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“After a difficult 2022 for organic search across most retail sectors, the 
first month of the new year has seen demand soften further across brand 
and non-brand search. 

Elsewhere, searches in non-retail categories are generally up YoY, with a 
marked increase in people searching for Jobs, Pharmaceuticals, and of 
course Travel terms. 

The evidence suggests that trends on the macro level are unlikely to 
suddenly steer a different course in 2023. All the more reason to pay close 
attention to fluctuations within sectors on the subcategory and keyword 
level.

In contexts where overall sector trends are down YoY, it's only by paying 
attention to demand at a greater level of granularity that brands will be 
able to capitalise on emergent trends and increase their share of search 
in difficult market conditions. 

Of course, this isn't possible without access to the data. This report gives a 
top-line picture of the insights organic search data can provide for digital 
strategists, indicating how a deep understanding of demand can inform 
stronger relationships with your target audience, and ultimately drive 
brand visibility for the long term. "

If you want to find out more about how Metis's data can become the backbone 
of your strategy, get in contact and book a demo today.

This report is compiled by Louis Venter, 
CEO and founder of MediaVision. 

Louis has 18 years of organic search 
experience and has helped brands grow 
organically in difficult market conditions.

All data in this report is collated from our 
platform, Metis, that pulls search and 

demand data to provide market insight 
weekly for teams to react to be fast and 

first in the market.

SUMMARY

https://www.wearemediavision.com/


Brand Search Data
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For the majority of retail sectors, January was a period of 
decline in brand search YoY. With an intensifying cost-of-
living crisis becoming the new normal for many 
households across the country, brands are going to have 
to get used to YoY declines in brand search and a 
decreasing overall pot of search to find a voice in.

Across retail sectors brand demand softened 7.9% YoY 
throughout the month, although this discrepancy shrunk 
from 10.1% at the start of the year to 5.3% by the 
month's close.

It was the non-retail sectors where brand demand 
soared in January: Travel's YoY performance undoubtedly 
benefited from comparison with last year's post-
Omicron context, but even so it was a strong month for 
the sector's organic search in an important period of the 
year.

Similarly, throughout January we've seen Job search 
consistently up YoY, perhaps as a side product of the 
economic squeeze people are feeling at the moment and 
the increasing demand for flexible working.

9 March, 2023
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Brand demand across the Fashion sector during January was 
persistently below 2022's numbers, though the 13.9% difference at the 
start of the year decreased to 7.7% YoY decline in demand by the end of 
the month.

Fashion's winners, by a considerable distance, were Shein and Primark, 
who consistently saw impressive YoY growth in organic search 
throughout the month. The increase in demand for Primark YoY will be 
partly attributable to their launching of an online service in November 
last year, but even so the increase in demand for both them and Shein is 
clearly also due to a deep ability to cater directly to the needs of their 
audience. The fast-paced, low price-point offering of these two brands is 
proving to connect with consumers in ways no one else can currently 
keep up with, and this is precisely because their proposition is aligning 
perfectly with the demands of an increasingly large audience in the UK.

Whilst some value fast-fashion brands saw significant YoY upticks in 
brand search, several of their competitors, namely Missguided, Asos, 
and Topshop, lost vast amounts of demand. These three brands lost 
11.4 million, 8.2 million, and 3.1 million searches YoY in 
January respectively.

It wasn’t just fast-fashion brands who saw YoY growth in search in 
January. A number of bridge brands who saw strong performance 
throughout 2022 also saw increases in organic demand last month, 
including Reiss (up 6.5%), Cos (up 21.3%), and Birkenstock (up 67.1%).

9 March, 2023
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Homeware brand search was consistently down YoY 
throughout the course of January, with only a few brands 
seeing positive returns compared to 2022.

Several major retailers saw significant declines across the 
month: Argos lost over two million searches (3.7%), Ikea 
1.8 million (9.7%), Homebase 1.3 million (21.5%), DFS 
500,000 (17.3%), and Wayfair lost 460,000 searches 
(30.6%).

Habitat and Robert Dyas were notable exceptions to this 

trend, with 5.7% and 3.7% increases in organic demand 
respectively over this period.

This suggests that although there was a general decline in 
consumer demand for Homeware YoY this January, there 
was still the opportunity to drive share of search within 
the sector and capitalise on lost brand demand from 
competitors.

9 March, 2023
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Across Department Store brands January saw most 
brands lose organic searches YoY. Interestingly the best 
performance YoY came from Harrods, Fortnum & Mason 
and Liberty, but this is likely because their clientele is 
largely unaffected by the cost-of-living crisis.

Debenhams and John Lewis were hit the hardest by YoY 
softening in department store demand, losing over three 
million searches each in the month.

9 March, 2023
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Several brands in beauty saw impressive YoY returns in 
January, with Shea Moisture, a brand that specialises in 
cosmetics for Black communities, seeing the greatest rise 
in brand demand YoY.

Sephora, Drunk Elephant, and Glossier also witnessed 
impressive growth in brand demand, while more 
established names like The Ordinary, Charlotte Tilbury, 

and Space NK also saw brand demand growth in January.

Feel Unique was the biggest loser in brand demand by 
some distance, losing over a million searches in the 
month, constituting an 85.7% loss of brand demand. Cult 
Beauty, Kiehls, and Bodyshop also lost over 25% each in 
the first month of the year.

9 March, 2023
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The hit on demand for Alcohol was less than in other 
retail sectors, though there was a notable swing 
throughout the month from improved YoY 
performance at the start of the year to a 15.3% decline 
in demand at month's end.

Several beers saw upticks in demand this January, with 
Heineken, Guinness, Carlsberg and Budweiser all 
seeing strong performance relative to last year.

Close competitors Brewdog, Birra Moretti, and Stella 
Artois lie at the bottom of the performance list, losing 
30.1%, 33.5%, and 18% of brand demand in January
respectively.

9 March, 2023
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The performance of respective supermarket brands in 
January nicely illustrates how the cost-of-living crisis has 
affected people's spending decisions, and thus their 
manner of searching for brands.

Dominating the list of top performers YoY are value 
supermarket brands like Aldi, Costco, Lidl, and Iceland, 
with smaller value chains like Farmfoods and Heron 
Foods also seeing significant upticks in demand YoY.

By comparison, the biggest, and frequently more 
expensive, chains like Waitrose , Sainsbury's, Tesco, and 

Morrison's all saw declines in search of over 100,000 YoY 
in January, with Morrison's losing almost a million 
searches in the month.

Given the marginal difference in performance as a sector 
YoY, here we can comfortably conclude that we have an 
example of brands taking search from other brands, 
almost certainly due to the amenability of their offering to 
the needs of their audience in a context where every 
penny counts.

9 March, 2023
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Job search was consistently up YoY throughout January, with 
job search platforms like Indeed, CV Library, Glassdoor, and 
Otta all seeing encouraging upwards trends in demand 
throughout the month.

The generality of brand job search suggests that people 
might be using job searches to find careers outside of their 

current line of work, perhaps seeking to develop new skills or 
retrain into emergent industries where prospects for greater 
income are better. This would certainly make sense in the 
current context, and though it isn't a hypothesis confirmed by 
the data, the persistent increase in demand for jobs renders 
the idea plausible.

9 March, 2023
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January brought differing fortunes for several areas of 
the Property sector in brand demand. Whilst demand 
across the sector softened by 8.7% across the month, 
in certain subcategories organic search thrived YoY.

Commercial property stands out amongst the crowd 
as the area where YoY search trends were particularly 
positive, increasing 18.3%. The flexible workspace 
sector saw particularly strong increases in demand, 
with WeWork, Spaces, and Workspace all growing in 
search YoY.

By comparison, residential brand search was down 
throughout the month, with major estate agents like 
Knight Frank, Savills, and Haart seeing the greatest 
declines in brand demand, with an average drop of 
25.2% in search between them.

Demand for property portals also declined sharply, 
with Rightmove losing almost three million searches 
in January and Zoopla losing just over 1.5 million 
searches.

9 March, 2023
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January is always an important month for Travel, so after a 
difficult year last year it’s encouraging to see brand demand 
in the sector see such a marked increase YoY in 2023. 

That being said, the bounce back in demand YoY has 
brought a cost-of-living tinged flavour with it. It’s notable 
that the top performing brands in organic search are either 
budget travel brands or price comparison providers. Both 
trends indicate that while people are keen to travel again 
this year, their options are constricted by the difficult 

economic conditions of the current moment. 

Nevertheless, it’s foreign travel that’s seeing strong upticks 
in organic brand demand against domestic holidays, where 
brands like Forest Holidays (down 26.6%) and Sykes 
Cottages (down 8%) are amongst the brands seeing the 
greatest decreases in demand YoY. 

9 March, 2023
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In finance brand demand has dipped on last year, with 
major brands like Paypal, HSBC, and Sainsbury’s Bank 
seeing the greatest decrease in demand. 

9 March, 2023
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Whilst Brand demand across sectors gently 
decreased across the course of January, in non-
brand the story was the converse, with demand 
seeing a slow increase across sectors throughout the 
month. 

Jobs and Pharmaceutical saw strong YoY increases in 
demand through the course of the month, while 
Travel also saw an increase in non-brand demand, 
albeit significantly less than it did in brand search. 

In non-brand retail sectors demand softened by 
8.3% YoY, with the YoY gap in search widening 

through the course of the month from 6.5% to 9.2%.

Fashion saw by far the greatest decline in demand 
YoY in terms of period difference, but Homeware 
lost a greater percentage of search in the first month 
of the year.

9 March, 2023
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Although the end of 2022 saw non-brand demand in 
Fashion improve YoY, the YoY disparities opened up 
again as January progressed, averaging 9% across the 
month.

It's clear that the surge of interest in Travel search 
(which increased 6.2% YoY in non-brand and in brand) 
influenced the terms which were popular in non-brand 
Fashion search, as phrases like 'Beach dresses', 

'Hawaiian shirts', 'Travel bag', and 'Summer dresses' all 
performed very strongly.

Yet despite pockets of demand surge, the general 
trend was one of YoY decline throughout the 
month. Major subcategories saw declines, like 
'dresses' (down 12.3%), 'shirts' (5.1%), 'shoes' (down 
5.9%), and 'coats' (down 4.6%).

9 March, 2023
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Non-brand searches in Homeware were significantly 
down this January, softening 10.1% across the month. 

The middle of the month saw the greatest disparity in 
search YoY, when demand decreased by 25% YoY. 

Across key subsets of Homeware demand saw 
particularly pronounced declines, with ’Chairs’ losing 
18.3% search YoY, ‘Tables’ dropping 12.2%, and ‘Sofas’ 
losing 18.8% organic search demand.

9 March, 2023
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Demand for Beauty non-brand terms was remarkably 
similar to 2022 in January. 

Despite this, several keywords within Beauty saw 
interesting trends, with ‘Goth makeup’ almost 
quadrupling in search, and searches for ‘Bronzer’ 
terms seeing an increase of 71.5%. 

This makes clear that even in markets where overall 
demand appears to be relatively static there are often 
still important outlier trends which aren’t significant to 
impact the overall picture but can still present 
significant opportunities for brands who are wise to 
them. 

9 March, 2023
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Non-brand search in Property declined 17.4% YoY 
across January, with notable discrepancies in trend 
across subcategories.

Residential search declined by 18.4% across the 
month, with searches for 'House' and 'Sale' seeing 
significant downward trends of 21.3% and 20.7% 
respectively. By contrast, searches for 'Flats' and 
'Rental' decreased 11.4% and 12.7%, clearly indicating 
how the current property market is changing people's 

search behaviour.

The story is altogether different in commercial search, 
where demand increased 20.6% YoY in January. In 
particular, 'Coworking space' saw demand increases of 
44.7% and all 'Office' terms we track trended upwards 
by 12.5%.

9 March, 2023
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In Jobs demand has been broadly consistent with last 
year, with notable exceptions including the ever-popular 
‘Work from home jobs’ and ‘Remote jobs’, both of which 
saw significant YoY increases in demand, and perhaps 

more surprisingly (but on a similar theme) ‘Countryside 
jobs’, a term which almost quadrupled in demand.

9 March, 2023
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Searches for Pharmaceuticals have consistently been up 
YoY for a number of months now, and it’s interesting to 
note the types of drugs which have seen an increase in 
demand through organic search.

The top YoY performers list is largely dominated by three 
types of drug: antibiotics, blood-pressure medication, and 
antidepressants. 

The prevalence of the final category on this list is 
particularly interesting, with Sertraline, Mirtazapine, 

Amitriptyline, Paroxetine all seeing significant growth in 
search YoY. 

Search for Pharmaceuticals gives us an interesting insight 
into how the nation is feeling. The number of 
antidepressants with growth in search on our list indicates 
how the current economic crisis could be taking its toll on 
people.
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Non-brand search in Travel outperformed January 2022 by 
almost 350,000 searches, though compared to the 
comparative lift in brand search over the same period this 
uptick in demand is relatively gentle.

Despite this, certain subsets of Travel have seen 
particularly strong performance, like ‘Flights’, searches for 
which have increased in demand by 34.3% this January. 
Meanwhile searches for ‘Cruises’ more than doubled in 

this time period. 

Not all subsets of Travel saw growth in non-brand search, 
however. ‘Hotel’ demand decreased by 9.2% in this period, 
potentially suggesting a shift in how people are travelling 
and looking for accommodation as we continue to see the 
rise of services like AirBnB. 
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