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The world’s biggest database of human intentions



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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pooling data for many brands yields a 
huge dataset for econometrics
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econometrics shows that share of 
searches is a leading indicator
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the relationship goes two ways

Share of Market Share of Searches

People search for things they’ve bought

People search for things they might buy



so share of search has two uses

Share of Market Share of Searches

A proxy for market share

A leading indicator for market share growth



The relationship between the two 
metrics is different for each brand

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

20%

0% 2% 4% 6% 8% 10% 12% 14% 16%

Sh
ar

e
 o

f 
m

ar
ke

t

Share of searches

Long run effect of share of search on market share - Ford

Slope is similar for all brands, 
but different each has different base level.

Equilibrium line

SOS below equilibrium.
SOM tends to fall.

SOS above equilibrium. 
SOM tends to rise 



the two metrics mostly move together
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but share of searches tends to lead
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pay attention to the gap between them
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ESOS can be a leading indicator for 
market share growth

-6%

-4%

-2%

0%

2%

4%

6%
Fe

b
-0

4

M
ay

-0
4

A
u

g-
0

4

N
o

v-
0

4

Fe
b

-0
5

M
ay

-0
5

A
u

g-
0

5

N
o

v-
0

5

Fe
b

-0
6

M
ay

-0
6

A
u

g-
0

6

N
o

v-
0

6

Fe
b

-0
7

M
ay

-0
7

A
u

g-
0

7

N
o

v-
0

7

Fe
b

-0
8

M
ay

-0
8

A
u

g-
0

8

N
o

v-
0

8

Fe
b

-0
9

M
ay

-0
9

A
u

g-
0

9

N
o

v-
0

9

Fe
b

-1
0

M
ay

-1
0

A
u

g-
1

0

N
o

v-
1

0

Fe
b

-1
1

M
ay

-1
1

A
u

g-
1

1

N
o

v-
1

1

Fe
b

-1
2

M
ay

-1
2

A
u

g-
1

2

N
o

v-
1

2

Fe
b

-1
3

M
ay

-1
3

A
u

g-
1

3

1
2

 m
o

n
th

 a
ve

ra
ge

s

12 months ending

LG Share growth vs. ESOS

ESOS

Rate of 
growth



-0.4%

-0.2%

0.0%

0.2%

0.4%

0.6%

0.8%

1.0%

1.2%

1.4%

1.6%

D
ec

-0
5

M
ay

-0
6

O
ct

-0
6

M
ar

-0
7

A
u

g-
0

7

Ja
n

-0
8

Ju
n

-0
8

N
o

v-
0

8

A
p

r-
0

9

Se
p

-0
9

Fe
b

-1
0

Ju
l-

1
0

D
ec

-1
0

M
ay

-1
1

O
ct

-1
1

M
ar

-1
2

A
u

g-
1

2

Ja
n

-1
3

Ju
n

-1
3

N
o

v-
1

3

12 months ending

ESOS predicts market share growth 
for Alfa Romeo 12 months ahead

Leading indicator: ESOS 12 months
ago

Market share growth (yr on yr)

Correlation statistically 
significant with 99% confidence
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ESOS predicts market share growth 
for Audi 12 months ahead

Leading indicator: ESOS 12 months
ago

Market share growth (yr on yr)

Correlation statistically 
significant with 99% confidence
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ESOS predicts market share growth 
for Hyundai 12 months ahead

Leading indicator: ESOS 12 months
ago

Market share growth (yr on yr)

Correlation statistically 
significant with 99% confidence

The relationship holds for 22 out of 23 car brands…
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…and for 10 out of 12 mobile brands
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Apple: Share growth vs. ESOS (lagged by 12 months)
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Nokia: Share growth vs. ESOS (lagged by 12 months)
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Sony: Share growth vs. ESOS (lagged by 12 months)
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HTC: Share growth vs. ESOS (lagged by 12 months)



an early warning system for brands?
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including share of search in forecasting 
models increases predictive power
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but share of search also has obvious 
limitations



conversion is affected by other factors
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what about less planned purchases?

Share of search does lead market share in energy, but the 
lag is shorter and price plays such a big role that 
forecasting market share is not practical.

Expect similar results in other categories with short 
purchase cycles and/or high price sensitivity.

However, share of search may still be useful in such 
categories as a diagnostic measure (a proxy for top-of-
funnel demand).



part 1: summary
Our analysis suggests that share of search is a leading indicator for market share, with predictive 
power. 

We believe share of search is a useful indicator of latent demand for a brand, perhaps akin to 
conventional metrics like awareness or consideration. But it gives faster feedback and is free.

Share of search may therefore be a useful metric for evaluating brand-building activity. 

Share of search is a measure of interest in the brand “at the top of the purchase funnel”. How that 
converts to actual sales depends on supply, distribution, price, etc.

By giving an early warning of changes in demand, share of search might inform activities lower 
down the funnel. 

The metric is not perfect – for instance it does not measure “sentiment” or “quality” – but it could 
perhaps be improved. 

But what drives share of searches?
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