STRATEGY DOCUMENT - TOPIC AND COMPETITOR AUDIT

Blog Topics
and Competitor Analysis

A topic evaluation and competitor audit for the highest-traffic property in the
portfolio, resolving ten candidate topics against a fragmented category
landscape into a hub-and-spoke content architecture.

TOPICS EVALUATED OUTLINES PRODUCED MONTHLY VISITS CLIENT

10 9 155.6K ParkingMD
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Overview

ParkingMD is the highest-traffic property in the portfolio, supporting 155.6K monthly visits across a
telemedicine-powered handicap parking permit service. The commercial model is clear: connect
applicants with licensed clinicians over video, issue the medical documentation required for state
placard applications, and remove the in-person doctor visit that dominates the category’s traditional
path. The content strategy had to match that commercial positioning, which is why the topic decisions
described below were made deliberately rather than inherited from keyword-volume intuition.

This document captures three discrete workstreams executed against the ParkingM D content strategy: atopic
evaluation across ten candidate subjects, a per-topic competitor audit of the companies currently ranking in
the category, and the production of nine full article outlines downstream of those evaluations. The strategic
decisions that shaped al three are the subject of this summary. The outlines themselves are deliverables, not
content in this document.

Methodology

How topics were evaluated

Each candidate topic was scored against four dimensions. audience need (what the user is actually trying to
resolve), strategic fit with ParkingMD’ s telemedicine-first positioning, depth opportunity (whether the topic
can support a pillar article, a hub page, or both), and verdict (must-keep, strong supporting piece, or defer).
The four-dimension scoring produced consistent signal across topics that would otherwise be hard to
compare, because “which medical conditions qualify” and “handicap parking enforcement” sit in different
buckets of user intent and different tiers of commercial priority.

How competitors were audited

The competitive audit ran per-topic rather than in aggregate. For each candidate topic, the current
top-ranking pages were analysed against a common rubric: who ranks, what the content actually covers,
whereit is dated, where it is fragmented across multiple URLS, and where it is thin. The output per topic was
a specific content-gap statement in ParkingMD’s favour rather than a generic “we could write this better”
claim. That per-topic rigour is what converted the evaluations from a topic list into an executable content
brief.

Category-Landscape Analysis

The handicap parking permit category produces a distinctive landscape pattern. Five actors consistently rank
across the topics evaluated:

» State DMV and DOL sites. CaliforniaDMV, Michigan Secretary of State, VirginiaDMV,
Washington State DOL, Texas DMV, and FloridaHSMV are representative. The official information is
accurate but siloed state-by-state and legalistic in register.

» DMV.org. Broad library of disability and permit content. Many articles are dated; the renewal article
cited in the audit is dated 2012 despite covering processes that have since shifted substantially toward
digital submission.
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» DrHandicap. Telehealth service with how-to posts and state guides. Coverage exists but is generally
brief.

» HandicapM D. Competitor telehealth service with parallel category coverage.

* WebMD. Consumer health explainer on handicap parking permits. Useful background but light on
step-by-step application detail.
The pattern across the five is consistent. Official state sources are authoritative but scattered. Third-party
guides are either dated or shallow. The synthesised finding from the audit, preserved here verbatim because it
isthe thesis the entire content plan is built on:

The landscape is fragmented. Official info is accurate but siloed state-by-state; third-party guides are
either dated (DMV.org) or shallow (most private blogs). No one owns a comprehensive, U.S-wide,
plain-language hub.

That sentence is the opportunity. It is also the shape of the content architecture the rest of this document
describes.

Topic Prioritisation

Ten topics were evaluated. The prioritisation that came out of the scoring clustered them into three groups
rather than producing a single linear ranking.

Anchor topics (must-keep, high commercial alignment)

Two topics sit at the top of the priority stack. The “How to Get a Handicap Parking Permit Onling” flagship
guide anchors the blog strategy because it connects directly to ParkingMD’s telemedicine-first positioning,
which the generic DMV content does not cover. The “Application Denied, What to Do Next” recovery-path
piece maps directly to a second ParkingMD evaluation (the re-assessment path) and captures users in the
high-intent frustrated state. Both carry direct CTAsto book an online assessment.

Hub-building topics (authority plays with strong SEO upside)

Four topics earned hub-page treatment because the source material is inherently broad and
comparison-ready: state-by-state renewal requirements, medical conditions that qualify, permit fees by state,
and the temporary-versus-permanent comparison. All four sit on the same pattern: each state publishes its
own rules, no centra reference exists, and a consolidated comparison earns both featured snippets and
long-tail coverage. This group is where the hub-and-spoke architecture described below generates most of its
search value.

Supporting topics (depth-builders with lower volume)

The remaining topics serve the portfolio’s topical completeness rather than its peak traffic numbers.
Reciprocity rules when travelling (including the NY C exception flagged during the audit), digital-application
coverage as a forward-looking trend piece, organisation-level permits for nonprofits and business fleets, and
enforcement and violations. Each earned a place on the publication calendar but at a lower cadence than the
anchor and hub-building groups.

The underlying logic
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The prioritisation is not aphabetical or volume-ranked. It is ordered by how directly the topic supports the
commercial motion. The two anchor topics convert readers into bookings. The four hub-building topics
establish the authority that makes the anchor topics credible and create the internal-link spine for future
state-specific pages. The supporting topics fill out the category so ParkingMD can be the destination rather
than asingle-query stop.

Approved topics by tier

ANCHOR TOPICS (2)
» How to Get a Handicap Parking Permit Online in 2025: Complete Guide

 Handicap Parking Permit Application Denied? Here's What to Do Next

HUB-BUILDING TOPICS (4)
« State-by-State Handicap Parking Permit Renewal Requirements [2025 Update]

» What Medical Conditions Qualify for Handicap Parking Permitsin 2025
» Handicap Parking Permit Fees by State: Complete Cost Breakdown
» Temporary vs Permanent Handicap Placards: Which Do Y ou Need?

SUPPORTING TOPICS (4)
» Using Your Handicap Placard in Other States: Reciprocity Rules 2025
« Digital Handicap Parking Applications: States Offering Online Submission
* Organization Handicap Parking Permits: Guide for Nonprofits and Businesses

» Handicap Parking Enforcement: Fines, Penalties, and Reporting Violations

Strategic Architecture Decision

Three architectural decisions shaped how the approved topics move from publication to compounding traffic.

Hub-and-spoke structure

The broad topics where each state has its own policy (fees, renewal rules, qualifying conditions, reciprocity)
are best executed as a national hub paired with individual state subpages. The hub carries the consolidated
comparison, earns snippet rankings, and ranks for state-by-state queries. The state subpages carry the
detailed state-specific rules and rank for state-specific searches that the hub aone cannot capture. A single
consolidated page cannot rank across all 50 states at once, and 50 disconnected state pages cannot rank
nationally. The hub-and-spoke architecture is the only shape that captures both.

Telemedicine-first positioning

Every piece in the content plan leads with ParkingMD’s telemedicine angle where the topic alows it. The
flagship guide explains how an online medical evaluation fits each state’s process; the qualifying-conditions
article anchors eligibility in the plain language of the telemedicine evaluation; the denial-recovery piece
positions the re-evaluation path as the explicit next step. The telemedicine-first narrative is not decoration; it
isthe differentiator that no competitor in the audit currently leads with.

Conversion alignment
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Every article in the plan has a defined relationship to a ParkingMD commercia surface. The anchor topics
route to new-eval uation bookings. The hub topics route to state-specific landing pages that route to bookings.
The supporting topics route to topical authority that compounds downstream. No piece exists purely for
traffic; every piece has a specified downstream action, and every article carries clear calls-to-action to book
an online assessment.

Deliverable Summary

Three artefacts were produced from this workstream.

« 10 topics evaluated. Each scored against audience need, strategic fit, depth opportunity, and verdict,
with a documented rational e per topic that guided the editorial decisions downstream.

 Per-topic competitor audit. Ten structured competitive teardowns identifying where each of the five
category competitors (state DMV's, DMV .org, DrHandicap, HandicapM D, WebMD) currently stands and
where the content gap lives. The audit is the basis for every content-gap statement in the approved briefs.

» 9full article outlines. Production-ready outlines for the nine approved topics, structured with
introduction, body-section hierarchy, internal-linking specifications, conversion-aligned CTAs, and
citation sources per section. These are the handover artefacts the content team writes against.

Impact

The content architecture described above was executed against the ParkingMD property, which carries the
largest traffic footprint in the portfolio at 155.6K monthly visits. The hub-and-spoke design concentrates
authority at the national level while maintaining state-level long-tail capture. The telemedicine-first narrative
isthe editoria position no competitor in the audit occupies, which makes the content a defensible asset rather
than areplaceable one. The nine outlines produced carry the strategic direction into the writing phase without
requiring the editorial team to re-derive the positioning brief-by-brief, which is the operational leverage a
strategy document of this depth is supposed to create.

The category gap identified in the audit, that no one owns a comprehensive, U.S.-wide, plain-language
hub, remains the structural opportunity. Execution of the approved plan is how it gets closed.
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