How to do a content gap analysis

You have a website, you publish content, but traffic is flat. You look at competitors and they
seem to pull in visitors on terms you never even considered. That frustration is exactly why you
need to learn how to do a content gap analysis. It is the process of comparing your existing
content library against what your competitors rank for, then identifying the topics you are
missing. Once you see those gaps, you fill them with better, more targeted content. This isn't
about copying. It is about finding the open space in the market that you should own.

The real reason most content strategies bleed
traffic

Most teams write content based on what they think users want. They brainstorm blog topics
around their product features or internal pet projects. That is a trap. You end up with 50
articles about "why our software is great" and zero articles about the actual questions people
type into Google before they even know your software exists. A content gap analysis flips the
script. It forces you to look outward at what is actually working for other sites in your space,
then reverse-engineer that success. The gap is not just "keywords you missed." It is the
difference between what your audience searches for and what you bothered to publish.

Tools you actually need to find missing topics

You cannot do this manually. Well, you could, but you would be staring at spreadsheets for
three weeks and probably miss half the data. Use a tool like Semrush or Ahrefs. Both have a

"content gap" feature. You plug in your domain and up to five competitor domains. The tool
spits out a list of keywords that your competitors rank for but you do not. That list is your raw
material. Do not stop there. Export the data and sort by search volume and keyword difficulty.
A high-volume term that is easy to rank for is a gift. A high-volume term that is brutally
competitive might be a trap. You need to judge each gap by your site's authority.

Micro-example: Say you run a fitness blog for busy parents. You plug in your domain and
three competitor sites. The tool shows you rank for "quick workouts," but you have zero content
on "postpartum core exercises." That is a gap. Your audience searches for it, your competitors
cover it, and you are invisible.

How to separate real opportunities from noise


https://www.semrush.com/blog/
https://ahrefs.com/blog

Not every missing keyword is worth chasing. Some gaps exist for a reason. Maybe the term has
zero commercial intent. Maybe it is a question that people ask once and never click anything.
You need to filter. Start with relevance. If the keyword does not relate to your product, service,
or core audience, drop it. Next, look at intent. A term like "what is SEQ" is informational. A
term like "best SEO tool for small business" is commercial. You want commercial and
transactional terms first. Informational terms are fine, but they should support your funnel, not
distract from it.

Here is a quick decision framework:

High relevance + High volume + Low difficulty — Publish immediately.

High relevance + Low volume + Low difficulty — Publish if it supports a pillar topic.

High relevance + High volume + High difficulty — Consider only if your domain
authority is strong enough to compete.

Low relevance — Delete from your list. Do not waste time.

Three mistakes that wreck your gap analysis

First mistake: analyzing the wrong competitors. If you compare your local bakery to a national
recipe site, the gap list will be useless. Pick competitors that are in your exact niche and have
similar traffic levels or slightly higher authority. Second mistake: ignoring content format. A
competitor might rank for "how to fix a leaky faucet" with a video. If you write a 500-word text
article, you will not beat them. You need to match or exceed the format. Third mistake: doing
the analysis once and forgetting it. Content gaps shift every quarter. New competitors appear,
search trends change, your own content ages. Run this analysis every 90 days.

Rule of thumb: If a keyword appears in your gap list for three consecutive quarters and
you still have not covered it, you are leaving money on the table. Publish something,
even if it is not perfect.

A concrete scenario: SaaS startup versus
established players

Imagine you run a project management tool for remote teams. Your main competitor is a giant
like Asana. You run a content gap analysis. The results show Asana ranks for "best project
management software for freelancers." You have zero content on freelancers. The term has
decent volume and moderate difficulty. You decide to write a guide titled "Project Management
for Freelancers: Tools and Workflows." You target long-tail variations like "freelance project
management template" and "how to manage client deadlines as a freelancer." Within three
months, that guide brings in 200 organic visits per month and generates 15 signups. That is the



power of finding a gap and filling it with targeted, useful content.

What to do after you identify your gaps

You have your list. Now prioritize. Group related gaps into clusters. If you find ten keywords all
around "email marketing for ecommerce," do not write ten separate articles. Write one
comprehensive guide that covers all those subtopics. That is the pillar page approach. Then
create supporting posts that link back to it. This builds topical authority faster than scattering
thin articles across random gaps. Also, consider updating existing content. Sometimes the gap
is not a missing page, but a weak page. If you have an article on "social media scheduling" but
it is outdated and thin, rewrite it instead of writing a new one.

Frequently asked questions about content gap
analysis

How many competitors should I analyze?
Three to five is enough. More than that and the data becomes noisy. Pick direct competitors,
not aspirational giants.

Can I do this for free?

Partially. Tools like Sistrix offer limited free versions. Google Search Console shows you your

own queries, but not competitor data. Free methods involve manual checking, which is slow.

How often should I repeat the analysis?
Quarterly is ideal. Monthly is overkill unless your niche moves very fast, like news or trending
products.

What if my gap list is huge?
Focus on the top 20 terms by relevance and volume. Do not try to cover 500 gaps at once. Pick
the low-hanging fruit first.

Does this work for local businesses?

Yes. Use location-specific keywords. Compare your local service page against competitors in
the same city. The same logic applies.

Stop guessing, start filling

You already have the data. Your competitors are showing you exactly what works. The only
thing stopping you is the decision to sit down and do the work. Run the analysis, filter the


https://www.sistrix.com/blog/

noise, and publish content that fills the real gaps in your market. That is how you turn a flat
traffic line into a steady climb. No fluff, no guesswork. Just a systematic process that works
every time.
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