 

SEO is a long-term play 6-12 months and would require several hundred
pages of content to build up enough low quality traffic to result in high
quality enquiries..  

ORGANIC SEARCH (SEO)

The Opportunity

We support many SaaS businesses with SEO, buts it’s a long term play.
Your Company has a DR27 Vs SPS’ DR73, so it would require significant
link building investment just to make up lost ground, over and above,
content, and wait-time for maturity. 



Estimated Google Ads Spend
Across each of the 4 competitors we analyzed they are
expending approx. $1,000-2,000 per month on Google Ads as part
of their high-intent funnel.

Google Ad Network
Probable Retargeting

Short Funnel 
High Intent Search
Direct to Custom LPs

Google Search Ads

GOOGLE SEARCH & AD NETWORK
What the Market Is Doing

Competitors like SkyPad are using Google Search and Display Ads to
capture ready-to-buy traffic.

They’re bidding on high-intent, pain-based keywords such as:

“Retail analytics platform”
“POS data integration software”
“Retail performance dashboard”

Funnel Stage

Search Campaigns

Message-Matched LPs

Display Retargeting

Keyword Coverage

Sky Pad

✅ Active

✅ Present

✅ Running

✅ Mid & high intent

Your Company

❌ None

❌ Missing

❌ Missing

⚠ Branded only

The Opportunity

By introducing a structured ad funnel with a moderate Ad spend >$1-2k, 
Accelerated Analytics can expect to:

Capture in-market buyers already searching for solutions.
Send to conversion-optimised landing pages instead of generic pages.
Retarget non-converters through the Display Network for low-cost second
touches such as Meta.



Funnel Stage

Awareness (ToFu)

Engagement (MoFu)

Conversion (BoFu)

Current Content

⚠ Social insights only

❌ Missing

⚠ Case studies in PDFs

Impact

Drives likes, not leads

No education or nurture path

Proof exists but not leveraged

CONTENT STRATEGY

The Opportunity

A connected content system would provide choice architecture:

Turn social insights into top-funnel traffic via blog or LP links.
Use blogs + gated PDFs to capture and nurture leads.
Embed case studies within relevant solution pages and ad retargeting.
Feed every asset into LinkedIn, Meta, and email remarketing flows.

What’s Happening Now

Content is isolated, not interlocking, so it’s not working together to
guide prospects through a funnel. Audience consumes content but
don’t progress toward enquiry or demo.

Social Content

Activity is Engagement based “comment” or “tell me
what you think” with limited ToFu intent.

Valuable Industry Insight, but it stops at awareness
with no bridge to lead-capture or funnel entry.

Newsletter Sign Up appears occasionally but with no
clear value exchange or incentive. Why sign up?

Website Content

Blog posts function as company news rather than
educational or thought-leadership content to nurture.

Whitepapers and Case Studies exist as downloadable
PDFs with no funnel placement, lead capture or CTA flow.

Not Promoting Webinars is a missed opportunity to tap
into mid funnel traffic, more likley to sign up. 



CONTENT TO CONVERSION

What’s Happening Now

There are multiple conversion tools in place; demo page, webinars, newsletter, but
each asset works in isolation rather than pulling prospects deeper into the funnel.

Switch Jam would turn all three assets into conversion loops instead of content
dead-ends.

Demo Booking Page

Lacks proof or persuasion, no customer logos, one
testimonial, no performance stats.

No product marketing  visuals or walkthroughs.

Single CTA only, which creates friction for early-stage
prospects.

Webinars

Your strongest BoFu asset, but they’re siloed.

No ToFu or MoFu CTAs pointing people toward
upcoming sessions or replays.

Visually Challenging with dark branding.

Newsletter

Frequency is too high and too dense.

Primary focus should be to drive click-throughs back to
the site assets.

Leaking audience by sending them to external sites

The Opportunity

Rebuild the demo page with social proof, visuals, and multiple trust points.
Integrate webinars into ToFu/MoFu campaigns with retargeting and replay CTAs.
Redesign the newsletter structure for rhythm, brevity, and funnel intent.

Great content is only valuable if it converts, right now, yours stops too soon.



BRANDING AND POSITIONING

What’s Working

Core proposition “Real-time Sales & Inventory Reporting for Beauty Brands” is
clear and relevant.
20-year heritage and client logos add instant credibility.

What’s Holding You Back

Visuals feel dated and dark, out of step with modern SaaS and beauty brands. 
Messaging is cluttered too many features, no clear hierarchy of benefits.
Tone is technical, focuses on data processes rather than business results.

       “Your product delivers clarity...your brand and messaging should too.”

The Opportunity

Refresh colour palette, typography, and imagery to align with SaaS category.
Update homepage and landing pages with clear narrative flow and proof hierarchy.
Update CTA structure to introduce soft conversions (download, watch, scorecard).

Outcome: higher engagement, stronger trust, and improved conversion across all
channels.



2. Weak Mid-Funnel Content: The funnel jumps from awareness straight to “Book a Demo.”
There’s no education or trust layer between awareness and conversion.

3. Unoptimised Demo Experience: The Book a Demo page lacks proof, visuals, and reassurance.
Visitors see a form, not a reason to act.

1. No Retargeting System: You’re letting high-intent visitors leave without follow-up.

GAPS HOLDING BACK YOUR ROI

4. Disconnected Content Flow: Social posts, blogs, and webinars don’t link together.
There’s no choice architecture guiding users deeper into the funnel.

5. Underused Paid Channels: Competitors are visible across LinkedIn and Google Ads, you’re not.
No paid strategy means you’re invisible where intent is highest.

6. Off-Market Branding: Visuals and tone don’t match the modern beauty-retail SaaS aesthetic.
Messaging is cluttered, it says everything, but not clearly.



NewsletterBook Demo eBook / Guide
Blog Extension

Case Study

Scorecard

Educational Blog Content

Webinar

Case Study
Testimonials

Scorecard
Demo

Webinar

ToFu LinkedIn Ads Email LinkedIn DM
Educational Blog

Case Study
Educational Blog

Case Study
Educational Blog

Case Study

Website
MoFu Retargeting
(Consideration)

ToFu
(Awareness)

MoFu (Intent)

MoFu LinkedIn Ads

LinkedIn Post
Educational Blog

Case Study

FUNNEL FRAMEWORK

Custom HCLP

ToFu Google Ads
High Intent

Campaign Keywords

Pain Points
Features
Use Case

Proof
Lead Capture



NEED HELP
IMPLEMENTING 
THESE IMPROVEMENTS

Not got an experienced in-house marketing dept?

Not sure how to convert this opportunity into sales?

Need a data-driven approach to growth marketing?

Looking for a partner that can integrate into your team?



FULL-FUNNEL

For less than the cost of hiring one marketing employee

You get an entire marketing department

OUTSOURCED SAAS MARKETING

An exec team with experience in both start-up and PLC growth

We eat-up marketing, leaving you to run day to day operations

No guesswork. Just data-driven strategy and measurable results

Our experts’ become your virtual marketing department

Why SaaS Businesses Trust Us

Email us
Call us

Visit us switchjam.com

01386 830750
contact@switchjam.com

https://switchjam.com/book-a-meeting/
https://switchjam.com/

