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Introduction  

In the past two years, Google updates have caused some to complain 

that the market -leading search engine favors content from large brands 

over small businesses. Proponents of this argument have offered limited 

keyword data that seems to show content from p rominent brands 

appearing on the first page suddenly sometime in 2009. In response, one 

of Googleõs top engineers has gone on record saying òinside of Google, 

at least within the search ranking team, we donõt really think about 

brands. We think about words  like trust, authority, reputation, PageRank, 

high quality.ó In spite of this, the rumors persist that Google favors large 

brands in its search results.   

 

Taken to its logical conclusion, if Google favors large brands the biggest 

brands on the planet should  have the largest share of voice in Google 

organic search. Also, the sites with the most visibility in organic search 

should be large brands, because the argument is that Google wants large 

brands to succeed at the expense of smaller brands. When we examin ed 

the natural search visibility of the top global brands of 2011 in early 2012, 

we found something else entirely.  

 

Methodology  

To study this we looked at Interbrandõs Top Global Brands 2011 report and 

pulled the organic data from SEMRush for each global brand. SEMRush is 

a large database of search engine rankings and traffic for over 42 million 

domains a nd 80 million keywords. They publish a rank for each domain 

thatõs based on the number of visitors coming from the first two pages of 

the natural search results. Given that this metric involves the strength of a 

domain, rather than just individual keywords , we feel itõs a better measure 

of natural search visibility.  

http://www.interbrand.com/en/best-global-brands/best-global-brands-2008/best-global-brands-2011.aspx
http://www.semrush.com/
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The data was pulled from SEMRush on January 10, 2012 for 100 domains 

associated with each of the top 100 global brands in Google US.  

We then looked at the top 100 sites  according to SEMRush to see if any of 

the domains were large brands, Fortune 500 companies, enterprise 

businesses, or companies who invested heavily in Google AdWords. To 

determine enterprise businesses and small businesses, w e used the US 

standard of less than 250 employees for a small business and less than 500 

for a midsize business, and took the employee count from public 

company pages on Linkedin.  

 

Results 

Only 9 of the top 100 brands were also listed in SEMRushõs top 100 domains 

(9% of total): Yahoo! (#3), Google (#4), Amazon.com (#5), Apple (#8), 

eBay (#11), Microsoft (#16), Disney (#45), Adobe (#74) and MTV (#87).  

Only 36 of the top 100 brands were within the first 1000 domains of 

SEMRushõs ranked list (3% of total). 

 

The range for the rank of the top 100 global brands was #3 for Yahoo! to 

#251,000 for Nescafe.  

 

The average SEMRush rank for the worldõs top brands is 13,874 with a 

median of 1,900.  

 

The worldõs top brand, Coca Cola, fared worse than many brands below 

it, wi th a rank of 3,800. And Coca Cola has employed a full -time SEO 

agency for years.  

 

Looking at the results by sector, beverages fared the worst in terms of 

natural search visibility, followed by Alcohol, FMCG and Financial Services. 

The big winners are Intern et Services companies like Yahoo!, Google, 

Amazon and eBay, who have an average SEMRush Rank of 6, followed by 

Computer Software and Electronics. 14 Electronics companies made the 

list, with an average rank of 800.  

http://www.semrush.com/info/rank.html
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*indicates sectors with only one listi ng included in the top 100 global 

brands list  

 

61% of top 100 SEMRush domains are not  companies in the Fortune 500. 

This is similar to a late 2009 (post òVinceó change) study by Conductor , 

which found that more than half of the Fortune 500 companies were 

bidding on keywords because they have no natural search visibility for 

those keywords organically.  

 

91% of top domains are not  top 100 global brands  

 

89% are not  associated with the top 10 AdWords advertisers, and 30% of 

them donõt even buy AdWords 

 

In terms of business classification by employee size, more than half (54%) 

of the businesses listed in SEMRushõs list of the most visible domains in 

Google natural search are large (between 500 and 1000 employees) or 

enterprise businesses (more than 1000 employees by US standards).  

http://www.conductor.com/resource-center/research/natural-search-trends-fortune-500-q4-2009
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39% of the top 100 domains according to SEMRush are SMBs (Small to 

Midsize Businesses), and 4% of the total had fewer than 10 employees.  

 
 

Wikipedia is the top result in the list, with 3x the organic traffic of the 

number 2 listing, Facebook. Wikipedia also appears for more keywords 

than any other site on the Internet. Wikipedia is operat ed by a non -profit 

called Wikimedia with 80 employees and $24.7 million in revenue ($6 

million minus costs) for 2011. To put this in perspective, the #500 company 

on the Fortune 500 had revenues 177 times larger than Wikimedia 

Foundation in 2011. 80 employ ees by US standards constitute  a small 

business. Wikipedia is not a big business, nor is it a big brand by the 

standards of those who measure top global brands.  
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Figure 1 List of top 100 global brands along with data from SEMRus h 

indicating natural search visibility and advertising status  
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Figure 2 List of top 100 domains according to natural search visibility along 

with AdWords status, business size, etc.  

  


