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a new metric: share of searches

𝑺𝒉𝒂𝒓𝒆 𝒐𝒇 𝒔𝒆𝒂𝒓𝒄𝒉𝒆𝒔 =
𝒔𝒆𝒂𝒓𝒄𝒉𝒆𝒔 𝒇𝒐𝒓 𝒃𝒓𝒂𝒏𝒅 𝒙

𝒔𝒆𝒂𝒓𝒄𝒉𝒆𝒔 𝒇𝒐𝒓 𝒂𝒍𝒍 𝒃𝒓𝒂𝒏𝒅𝒔 𝒊𝒏 𝒄𝒂𝒕𝒆𝒈𝒐𝒓𝒚



we looked at three categories



share of searches correlates with 
market share in all three categories
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Share of brand searches

Share of market vs share of searches - automotive
Averages 2004-2014
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share of searches is a leading indicator
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lead times can be quite long
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Increase in share of searches (last 9 months)

Changes in share of search precede
changes in market share: automotive

Cars: up to 12 months
Phones: up to 6 months
Energy: < 3 months



an early warning system for brands?

6.00%

6.50%

7.00%

7.50%

8.00%

8.50%

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

Volkswagen market share - forecast vs actual

Forecast Actual



conversion is affected by other factors
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Conversion rate vs relative price
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advertising affects share of searches
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Change in share of voice vs previous month (% points)

Changes in share of search versus
changes in share of voice: cars
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Months after ad on air

Effect of 1 month ad burst with 10% SOV: cars

ads have two effects on search

Big short term effect,
decays away quickly.

Smaller, long term effect, 
decays away slowly.
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Months after ads first on air

Effect of repeated ad bursts with 10% SOV: cars

long term effects accumulate over time
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Months after ads first on air

Effect of sustained advertising with 10% SOV: cars

sustained advertising drives growth

60:40 rule

40% of
searches
from short 
term effect.

60% from 
long term.
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Long run effect of sustained advertising 
on SSE's share of searches

each brand has an equilibrium level

SOV below 
equilibrium.

SOS tends to fall 
over next 2 years.

SOV above 
equilibrium. 

SOS tends to rise 
over next 2 years



a new measure of brand strength?
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