


Now consider Google’s contrasting situation and how it navigated its own
infancy as a media company. Yahoo! surrounded its core directory with infor-
mation pages, but Google concentrated all its resources in the search engine.
Google paired exceptional keyword matching with cost-per-click advertising to
build an advertising business that paired advertisers with customers through
matched keywords.

Google and Its Competition
Google’s dominance of consumer searching is awesome. There has been no
such near-monopoly since Yahoo! was the only important search-and-find
Web destination in 1994. The numbers have become a familiar mantra: more
than 200 million searches a day, constituting about 50 percent of global
search queries. Alongside those numbers looms Google’s activity as a busi-
ness partner to businesses of all sizes. In that arena, Google also dominates,
though its clout varies depending on the service.

But our focus is on business services whose influence and effectiveness are
tied to Google’s preeminence as a consumer search engine. Google’s com-
mand of the majority of eyeballs in the Internet population makes it the one
site in which online businesses must be visible, either in the search result
listings or through advertising on search results pages. Will this situation per-
sist? Is marketing in Google a long-term strategy?

14 Part I: Meeting the Other Side of Google 

Google’s business isn’t just advertising
In the beginning of this chapter, I emphasize
advertising as the revenue model that drives
Google’s growth as a business-services com-
pany. My accent on advertising is not meant 
to diminish Google’s great success in licensing
its basic search technology to Yahoo!, AOL,
Netscape, and many other high-profile Internet
portals. This licensing activity has generated
strong revenue flows for Google, matured the
company’s business standing, and extended its
brand to near-ubiquity. But most readers of this
book are interested less in licensing Google’s
search engine than in using AdWords and
AdSense as business tools.

It’s difficult to predict how far AdWords and
AdSense will take Google, and what their effect
on Internet culture will be. It’s not a stretch
to imagine that search advertising, using the
cost-per-click model that Google popularized,
could alter the Web landscape by reducing
advertisers’ reliance on flashing banners and
those heinous pop-ups. 

Certainly, the business side of Google is revolu-
tionizing online marketing, changing it from an
art to a science, from guesswork to measure-
ment, from blind spending to targeted cost-per-
lead.
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The answer to both questions is yes, but Google might not retain its con-
sumer dominance forever. Google stunned the Internet’s foundation compa-
nies (Yahoo!, Microsoft, and AOL) by reviving search as a viable industry.
Google didn’t just improve searching; it brought it back from the dead, after
Microsoft, for one, had mostly written it off. Competition always pursues pio-
neers, and now that Google has shone new light on the search industry, its
would-be vanquishers loom.

Yahoo! acquired important search assets Inktomi (an engine technology com-
pany of long standing) and Overture (a pioneer of placing advertisement on
search pages). Now Yahoo!, which once powered its search results and ads
with Google’s engines, has launched its own consumer engine and pay-per-click
advertising program. This development is the start of a rearrangement of the
competitive landscape, and Google’s vaunted 80-percent share dropped when
it no longer provided search results for Yahoo! searches.

Yahoo!’s separation doesn’t affect Google’s licensing provision with Netscape
and AOL, two other major partners. Both receive search results from Google
when their members enter keyword queries. But future changes in that
quarter would likewise reduce Google’s supremacy in processing consumer
searches.

Microsoft is famous for coming late to the party and then drinking everyone’s
punch. Microsoft’s Web portal, MSN.com, powers its search results with the
Inktomi engine (owned by Yahoo!) and receives its advertising from Overture
(likewise owned by Yahoo!). Microsoft is actively working on proprietary
alternatives to these licensing deals while publicly and explicitly targeting
Google’s standing in the field.

All eyes are on this imminent battle of search and related advertising tech-
nologies. There seems little doubt that Google’s consumer dominance will be
cut down. But the ongoing story rests in the hands of consumers. New search
engines might not satisfy users who have grown accustomed to Google’s
ranking style and speed. Those users might migrate from the interfaces that
once hosted Google results to Google itself.

Furthermore, Google isn’t exactly spending its days at the beach — it’s a rest-
less company staffed by high-octane brainpower. Google owns a stunning array
of popular search services (fully described in Google For Dummies) that buffers
it against lost market share in the flagship search engine. It is continually inno-
vating and improving its revenue programs. And its extended advertising net-
work (AdSense and premium-level AdSense partners such as USAToday.com
and Discovery.com) creates an important platform for advertisers that will last
a long time.
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