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Traffic, Demographics & 
Geography

Ad Copy & Landing Pages

An in-depth look into Acorns’s 
website traffic, as well as visitor 
demographics and geography.

An overview of both organic and 
paid keywords ranking on Acorns’s  
website.

Here we’ll review Acorns’s PPC 
(pay-per-click) campaigns.
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SEO Advertising & 
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SPECIAL THANKS TO OUR AMAZING TEAM OF MARKETERS & DESIGNERS:

OUR TEAM COMPILED THIS REPORT IN AN EASY TO FOLLOW FORMAT, THAT GIVES YOU A  DEEP LOOK INTO 

ACORNS.
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Competitive Sales Analysis Content Analysis Social Media Analysis

Content, some would call it the 
King of online marketing. In this 
section, we’ll identify the content 
that is leading to the most conver-
sions on Acorns’s website.

Interested to peek into Acorns’s 
sales funnel? We’ll highlight the 
exact path a prospective customer 
goes through to encourage the 
sale.

Going a step further, we’ll look at 
which social channels are  driving 
the most traffic, and the content 
on each that inspires the most 
engagement.

FOCUS: CONTENT CREATIONFOCUS: SALES FUNNEL FOCUS: ENGAGEMENT

ED
TR

L Over the course of the past week and a half, we conducted in-depth market 

research to identify marketing campaigns that your competitors are currently 

running. 

This research will be leveraged to give you an upperhand in your own marke-

ting strategies by seeing firsthand what is converting and what is not. 
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TRAFFIC
A look into Acorns’s website traffic, customer demogra-
phics, geography and interests.

With this information, we get a clear idea of their amount of monthly traffic; how long vi-
sitors are staying on their website, how many pages they’re reviewing, and what percentage 

is leaving after the first page.

01

THE
FIRST 

S E C T I O N

Traffic sources are important because it helps give us a clear, 

data-driven focus to use in our marketing efforts. We get a 

view of what our competitors are successfully doing in their 

marketing campaigns. It’s then our job to take this informa-

tion and replicate, tweak, or even develop innovative ideas 

to capitalize on areas our competitors may not be performing 

well in.

Total Visits

Acorns is driving a very good amount of traffic in recent 

months to their website. Unfortunately, visitors aren’t staying 

very long despite visiting an average of close to 4 pages. 

This tells us is that their content simply isn’t engaging 

enough. Visitors are interested in what Acorns is selling, and 

looking for more information, but the content isn’t keeping 

them engaged very long. 

Traffic Sources

The majority of their traffic is coming from direct (URL) and 

search (Google), although we can certainly tell that they’re 

running affiliate, social and email marketing campaigns as 

well.

Traffic By Countries

Brazil and India should definitely be our targets with this 

grouping to start. They’ll be easier to target than some of the 

more competitive markets.

Top 5 countries their website 
traffic comes from

Which platforms in their marke-
ting efforts are driving the most 

traffic to their website

Of their social traffic, which pla-
tform and content is performing 

the best
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Top 5 referral sites for Acorns.

FOCUS

Reviewing competitor traffic gives us the perfect 

snapshot of the overall size of a niche. We can see 

where visitors are coming from, which online marketing 

campaigns are performing best, and if the content on 

our competitor’s website is of use for its visitors.

Traffic is the first step in getting to know our customers.

A quick look at the interests of the 
visitors to the Acorns website.

We get an idea of the websites they vi-
sit, keywords they search, and general 

categories they find of interest.

The best kind of link, is a link that is driving referral traffic 

to your website. When we know which sites drive referral 

traffic to your competitors, we can make it a priority to pick 

up links from them.

As part of our PR/outreach and affiliate marketing  (when 

applicapable) strategies, we’ll return to the top referring sites 

of our competitors. 

The Penny Hoarder

As an example, The Penny Hoarder is responsible for 20.69% 

of Acorns’s referral traffic. 

When we hammer down and look at their contributions, 

The Penny Hoarder has over 26 backlinks to the Acorns 

website and none are affiliate links.

What’s interesting, is that the majority of the links are going 

to the Acorns blog, so it would appear that they use Acorns 

as a main source to support their own blog posts.

This is definitely an opportunity for Biterra Capital to identify 

topics that best fit The Penny Hoarder blog, and pitch how 

BC is a great fit.
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ADVERTISING  & 
KEYWORDS

An in-depth look at both organic and paid 
keywords ranking on Acorns’s website.

List of top performing keywords 
 >>>>>>>

SEO (Search Engine Optimzation) remains as one of the 

staples in online marketing. When a consumer is in need of 

information or solutions to a problem, often the first thing 

they’ll do is perform a search on Google. This is why we see 

Search Traffic as one of the leading sources for most websi-

tes of industry leaders.

Our goal with reviewing organic and paid keywords of your 

competitors is to get a sense for which keywords are driving 

the most traffic to their website.

While we may not be able to compete with the largest, best 

performing keywords, there are likely still a lot of keywords 

that produce a hefty amount of traffic, while maintaining a 

relatively lower difficulty score. A low difficulty score means 

they will be easier to rank for, while the solid search volu-

me means that ranking will give a nice bump to your search 

traffic.

Our content marketing will incorporate keywords with high 

search traffic but low difficulty scores to start.

The image to the right shows the amount of keywords Acor-

ns ranks for and how many per country. We also see how 

many keywords they have in varying positions. 
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We can see that Acorns is currently ranking for 
42,710 organic keywords.
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This is Acorns’s leading landing page, the homepage for their 

Personal Investor service. 

•	 100% of their paid traffic is sent to this page

•	 2 Ads are running that redirect to this page

•	 9 keywords rank for this page in paid search traffic 

campaigns

Reviewing competitor ad copy and landing pages gives us a 

peek into their sales funnel. Since we’ll already know from 

the keyword research which keywords are profitable, now 

we’ll know which ads and landing pages are converting the 

best for them.

Obviously, if a competitor is driving most of their traffic to 

one landing page, this tells us that that particular landing 

page is likely converting best over all others.

We can use this information in shaping language and calls to 

actions to convert searchers into customers.

Here we’ll review Acorns’s PPC (pay-per-click) cam-
paigns

AD COPY & 
LANDING PAGES

THE
THIRD 

S E C T I O N
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Fullpage view of the layout of Acorns’s best perfor-
ming landing page

A look at the PPC advertising 
budget of Acorns

Snapshot of the best performing 
ads Acorns currently runs on 

Google
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Acorns only uses their home-
page as

Top 10 landing pages on the 
Vanguard website

SWIPE FILE
How does Acorns convert prospects into customers? 
We’ll peek into their sales funnel...

After examining all of the PPC data for Acorns, we should 

now have a clear understanding of how they turn a prospect 

into a paying customer. 

For them, they don’t bombard the visitor with too much 

information. They simply walk them through a logical buyer’s 

journey, keeping copy short and concise, including video 

examples, and establishing trust and credibility with recogni-

zable brand logos and also testimonials.

I think if they led with a video, that visually shows examples 

of how current customers are using Acorns, their landing 

page would be much more powerful. 

Right now, they have the video down towards the bottom of 

the page, which is certainly a logical process, but a bit prolon-

ged.

Showing how Acorns is changing people’s lives would be 

much more impactful.

Email Marketing

Acorns likely has two primary email sequences that they use 

for campaigns:

The first is for blog subscribers, as they do have an option 

to receive the Acorns newsletter. We have not received an 

email from the Acorns team at the time of writing this.

The second is for customers and likely includes, updates 

on the company, upsells and discounts on premium service 

options, and information regarding their referral program.

With no other PPC landing pages, lead magnets on the blog, 

nor additional sales processes, it would appear that if a visitor 

doesn’t sign up and/or subscribe to the Acorns newsletter 

(only form on the blog), then Acorns isn’t capturing their 

information. -- Missed opportunity.

04
FOURTH  S E C T I O N
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CONTENTANALYSIS
05

FIFTH  S E C T I O N

Let’s Identify the blog content that is 
performing the best for the Acorns blog 
site.

Content is one of the most important pillars to marketing 

campaigns. Great website content is going to be:

•	 Engaging

•	 Rich with information

•	 Build your website’s SEO

•	 Strengthen your brand’s messaging and trrustworthiness

•	 Lead visitors through your sales funnel

Every time a piece of website content is produced, it should 

have a clear purpose with those five (5) items in mind. 

Acorns

Acorns blog page is very clean, user-friendly, and obvious-

ly features a ton of content that may be beneficial to the 

visitor/reader. 

Unfortunately, what we know is that most visitors aren’t 

spending much time on the Acorns website, which means the 

content may not be engaging enough. 
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Ashton Kusher on His 
Best Investment

FO
CU

S

Th
is 

bl
og

 p
os

t h
as

 d
re

ce
iv

ed
 

th
e 

m
os

t t
ra

ffi
c 

of
 a

ll 
ot

he
rs

 

on
 th

e 
Ac

or
ns

 b
lo

g.

B
es

t 
by

 T
ra

ffi
c

Th
is 

bl
og

 p
os

t h
as

 re
ce

iv
ed

 

th
e 

m
os

t b
ac

kl
in

ks
 o

f a
ll 

ot
he

rs
 o

n 
th

e 
Ac

or
ns

 b
lo

g.

B
es

t 
by

 L
in

ks

How I Became a Millionaire: 4 Paths to $1 Million

What we’ve seen from previous competitors is that success 

stories and advice from real people, tend to perform well 

within this niche. Therefore, it shouldn’t come as a surprise 

that this blog post receives the most traffic.

There is certainly a call to action in the middle of the post; a 

simple subscribe to the Acorns newsletter banner. I’d argue 

that they can do more by creating a better call to action to 

send readers through the sales funnel.

This post drives about 8% of the blog’s total traffic, featu-

res almost 349 ranking keywords, and its top keyword gets 

about 300 monthly search volume.

Biterra Capital could easily create its own similar piece of 

content to drive traffic and convert visitors.

This blog post is all about big name notoreity. 

Acorns essentially performed a Q&A with Ashton Kusher 

and likely used the content in a public relations strategy to 

get more exposure for their brand. 

This would explain why there are 38 referring domains to 

this one blog post. 

Certainly, a strategy Biterra Capital could try to use if loo-

king to attractive a specific target audience.
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SOCIAL 
ANALYSIS

THE LAST SECTION

SIXTH  S E C T I O N

Let’s dive into which social channels are driving the 
most traffic, and what content on these channels is 
inspiring the most engagement for Acorns

Social media, unlike any other marketing resource, has abso-

lutely revolutionized the ease at which consumers can inte-

ract with brands and vice versa. For this reason, it’s important 

to have a plan.

These are our primary goals when reviewing the social stra-

tegies and tactics of your competitors:

•	 Identify standout social channels

•	 Identify standout content on each social channel

•	 Look for missed opportunities by your competitors that 

can be capitalized upon

•	 Pay attention to branding and messaging

•	 Spot trends and influencers

There’s a lot of moving parts when it comes to social media 

marketing, so it’s important to let the date that is uncovered, 

create the foundation for a solid approach.

Acorns

To date, the social channel that performs the best for Acorns 

is Facebook. We’ll go further into what they’re doing to get 

the most out of Facebook a bit further in the report.

06
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Social Media Presence
for Biterra Capital and also
 all 10 competitors
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In looking at the graphic to the left, it’s easy 
to spot that Google +, Facebook and Twitter 
are the dominant channel

The image to the right shows us where com-
petitors are spending most of their time. 
Facebook and Twitter are once again leading 
the pack.

Audience &
Activity/Posting
Metrics

Next Up:
Positioning
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FO
CU

S A review of the language you and your competitors use to describe your 

brand, informs us on the best approach to craft and refine that positioning.

The images on this page, are a collection of social bios for each competitor. 

We get a glimpse at length, messaging and tone, as well as trends in keywords 

and phrases.



ACORNS COMPETITOR INTELLIGENCE28 29

Word Frequency Analysis

Across all the social channels, we see that in terms of length, 

most of the brands stay within the same character range 

as one another. The only discrepency appears to be on 

Instagram, but that’s also where 4 of the 10, do not have an 

account so it’s a smaller sample size.

Hashtag Usage & Emojis

Not much of a surprise that hastags and emojis do not 

appear within Facebook bios. That being said, they appear 

rather frequently within Twitter bios. 

Using all of the bios from Facebook, Twitter, Instagram, You-

tube, and Pinterest for the companies, we performed a word 

frequency analysis. 

Not surprisingly, “invest,” “financial,” “cryptocurrency,” and 

“money,” are heavily used. 

 

When positioning Biterra Capital’s social media profiles, 

these are four (4) words we should aim to incorporate throu-

ghout the messaging.

1.	Invest
2.	Financial
3.	Cryptocurrency
4.	Money
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Top: Current social audience 
metrics, as well as follower 

growth in past 4 months

Bottom: Audience metric by 
social channel

Top: Activity metric for the 
past 4 months

Bottom: Activity by social 
channel
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Top: Total Engagement me-
trics within the past 4 months

Bottom: Total engagement by 
social channel

Change by percentage in total 
engagement over last 4 mon-

ths vs previous months

Audience Metrics

A healthy channel with a consistent strategy, is going to 

show continual growth. 

Acorns is near the top in terms of total followers, what’s 

even better is that their audience is steadily growing across 

all social channels.

Activity Metrics

For social media to be beneficial, it’s important to consis-

tently publish content.

Acorns is in the middle of pack, which appears to be very 

good for them as their activity rate has consistently grown 

over the past four (4) months. 

Engagement Metrics

The other key to any social media strategy is monitoring 

engagement. This is your opportunity to converse with your 

target audience, so don’t just post content for the sake of 

posting. The goal is to engage!

The engagement rate per post for Acorns could be much 

better. Yes, they are performing well on Instagram, but they 

drive very little traffic from their engagement on Instagram.

Meanwhile, Facebook drives the most traffic for them but as 

you can see, their engagement rate on Facbeook has signifi-

cantly dropped, which likely speaks to their content. 
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Most  Engaging posts on Facebook 
within the past 4 months

Social traffic for Acorns accounts for nearly 4% of their total 

traffic to their website. Facebook makes up almost 50% of that, 

with Youtube coming in as a close second.

This tells us that Facebook needs to be a huge focus of their 

social media marketing strategy, which from the increase in daily 

posts, it is.

Unfortunately, engagement on their Facebook content is way 

down. We see that photo performs the best, while links struggle.

Therefore, it may be best for them to focus mostly on sharing 

photos which they can of course sneak links into the description.

Lowest  Engaging posts on Facebook 
within the past 4 months blog site.
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On Youtube, we see that Acorns is re-

ceiving very little traffic to their videos, 

and yet they get 35% of total traffic 

from Youtube.

This tells us that they are actively run-

ning affiliate/referral programs, which 

we also know because referrals are also 

showing up as a traffic source. 

Biterra will want to also implement this 

Top 5 engaging videos on Youtube 
in 2018

Least engaging videos on Youtube 
in 2018

Content Review by Channel:
Youtube & Twitter

tactic as Youtube is consistently 

showing up as a means to drive traffic 

for most competitors.

Twitter shows us that photo perfor-

ms the absolute best for Acorns and 

they’re definitely utilizing many hash-

tags in their posts as well.
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When performing  a competitive hashtag review, what we’re 

focused on is how content using different hashtags performs 

and to learn if there are hashtag opportunities we’re missing.

Also, studying hashtags can give us insights about campaig-

ns our competitors are running, as well as allow us to join a 

conversation with their target audience.

Instagram Hashtags

Only 6 out of the 10 companies in our landscape use Insta-

gram, and daily posting within the past 4 months has been 

fairly inconsistent across the board.

The first graphic shows us the most commonly used hashtags 

amongst the 6 competitors and also Biterra Capital. Also, we 

can see their engagement rate per follower of the content 

tagged with the hashtag.

Using this information, we can see which hashtags drive the 

most engagement and include it with content that we know 

will also perform well from our previous research.

Acorns

Acorns is using hashtags on a few of their posts, but it 

appears they aren’t using them to their full advantage. 

Twitter Hashtags

As we know, instagram isn’t the only channel hashtags 

should be included in social media strategies. Hashtags 

on Twitter are critically important to get in front of a large 

audience. 

The second graphic shows the most commonly used has-

htags amongst our landscape. We see engagement tweets 

that include these hashtags have received, and we also see 

the potential reach. 

Acorns

Uses many of the same hashtags that they do on Instagram. 

Do not appear to use common hashtags that would appeal to 

the wider niche audience. Missed opportunity. 

Hashtag Review
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Most Engaging
Twitter Hashtags
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C A R O U S E L
Top performer wi-
thin this landscape 

on Instagram

V I D E O
Lowest post type in 

terms of engage-
ment performance

P H O T O
Consistently per-
forms well for this 

landscape

Post Type Review

The types of content that you post ma-

tter. Depending on the platform, topic, 

and audience, you’ll want to ensure 

you’re posting the right mix of content.

Post types affect your engagement.

Focusing on Instagram, we see that 

Carousel outperforms Photo and Video 

types. Keep in mind, this is a small sam-

ple size. As we continue to post

content on Instagram, it will become 

more and more apparent what perfor-

ms the best. 

Acorns

Supporting landscape findings, Ca-

rousel and Photo perform the best for 

them.
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Boosted Posts Review

Here are the number of likely Facebook boosted posts by each  of our competitors in the 
past 4 months.

Above: Top 10
Twitter Mentioners

Below: Top 5 Mentions in terms 
of engagement

Twitter Mentions Review

With Facebook ads, we can see what topics and 

types of posts competitors are boosting. Going a 

step further we can also see who they’re targeting 

and how the ads are performing. 

Shifting to Twitter mentions, what we see here 

is which companies within our landscape are 

mentioned the most, who are the most meaningful/

influential mentioners, and which tweets are getting 

the most engagement. With this information, we 

can join the conversations or even create content 

that these influencers may be willing to share.



ACORNS COMPETITOR INTELLIGENCE46 47

Hello there,

WeRiseCo is a virtual firm, working with clients all 
over the world. We travel, experience new cultu-
res,and volunteer our services within communities 
everywhere we go. 

We absolutely live and breathe our tagline: 
Innovate. Inspire. Grow.

We’re a collection of like-minded individuals, using 
our professional skills and personal passions to 
work together in the pursuit of making a positive 
impact on the world.

What makes our group special is that, while we are 
all talented in our own right, we’ve also developed

A B O U T

Get to know our founder and 

don’t be afraid to connect 

with her on social media!

<<<

Heather Rose

Here’s a quick message from 

our team!

>>>

WeRiseCo

“Water Your 

Dreams and You 

Can Grow Ama-

zing Things.”

Cancer Survivor

Recovering Sportswriter

Marketing Dabbler

As I travel the world, I use my skillset to help 

others in each place I visit. 

I help entrepreneurs, nonprofits, mom and pop 

businesses, even large companies often seek my 

services to grow their business.

I’m a passionate, self-motivated and confident 

leader with a love for adventure, challenge, and 

philanthropy.

Plus, I like to think I’m a pretty cool person to be 

around. 

I founded WeRiseCo with the sole intent to build 

an amazing team of like-minded individuals, travel 

the world together, and make an impactful both 

personally and professionally.

Cheers & welcome to the fun!

an awesome relationship with one another outside  
of our work.

Also, we like to think that experiencing other cul-
tures firsthand, gives us an upperhand in creating 
freshly, new designs and innovative strategies.

As Heather always says, “Cheers and welcome to the 
fun!”

Sincerely,
WeRiseCo team


