
MyTractionIQ Report
Notion

Executive Summary

Across Airtable, Coda, and ClickUp, three dominant promotion patterns emerge: **aggressive freemium models** 
that eliminate purchase friction, **high-volume SEO-driven content marketing** targeting productivity and workflow 
search queries, and **mobile app store presence** used as a secondary discovery and retention channel. Airtable 
leads on mobile ASO with 25K+ App Store ratings at 4.8 stars, while ClickUp has built the most extensive content 
engine with hundreds of blog posts across verticals. Coda's web presence is currently disrupted by a domain 
conflict (coda.com resolves to Unit4 ERP), making it the weakest evidence set, though its Grammarly acquisition 
signals a new distribution phase. For Notion, the clearest immediate opportunities are doubling down on template-
led SEO, optimizing App Store ASO to close the gap with Airtable's mobile ratings, and deploying a founder-
narrative content strategy modeled on ClickUp's "replace all software" positioning.

Business Overview

Notion (notion.com) is an all-in-one workspace combining notes, documents, wikis, databases, and project 
management into a single customizable tool. It serves individuals, freelancers, startups, and growing teams who 
want to consolidate multiple point-solution tools. Notion competes directly with Airtable (database/workflow focus), 
ClickUp (project management focus), and Coda (doc-plus-app focus) for the "unified workspace" category. The 
competitive landscape has intensified as all players have added AI features and enterprise tiers, making 
differentiation in marketing messaging increasingly critical.

Competitor Overviews

Airtable
Airtable (airtable.com) positions itself as an **enterprise-ready AI workflow and app-building platform**, targeting 
mid-market and enterprise teams with a no-code database-spreadsheet hybrid. Its homepage prominently features 
logos from OpenAI, Anthropic, and Harvey to signal enterprise credibility. Pricing runs from a free tier up to $45/
seat/month (Business), with custom Enterprise Scale pricing. The company has a strong mobile presence with an 
iOS app (ID 914172636) boasting 25K+ ratings at 4.8 stars — one of the highest-rated productivity apps in its 
category — indicating that mobile has become a meaningful retention and discovery channel. Airtable also 
operates an AWS Marketplace listing, signaling a deliberate enterprise distribution expansion strategy beyond 
direct web acquisition.

Coda
Coda (coda.io — note: coda.com incorrectly resolves to Unit4 ERP, an unrelated company) is a **doc-as-app 
platform** that blurs the line between documents, spreadsheets, and lightweight applications. In 2025, Coda was 
acquired by Grammarly, signaling a pivot toward AI-native productivity and access to Grammarly's large installed 
base as a distribution channel. Coda launched publicly in 2019 after a private beta phase, and received early press 
from The Verge in 2017. Its iOS app (ID 1397968110) has only ~240 ratings at 3.2 stars, suggesting mobile was 
not a primary growth channel. The Grammarly acquisition is the most significant marketing event in Coda's recent 
history and will likely reshape its go-to-market through Grammarly's browser extension distribution.

ClickUp
ClickUp (clickup.com) is an **all-in-one productivity platform** positioning itself as "software to replace all software," 
targeting teams frustrated with paying for multiple point solutions (Trello, Asana, Jira, Slack). It has an extremely 
aggressive freemium tier ("Free Forever") with unlimited tasks and unlimited free members — a deliberate strategy 
to lower switching costs from competitors. ClickUp recently acquired Codegen (Dec 2025) to integrate AI code 
generation and launched "Super Agents" as its AI positioning. A May 2026 layoff of 22% of staff was attributed to AI-
driven productivity gains, not business weakness — a narrative the CEO used proactively on X/Twitter. ClickUp 
maintains two iOS apps: the main app (Tasks/Chat/Docs/AI) and a standalone Brain MAX AI app, suggesting a 
multi-app ASO strategy to capture different search intents.

How Competitors Got Their First 100 Customers



Evidence for earliest-stage customer acquisition is limited across all three competitors, but available signals point to 
a consistent pattern: controlled pre-launch phases with beta waitlists, founder-narrative-driven positioning, and 
early press coverage to build anticipation among tech-savvy early adopters.

• **Airtable** built its initial user base through a freemium self-serve model requiring no credit card, allowing 
individuals and small teams to adopt the product without organizational approval — the free tier's generous limits (5 
editors, unlimited bases) were likely the primary early acquisition lever
• **Airtable** leveraged its spreadsheet-database positioning to attract users frustrated with Excel and Google 
Sheets, generating word-of-mouth in non-technical teams — the homepage messaging 'No code required' reflects 
this longstanding differentiation
• **Coda** ran a private beta phase before its 2019 public launch, creating a curated early user base and building 
demand through scarcity — the Grammarly acquisition post references 'Since launching Coda 1.0 in 2019,' 
implying a deliberate controlled rollout
• **Coda** secured a major press feature in The Verge in October 2017 (nearly two years before public launch), 
describing it as a 'next-generation spreadsheet' — this early media coverage seeded awareness among tech-
forward early adopters who would join the waitlist
• **ClickUp** launched with a founder-frustration narrative, positioning the product as built because existing PM 
tools were inadequate — this resonated with a large community of Trello/Asana users looking for an alternative and 
drove organic word-of-mouth in PM communities
• **ClickUp** differentiated immediately by offering a free tier with unlimited tasks and unlimited free members, 
directly undercutting Asana and Trello's freemium limits — this pricing aggression likely converted users during the 
evaluation phase

Competitor Marketing Strategies

Airtable
Airtable's marketing strategy is built on three pillars: enterprise social proof (OpenAI, Anthropic logos on 
homepage), a self-serve freemium funnel, and multi-channel content marketing via how-to articles and an 
operations/marketing resource hub. The recent AWS Marketplace listing signals a shift toward enterprise-sourced 
leads alongside the self-serve motion.
Positioning: Enterprise-ready AI workflow and app-building platform — 'Build AI-powered workflows that unify data, 
maximize collaboration.' Targets operations, marketing, and product teams at scale. Homepage trust signals 
include 500,000 leading teams and logos of AI-native enterprises.
Key channels: Freemium self-serve (airtable.com/pricing), Content/SEO (airtable.com/articles, airtable.com/blog), 
App Store mobile discovery (iOS app, 25K+ ratings), AWS Marketplace (enterprise distribution), Enterprise sales 
(custom pricing tier)
• Airtable blog 'For The Record' covers AI Incubator applications, AI pricing changes, and AWS Marketplace 
availability — all enterprise and AI-focused narratives (https://www.airtable.com/blog)
• Airtable /articles section provides how-to guides and step-by-step content for operations teams, designed to 
capture organic search traffic from workflow-related queries (https://www.airtable.com/articles)
• Airtable now listed on AWS Marketplace to reach enterprise buyers through AWS procurement channels (https://
www.airtable.com/blog)
• Airtable's blog is editorially positioned around AI and enterprise transformation — not beginner how-to content — 
signaling a deliberate upmarket content shift
• The AWS Marketplace listing is a distribution channel Notion does not appear to use, representing a gap in 
enterprise acquisition
• A third-party app ('AirKit: Supercharge Airtable') exists on the App Store (ID 6737947295), suggesting a developer/
power-user ecosystem that generates secondary organic discovery for the Airtable brand
• The 25K+ iOS ratings at 4.8 stars indicate strong mobile retention and that users are genuinely engaged on 
mobile — the app functions as a retention tool that reduces churn

Coda
Coda's pre-acquisition strategy relied on distinctive positioning ('a doc as powerful as an app'), controlled beta 
launch, and earned media. Post-Grammarly acquisition, the dominant distribution play is likely integration into 
Grammarly's 30M+ daily active users via browser extension and cross-promotion. Mobile was not a significant 
channel given the low App Store rating count.
Positioning: Positioned as 'a doc as powerful as an app' — targeting teams that outgrew Google Docs but didn't 
want a full database tool. Post-acquisition, this will likely evolve toward an AI-native productivity suite narrative 
within Grammarly's ecosystem.
Key channels: Earned media / press coverage (The Verge, 2017), Private beta waitlist (pre-2019 launch), iOS App 



Store (limited traction — ~240 ratings), Grammarly cross-distribution (post-acquisition)
• Grammarly is acquiring Coda to 'define a new era of AI-native productivity,' with Coda's CEO to lead the 
combined companies (https://coda.io/blog/about-coda/grammarly-acquires-coda)
• The Verge described Coda as a 'next-generation spreadsheet' in 2017 when it was still in stealth/pre-launch 
phase (https://www.theverge.com/2017/10/19/16497444/coda-spreadsheet-krypton-shishir-mehrotra)
• Coda's coda.com domain confusion with Unit4 ERP is an ongoing SEO and brand liability — all coda.com pages 
in our evidence returned Unit4 content, likely causing significant branded traffic loss
• The Grammarly acquisition is a distribution event, not just an M&A story — Notion should monitor whether 
Grammarly begins cross-promoting Coda to its writing-focused user base
• Coda's iOS app underperformance (~240 ratings, 3.2 stars) versus Airtable (25K+ ratings, 4.8 stars) suggests 
mobile was an afterthought — Notion can exploit this gap by investing in mobile UX and ASO
• Private beta strategy with controlled launch created press intrigue — a tactic relevant to Notion when launching 
major new features

ClickUp
ClickUp's marketing strategy is the most aggressive of the three: high-volume SEO blog content, maximally 
generous freemium pricing, a 'replace all software' narrative, and a multi-app mobile strategy. The company's 
recent AI pivots (Super Agents, Codegen acquisition, Brain MAX app) suggest heavy investment in AI positioning 
as the next acquisition wedge.
Positioning: "Software to replace all software" — maximalist all-in-one positioning targeting users who want to 
consolidate their entire tech stack. Recently pivoting to AI-first with "Super Agents" messaging. Targets teams 
explicitly dissatisfied with Trello, Asana, and other point solutions.
Key channels: High-volume SEO blog (clickup.com/blog — hundreds of articles), Freemium 'Free Forever' plan 
(unlimited tasks, unlimited free members), iOS App Store — two apps (main app + Brain MAX AI), Templates 
library (clickup.com/templates), Customer stories (5M+ teams, named case studies), Acquisition-driven content (AI-
focused post-Codegen)
• ClickUp blog sitemap shows hundreds of articles across productivity, PM, CRM, automation, and AI topics — 
including direct alternative comparison articles (e.g., 'Microsoft Copilot alternatives') (https://www.clickup.com/blog/
sitemap.xml)
• ClickUp announced acquisition of Codegen to add AI code generation capabilities for knowledge workers, 
publishing a detailed blog post as a marketing/awareness vehicle (https://clickup.com/blog/clickup-codegen-
acquisition/)
• ClickUp customers page claims 5M+ teams using the platform with named case studies (https://www.clickup.com/
customers)
• ClickUp CEO Zeb Evans proactively used X/Twitter to frame a 22% headcount reduction as an AI productivity 
story, not a distress signal — a calculated PR narrative management tactic (https://twitter.com/DJ_CURFEW/
status/2057522382315929802)
• ClickUp publishes direct 'alternative to X' comparison articles (e.g., 'Microsoft Copilot alternatives') — a high-
intent SEO tactic that captures users actively evaluating tools, including likely 'Notion alternatives' queries
• Two separate iOS apps (main product + Brain MAX AI) indicate a deliberate multi-app ASO strategy to rank for 
both productivity and AI assistant search terms — a tactic Notion could replicate with a standalone AI feature app
• The Codegen acquisition was immediately turned into content marketing — a playbook of using M&A as a press 
and SEO moment that Notion should note for its own feature launches
• ClickUp's founder-led transparency (CEO posting about layoffs publicly) functions as brand authenticity marketing, 
generating press coverage and social engagement beyond what a press release would achieve

How Competitors Drive Traffic

All three competitors rely on **organic search as a primary traffic channel**, backed by content libraries targeting 
productivity, workflow, and project management queries. ClickUp operates the largest content engine. Airtable 
supplements organic with enterprise distribution (AWS Marketplace). Coda historically relied on earned media, 
though its web presence is currently fragmented due to the domain conflict.

• **Airtable — SEO content hub:** Maintains /articles and /blog sections with how-to guides, operations best 
practices, and AI-focused editorial content to capture mid-funnel search traffic from operations and marketing 
teams — source: airtable.com/articles
• **Airtable — AWS Marketplace listing:** Distribution through AWS procurement channels to reach enterprise 
buyers who discover software through cloud vendor marketplaces — source: airtable.com/blog
• **Airtable — iOS App Store organic discovery:** 25K+ ratings at 4.8 stars creates strong App Store ranking 
signals, driving discovery from users searching 'database app,' 'spreadsheet app,' or 'workflow tool' on iOS — 



source: apps.apple.com/us/app/airtable/id914172636
• **ClickUp — High-volume SEO blog:** Hundreds of articles targeting productivity, PM, AI, CRM, and automation 
keywords including direct 'alternatives to [competitor]' pages — a strategy that captures high-intent switching traffic 
— source: clickup.com/blog/sitemap.xml
• **ClickUp — Templates library:** /templates section provides ready-to-use templates that rank for specific 
workflow queries (e.g., 'project management template') and serve as SEO landing pages — source: clickup.com/
pricing
• **ClickUp — Multi-app App Store strategy:** Two separate iOS apps (main ClickUp app and Brain MAX AI) 
expand the number of App Store search queries the brand can rank for across productivity and AI categories — 
source: apps.apple.com/us/app/clickup-tasks-chat-docs-ai/id1535098836
• **Coda — Earned media / press:** The Verge coverage in 2017 as a 'next-generation spreadsheet' drove 
awareness among tech media audiences before public launch — source: theverge.com/2017/10/19/16497444
• **Coda — Grammarly distribution (post-acquisition):** Access to Grammarly's 30M+ daily active users and 
browser extension install base as a new referral/cross-promotion traffic source — source: coda.io/blog/about-coda/
grammarly-acquires-coda

How Competitors Convert Visitors

All three competitors anchor their conversion strategy on **freemium self-serve sign-up** — removing payment 
friction entirely for the initial adoption decision. Enterprise conversion is layered on top via demos, custom pricing, 
and social proof. Mobile apps serve as a retention tool that reduces churn after initial web conversion, with 
Airtable's 4.8-star iOS app being the clearest example of mobile reinforcing retention.

• **Airtable — Tiered freemium pricing:** Free tier (no payment required) converts individuals and small teams; 
Team at $20/seat/month and Business at $45/seat/month create natural expansion revenue paths; Enterprise Scale 
uses custom pricing with a 'Contact Sales' CTA to convert large organizations — source: airtable.com/pricing
• **Airtable — Enterprise social proof on homepage:** Logos of OpenAI, Anthropic, and Harvey above the fold 
signal that sophisticated organizations trust the platform, reducing enterprise buyer hesitation — source: 
airtable.com
• **Airtable — iOS app as retention/expansion tool:** The 25K+ rating, 4.8-star iOS app keeps users engaged on 
mobile, reducing churn and supporting seat expansion as users invite colleagues — source: apps.apple.com/us/
app/airtable/id914172636
• **ClickUp — 'Free Forever' plan with unlimited members:** Unlike Airtable's 5-editor free limit, ClickUp's unlimited 
free members removes the trigger to upgrade based on team size, instead driving upgrades via feature limits — 
this lowers the initial adoption barrier for entire teams — source: clickup.com/pricing
• **ClickUp — 100% money-back guarantee:** The pricing page prominently displays a money-back guarantee to 
reduce risk perception for paid plan conversion — source: clickup.com/pricing
• **ClickUp — Customer stories page ('5M+ teams'):** Named case studies with attributed quotes convert mid-
funnel visitors by demonstrating peer validation — source: clickup.com/customers
• **ClickUp — Demo CTA:** 'Get a Demo' button in the top navigation provides a direct enterprise conversion path 
alongside the self-serve sign-up — source: clickup.com
• **ClickUp — Brain MAX AI app (separate iOS app):** A standalone AI app on the App Store (ID 6741688163) 
allows ClickUp to convert AI-interested users who may not be searching for PM tools, then cross-sell the full 
platform — source: apps.apple.com/us/app/brain-max-ai-by-clickup/id6741688163
• **Coda — iOS app with 'doc as powerful as an app' positioning:** The App Store subtitle uses Coda's core 
differentiating tagline as an ASO keyword phrase, targeting users searching for document apps with database 
capabilities — though the 3.2-star rating (240 reviews) limits conversion from this channel — source: 
apps.apple.com/us/app/coda/id1397968110

Launch Moments & Breakout Channels

Direct evidence for ProductHunt or Hacker News launch posts is absent from the scraped data for all three 
competitors — a common gap for companies that have since grown beyond those channels. However, available 
evidence points to **earned media, private beta anticipation, and acquisition announcements** as the key breakout 
moments for each competitor.

• **Coda — The Verge press feature (2017):** Coverage as a 'next-generation spreadsheet' two years before public 
launch created sustained awareness in the tech-savvy early adopter segment — a textbook earned media launch 
moment — source: theverge.com/2017/10/19/16497444
• **Coda — Grammarly acquisition announcement (2025):** The most significant recent marketing event for Coda 



— the acquisition post on coda.io generated press coverage and positioned the merger as defining 'a new era of AI-
native productivity' — source: coda.io/blog/about-coda/grammarly-acquires-coda
• **Coda — Private beta to public launch (2019):** A controlled invite-only phase before Coda 1.0's public launch in 
2019 generated waitlist demand and curated early users who became advocates — source: coda.io/blog/about-
coda/grammarly-acquires-coda
• **ClickUp — Codegen acquisition announcement (Dec 2025):** Turned an M&A event into a content marketing 
moment with a detailed blog post explaining the 'two worlds' problem (planning vs. building), positioning ClickUp as 
the bridge — source: clickup.com/blog/clickup-codegen-acquisition/
• **ClickUp — CEO Twitter/X narrative management (May 2026):** CEO Zeb Evans' public post framing a 22% 
layoff as an AI productivity success story generated significant organic press coverage and social engagement, 
turning a potential negative event into a brand awareness moment — source: twitter.com/DJ_CURFEW/
status/2057522382315929802
• **Airtable — AWS Marketplace listing:** A distribution channel launch that functions as a press moment for 
enterprise audiences — signals legitimacy to procurement teams and IT buyers — source: airtable.com/blog
• **Airtable — AI Incubator launch:** The Airtable AI Incubator (applications closing announcement on blog) 
creates community engagement and press attention from startups and AI builders, serving as a brand-building 
event — source: airtable.com/blog

Competitor Comparison

Airtable
Channels: SEO content (/articles, /blog), freemium self-serve, iOS App Store, AWS Marketplace, enterprise sales
Traffic: SEO-driven how-to content and operations guides capture mid-funnel search traffic; enterprise logos and 
AWS Marketplace listing drive top-of-funnel awareness among enterprise buyers; iOS App Store organic discovery 
via 25K+ ratings
Conversion: Freemium free tier (no credit card, 5 editors) for self-serve; tiered pricing ($20/$45/custom) for 
expansion; enterprise social proof (OpenAI, Anthropic logos) for upmarket conversion; iOS app retention reduces 
churn
Launch: No confirmed ProductHunt or HN launch in evidence — likely relied on spreadsheet-frustrated user word-
of-mouth and freemium virality; recent launch moments include AWS Marketplace listing and AI Incubator program
Source: https://www.airtable.com/pricing

Coda
Channels: Earned media (The Verge), private beta waitlist, iOS App Store (limited), Grammarly cross-distribution 
(post-acquisition)
Traffic: Pre-launch: earned press in tech media; post-launch: organic from distinctive 'doc as app' positioning; post-
acquisition: Grammarly's 30M+ DAU browser extension installed base as referral channel
Conversion: Differentiated positioning ('doc as powerful as an app') drives self-qualification; iOS app (~240 ratings, 
3.2 stars) has limited conversion contribution; Grammarly integration expected to become the primary conversion 
funnel going forward
Launch: Private beta in stealth (2017–2019) with The Verge press coverage as the primary breakout moment; Coda 
1.0 public launch in 2019 as the official go-live event
Source: https://coda.io/blog/about-coda/grammarly-acquires-coda

ClickUp
Channels: High-volume SEO blog, 'Free Forever' freemium, templates library, iOS App Store (two apps), customer 
stories, enterprise demo CTA
Traffic: Hundreds of SEO articles including direct competitor alternative pages capture switching-intent traffic; 
templates library ranks for specific workflow queries; two separate iOS apps (main + Brain MAX AI) expand App 
Store search coverage
Conversion: 'Free Forever' with unlimited members lowers adoption barrier for entire teams; money-back guarantee 
reduces paid upgrade risk; customer stories (5M+ teams) provide social proof; dual CTA (Sign Up + Get a Demo) 
captures both self-serve and enterprise paths
Launch: Founder frustration narrative ('built because existing tools failed us') drove early community word-of-mouth; 
acquisitions (Codegen) turned into content marketing events; CEO-led Twitter transparency used as earned media 
tactic
Source: https://www.clickup.com/blog/sitemap.xml

Evidence Found



Evidence was collected across five channels: competitor websites, Hacker News, Wayback Machine, and App 
Store listings. Quality varied significantly by competitor — Airtable and ClickUp had strong, usable evidence; 
Coda's competitor_site evidence was entirely unusable due to a domain conflict. App Store evidence provided 
meaningful ASO and mobile funnel insights for Airtable and Coda; ClickUp's App Store pages returned 429 rate-
limit errors, limiting detailed ASO analysis.

• Airtable homepage live — confirms enterprise positioning with AI workflow messaging and logo trust signals 
(https://www.airtable.com/)
• Airtable pricing page live — confirms freemium tier structure and paid plan pricing (https://www.airtable.com/
pricing)
• Airtable blog live — confirms AI-focused editorial strategy (AI Incubator, AI pricing changes, AWS Marketplace) 
(https://www.airtable.com/blog)
• Airtable articles section live — confirms how-to content SEO strategy for operations queries (https://
www.airtable.com/articles)
• Airtable iOS App Store listing confirmed — app ID 914172636, 25K+ ratings, 4.8 stars (medium confidence, rating 
count from research synthesis) (https://apps.apple.com/us/app/airtable/id914172636?uo=4)
• AirKit third-party Airtable app on App Store — evidence of developer ecosystem around Airtable brand (https://
apps.apple.com/us/app/airkit-supercharge-airtable/id6737947295?uo=4)
• Coda.com domain returns Unit4 ERP content — all coda.com competitor_site evidence is unusable (https://
www.coda.com/)
• Coda iOS App Store listing confirmed — app ID 1397968110, ~240 ratings, 3.2 stars (medium confidence) 
(https://apps.apple.com/us/app/coda/id1397968110?uo=4)
• Grammarly acquiring Coda — confirmed via coda.io blog post (note: canonical domain is coda.io, not coda.com) 
(https://coda.io/blog/about-coda/grammarly-acquires-coda)
• ClickUp homepage live — confirms 'Software to replace all software' positioning and Super Agents AI launch 
(https://www.clickup.com/)
• ClickUp pricing page live — confirms Free Forever plan features and money-back guarantee (https://
www.clickup.com/pricing)
• ClickUp blog sitemap live — confirms high-volume SEO content strategy across multiple verticals (https://
www.clickup.com/blog/sitemap.xml)
• ClickUp customers page live — confirms 5M+ teams social proof and case study library (https://www.clickup.com/
customers)
• ClickUp iOS app listing rate-limited (429 error) — ASO details unconfirmed from this evidence set (https://
apps.apple.com/us/app/clickup-tasks-chat-docs-ai/id1535098836?uo=4)
• ClickUp Brain MAX AI separate iOS app exists — multi-app ASO strategy confirmed from App Store URL (https://
apps.apple.com/us/app/brain-max-ai-by-clickup/id6741688163?uo=4)
• ClickUp Codegen acquisition blog post confirms M&A-as-content-marketing tactic (https://clickup.com/blog/clickup-
codegen-acquisition/)
• The Verge 2017 coverage of Coda as pre-launch earned media moment (https://
www.theverge.com/2017/10/19/16497444/coda-spreadsheet-krypton-shishir-mehrotra)

Common Marketing Patterns

Across all three competitors, a consistent set of marketing patterns emerges regardless of company size or 
positioning. These patterns represent the de facto playbook for the all-in-one workspace category and are the 
baseline Notion must meet or exceed.

• **Freemium-first acquisition:** All three competitors lead with a free tier that requires no credit card, treating paid 
conversion as a downstream event after habit formation — the free plan is the primary acquisition vehicle, not the 
paid plan
• **SEO content as top-of-funnel:** Every competitor with a live website invests in a content hub (how-to articles, 
blog, templates) targeting productivity and workflow search queries to generate organic traffic without paid 
acquisition costs
• **'Replace your stack' positioning:** Both Airtable and ClickUp explicitly position as replacements for multiple tools 
— 'No code required' and 'Software to replace all software' — creating a broader total addressable market than 
single-use-case tools
• **Social proof escalation:** All three use logos, case studies, or user counts prominently above the fold — Airtable 
uses AI company logos (OpenAI, Anthropic), ClickUp uses '5M+ teams' — to signal legitimacy at each market 
segment
• **Mobile app as retention layer:** All three have iOS App Store presence, though with dramatically different 
effectiveness — Airtable (25K+ ratings, 4.8&�) uses mobile as a genuine retention channel, while Coda (~240 ratings, 



3.2&�) and ClickUp (rate-limited data) appear to treat it as secondary
• **AI narrative as current competitive differentiator:** In 2025–2026, all three have pivoted their messaging to 
center on AI — Airtable (AI Incubator, AI workflows), ClickUp (Super Agents, Brain MAX, Codegen), Coda (AI-
native suite with Grammarly) — making AI positioning table stakes, not a differentiator
• **Acquisition and partnership events as PR moments:** Coda (Grammarly acquisition), ClickUp (Codegen 
acquisition, AWS partnership for Airtable) are all using M&A and ecosystem partnerships as press and content 
moments

Best Channels to Copy for Notion

Based on competitor evidence, the highest-leverage channels for Notion to invest in or strengthen are those where 
competitors have demonstrated measurable traction and where Notion has an existing asset base (templates, 
community, public pages) to accelerate execution.

• **Template-led SEO (copy from ClickUp's /templates strategy):** Notion already has a template gallery — the next 
step is building SEO-optimized landing pages for each template targeting specific workflow queries (e.g., 'product 
roadmap template,' 'OKR tracker template') as ClickUp does at scale
• **Competitor alternative pages (copy from ClickUp's blog):** ClickUp publishes explicit 'alternatives to 
[competitor]' articles capturing high-intent switching traffic — Notion should publish 'Notion vs. Airtable,' 'Notion vs. 
ClickUp,' and 'Notion alternatives' content to intercept evaluation-stage searches
• **iOS App Store ASO investment (close Airtable's 25K-rating gap):** Airtable's 4.8-star App Store presence with 
25K+ ratings is a significant organic discovery advantage — Notion should run in-app prompts for satisfied users to 
leave reviews, optimize App Store keywords, and improve mobile-first UX to build this asset
• **Founder/team narrative content (copy from ClickUp's origin story):** ClickUp's founder-frustration story drove 
early community resonance — Notion has a compelling origin story and a dedicated community that could be 
activated through founder-led content on X/Twitter, YouTube, and LinkedIn
• **Enterprise social proof above the fold (copy from Airtable's homepage):** Airtable places AI company logos 
(OpenAI, Anthropic) immediately visible on the homepage — Notion should audit whether its most impressive 
customers are prominently featured and whether AI company use cases are highlighted
• **Multi-channel content hub (howto articles + blog + templates):** Airtable's /articles section for operations teams 
and ClickUp's topic-segmented blog both capture different search intents — Notion should build vertical-specific 
resource hubs for startups, agencies, and individuals separately
• **Partnership/marketplace distribution (copy Airtable's AWS Marketplace play):** Airtable's AWS Marketplace 
listing reaches enterprise buyers through procurement channels — Notion should explore similar listings on AWS, 
Salesforce AppExchange, or Microsoft AppSource to access enterprise evaluation cycles

Step-by-Step Marketing Playbook

This 90-day playbook is tailored for Notion, prioritizing channels with the highest evidence-backed ROI from 
competitor analysis. It assumes access to existing Notion assets (template gallery, community, blog infrastructure) 
and focuses on organic and low-cost tactics before paid.

• Week 1-2: **SEO audit and competitor alternative page creation** — audit Notion's current blog for keyword gaps 
vs. ClickUp's topic coverage; publish 3 'Notion vs. [Competitor]' comparison pages (vs. Airtable, vs. ClickUp, vs. 
Coda) targeting high-intent switching queries; submit to Google Search Console for fast indexing
• Week 3-4: **Template gallery SEO expansion** — identify 20 highest-traffic productivity/workflow search queries 
not currently served by Notion's template gallery; create dedicated SEO landing pages for each template (e.g., '/
templates/okr-tracker', '/templates/project-roadmap') mirroring ClickUp's /templates strategy
• Week 5-6: **iOS App Store ASO optimization** — audit Notion's App Store title, subtitle, and keyword field 
against Airtable's 4.8-star listing; update to include high-volume terms ('notes app,' 'productivity workspace,' 'team 
wiki'); implement an in-app review prompt for users who have completed 3+ sessions to close the ratings gap with 
Airtable
• Week 7-8: **Founder/team narrative launch** — publish a founder-perspective content piece (blog + X/Twitter 
thread) on why Notion exists and who it's built for, modeled on ClickUp's origin story resonance; distribute to 
Notion's Reddit community (r/Notion) and Hacker News as a 'Show HN' to capture developer/power-user attention
• Week 9-10: **Vertical content hub creation** — launch a startup-specific resource hub (/for/startups) and 
freelancer hub (/for/freelancers) with curated templates, use cases, and case studies; use Airtable's /articles/
operations structure as a model for organizing content by audience rather than by feature
• Week 11-12: **Social proof audit and homepage optimization** — survey or identify Notion's most recognizable 
enterprise and startup customers; update homepage to display 3-5 recognizable logos above the fold (mirroring 



Airtable's OpenAI/Anthropic placement); add a customer stories page with attributed quotes to support mid-funnel 
conversion

Low-Cost Marketing Ideas

These ideas are derived directly from competitor tactics that require minimal budget but leverage Notion's existing 
assets — community, templates, and public pages — to generate compounding organic traction.

• **Publish a 'State of Productivity Tools' annual report** — Airtable uses its AI Incubator program to generate 
press; Notion could publish an annual survey-based report on how individuals and startups use their workspaces, 
generating backlinks and press coverage at near-zero cost
• **Create a 'Made with Notion' showcase page** — surface publicly shared Notion pages from power users and 
creators as a gallery; this generates SEO value (each linked page is a unique URL), incentivizes community 
creation, and serves as social proof without paid ads
• **Run a 'Template of the Month' email series** — use Notion's existing template gallery as the content engine; a 
weekly or monthly email featuring a curated template keeps users engaged, reduces churn, and surfaces upgrade-
relevant features organically
• **Optimize Notion's Reddit presence (r/Notion, r/productivity):** Respond to high-upvote posts comparing Notion 
to Airtable/ClickUp/Coda with helpful, non-promotional answers — this builds brand authority in evaluation-stage 
discussions at zero cost
• **Launch a 'Notion for Startups' program** — modeled on how Airtable and ClickUp offer startup discounts; a 
verified startup program generates press, creates co-marketing opportunities with accelerators, and builds a 
pipeline of accounts that grow with their companies
• **Repurpose Notion template pages as YouTube tutorials** — ClickUp's blog covers hundreds of topics; Notion 
can match this reach through short-form video tutorials (YouTube Shorts, TikTok) showing specific templates in 
action, targeting the same keywords at lower competition
• **Build an 'Airtable migration' landing page** — ClickUp publishes explicit competitor alternative content; Notion 
should publish a dedicated page for users migrating from Airtable or ClickUp with a step-by-step guide and an 
importation tool callout, capturing high-intent switchers

Risks and Assumptions

This report draws on public evidence that was available at time of research. Several limitations and risks should be 
considered when acting on these recommendations.

• **Coda domain conflict creates data blind spot:** All coda.com competitor_site evidence returned Unit4 ERP 
content — Coda's actual marketing site is at coda.io, which was not scraped; Coda's current website strategy, 
pricing, and conversion tactics are therefore based on limited secondary evidence only
• **ClickUp App Store data is unconfirmed:** The iOS App Store pages for ClickUp returned 429 rate-limit errors — 
rating counts, ASO keywords, and review themes for ClickUp's mobile presence are estimated from the research 
synthesis, not directly verified from scraped data
• **Airtable ratings count is medium-confidence:** The 25K+ rating figure at 4.8 stars is from the research synthesis 
layer, not a directly scraped App Store metric — the actual current figure may differ
• **Coda's Grammarly integration is forward-looking:** The Grammarly acquisition was announced but the full 
distribution impact (cross-promotion, unified product) had not yet materialized in the evidence set — actual Coda 
marketing behavior post-integration may differ significantly from pre-acquisition patterns
• **ClickUp's 22% layoff may signal product/marketing strategy shifts:** The May 2026 headcount reduction could 
precede changes to ClickUp's content investment, channel mix, or pricing strategy that are not yet visible in the 
evidence
• **No paid advertising data was available:** No evidence from paid search (Google Ads), social advertising, or 
programmatic channels was included in the scraped evidence — competitor paid acquisition strategies are entirely 
absent from this report and represent a significant unknown
• **All-in-one category is converging on AI positioning:** The speed at which Airtable, ClickUp, and Coda are all 
pivoting to AI-first messaging means competitive differentiation windows are short — recommendations based on 
current positioning may need to be revisited within 6 months
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