
COMPETITIVE BRAND AUDIT TEMPLATE 
Use this template to perform an analysis of your competitors’ brands, evaluate the comparative strength of your own brand, and identify opportunities for your brand to distinguish itself in the 
marketplace.  
Evaluate your top three competitors’ brands by filling in the four brand-audit sections in the table below.  

BRAND CORE IDENTITY 
Answer the following questions about the verbal qualities of your competitors’ brands to help you assess whether improvements might need to be made to your own brand’s core identity. 

COMPETITOR BRAND 1 COMPETITOR BRAND 2 COMPETITOR BRAND 3 

What does the competitor’s brand evoke 
in the marketplace? 

What values does the competitor seem 
to convey through their brand? 

What is the “Why” (purpose, belief, etc.) 
evoked by the competitor’s brand? Here 
is an example of a “Why”: “Everything 
we do, we believe in challenging the 
status quo. We believe in thinking 
differently.” 

How effective is the competitor’s brand 
in the marketplace? Why? How? 

What is the primary image conveyed by 
the competitor’s brand? 

What distinguishes the competitor’s 
brand from their competition? 

Who is the competitor’s “target 
audience”? 

How effective is the competitor at 
reaching their target audience through 
their branding? 

On a scale of 1–10 (“1” being “not very 
effective” and “10” being “highly 
effective”), how would you rate the 
effectiveness of the core offerings of your 
competitor’s brand?   

https://bit.ly/3CcEYFm


VERBAL IDENTITY 
Answer the following questions about the verbal qualities of your competitor’s brand to help you assess whether improvements need to be made to your own brand’s messaging. 

COMPETITOR BRAND 1 COMPETITOR BRAND 2 COMPETITOR BRAND 3 

How would you describe the tone of the 
competitor’s brand? 

What is the competitor’s tagline? 

Is the competitor’s tagline effective? 
Why / why not? 

What other “key messaging” does the 
competitor’s brand offer? 

What is the competitor’s value 
proposition? 

What are the main selling points of the 
competitor’s brand? 

Overall, on a scale of 1–10 (“1” being 
“not very effective” and “10” being 
“highly effective”), how would you rate 
the effectiveness of the verbal identity of 
the competitor’s brand? 



VISUAL IDENTITY 
Answer the following questions about the visual identity of your competitor’s brand to help you assess whether improvements could be made to your own brand’s visual presence in the 
marketplace. 
 

 COMPETITOR BRAND 1 COMPETITOR BRAND 2 COMPETITOR BRAND 3 

What imagery and verbiage is/isn’t 
working for the competitor’s logo?    

What is the “color palette” of the 
competitor’s logo? Is it effective? Why / 
why not? 

   

What typography does the competitor 
use for their brand? Is it effective? Why / 
why not? 

   

How well is the competitor’s brand 
reflected visually in the marketplace? Is it 
effective? Why / why not? 

   

How well does the competitor’s  brand 
differentiate itself from the competition?    

Overall, on a scale of 1–10 (“1” being 
“not very effective” and “10” being 
“highly effective”), how would you rate 
the effectiveness of the verbal identity of 
the competitor’s brand? 

   

 
 



BRAND EVALUATION 
 COMPETITOR BRAND 1 COMPETITOR BRAND 2 COMPETITOR BRAND 3 

Overall, how effective do you think the 
competitor’s brand is? Why?    

What are your key takeaways from 
evaluating the brands of your 
competitors?   

   

If you had to choose one thing, what 
would be your first action item to 
improve your own brand? 

   

Having evaluated your competitors’ 
brands, how do you think you can 
improve your own brand? 

   

Make any additional notes here about 
your own brand or those of your 
competitors. 

   

 
 
 
 
 
 



 

 
DISCLAIMER 

 
Any articles, templates, or information provided by Smartsheet on the website are for reference only. While we 
strive to keep the information up to date and correct, we make no representations or warranties of any kind, 
express or implied, about the completeness, accuracy, reliability, suitability, or availability with respect to the 
website or the information, articles, templates, or related graphics contained on the website. Any reliance you 
place on such information is therefore strictly at your own risk. 


	COMPETITOR BRAND 1What does the competitors brand evoke in the marketplace: 
	COMPETITOR BRAND 2What does the competitors brand evoke in the marketplace: 
	COMPETITOR BRAND 3What does the competitors brand evoke in the marketplace: 
	COMPETITOR BRAND 1What va ues does the compet tor seem to convey through their brand: 
	COMPETITOR BRAND 2What va ues does the compet tor seem to convey through their brand: 
	COMPETITOR BRAND 3What va ues does the compet tor seem to convey through their brand: 
	COMPETITOR BRAND 1What s the Why purpose bel ef etc evoked by the competitors brand Here is an example of a Why Everyth ng we do we bel eve in challenging the status quo We be eve in think ng different y: 
	COMPETITOR BRAND 2What s the Why purpose bel ef etc evoked by the competitors brand Here is an example of a Why Everyth ng we do we bel eve in challenging the status quo We be eve in think ng different y: 
	COMPETITOR BRAND 3What s the Why purpose bel ef etc evoked by the competitors brand Here is an example of a Why Everyth ng we do we bel eve in challenging the status quo We be eve in think ng different y: 
	COMPETITOR BRAND 1How effective is the competitors brand in the marketplace Why How: 
	COMPETITOR BRAND 2How effective is the competitors brand in the marketplace Why How: 
	COMPETITOR BRAND 3How effective is the competitors brand in the marketplace Why How: 
	COMPETITOR BRAND 1What s the pr mary mage conveyed by the competitors brand: 
	COMPETITOR BRAND 2What s the pr mary mage conveyed by the competitors brand: 
	COMPETITOR BRAND 3What s the pr mary mage conveyed by the competitors brand: 
	COMPETITOR BRAND 1What d st ngu shes the competitors brand from their competition: 
	COMPETITOR BRAND 2What d st ngu shes the competitors brand from their competition: 
	COMPETITOR BRAND 3What d st ngu shes the competitors brand from their competition: 
	COMPETITOR BRAND 1Who s the compet tors target audience: 
	COMPETITOR BRAND 2Who s the compet tors target audience: 
	COMPETITOR BRAND 3Who s the compet tors target audience: 
	COMPETITOR BRAND 1How effective is the competitor at reach ng their target audience through their brand ng: 
	COMPETITOR BRAND 2How effective is the competitor at reach ng their target audience through their brand ng: 
	COMPETITOR BRAND 3How effective is the competitor at reach ng their target audience through their brand ng: 
	COMPETITOR BRAND 1On a sca e of 110 1 be ng not very effective and 10 being high y effective how would you rate the effectiveness of the core offer ngs of your compet tors brand: 
	COMPETITOR BRAND 2On a sca e of 110 1 be ng not very effective and 10 being high y effective how would you rate the effectiveness of the core offer ngs of your compet tors brand: 
	COMPETITOR BRAND 3On a sca e of 110 1 be ng not very effective and 10 being high y effective how would you rate the effectiveness of the core offer ngs of your compet tors brand: 
	COMPETITOR BRAND 1How would you describe the tone of the compet tors brand: 
	COMPETITOR BRAND 2How would you describe the tone of the compet tors brand: 
	COMPETITOR BRAND 3How would you describe the tone of the compet tors brand: 
	COMPETITOR BRAND 1What s the competitors tag ine: 
	COMPETITOR BRAND 2What s the competitors tag ine: 
	COMPETITOR BRAND 3What s the competitors tag ine: 
	COMPETITOR BRAND 1Is the competitors tagline effect ve Why  why not: 
	COMPETITOR BRAND 2Is the competitors tagline effect ve Why  why not: 
	COMPETITOR BRAND 3Is the competitors tagline effect ve Why  why not: 
	COMPETITOR BRAND 1What other key messag ng does the compet tors brand offer: 
	COMPETITOR BRAND 2What other key messag ng does the compet tors brand offer: 
	COMPETITOR BRAND 3What other key messag ng does the compet tors brand offer: 
	COMPETITOR BRAND 1What s the compet tors va ue proposition: 
	COMPETITOR BRAND 2What s the compet tors va ue proposition: 
	COMPETITOR BRAND 3What s the compet tors va ue proposition: 
	COMPETITOR BRAND 1What are the ma n se ng po nts of the compet tors brand: 
	COMPETITOR BRAND 2What are the ma n se ng po nts of the compet tors brand: 
	COMPETITOR BRAND 3What are the ma n se ng po nts of the compet tors brand: 
	COMPETITOR BRAND 1Overa  on a sca e of 110 1 being not very effect ve and 10 being high y effect ve how wou d you rate the effectiveness of the verbal identity of the competitors brand: 
	COMPETITOR BRAND 2Overa  on a sca e of 110 1 being not very effect ve and 10 being high y effect ve how wou d you rate the effectiveness of the verbal identity of the competitors brand: 
	COMPETITOR BRAND 3Overa  on a sca e of 110 1 being not very effect ve and 10 being high y effect ve how wou d you rate the effectiveness of the verbal identity of the competitors brand: 
	COMPETITOR BRAND 1What imagery and verbiage isisnt work ng for the compet tors ogo: 
	COMPETITOR BRAND 2What imagery and verbiage isisnt work ng for the compet tors ogo: 
	COMPETITOR BRAND 3What imagery and verbiage isisnt work ng for the compet tors ogo: 
	COMPETITOR BRAND 1What s the co or pa ette of the compet tors logo Is t effective Why  why not: 
	COMPETITOR BRAND 2What s the co or pa ette of the compet tors logo Is t effective Why  why not: 
	COMPETITOR BRAND 3What s the co or pa ette of the compet tors logo Is t effective Why  why not: 
	COMPETITOR BRAND 1What typography does the compet tor use for their brand Is it effective Why  why not: 
	COMPETITOR BRAND 2What typography does the compet tor use for their brand Is it effective Why  why not: 
	COMPETITOR BRAND 3What typography does the compet tor use for their brand Is it effective Why  why not: 
	COMPETITOR BRAND 1How we s the competitors brand reflected v sual y in the marketp ace Is it effective Why  why not: 
	COMPETITOR BRAND 2How we s the competitors brand reflected v sual y in the marketp ace Is it effective Why  why not: 
	COMPETITOR BRAND 3How we s the competitors brand reflected v sual y in the marketp ace Is it effective Why  why not: 
	COMPETITOR BRAND 1How we l does the competitors brand different ate itself from the competition: 
	COMPETITOR BRAND 2How we l does the competitors brand different ate itself from the competition: 
	COMPETITOR BRAND 3How we l does the competitors brand different ate itself from the competition: 
	COMPETITOR BRAND 1Overa  on a sca e of 110 1 being not very effect ve and 10 being high y effect ve how wou d you rate the effectiveness of the verbal identity of the competitors brand_2: 
	COMPETITOR BRAND 2Overa  on a sca e of 110 1 being not very effect ve and 10 being high y effect ve how wou d you rate the effectiveness of the verbal identity of the competitors brand_2: 
	COMPETITOR BRAND 3Overa  on a sca e of 110 1 being not very effect ve and 10 being high y effect ve how wou d you rate the effectiveness of the verbal identity of the competitors brand_2: 
	COMPETITOR BRAND 1Overa  how effect ve do you think the compet tors brand is Why: 
	COMPETITOR BRAND 2Overa  how effect ve do you think the compet tors brand is Why: 
	COMPETITOR BRAND 3Overa  how effect ve do you think the compet tors brand is Why: 
	COMPETITOR BRAND 1What are your key takeaways from eva uat ng the brands of your compet tors: 
	COMPETITOR BRAND 2What are your key takeaways from eva uat ng the brands of your compet tors: 
	COMPETITOR BRAND 3What are your key takeaways from eva uat ng the brands of your compet tors: 
	COMPETITOR BRAND 1If you had to choose one thing what wou d be your f rst act on tem to improve your own brand: 
	COMPETITOR BRAND 2If you had to choose one thing what wou d be your f rst act on tem to improve your own brand: 
	COMPETITOR BRAND 3If you had to choose one thing what wou d be your f rst act on tem to improve your own brand: 
	COMPETITOR BRAND 1Having evaluated your compet tors brands how do you th nk you can improve your own brand: 
	COMPETITOR BRAND 2Having evaluated your compet tors brands how do you th nk you can improve your own brand: 
	COMPETITOR BRAND 3Having evaluated your compet tors brands how do you th nk you can improve your own brand: 
	COMPETITOR BRAND 1Make any additional notes here about your own brand or those of your compet tors: 
	COMPETITOR BRAND 2Make any additional notes here about your own brand or those of your compet tors: 
	COMPETITOR BRAND 3Make any additional notes here about your own brand or those of your compet tors: 


