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1. EXECUTIVE SUMMARY 

 

This report aims to reproduce information and content to have a reasonable understanding of 

how Google - as a brand - has achieved so much success in a considerable short life time. 

The approach used is to look at the background as well as present aspects to define what the 

company is representing nowadays and what it attempts to transmit to consumers as values. 

To illustrate this scenario, a comparison to another huge multinational company is made in 

between, in order to analyze the contrast of their market share performance throughout the past 

years and how they are behaving within such an environment that is replacing market shelves by 

online showcases. 

Figures about Google’s revenue and other aspects such as the increase of internet users are 

incorporated to the report in attempt to have a final definition. 
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2. INTRODUCTION 

 

32,467 employees;  70 offices in more than 40 countries around the globe; revenues over 

US$ 37 billion; assets valuation estimated in more than US$70 billion (Google | Investor 

Relations, 2011) and – even more impressive - with less than 15 years of existence. 

This is Google.  

A worldwide organization that is certainly featuring as one or the most successful ones 

within the Era of Technology. What can be considered more extraordinary about Google is that 

the company is a service organization, which is unlikely to be perceived by consumers for not 

selling tangible good or product like the companies that are part of this technological field such 

as Apple, IBM, Dell, Microsoft, etc. 

 The simple thought inspired by the idea of providing accessibility to information and 

content, its business has wisely made an advantageous usage of the word Globalization and the 

‘boom’ of the internet, whose access started to become easier and more affordable to people.  

From a service brand perspective, Google has undoubtedly been in such an outstanding 

position, widening its operations as the years go by and hardly any other company seems to be 

capable of catching up with what Google has turned out to be.  

It seems there are no boundaries for Google which has unquestionably reached hegemony 

in this segment. That is completely noticeable by stating that Google has become so intensely 

part of our daily tasks with the same intensity of having a meal or brushing teeth before going to 

sleep.  

As Nicholas Carr states in his article “Is Google making us stupid”, our continual 

interaction with information on the web may be “chipping away our capacity for concentration 

and contemplation”. (Reeves, 2009) 

But are we actually dependent on this brand or Google have just found a shortcut and 

became a convenience within our crazy routine context?  
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3. BACKGROUND 

 

Since a very young age when reading the biography of Tesla, Larry Page always thought of 

being an inventor. His inspirational character Nikola Tesla - one of the most prodigious inventors 

in the 19
th

 and 20
th

 centuries - discovered and developed the initial technologies that later came 

to be what we know as wireless communication and X-rays to solar cells.  

Even though Tesla was an outstanding inventor and achieved so much, he never had the same 

recognition of - for example - Thomas Edison, inventor of the light bulb. “He had all these 

problems commercializing his work. I realized Tesla was a great inventor, but he did not 

accomplish as much as he should have. I realized I wanted to invent things, but I also wanted to 

change the world. I wanted to get them out there, get them into people’s hand, so they can use 

them, because that is what really matters” (Battelle, 2011) Therefore with this statement, Page, 

along with his partner  Sergey Brin, have carefully pondered their actions for future ideas and 

projection based on Tesla’s story, in order to avoid the same fate. 

Back in 1995, as students in Stanford, the founders of Google met each other and according 

to rumors they disagree about almost everything during this first meeting. Whereas, in the 

following year, as science graduate students, they began collaborating on a search engine called 

BackRub, which operated on the Stanford serves for more than a year, but eventually taking up 

too much bandwidth to suit the university. The name of the searching engine also did not please 

the two students and then after some brainstorming, they decided to name it Google, a 

mathematical term which would be intriguing, because it represents the number 1 followed by 

100 zeros which suggests a seemingly infinite amount of information on the web . The idea 

behind is to use the term to reflect their organizational mission. (Google) 

Picture 1:  First Google logo in 1998 

then changed to the current one since 

August, 1999, as seen on the cover 

page. (Best Ad, 2010) 
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Then in 1998, the company started to take shape. With a check for US$100,000 deposited to 

the company’s account, the establishment of a physical location, the hiring of a new member and 

recognized by the “PC Magazine” as an engine that returns extremely relevant results and 

within the Top 100 Web Sites for 1998, Google seemed to be on the right track. (Google) 

Before the year 2000 ends, the company continued to expand its operations, by moving its 

main office to Palo Alto, located in the well-known Silicon Valley – home to many of the 

world’s biggest technology companies. The company also goes global by offering search in 15 

languages such as French, German, Italian, Swedish, Finnish, Spanish, Portuguese, Dutch, 

Norwegian, Danish, Chinese, Japanese and Korean. A partnership with Yahoo!, a popular email 

provider, is forged and before the new century starts, Google had become the world’s largest 

search engine. (Google) 

In 2001 and 2002, it was the merging of the great success of the global expansion. By 

opening the first international offices in Tokyo and Sydney, going into a partnership with 

Universo Online - the largest internet provider in Latin America – and AOL and now available 

in 26 languages, Google was systematically dominating the internet environment by having its 

brand associated with many of other already successful ones. (Google) 

The years between 2003 and 2006 were marked by acquisitions of companies such as Pyra 

Labs (creators of Blogger) YouTube (video-sharing website),  JotSpot, Urchin (web analytics 

company)  and launch of new functionalities on Google in order to encompass and cover all the 

aspects the public might be interested when surfing on the internet. Some of the examples are: 

Google Grants (advertising program for nonprofit organizations to run in-kind ad campaigns) 

Google Book Search, Google Maps (a web mapping service), Google Scholar (for institutional 

access support), Google Mobile Web Search, Google Talk (instant message service), Google 

Analytics (visitors statistics generator), Google Transit (transit route planner), Google News 

(news aggregator provider) and Google Patent (storing patents dated back to 1790). Besides all 

of these new features, the expansion throughout the globe was still incessant whereby new 

offices in Sao Paulo, Mexico City, Dublin, Bangalore and Hyderabad were open. 
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The period that includes 2007 consolidated the international domination whereby the brand 

intended to be inclusive by:  expanding YouTube available in nine more domains: Brazil, 

France, Italy, Japan, the Netherlands, Poland, Spain, Ireland and the U.K; Google Apps available 

in 28 languages. Google Docs & Spreadsheets accessible in eleven more languages: French, 

Italian, German, Spanish, Traditional Chinese, Simplified Chinese, Korean, Turkish, Polish, 

Dutch, Portuguese (Brazil) and Russian and eight more languages included to Blogger, bringing 

the total to 19; Google Reader becomes available in French, Italian, German, Spanish, Dutch, 

English (U.K.), Chinese (Traditional and Simplified), Japanese and Korean. 

More acquisitions, such as the ad serving services provider DoubleClick, Picnik, Motorola 

Mobility, AdMob, a mobile display advertising company, the launch of new applications and 

sub-websites as Google Chrome browser and Google Health content  and enhancement of its 

current sub-websites like Google Maps Navigator were noticeable events during 2008, 2009, 

2010 and 2011. Following the trend towards China, the company also launched Google Finance 

China allowing Chinese investors to get stock and mutual fund data as a result of this 

collaboration between the New York and Shanghai Google teams. (Google) 

So that is the sum up of Google’s story: Invented by two students graduate in a Stanford 

dorm room, going through a set up garage and now an index of more than 8 billion web pages, 

1.1 billion images indexed,  1 trillion unique URLs, owing more than 160 domains around the 

world and counting... whereas some questions might raise as: 

 

Can all these figures symbolize one main idea of business? 

By being global, can this company represent individually all consumers’ needs and wants? 

What is in fact Google and what the company has done to succeed this way? 

 

The next chapter will try to elucidate those questionings. 

http://reader.google.com/
http://googleblog.blogspot.com/2007/09/google-reader-goes-multilingual.html
http://finance.google.cn/
http://finance.google.cn/
http://googleblog.blogspot.com/2008/07/we-knew-web-was-big.html
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4. WHAT IS GOOGLE? 

Statistically speaking there are 2 billion searches a day which probably means 300 million 

people using Google every day (Answers, 2012) and more than 60% of Internet users around the 

world use its website to search for information, products or services (Google, 2007).  It is 

absurdly unbelievable to think how this organization has developed within 14 years of life, going 

from a university internal database to one of the most valuable multinational companies whose 

operations have amazingly spread to every corner of the planet, with approximately 70 offices 

around the world, as seen below.  

 

 

4.1.Internet expansion  

Even being a successful case, some facts need to be attributed to Google’s triumph and 

the most important of them - already pointed out at the beginning of this report – is how the 

accessibility to internet has become easier and affordable which consequently culminated in 

substantial increase of users. The following table precisely illustrates the abrupt growth in 

internet users between 2000 and 2011. 

 

Picture 2:  The global distribution of Google offices and R&D (research & 

development) centers. (Google) 
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The increase cannot be directly associated to the accomplishment of Google but 

somehow the organization foresaw and embarked on time on this trend that was emerging and 

becoming reality. Moreover, by being a technological and innovative way of searching 

information, it also appeared to be attractive, faster and convenient to people comparing to the 

way it was done before. Not many years ago, when knowledge and information was required, 

people used to look for sources and references such as specialists, articles, books or a 

consolidation of those in form of encyclopedias - which still happen but the handiness of Google 

plus the accessibility to computers and internet have certainly overcome it. By finding what is 

sought in a few types instead of spending excessive time by folding pages seems immensely 

more opportune and appealing. That might be one of the reasonable explanations to determine 

why Google had so much success throughout the last decade.  

Besides its worldwide proportions, it has taken such a great dimension and magnitude that 

the association between Google and the Internet content is always hard to distinguish from each 

other. For some people, it seems to be confusing but when surfing and searching on Google 

Table 1:  The huge increase in internet users throughout the first decade of 

the century.   (Miniwatts Marketing Group, 2012) 
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pages, they tend to think that what is accessed is the Internet content itself when in reality they 

are going and navigating through the Google index and database which directs to the wanted 

search or website page. According to Alexa.com - website that monitors the web traffic - more 

than 50% of the global internet users visit Google.com everyday. 

As a main characteristic, the company pursues returning relevant results to its users. Find 

relevance on consumers’ search would be the right words to describe what Google stands for 

and how it desires to be seen in our lives. The mechanics of the accuracy lies in Google’s 

algorithms, which are a set of advanced calculations that help, identify the relevancy of results to 

each search query. Google crawls the web regularly, indexing billions of web pages – similar to 

the way a library card catalog indexes books. When a user enters a search term, Google scans its 

vast index and displays the most relevant pages based on PageRank™ and other advanced 

algorithms, usually under a second (Google, 2007). By constantly making these updates and 

including new links and URLs to its index, the company aims to refine and deliver the closest 

match of words to what has been typed by users, with an enormous precision. As Larry Page has 

said, “The perfect search engine would understand exactly what you mean and give back exactly 

what you want.” And so, when displaying significant results, the brand sets itself as a reference 

in people’s perception and it possibly creates the following association: 

 

 

  

 

 

 

So by definition, can Google be considered only a search engine that returns only appropriate 

results to users?  

It is not a wrong way to understand what the company provides as service but it is still an 

incomplete answer.  
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4.2. Acquisitions and Co-brands 

Firstly, it is clear to identify that the organization has and keeps always acquiring new 

companies – with more than 100 companies acquired ever since. The reason for that must be 

found on the significance these new entrant companies have achieved to a large number of 

people or their operations had something going on that Google wanted to encompass into its own 

universe. So that kept Google always touching other areas of business as well. 

Secondly, Google’s strategy to reach consumers at the visceral level is beyond the scope of a 

mere search engine. Essentially it is the main facet of Google whereas as observable on the 

background section, Google has not just adopted this type of functionality to increase awareness 

of the brand. By creating co-brands such as Google Finance, Google Gmail, Google Docs, 

Google Scholar, Google News, it made the whole company not limited itself to just being a 

search engine and only working in “passive” mode. Through the flow coming from these co-

brands it would be easier for Google to identify and map out common characteristics and 

individualities of each public, segregating them by relevance of topic and managing to enrich the 

connection with consumers.  

It is simple as that, on which pages would you search and use as source for a specific article 

for research or financial status and information for your company? Google Scholar and Google 

Finance sound more than just a good idea for being relevant to what is required and could be 

easily one of the answers. So by narrowing the relationship with consumers by topic of interest, 

Google would be ensuring consumers spending more time on the website and potentially looking 

at the ads, displayed on its pages – where its revenues come from. 

 

4.3.Doodle 

Another aspect that is quite simple but may be included in the brand differentiation is about 

the doodle. The doodle is Google’s logo and it is placed on the front page every time the website 

is accessed. According to Google, these doodles are the fun, surprising and sometimes 

spontaneous changes that are made to the Google logo to celebrate holidays, anniversaries and 
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the lives of famous artists, pioneers and scientists. (Google , 2012). By paying tribute to an 

important date or person, the brand focuses on the interaction with outside world which creates 

amusement, emerging a good feeling about the brand and consequently translated into 

customers’ identification with it. There have been developed more than 1,000 doodles so far for 

all homepages around the world and ideas coming from users are welcome, stimulating 

participation by simply emailing it at proposals@google.com.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Pictures 3: The Google doodles in 2012, the last one representing the 1st of May, Labor’s Day. 
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4.4.Ads on Google 

The real earnings for Google are fundamentally based on the advertising placed by other 

companies. Many business-to-business (B2B) CEOs view marketing as the domain of consumer 

goods brands. They are wrong. Among Interbrand's 10 most valuable global brands, we find 

Microsoft, Intel, IBM, and GE. All generate far more B2B revenues than sales to end consumers 

(Quelch, 2007). That is how Google reached over extraordinarily 37 billion dollars in revenue in 

the last year’s result and $10,645 million till the end of the first quarter - data not audited) which 

continuing tends to beat the figures of last year (Google Investor Relations, 2012). It is hard to 

believe that when they first started out, the founders Page and Brin had a certain aversion for 

using advertising as the foundation for their business plan, for them “advertising funded search 

engines will inherently be biased toward the advertisers and away from the need of consumers” 

(Lowe, 2009).  

But later they realized and accepted the fact that advertising B2B was the only way to 

become a profitable commercial company. From this point on, they started to elaborate the ideal 

business plan for advertising which included the creation of AdWords in 2000 – main source of 

revenue based on pay-per-click advertising- and the acquisition of DoubleClick, that also 

develops and provides Internet ad serving services.  

  

 

 

 

 

 

On the next page, figures about these ads will be demonstrated in order to assimilate how 

essential and crucial is the impact of the advertising within the Google’s total revenue. 

Picture 4: Advertisers design Adwords ads to 

target the user’s search (wants or needs), matching 

ads to the user’s query. Advertisers first choose 

keywords that relate to their website or product 

offerings. Then, when a user enters the same or 

similar keywords into Google, the advertiser’s ads 

are shown. Price and other factors also play a part 

in ad display. (Google, 2007) 

http://en.wikipedia.org/wiki/Ad_serving
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Source: (Schneider Media, 2012) 

Picture 5: The 

illustration reveals how 

Google made its 

revenue in the 2011’s 

term. By listing the Top 

5 advertisers in the 

most varied types of 

industry segments, 

since Finance & 

Insurance to Home & 

Garden (Web Analytics 

World, 2012) 
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5. GOOGLE X PRODUCT BRAND 

 

Trendily, product brands are more capable of identifying preferences with more ease and 

customize and adequate their products in alignment with what would match consumers’ 

satisfaction is completely measurable and achievable if the company strives for it. When talking 

about a service brand is different because it comes to a subjective opinion which varies from 

person to person. So it originates the most problematic aspect associated with these service 

brands, which is the need of dealing with intangible offerings by consumers.  . 

According to the traditional view of product branding, a brand consists of a set of perceptions 

which serve to differentiate the product from the competitors. The brand strength depends on the 

extent to which these perceptions are consistent, positive and shared by consumers. In attempt to 

overcome this problem, marketers put a lot of emphasis, on the company as a brand, since this is 

one way of making the service more tangible (McDonald & Chermetony, 2001). 

It is evident and noticeable that Google has taken a competitive advantage out of the use of 

technology, more specifically the internet, in help to expand awareness of its brand among 

public. The evolution and involvement that have been created are unusual in a certain way, 

regarding Google as a service brand which means that the brand has truly worked on delivering 

tangible and palpable results to its consumers in order to be perceived by them. 

 

The reason for this turnaround scenario might be found on the Google’s flexibility in 

adapting to consumers demand. As a service as well as technological brand, Google has the ease 

to adjust to consumers’ request rapidly just by analyzing data provided by the users’ access and 

from this analysis identify ultimate trends. The pro Google contains is about the “dialogue” 

generated every time information or direction is necessary. As most popular search engine in the 

world, Google can also be the internet’s “thermometer” and quickly detects what is the last and 

hottest topic discussed and promptly take actions based on it, as Sergey Brin said “Google 

actually relies on our users to help with our marketing. We have a very high percentage of our 

users who often tell others about our search engine.”  On the other hand, in Coca-Cola’s case 

this identification of new tendencies and application of action plans is something that 



BSNS 7454 Strategic Brand Management  
Assignment 2 | Google Service Brand Analysis 

    
 

  Diego Romero, ID 1378051 | Page 15 of 18 

102.37 

220 

417.94 

471.38 
447.74 

343.78 

571.35 
544.1 

601.27 

44.71 43.44 41.96 52.19 58.87 43.05 53.45 67.46 74.12 

Google vs Coca-Cola 

shares 

Google Coca-Cola

unfortunately would happen  after some time, for example weeks, months or even years to be 

finally concluded, regarding that its main products come from production lines which requires 

research, experiment, tests and a lot of other procedures until it is approved. Therefore timely 

responsiveness is a great advantage of Google over Coca-Cola or any popular product brand.To 

elucidate Google’s success, figures below show the comparison in the share market between 

Google - since it initiated public offering of shares on August 18, 2004 - and Coca-Cola - the 

world’s most valuable brand in the Interbrand’s best global brands top 10 list, worth $71.9 

billion dollars (Houpt, 2011). Google was also among the ten, featuring number 4 on the list. 

 
 
   

 

Date Close %  Volume   Date Close %  Volume 

Apr-12 601.27 11% 3,301,600   Apr-12 74.12 10% 6,739,300 

Apr-11 544.1 -5% 3,724,300   Apr-11 67.46 26% 7,964,000 

Apr-10 571.35 66% 3,595,000   Apr-10 53.45 24% 11,028,100 

Apr-09 343.78 -23% 4,389,900   Apr-09 43.05 -27% 11,844,000 

Apr-08 447.74 -5% 6,861,200   Apr-08 58.87 13% 6,861,200 

Apr-07 471.38 13% 4,829,900   Apr-07 52.19 24% 10,940,800 

Apr-06 417.94 90% 10,143,900   Apr-06 41.96 -3% 6,073,200 

Apr-05 220 115% 11,231,400   Apr-05 43.44 -3% 6,987,900 

Aug-04 102.37   7,703,500   Aug-04 44.71   5,220,300 

Average 413.3256 33% 6,197,856   Average 53.25 8% 8,184,311 

Source: (Yahoo! Finance, 2012) 

It is perceptible that Google’s shares are 

more valuable than Coca-Cola when 

analyzing the period between 2004 and 

2012. Google was launched in the market 

and had a lot of potential to grow while 

Coca-Cola, member of the market since 

1962, has reached a certain plateau with 

slight growth periods throughout the years. 

Apart from all crisis and market recessions, 

in average Google has increased its shares 

33% a year as opposed to only 8% of Coca-

Cola which represents a new trend towards 

of service brands. 
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6. CONCLUSION 

Google may be considered the best example of how influent service brands have become in 

the present days for several instances. From my viewpoint it is an almost perfect way of 

conducting business because it does not rely on its own operation only, but it shares 

responsibility with the success of others, by promoting them to the final consumers. Besides, 

there is its internal aspect – not included in this piece of work – that encompasses the company 

as always being selected the best companies to work for – making at least top 5 over the last five 

years (CNN Money Fortune, 2012) - which reflects a good environment, leadership and 

encouragement, key pieces for a company to shine amongst others. 

The search engine is also reliable and solid when transmitting knowledge and information as 

its leading values, putting the brand as top reference while understanding or punctual data are 

required by customers. Even not having us as end consumers, Google has taken great advantage 

of what we are looking for as potential buyers and using this content into a B2B relationship. 

However, the importance of seeking for sources, evidences, statistics and analysis plus the 

delivery of relevant returns is equal a development and establishment of great engagement 

between Google and users, based on trust - that certainly is translated into loyalty. The 

relevance factor is considerably easy for Google to achieve, once the requirements of the service 

(search) is something determined by consumers, the brand just needs to have precautionary 

measures by ensuring regular expansion of its index to fulfill the perfect match for them. 

Moreover, by being flexible, Google is able to comprehend the market and what has been on 

consumers’ mind without any specific research. It might merely be done by an effective reading 

of the data provided by consumers when searching for a specific topic. Once it is done, Google 

has a treasure map and can easily recognize patterns among consumers and it “sells” this 

precious gathering of information in forms of ads straight to whoever is interested in that 

particular public segment.  

That seems an impeccable system of running business and in my opinion Google’s dynasty is 

something that will last for many and many years. 
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