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1. Key findings

FINDINGS

WHAT  TO  DO

Publish the templates and how-tos teams search before choosing a tool (Gantt, RACI, sprint

planning, workflow examples) and make each one usable in your product. Add honest

comparison and pricing pages, because AI answers to “best project management tool” draw on

them.

Project management is the door. 3.8M US searches/mo across eight topics, and Project

Management is 1.6M (41%): “project management” (604K/mo), “project management

software” (276K), “gantt chart” (96K).

A

Methods come second. Agile & Scrum draws 1.1M searches/mo (“agile methodology”,

461K; “scrum”, 98K). Workflow automation (264K), whiteboards and mind maps (260K) and

task management (235K) are each about 7%.

B

Big organic footprints. Asana gets 2.7M visits/mo on 125K keywords and Miro 2.6M;

Smartsheet ranks for 72K keywords, many of them spreadsheet how-tos. monday.com and

Airtable draw about 600K each.

C

AI answers lean on comparison sites. Asana holds 41.2% of the set’s 18.6M AI

impressions/mo and Miro 29.3%. “What’s a good free project management tool?” (33K)

cites clickup.com, atlassian.com and trello.com, so category answers often name brands

outside this set.

D

Organic search pays back at the median. Taking the median annual contract in the

segment ($26.2K), a Growth project brings about 98 customers and $1.40M of paid

revenue on $263K over 24 months (ROI 434%, break-even in month 15). With bottom-

quartile contracts and lead rates it still returns $503K (ROI 92%).

E



2. SEO Opportunities

RELEVANT  CONTENT  IDEAS

3 735
TOPICAL  CLUSTERS

8
MONTHLY  SEARCH  VOLUME

3 764 540

CLUSTER VOLUME  SHARE IDEAS VOL/MO

Project Management 39.6% 452
1 560

850

Agile & Scrum 28.3% 428
1 112

750

Workflow Automation 6.7% 492 263 800

Collaboration & Whiteboards 6.6% 494 259 520

Task & Work Management 6.0% 478 235 000

Resource & Time Tracking 4.8% 483 190 550

Templates & Planning 3.1% 490 123 290

Spreadsheets & Databases 0.5% 418 18 780

Relevant total 95.6% 3 735
3 764

540

Total 3 904
3 936

850

How this was built

FINDINGS

Project Management (41.5%) and Agile & Scrum (29.6%) hold over 70% of relevant US

demand. Workflow Automation (7.0%), Collaboration & Whiteboards (6.9%) and Task & Work

Management (6.2%) follow; templates and time tracking are smaller but closer to a purchase.

WHAT  TO  DO

Lead with method guides (agile, scrum, kanban) and free templates, then “best project

management software for …” pages by team type. Every template should open in the product.

Off-topic / adjacent — excluded 4.4% 169 172 310



3. Competitive Landscape

3.1 Organic SEO — Ahrefs Site Explorer

BRAND  ORG. TRAFFIC/MO  ↓ ORG. KEYWORDS  TOP  3 BACKLINKS  ORG. VALUE  DR  

Asana
asana.com

2 675 571 125 022 66 678 5 976 812 $2.7M 91

Miro
miro.com

2 551 075 66 091 29 853 4 243 715 $838K 90

Smartsheet
smartsheet.com

770 348 72 480 35 054 3 642 768 $2.2M 90

monday.com
monday.com

637 808 34 347 12 005 8 148 333 $1.3M 91

Airtable
airtable.com

577 895 8 248 3 103 36 193 387 $1.1M 91

Click column header → sort. Click brand row → SEO dashboard. Bars are normalized per column.

3.2 AI Visibility — Brand Radar (impressions/month)

BRAND  CHATGPT  AI  OVERVIEWS  AI  MODE  TOTAL  ↓

Asana
asana.com

2 875 618 3 033 363 1 745 718 7 654 699

Miro
miro.com

2 043 813 2 074 253 1 328 056 5 446 122

monday.com
monday.com

1 029 893 1 299 373 743 503 3 072 769

Smartsheet
smartsheet.com

504 775 607 393 224 721 1 336 889

Airtable
airtable.com

410 010 345 011 293 487 1 048 508

Click column header → sort. Click row → ChatGPT citation prompts. Brand Radar matches brand names, not

domains.

3.3 AI Share of Voice

Asana 41.2% — the 5 brands in this set hold 18 558 987 AI impressions/mo across ChatGPT, AI
Overviews & AI Mode.

Asana 41.2% Miro 29.3% monday.com 16.6% Smartsheet 7.2% Airtable 5.6%

https://asana.com/
https://miro.com/
https://smartsheet.com/
https://monday.com/
https://airtable.com/
https://asana.com/
https://miro.com/
https://monday.com/
https://smartsheet.com/
https://airtable.com/


FINDINGS

The five brands hold 18.6M AI impressions/mo across ChatGPT, AI Overviews and AI Mode.

Asana (41.2%) and Miro (29.3%) lead, then monday.com (16.6%), Smartsheet (7.2%) and

Airtable (5.6%). Prompts often test the category boundary (“Is Asana a CRM tool?”, “Is Monday

a CRM or CMS?”).

WHAT  TO  DO

State plainly what your product is and is not, with use cases and pricing. Category answers cite

review sites and vendor comparisons, so publish your own and earn a place in the third-party

lists.



4. ROI Forecast

INDUSTRY  BENCHMARK

×

PACKAGE

×

PERIOD

Forecast outcomes

BREAK-EVEN

Month 15
24M  REVENUE

$1.40M
24M  ROI

434%
24M  PROFIT

$1.14M

Investment

PROJECT  COST

$263K
PUBLISHED  PAGES

600

NEW  CUSTOMERS

98
COST  PER  CUSTOMER

$3K

Parameters

PACKAGE  INPUTS

Pages / month 25

Monthly cost $11K

CONVERSION  FUNNEL  · TYPICAL  TIER

Visit → Lead 0.5%

Lead → Customer 3.7%

Contract value / yr $26K

CONTENT  PERFORMANCE

Months to peak 7

Avg visits/page 180

Success rate 60%

AI  / GEO  LIFT

LLM ratio 0.1x

LLM conv boost 2x

Dive deeper — change parameters in the ROI calculator

– Open the interactive model to adjust assumptions yourself.

Weak Strong Start Scale 12m 36mTypical Growth 24m

https://roi.esadigitalagency.com/


Cumulative Revenue vs Cost

$1.40M

$1.05M

$701K

$351K

$0
1 5 9 13 17 21

Revenue Cost

Traffic Growth

60.9K

45.7K

30.4K

15.2K

0
1 5 9 13 17 21

+LLM Organic

New Paid Customers

10

7

3

0

1 5 9 13 17 21

Cumulative ROI

434%

300%

167%

33%

-100%
1 5 9 13 17 21

MONTHS PAGES ORGANIC LLM LEADS CUSTOMERS REVENUE ROI

1 25 0 0 0 0.0 $0 -100%

2 50 450 45 3 0.0 $0 -100%

3 75 1.4K 135 8 0.0 $0 -100%

4 100 2.7K 270 16 0.0 $0 -100%

5 125 4.5K 450 27 0.1 $218 -100%

6 150 6.8K 675 41 0.3 $872 -98%

7 175 9.4K 945 57 0.6 $2K -96%

8 200 12.2K 1.2K 73 1.0 $4K -91%

9 225 14.8K 1.5K 89 1.5 $8K -85%

10 250 17.6K 1.8K 105 2.1 $12K -75%

11 275 20.3K 2.0K 122 2.7 $18K -62%

12 300 22.9K 2.3K 138 3.3 $25K -46%

13 325 25.6K 2.6K 154 3.9 $34K -27%

14 350 28.4K 2.8K 170 4.5 $44K -3%

15 375 31.1K 3.1K 186 5.1 $55K 24%

16 400 33.8K 3.4K 203 5.7 $67K 54%

17 425 36.5K 3.6K 219 6.3 $81K 88%

18 450 39.1K 3.9K 235 6.9 $96K 127%

19 475 41.9K 4.2K 251 7.5 $112K 168%

20 500 44.5K 4.5K 267 8.1 $129K 214%

21 525 47.3K 4.7K 284 8.7 $148K 264%

22 550 50.0K 5.0K 300 9.3 $168K 317%

23 575 52.6K 5.3K 316 9.9 $189K 373%



MONTHS PAGES ORGANIC LLM LEADS CUSTOMERS REVENUE ROI

24 600 55.4K 5.5K 332 10 $211K 434%

ESA ROI Calculator · Start 10/$5.5K · Growth 25/$10.95K · Scale 40/$15.5K · peak 7 mo, success 60%, 180

visits/page, no brand-search layer, contract value billed monthly from 3 months after the lead, 88% kept

from year 2, LLM 0.1×, LLM conv ×2. Funnel inputs follow the industry benchmark switch (Weak / Typical /

Strong = bottom quartile / median / top quartile of the category). Weak / Typical / Strong combine the lead-

rate estimate (0.25 / 0.5 / 0.95%) with the bottom-quartile / median / top-quartile contract. Contract value is

what a typical buyer pays a vendor of the segment per year on Vendr; Vendr buyers are mostly companies

with a procurement process, so contracts at small-business vendors are likely smaller. Visit → lead for

content pages is an ESA estimate (no open benchmark for blog traffic).

FINDINGS

On the Growth package over 24 months, the median scenario (Typical tier: 0.5% of visitors

leave a lead, 3.7% of leads become customers, $26.2K a year per customer) turns a $263K

project into about 98 customers and $1.40M of revenue paid within the period (ROI 434%),

breaking even in month 15. Revenue is counted as it is billed: each customer pays a twelfth of

the contract a month, starting three months after the lead, and 88% is kept from year 2. Weak

returns $503K (ROI 92%); Strong, with top-quartile lead rates and contracts, $3.62M.

WHAT  TO  DO

Check two numbers against your own CRM before reading the forecast: how many content

visitors leave a lead, and your average first-year contract. If you sell mostly to small

businesses, your contracts are likely below the Vendr median; replace the contract value with

yours. Scale over 36 months returns $9.70M in the median scenario.



Sources & Benchmarks

I. Sources

Content — Ahrefs Keywords Explorer (US volumes) + ESA intent clustering

Organic SEO — Ahrefs Site Explorer

AI Visibility — Ahrefs Brand Radar (ChatGPT / AI Overviews / AI Mode; citations API limit 25)

ROI — ESA ROI Calculator + service packages

Industry benchmarks — First Page Sage, Average SaaS Conversion Rates: 2026 Report, Vendr, SaaS

pricing pages (262 vendors), Benchmarkit, 2025 B2B SaaS Performance Metrics Benchmarks, Ebsta &

Pavilion, 2025 GTM Benchmarks, Unbounce, Conversion Benchmark Report 2024 (SaaS)

II. Benchmarks

Reference ranges for a B2B SaaS funnel from search — Visit → Lead → Customer — with the segment’s

annual contract value. Rows marked ROI-model input feed the forecast above. All figures are modelled

estimates on the stated inputs, not guarantees.

II.A. Conversion — industry benchmarks

FUNNEL  STEP
WEAK  →  TYPICAL  →

STRONG
SOURCE  / NOTE

Visit → Lead

(content page)

ROI-model input. ESA
estimate: about a quarter
of the landing-page rate

Visit → Lead

(landing page, search)

First Page Sage 2026,
Unbounce 2024

Lead → Customer
ROI-model input. First
Page Sage 2026 (no
spread published)

Lead stages: qualified → SQL → opportunity → won
First Page Sage 2026

Annual contract value
ROI-model input. Vendr:
bottom quartile / median /
top quartile of vendors

Sales cycle / win rate
Ebsta & Pavilion 2025; the
model starts billing 3

months after the lead

Revenue kept after a year

(without / with expansion)

Benchmarkit 2025; the
model keeps 88%

Industry average, all channels:

visit → lead / lead → customer

First Page Sage; lower
than search alone

Avg. visits per page

(peak)
180 visits

ROI-model input. Model
setting of the ESA ROI
Calculator: 180 visits a
month per new page at
peak, 60% of pages
ranking. No brand-search
layer is added for SaaS:

Weak 0.25%Typical 0.5%Strong 0.95%

Weak 1%Typical 2.1%Strong 3.8%

Weak 3.7%Typical 3.7%Strong 3.7%

Weak —Typical 41% → 51% → 49% → 36%Strong —

Weak $18.8KTypical $26.2KStrong $35.6K

Weak —Typical 91 days / 19%Strong —

Weak —Typical 88% / 101%Strong —

Weak —Typical 1.8% / 2.50%Strong —

https://ahrefs.com/keywords-explorer
https://esadigitalagency.com/
https://ahrefs.com/site-explorer
https://ahrefs.com/brand-radar
https://roi.esadigitalagency.com/
https://firstpagesage.com/seo-blog/average-saas-conversion-rates/
https://www.vendr.com/marketplace
https://www.vendr.com/marketplace
https://www.hibob.com/wp-content/uploads/2025-SaaS-Performance-Metrics-Benchmarks.pdf
https://benchmarks.ebsta.com/hubfs/V3%202025%20Benchmark%20Report/gtm_benchmarks_digital_report.pdf
https://benchmarks.ebsta.com/hubfs/V3%202025%20Benchmark%20Report/gtm_benchmarks_digital_report.pdf
https://unbounce.com/conversion-benchmark-report/saas-conversion-rate/


only the pages’ own
traffic and AI referrals
count.

Annual contract value $26K

ROI-model input. Vendr
pricing data for the
segment’s vendors:
annual contract a typical
buyer pays (bottom
quartile / median / top
quartile).

II.B. GEO benchmark ranges

GEO  METRIC EARLY HEALTHY AI-HEAVY NOTES

LLM traffic ratio 0.01–0.04× 0.05–0.12× 0.15–0.30× LLM referrals as a multiple of organic

LLM conversion boost +50–120% +300–500% +400–700% ChatGPT highest; AI Overviews lowest

Content success rate 30–50% 45–65% 50–70%
Service pages and how-to content rank

best

Months to peak 3–6 6–14 14–24 Per published cohort

Brand traffic multiplier 0.05–0.15× 0.20–0.40× 0.45–0.90×
Not used: the model counts only the pages’

own traffic


