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Just when it has absorbed CompuServe and is roaring ahead, AOL faces new competition: Yahoo! Excite and Lycos want to eat its lunch – It’s the revenge of the search engines. 
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Some five years after the first entrance of the Internet, the search engines are clawing to become the next America Online, building communities around targeted content like sports scores and car-buying tips.  This move is mainly due to a slacking viewer trend for search engines and the problems these sites have with returning visitors or stickiness.  Sure enough, the percentage of users visiting the sites solely for searching is dropping, while viewership is increasing (see Exhibit 1, table 1).  This is due in part to the search engines finding the need to move from search only sites to more portal type contenders in order to keep the users on their sites for a longer time and to keep them returning
.  Having higher viewership numbers brings higher margins for advertising to these engines.  The moves Yahoo and AltaVista were taking to becoming these portal type communities were being watched with intense interest.  

The first section of this case reviews the organization of traditional search engine sites.  The next two sections describe Yahoo’s business model for portal leadership and AltaVista’s offensive moves.  Visits to Yahoo’s and AltaVista’s sites on the World Wide Web (WWW) are a useful supplement. 

Search Engines

The term "search engine" is often used generically to describe both traditional search engines and directories.  Yet, today these search engines are not the same.  The difference is how listings are compiled.  Therefore, there are many different types of search engines out there and more and more are opening each day although they may not be considered your traditional search engine.   

Traditional Search Engines

Traditional search engines, such as AltaVista, create their listings automatically.  These search engines crawl the Web, then people search through what they have found.  If the web pages change over time, search engines eventually find these changes.  Page titles, body copy, and other elements all play a role in web page rankings within the search
. 

Traditional search engines have three major elements.  First is the spider, also called the crawler.  The spider visits a web page, reads it, and then follows links to other pages within the site.  This is what it means when someone refers to a site being "spidered" or "crawled."  The spider returns to the site on a regular basis, such as every month or two, to look for changes.  Everything the spider finds goes into the second part of a search engine, the index.  The index, sometimes called the catalog, is like a giant book containing a copy of every web page that the spider finds.  If a web page changes, then this book is updated new information.  Sometimes it can take a while for new pages or changes that the spider finds to be added to the index.  Thus, a web page may have been "spidered" but not yet "indexed."  Until it is indexed (added to the index) it is not available to those searching with the search engine.  Search engine software is the third part of a search engine.  This is the program that sifts through the millions of pages recorded in the index to find matches to a search and rank them in order of what it believes is most relevant. 

Directories

On the other hand, directories such as Yahoo depend on humans for its listings.  A short description of the site is submitted to the directory, or editors write one for sites they review.  A search looks for matches only in the descriptions submitted.  With directories web page changes are not found unless submitted.  Things that are useful for improving a listing with a search engine have nothing to do with improving a listing in a directory.  The only exception is that a good site, with good content, might be more likely to get reviewed than a poor site. At first, search services were quite rudimentary, but in the course of a few years they have grown to be quite sophisticated, not to mention popular.  Search services are now among the most frequented sites on the Web with millions of hits every day
.  Even though there is a difference between search engines and search directories (which is discussed later), only the common usage will be uses, thus calling all of them search engines for the moment. 

History of the Search

PRIVATE
One of the first attempts at organizing information on the Web was Archie (short for archives).  Created in 1990 by Alan Emtage, a McGill University student, Archie archived what at the time was the most popular depository of Internet files, anonymous FTP sites.  The first real search engine in the sense of a completely automated indexing system is MIT student Matthew Gray’s World Wide Web Wanderer.  The Wanderer spider was intended to track the growth of the Web counting only Web servers initially, later capturing URLs as well.  This list formed the first database of websites, called Wandex
.  Spiders at this time were quite controversial.  For one, they occupied a lot of network bandwidth and they would index sites so rapidly it was not uncommon for the spiders to crash servers.

In response to the problems with automated indexing of the Web, Martjin Koster in October 1993 created Aliweb, which stands for Archie Like Indexing of the Web
.  This was the first attempt to create a directory for just the Web.  Instead of a spider, webmasters submit a file with their URL and their own description of it.  This allowed for a more accurate, detailed listing.  Unfortunately, the application file was difficult to fill out so many websites were never listed with Aliweb.
Yet, By December 1993, three more spiders were on the scene: JumpStation, World Wide Web Worm (developed by Oliver McBryan in 1994, bought out by Goto.com in 1998) and the Repository-Based Software Engineering (RBSE) spider
.  RBSE made the important step of listing the results based on relevancy to the keyword, which was crucial.  Prior to that, the results were in no particular order and finding the right location could require plowing through hundreds of listings.  

Excite was launched in February 1993 by Stanford students and was then called Architext
.  It introduced concept based searching.  This was a complicated procedure that utilized statistical word relationships, such as synonyms.  This turned up results that might have been missed by other engines if the exact keyword was not entered.  WebCrawler, developed by Brian Pinkerton of the University of Washington, was launched on April 20, 199
4.  It added a further degree of accuracy by indexing the entire text of web pages.  Other search engines only indexed the URL and titles, which meant that some pertinent keywords might not be indexed. This also greatly improved the relevancy rankings of their results.
see footnote
There was still the problem, however, those searchers had to know what they were looking for.  The first browsable Web directory was EINet Galaxy, now known as Tradewave Galaxy, which went online January 1994
.  Users could narrow their search through categories and sub-categories until presumably they found something that caught their eye.  

Yahoo perfected the search directory.  Two Stanford University students, David Filo’s and Jerry Yang created it.  Started in April 1994 as a way to keep track of their personal interests, Yahoo soon became too popular for the university server
.  Yahoo’s user-friendly interface and easy to understand directories have made it the most used search directory.  But because everything is reviewed and indexed by people, their database is relatively small.  Soon after, AltaVista was late onto the scene in December 1995, but made up for it in scope.  AltaVista was not only big, but also fast.  It was the first search engine to adopt natural language queries as well as Boolean search techniques.
Search engines in 1999 ranged form traditional crawling engines to regionally based and content specific driven engines.  There are over 1,550 search engines in the world alone at this time and the numbers are rising
.  

Portals


Sites such as AOL are known as portals.  The term signifies an Internet gateway, the frontier from which Web surfers move into the vast Web world
.  All portals offer some means to navigate the mounds of information on the World Wide Web, (somewhat like a search engine) but since the eventual success of these sites rests on gathering a return audience, and becoming destinations in and of themselves, a standard set of portal features has emerged.  In essence, portals could become the television networks of cyberspace.  The rise of portals is one of those sudden Internet phenomena that spring up quickly, but no one can be sure if the trend is a fad or a permanent move.  Deals and partnerships are cut on a near-daily basis as contenders try to build their cyberspace storefronts into perfect portals. 


The new wave in search engines is the need to become portals in order to obtain high cost advertisers.  Today top search engines such as Yahoo and AltaVista are making their way up the ladder to total portal-hood in order to reach higher profit margins, and their moves are making waves. According to a report by Zona Reseach, a technology research firm in Redwood City, Calif. Web surfers employ an average of seven different methods for site location, with search engines and the advice of friends ranking as the most popular. Following close behind are typing addresses from memory and utilizing online service directories or search functions. (See Exhibit 1, table 2)

Being that Search has long since become a commodity on the Internet. Portals are the only web sites that have been able to deliver enough traffic to appeal to mass marketers. The five top sites on the Internet are all considered portals, according to Nielsen//NetRatings. Put together, the top portals boast just shy of 70 million unique visitors per week. In comparison, the pure content providers, such as CNN, Cnet and CBS Sportsline, attract less than 10 million visitors per week
.  These staggering numbers are what have made Yahoo and AltaVista climb to the top of the Portal parade.  Yet, they both arrived to portals in different fashions. 

Yahoo’s Search Engine Model

The two developers of Yahoo, David Filo and Jerry Yang, Ph.D. candidates in Electrical Engineering at Stanford University, started their guide in April 1994 as a way to keep track of their personal interests on the Internet.  Before long they found that their home-brewed lists were becoming too long and unwieldy.  Gradually, they began to spend more and more time on Yahoo.  During 1994 they converted Yahoo into a customized database designed to serve the needs of the thousands of users that began to use the service through the closely bound Internet community.  They developed customized software to help them efficiently locate, identify and edit material stored on the Internet.  The name Yahoo stands for "Yet Another Hierarchical Officious Oracle." 

In early 1995, Marc Andreessen, co-founder of Netscape Communications in Mountain View, CA, invited Filo and Yang to move their files over to larger computers housed at Netscape.  Today, Yahoo contains organized information on tens of thousands of computers linked to the Web.  With reported net revenues totaling over $155 million for the third quarter ending in September 30, 1999, a 134 percent increase over net revenues of $66 million in the third quarter of 1998, Yahoo is the most popular website in the world.  Yahoo also has over 385 million page views per day during the month of September 1999, compared to an average of 310 million page views per day in June 1999.  Yahoo CEO, Tim Koogle, revels in the company’s performance. 

This performance is the result of the broad, global base of users, clients, and partners we have built and the leverage associated with developing a highly integrated media, commerce, and communications platform. The strong brand and expansive worldwide presence we have established positions us to continue our leadership role into the 21st century
.

With new Yahoo affiliations in the U.K., Germany, Mexico, and other countries, the company now has 21 geographic world websites (See Exhibit 4).  Prior to this overwhelming revenue growth, Yahoo has had its share of pains.  Any directory based search engine knows that keeping up with the vast number of online sites is a great task, but Yahoo has known that from the beginning and has slowly made the searching 30% of its purpose. (See Exhibit 1 Table 1)  From its company information and press releases, it is simple to track the changes within the website from a simple search engine directory to a portal.  Since Yahoo’s Initial Public Offering (IPO) in April of 1996, it has grown to be a major player in portal playing though acquisition of technology and ideas. The first major maneuver that gave Yahoo the ability to become a merger and acquisition company was the move into advertising that swelled their brand name to the top.  This movement into Advertising immediately allowed Yahoo to grab some eyeballs off the old and bland surf engines and onto their pages. 

Brand Development


In late April of 1996, Yahoo launched the first spot in its "Do you Yahoo?" campaign created by start-up agency Black Rocket, founded by former Hal Riney and Goodby, Silverstein executives.  The campaign began airing in top markets, and was extended in print, radio and other media throughout the year.

"Yahoo presented us with the challenge of conveying the Yahoo personality and image to a broader audience," says Steve Stone, one of founding partners of Black Rocket.  "Our goal was to create awareness of Yahoo, and to demonstrate the Yahoo experience as fun and simple."  Until this time, the Yahoo search and directory service traditionally gained awareness primarily through word of mouth from the Web community and publicity.  Yahoo's entry into mass media advertising was designed to help position the online guide as an ideal starting point for people who are new to the Internet.  However, the style and personality of the advertising, which includes a yodel, is very "Yahoo-like" which was made to appeal to loyal users and the Web community. 

The first television commercial was designed to appeal to a broad audience.  "We wanted this spot to speak to everyone from the cybercafe crowd, to grandparents, to snowboarders," said Bob Kerstetter of Black Rocket.  The spot will air in primetime sports, Star Trek Generations, early morning and late night news, David Letterman, Saturday Night Live, and other programming.  The first spot in the campaign features an older gentleman fishing at a small pond with his trusty, but bored dog.  At the end of a day with no luck, he goes to his computer, pulls up Yahoo, points to "fishing" and then types in "bait."  In the next scene, he reels in a 250-pound tuna, and is surrounded by many more.  A voiceover asks, "Do you Yahoo?"  The spot closes with Yahoo "It's free on the Net" and a distinctive, Yahoo Yodel.

With the media launch building brand loyalty, Yahoo also went into the public scene by co-sponsoring events such as concerts, walks, and city wide entertainment events.  With these movements and constant use of its red logo, Yahoo was able to assert its brand name into the homes and businesses of the United States and partnering countries.  A market leader through brand-name recognition, energetic marketing and an unbelievable international presence, Yahoo is at a $600 million run rate in 1999 for revenue and is one of the few profitable commercial websites.  It reaches nearly seven out of every ten Internet users, who spend more time and view more pages of Yahoo than any other site, according to Media Metrix New York.  Yahoo has also been recognized for reaching this profitability while still running solo, without mergers, only partnerships. 

Partnerships

Yahoo’s business plan was always based on making money from advertising and fees from transactions first initiated from the site.  To maximize these it was important that the site be "sticky": this way users would stay on their site and spend more money as they went along.  A model already existed that offered such attractions: America Online.  "Everyone tried to imitate their success," says 32-year-old Filo.  "It was apparent that things like chat and e-mail were successful and you had to have them to compete.  There was not a lot of rocket science involved." Yahoo purchased e-mail technology, the first of a series of partnerships and acquisitions.  "We realized that if you provided core navigation, you could build up," says Koogle
.

Through such partnerships in 1996, Yahoo was able to immediately open up worldwide sites in places such as Japan and Europe.  These international sites with their new advertising revenue helped the directory-based site become a major player in the development of portal type websites.  Yahoo further learned that information was power.  Within the same year as its IPO, the company opened new sections of their website with interactive map offerings, news broadcasts from local and national news wires as well as mail, regional sections, and telephone directory services.  Yahoo though the years has allowed its users to do virtually what they want from the website.  If for some reason they could not do it directly from the site, Yahoo showed users how they could find what they were looking for.  

A major strategy helper was the directory itself.  As Yahoo began to notice that a specific service would generate an enormous amount of hits, it would immediately take the service and affiliate with it.  This would make it a service that a user could simply use Yahoo for without leaving its site.  The service of online greeting cards was such a sample service that was released by Yahoo in 1997.  Another was that of Yahoo’s Auction site.

Yahoo's free auction service was launched in September 1998, and the number of simultaneous daily is more than 725,000.  Yahoo Auctions now offers more than 3,500 diverse buying and selling categories and offers popular rotating categories such as Automobilia, Pokémon, Swarovski, Britney Spears, First Day Covers, Lladro, Tapestries and Wall Coverings.  Recognizing that auctions provide them with an excellent way to develop new and lasting customer relationships and build their brand on the Web, Yahoo Auctions' sellers gain immediate access Yahoo's 80 million unique users per month.  Through dedicated programs, sellers can establish a compelling Web presence and access a sale channel that is free, international, and is always open.  All of Yahoo’s services, such as Yahoo auctions were either acquired or partnered upon before roll out.  Yahoo has never sold a service or added its service to another site. (See Exhibit 5)  


With these acquisitions and mergers Yahoo has been able to secure a second place position as a portal behind America Online. Yahoo’s goal to become a sticky site in order to gain profits has been attained they currently charge between $5 and $100 per 1,000 impressions of an advertisement, depending on the ad's location.  If the average rate goes up 20%, Yahoo would generate an additional $175 million in revenue in 2000, according to Lehman Brothers
.

AltaVistas’ Search Engine Model

In the spring of 1995, strong equipment and a strange fascination with keeping track of email brought AltaVista out of DEC's Research lab and onto the Internet.  Three DEC employees began talking about Digital's new Alpha 8400 (nicknamed TurboLaser) computers over lunch. TurboLasers promised to run database software 100 times faster than the competition. Somewhere between bites of lunch, the idea of using TurboLasers to host a searchable full-text database of the Web was born.  

Because of the lab's unusual fascination with keeping track of old e-mails, a researcher had created a very precise e-mail index to track bulletin board conversations posted over the past 10 years.  The index was good at finding specific bits of information in the volumes of stored e-mail.  The researchers used this tool to settle fierce technical debates.  This full-text search framework became the foundation of AltaVista, which is one of the first search engines that continues to help people find specific information within the ever-expanding bounds of the World Wide Web. 

As always, we remain committed to providing our users with the best of what's available on the Web from a single source. As we develop new and greater ways to reach our objectives and fulfill users' needs, our view from above promises to look better and better. 

        -Rod Schrock, President and CEO of AltaVista  

Yet, with the same goals as Yahoo, AltaVista does not remain a solo act.  Instead, the company actively pursues its leverage through acquisition and mergers with other companies as well as outsourcing. 

Building a Brand through Partnerships and Acquisitions

A lot of changes have happened at AltaVista since they initially entered the Web scene just a few years ago.  In January 1999, they became a wholly owned subsidiary of Compaq Computer Corporation.  Compaq purchased Shopping.com in March and Zip2 Corporation in April.  In August 1999, CMGI, Inc. acquired 83% of AltaVista’s outstanding stock from Compaq, and Shopping.com and Zip2 became AltaVista’s wholly owned subsidiaries.  With this combination, the company now has a broad range of e-commerce and media content under the AltaVista domain. "Becoming part of the CMGI camp will allow us to boost our volume and realize synergies with some of the other companies in the CMGI stable”, says Rod Schrock, president and CEO of AltaVista.

True to its roots in a technology company, AltaVista was originally thought of as a search engine to be licensed to other companies.  Yahoo and LookSmart signed up AltaVista to supplement their Web directories.  But as AltaVista management continually changed and repositioned the company to compete as a more full-featured portal, Yahoo let its deal expire and replaced AltaVista with search technology from Inktomi.  "[AltaVista] made a strategic decision at some point to become a front-line portal, rather than a back-end solutions provider," says Andrea Williams, an analyst at Volpe Brown Whelan. (See Exhibit 6)  

After AltaVista’s move into portal type Web offerings, in February of 1998, AltaVista took the competition head-on with "The Cupid Shop," a new holiday-driven retail environment on AltaVista.  The Cupid Shop opened as a great place for Valentine's Day lovers to shop for the perfect gift with just a few clicks of a mouse. 

AltaVista users entered The Cupid Shop through a flashing red heart on the AltaVista Search site.  Upon entering the Shop they had instant access to a collection of storefronts representing some of the most romantic names in specialty retail.  Godiva Chocolatier, Vermont Teddy Bear, Bloomingdales, The Museum Company, and Frederick's of Hollywood all offered ways to buy something special for one's significant other through the ease and convenience of online ordering.  The online collection of retail offerings was developed in conjunction with Internet commerce leaders DoubleClick, who developed the concept and design for The Cupid Shop, and Viaweb, an electronic commerce software provider whose product Viaweb Store is the foundation for more than 520 online stores.  The Cupid Shop offered shoppers state-of-the-art   e-commerce features such as credit card transaction protection, order processing and delivery.   The Cupid Shop marked AltaVista's first foray into Internet commerce. AltaVista users were continually using more and more of the company’s online ecommerce stores, with online retail environments for special occasions and holidays such as Easter, Mother's Day and Father's Day. 

In 1999, soon after the AltaVista acquisition from Digital, Compaq sold the company into its CGMI.  The leverage from the buyout from Digital to Compaq gave AltaVista the resources available from such a large firm.  On August of 1999, AltaVista has been able to assert itself as a portal through providing free internet dial-up access.  AltaVista FreeAccess is a nationwide dial-up free service offering a high-quality Internet connection without monthly service fees. AltaVista uniquely combines the FreeAccess service with the new AltaVista MicroPortal, an up-to-the-minute personalized desktop window to premier AltaVista media and commerce services, including the legendary AltaVista Web search capabilities. 

AltaVista is the first leading Internet brand to offer users free online access and the ability to browse the entire Web and link to personalize services.  AltaVista reached 225,000 users in less than two weeks after introducing its FreeAccess Internet service combined with the world's first MicroPortal-an unprecedented Internet sign-up offering (See Exhibit 7)  

.

A totally free Internet service takes on significant importance when quality is the underlying proposition.  Only AltaVista is delivering a totally free Internet experience that fulfills the expectations and high standards of Web enthusiasts.  Why continue to pay $240 per year or more when a totally free service easily meets your needs?  All indications lead us to believe this will be a tremendous offering from AltaVista.  We anticipate an immediate, overwhelming demand for this integrated, totally free Internet service.  This offering is on a rocket trajectory and has easily surpassed our expectations of user demand for AltaVista FreeAccess and the AltaVista MicroPortal.  We are clearly on track to exceed our goal of a million users within one year and be the preeminent provider of this type of service.

 



        -Rod Schrock, president and CEO of AltaVista

AltaVista is the first leading Internet brand to offer free online access with the ability to browse the Web and link to personalize services.  In just under two weeks, the download and registration rate was approximately one user every five seconds for the new offering, faster than any other Internet connection service.  In response to the success of the offering, AltaVista took a 19.9 percent minority ownership in privately held 1stUp.com, the technology developer for AltaVista's FreeAccess and the MicroPortal service.  Based in San Francisco, 1stUp.com's patent-pending technology provides businesses with a scalable, highly secure solution to deliver consumers ad-supported dial-up Internet accounts.  

With the winning success of their FreeAccess, AltaVista launched an online advertising campaign followed by radio spots in September of 1999 to support its FreeAccess and MicroPortal offerings.  The campaign, created by advertising agency Wieden & Kennedy, demonstrates the personalization and Web search features of the AltaVista MicroPortal and piques users' curiosity for savings-roughly $240 per year-with AltaVista's FreeAccees Internet service. 

After the initial campaign in November of 1999, Owner CMGI tossed an $8 million bash at a New York club featuring a free show by R&B diva Lauryn Hill- to celebrate the site's "re-launch."  Aimed at a savvy Internet users, the new AltaVista 2.0 sported a sharper look and a new slogan: "Smart is Beautiful."  Gary Kasparov (smart) and Pamela Anderson Lee (beautiful) will plug the site in a 10-month, $120 million campaign.  "We aspire to be a cultural icon," says Schrock. 

The AltaVista MicroPortal allows users to easily navigate all that the Web has to offer through a small micro-browser that remains open as a separate desktop window without disrupting the user's browsing or other desktop activities.  Acting as a constant gateway to users' most desired dynamic information, the desktop window provides links to AltaVista services and displays rotating, customizable content.  Through one-click access, users can get information about world events, news, sports, financial information, stock quotes, weather updates, TV listings, and local content.  The AltaVista MicroPortal only takes up about five percent of screen space.  
Given this movement into FreeAccess, AltaVista has attained viewer control as long as Yahoo and other portals do not enter the market. 

Yahoo and AltaVista’s Future


Now we are laying down the gauntlet: we intend to offer a broader range of online services designed to greatly enhance users' Internet experience. These new services feature all the same characteristics -- quality, robustness, best-of-the-Web orientation -- that have become synonymous with the AltaVista brand name
.

                    -Rod Schrock, president and CEO of AltaVista
AltaVista has its eye on Yahoo.  Yahoo, on the other hand, has its eye on wireless.  As of October of 1999, Yahoo users have wireless access to personalized content delivered by two-way interactive services to select Motorola devices.  Dedicated bookmarks appear on the phones' display to connect directly to Motorola's website for individual Motorola account information or to purchase phones and service.  The Yahoo service and Motorola phones allow people to access Yahoo Mail to view, originate, reply and delete email messages; Yahoo Address Book full search and retrieval functionality; and, Yahoo Calendar with preferences accessible to add, edit or delete scheduled appointments.

With the two top search engine gone portals competing for the top spot it is unsure where the future may lie.  The portal movement initially was intended to attain stickiness for yahoo but now it seems to be for globalization.  There is no stopping for these companies as they turn into the twenty-first century.  What will their goal become once the Internet becomes free and wireless?  Will they become conglomerates or will Yahoo fight and remain single and tall?  Yahoo’s COO, Jeff Marlett says, “That is one of the reasons we will emerge as one of the big three global networks.  Independence!  Not being held to a particular content or media company that we would have to serve first
.”  

On the other hand, AltaVista sees it as an opportunity for quick growth through mergers and acquisitions. Just a couple of years ago, AltaVista was considered the web’s best search site, and now it’s working hard to beef-up up its service. In a statement, AltaVista President and CEO Rod Schrock boasted: "As other companies have de-emphasized improving their web search experience, AltaVista has grown even more determined to make searching the Internet a more relevant, satisfying experience." AltaVista’s search improvements include a "freshness guarantee" that its 140 million web page index will be updated every 28 days to eliminate returning dead links. The service’s excellent multimedia search capabilities have been enhanced and incorporated directly into the core search function, and AltaVista will now also return shopping offers relevant to the search's input.  As previously mentioned, search has long since become a commodity on the Internet. "They’re getting a bit arcane with their search capabilities," says Eric West, media analyst for Cnet Magazine. "But I just don’t see that broadening their audience. Searching with this specificity is not something in the mainstream." The competition among portals is now in content. "They’ve all moved into streaming media," says West. Yahoo bought Broadcast.com; America Online is now working with Hughes Electronics, owner of DirecTV, and MSN has connections with MSNBC and DreamWorks
. 

The other big portals are introducing phone, fax and answering services over the Net and also health care information. Yahoo is getting into payment systems with banks. These moves by Yahoo give them a sophisticated infrastructure that AltaVista is going to have a tough time catching up to. Furthermore, AltaVista also lags behind in its calendar offering, TV listings and stock portfolio. 


Now that the old search engine big shots are turning to becoming portals, there is room for new search technology that is slowly coming to rise.  “Being that the large engines are giving up on the indexing importance.  We now have a chance to take care of business and get viewers though the idea that we have all the content, and it’s up to date!” mentions the CEO for Google.com
.  Google is a new up and rising search engine that uses a new PageRanking technology that view the pages that link to specific pages for certain content and ranks them
.  The other known new mover in search engines is Ask Jeeves, which opened in April 1997 with its first of a kind technology and platform for searches
.  You ask it a question and it answers in plain and simple English.  In the future perhaps there can be room for more search engine only stickiness on the Web, with some creativity of course. 

Exhibit 1

Table 1: Search Engine Viewer Trends
PRIVATE

Yahoo
Excite
Lycos
Infoseek

1997 Revenue
$67.4 million
$50.2 million
$35.5 million3
$34.6 million

1997 Net income
$2.2 million2
–$17 million
–$1.4 millon3
–$24.6 million

Percent using site for search alone
30%
less than 40%
less than 50%
70%

Average number of pages viewed per day
65 million
27 million
18 million
12.5 million

1997 page-view growth
225%
108%
200%
79%

Reach1
41.60%
23.50%
23.10%
16.60%

1Percent of web users that viewed site during December 

2Does not include one-time restructuring, acquisition charges. 

3latest 12 months
Sources: Company reports; Volpe Browen Whelan & Company:, Media Metrix.





Forbes.com

The revenge of the search engines
Table 2: Ranking of the Most Visited Web Properties

PRIVATE
Property (Ticker Symbol) 
Unique Audience (000)
Time Per Person (hrs:min:sec)

1. AOL Websites (NYSE:AOL) 
23,122 
0:09:43

2. Yahoo! (NASDAQ:YHOO) 
21,308 
0:25:40

3. MSN (NASDAQ:MSFT) 
13,942 
0:17:46

4. Lycos Network(NASDAQ:LCOS) 
10,235 
0:07:17

5. GO Network (NASDAQ:SEEK) 
7,491 
0:13:59

6. Microsoft (NASDAQ:MSFT) 
5,691
0:06:29

7. Excite@Home (NASDAQ:ATHM) 
5,438 
0:13:50

8. Time Warner (NYSE:TWX) 
4,263 
0:09:33

9. AltaVista (NASDAQ:CMGI) 
3,828 
0:05:58

10. eBay (NASDAQ:EBAY) 
3,597
0:53:32

Nielsen//NetRatings

Top 25 Web Sites by Property

November 1-7, 1999
Exhibit 2: Portal Feature Comparison
PRIVATE

AltaVista
AOL
Excite
Go
Lycos
MSN
Netscape
Snap
Yahoo

Personalization
x
x
x
x
x
x
x
x
x

Free e-mail
x
x
x
x
x
x
x
x
x

Directory
x
x
x
x
x
x
x
x
x

Stock Quotes
x


x
x
x
x
x
x

Chat

x
x
x
x
x

x
x

Maps/Directions
x

x
x
x
x
x
x
x

People Search
x

x
x
x
x
x
x
x

Yellow Pages
x

x
x
x
x
x
x
x

Games


x

x
x


x

Free Home Pages
x
x

x
x

x

x

Communities/Clubs


x

x
x


x

Classifieds

x
x

x

x
x
x

Auctions


x

x


x
x

Address Book


x

x

x

x

Free Software
x
x
x
x
x
x
x

x

Specialty Service
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AltaVista
AOL
Excite
Go
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MSN
Netscape
Snap
Yahoo

Derived From Traffick.com

Exhibit 3: PRIVATE
Search Engine Alliances Chart

The chart below shows how various search engines and directories fare against each other in a variety of majorarenas. This information is as of July 1999.

PRIVATE
Service
Netscape
MSN
IE 5
Yahoo
Branded versions
TV Ads

AltaVista
0
1
1
1
Serves LookSmart
Uses Ask Jeeves answers
Uses LookSmart's directory
Uses RealNames links
No

AOL NetFind
3
0
0
0
Uses Excite for US & Canada
Uses Lycos for Europe
No

Euroseek
0
0
2
0
n/a
No

Excite
1
0
2
0
Serves AOL NetFind
Serves Excite Magellan
Yes
1996

HotBot
2
0
0
3
Uses Direct Hit popularity results
Uses Inktomi's search engine
Uses Open Directory
Yes
1998

Infoseek
3
1
1
4
Serves Search.com , WebTV
Yes
1997

Google
2
0
0
0
Serves Netscape Search
No

GoTo.com
1
0
1
2
Uses Inktomi for non-paid results
No

LookSmart
1
0
0
0
Serves AltaVista's directory listings
Serves About.com's web results
Uses AltaVista's search engine
Uses Direct Hit popularity results
Uses RealNames links
No

Lycos
1
1
1
6
Uses Open Directory
Serves AOL NetFind in Europe
Yes
1997

MSN Search
0
1
1
0
Uses Inktomi's search engine
No

Netscape Search
1
0
0
0
Uses Google
Uses Open Directory
No

N. Light
0
0
1
0
n/a
No

Snap
1
1
0
0
Uses Inktomi's search engine
Yes
 1998

Webcrawler
3
0
0
0
n/a
No

Yahoo
0
0
1
n/a
Uses Inktomi's search engine
Yes
1996

Derived from Searchenginewatch.com

Exhibit 4: PRIVATE
Yahoo Front Page
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Exhibit 5: PRIVATE
Yahoo Offerings
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Exhibit 6: PRIVATE
AltaVista Front Page
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Exhibit 7: PRIVATE
AltaVista FreeAccess 
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Exhibit 8: PRIVATE
AltaVista Translator
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Endnotes

� Interesting side note, WebCrawler’s  Search Voyeur,(� HYPERLINK http://webcrawler.com/SearchTicker.html ��http://webcrawler.com/SearchTicker.html�) allows you to view what people are searching as they enter their queries. 





� The Revenge of the Search Engines www.forbes.com


� www.searchenginewatch.com, Definition of Search engines provided


� The Revenge of the Search Engines www.forbes.com


� Tutorial on Search Engines, http://www.learnthenet.com/english/html/78tutorial.htm


� A History of Search Engines, www.webdeveloper.com. Guide to Search Engines


� Tutorial on Search Engines, http://www.learnthenet.com/english/html/78tutorial.htm


� www.excite.com, About Excite


� www.webcrawler.com, About Webcrawler


� Barlow, Linda. The Spider’s Apprentice. April 11, 1999. 


� www.Yahoo.com, About Yahoo


� Search Engine Update, www.netins.net


�  Derived from www.webmonkey.com definition


� Portals Remain Popular, Cnet.com Article


� Archives and history section , www.Yahoo.com


� Yahoo: Getting Sticky with it, Paul Beddoe-Stephens, Wired  News.com


� One on One with Yahoo, Jennifer Sullivan, Wired News.com


� Forbes.com, Portals Hold on


� Company Information, www.altavista.com


� Portals remain popular, www.forbes.com


� One on One with Yahoo, Jennifer Sullivan, Wired News


� AltaVista Makes Changes, Eric West, Cnet.com


� Google article, Searchengiinewatch.com


� About Google, www.google.com


� Ask Jeeves, Inc. About Ask Jeeves. 1999. www.ask.com
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