


Executive Summary
SEO & PPC Competitor Analysis

This analysis provides a high-level view of Horváth USA’s current search visibility and 
paid media presence, benchmarked against key consulting competitors including 
McKinsey, Bain, and Deloitte. The goal is to identify where Horváth is today, how 
competitors are capturing demand, and where strategic opportunities exist to 

strengthen digital performance.



















Why LinkedIn Appears as an Organic Competitor
1. Buyers Are Searching for People, Not Just 
Firms
Prospects frequently search for:
● Consultants, partners, and subject-matter experts
● Leadership experience and professional 

credibility
● Individual expertise tied to strategy and 

transformation

What this means:
 Trust is often established at the individual level before 
engagement with the firm.

2. LinkedIn Profiles Act as High-Intent 
Landing Pages
LinkedIn frequently outranks firm websites for:
● Name-based searches
● Role- or expertise-driven queries
● Career + consulting experience searches

What this means:
Searchers may validate credibility on LinkedIn before 
visiting a firm’s website — or instead of it.

3. Thought Leadership Is Being Consumed 
Off-Site
LinkedIn content performs strongly because it:
● Ranks in organic search
● Is shared, engaged with, and externally linked
● Signals relevance through ongoing activity

What this means:
 SEO today extends beyond the website — visibility is shaped 
by where thought leadership lives and performs.

Strategic Implication for Horváth USA
When LinkedIn appears as a competitor, it represents an 
opportunity, not a risk:
● Consultant and leadership profiles are searchable 

brand assets.
● LinkedIn visibility can drive credibility and discovery.
● Website and LinkedIn should work together across 

the buyer journey.

Winning firms optimize both the people and 
the platform.







Organic Search Is the Primary Growth Opportunity.
Horváth USA’s organic search presence is currently limited and heavily concentrated around branded keywords and 

a small number of pages. In contrast, top competitors rank across hundreds of thousands of keywords, driving 
consistent inbound traffic from non-branded, high-intent searches.

What this means:
 There is significant upside in expanding SEO to capture earlier-stage and solution-based demand, not just users 

already familiar with the Horváth brand.

Competitors Dominate Non-Branded Visibility
McKinsey, Bain, and Deloitte show massive keyword coverage, long-term organic traffic stability, and strong authority 

signals through backlinks and content depth.

Their performance demonstrates that organic search is a core acquisition channel, not a supporting tactic.

What this means:
 Without targeted investment, Horváth risks being underrepresented in search results where prospective clients 

begin their research journey.



Paid Search Spend Reflects Strategic Priorities
Competitor PPC data shows meaningful investment in high-value consulting keywords, brand defense, and 

competitive and category terms.

Paid search is being used to supplement organic dominance, not replace it.

What this means:
 PPC can be leveraged strategically for near-term visibility, campaign support, and event-driven initiatives—but 

long-term efficiency depends on strengthening SEO.

Traffic Mix Signals Authority and Maturity
Top competitors generate the majority of their traffic through organic channels, indicating strong brand authority, 

content ecosystems, and trust signals in Google’s algorithm.

What this means:
 Improving SEO is not just about traffic—it directly impacts credibility, perceived expertise, and conversion efficiency 

across all marketing channels.


