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Key Words 关键字

搜寻引擎（Search Engine）

搜索引擎的始祖，是加拿大麦基尔大学（McGill）学生安塔吉（Alan Emtage）在1990年发明的程序Archie，可以用文件名搜寻散布在各个FTP主机中的文件。而现在我们熟悉的搜寻引擎，则出现于1994年7月。美国卡内基美伦大学（Carnegie Mellon）教授莫汀（Michael Mauldin），利用“蜘蛛爬行”（spidering）技术创造了网站查询软件Lycos，成为搜寻引擎的滥觞，而“网络蜘蛛”（web spider），也成为各个搜寻引擎提供信息时最常使用到的程序。蜘蛛是自动搜索并截取网际网络上HTML页面的信息搜集器（gatherer），可以把网站及网页内容通通抓回来，再把不相干或重复的信息去掉，送进数据库。而“蜘蛛”浏览的动作，也被称作为爬（crawl）资料。

常用的搜寻网站，依照运作方式可以分为目录索引（search index），以及全文搜寻引擎（full-text search engine）两种。严格来说，目录索引不算是真正的搜寻引擎，而是按照目录分类的网站连接列表。最具代表性的有雅虎、天空传媒、新浪等。而全文搜寻引擎的运作方式则是，从网络上截取各个网站的信息（以网页文字为主）构成数据库，检索符合使用者查询条件的相关纪录，然后按照一定的排序方式把结果传回使用者，是真正具有搜寻功能的搜寻引擎。具代表性的有Google、AltaVista、百度（Baidu）等。

付费排序∕付费置入（Paid Placement/Paid Inclusion）

付费排序和付费置入，是两种在搜寻引擎刊登广告的网络广告形式。付费排序是指，广告主付费给搜寻引擎公司，提高自己网站的搜寻结果排名。而付费置入则是，广告主付费让自己的网站索引“强迫”列入某些特定类别或关键字的“自然搜寻”（natural search）结果中。也就是说，不论是分类搜寻或是关键字搜寻，得到的搜寻结果不一定完全按照真实的关联程度（relevance）排列。为理清付费搜寻与自然搜寻之间的模糊界线，美国联邦贸易署（Federal Trade Commission, FTC）在2002年6月指出，搜寻引擎应该“清楚而明显地宣告”（clear and conspicuous disclosure）“广告就是广告”（ads are ads）

Google可以说是恪遵FTC规范的模范生。在Google刊登的广告，一律出现在搜寻结果网页右边的广告区域，不仅明显区隔、清楚标明是“赞助连接”（sponsored links），还严格要求广告主遵守广告用字规范。相较于Google，被雅虎购并的“序曲”（Overture）把付费排序和置入发挥到极致，直接宣示自己是“商业搜寻服务”（commercial search services）网站，并且在每笔付费排序的搜寻结果后面，加注“赞助排列”（sponsored listing）字样。单就序曲网站本身来说，的确做到了“广告就是广告”，但是对于与Google拆伙，改用自家搜寻引擎的雅虎来说，则难免招致非议。



绝妙点子诞生　
英文




“自从古腾堡在500多年前发明现代印刷机，让普罗大众可以便宜而方便地取得书籍和重要科学著作之后，再没有任何新发明像Google一样，开放给每一个人使用，并且彻底改变了取得信息的管道。Google的网页设计简洁，只在一片纯白的背景上，搭配色彩丰富、饶富童趣的Google标志。就在这样简洁的网页上，Google每天可以迅速、切题地回应无数笔查询，这种神奇能力已经改变了大家寻找资料、了解最新消息的方式。似乎就在一夜之间，Google已经融入大家的日常生活中，成为不可或缺的一部分。每天有数百万人用超过100种语言使用Google，而且已经把Google和网际网络视为一体。不管想要搜寻什么资料，只要在计算机或手机上“古狗”一下，就能马上得到答案。男女老幼都深深地依赖Google，甚至已经无法想象，少了Google自己要怎么过日子。”

——大卫·维斯&马克·马尔西德



共同创办Google的两位年轻人谢尔盖·布林和拉里·佩奇，其实从来没打算要改变世界。这样的说法听起来或许有点奇怪，因为Google目前的市值超过了迪士尼和通用汽车市值总和。Google在1998年成立的时候，甚至连事业计划和明确的营运策略都没有。布林和佩奇不过是强烈地想要创新，并且打造出优质的工作环境，让最优秀、最聪明的人才可以做好玩的事情。

布林在1973年8月21日诞生于俄罗斯的莫斯科。布林6岁的时候，父母为了逃离反犹太主义的压迫，并且希望获得更多的自由与发展机会，从俄罗斯移民到美国。布林的双亲都受过高等教育，母亲是学有专精的科学家，目前任职于美国太空总署“高达德太空飞行中心”，父亲则是在马里兰大学教授数学。因此，布林的家庭对教育非常重视。布林19岁的时候就从马里兰大学毕业，以优异的成绩获得数学与计算机科学双学位。然后布林获得了国家科学基金会的研究生奖学金，在斯坦福大学攻读博士。

佩奇在1973年3月26日诞生于美国密西根州。佩奇的父亲卡尔是密西根大学首批获得计算机科学学位的学生之一，所以佩奇成长过程中一直与计算机为伍。佩奇的母亲拥有计算机科学的硕士学位，曾任数据库技术顾问。佩奇的父母都曾在密西根州立大学执教，不过在佩奇8岁的时候离异。佩奇在1995年从密西根大学毕业，主修计算机工程，然后同样到斯坦福大学攻读博士。

佩奇和布林第一次见面是在1995年，当时布林正在斯坦福筹办迎新活动。两人当时一见如故，主要的原因是两个人都喜欢争论，任何大小事都可以当作争论的话题。佩奇和布林都觉得对方很讨人厌，也都把对方当成不可小觑的聪明对手。过不了多久，两人开始针对各种想得到的主题言词交锋。布林的嗓门比较大，也比较外向，而佩奇则比较安静，也比较内敛，但是两人你来我往的相处模式，奠定了两人日后历久不衰的友谊。

因为佩奇和布林的父亲都是大学教授，所以两人一向很自然地认为，自己也会在学术界发展。布林的指导教授莫瓦尼，指点了布林一个很好的博士论文题目，就是去找出搜寻资料的新方法，让使用者可以从堆积如山的资料中攫取真正有用的资料。在1990年代中期，想在网际网络上找到资料还非常困难，那时的网际网络就象是虚拟的大西部一样，没有纪律、没有条理，也没人能够管理。那是第一代搜寻引擎出现的年代，当时的搜寻引擎有WebCrawler、Lycos、Magellan、Infoseek、Excite以及HotBot等。为了回应资料搜寻的需求，另外两位斯坦福博士候选人杨致远与大卫·费洛，开始编写依字母顺序排序、人力汇编的网络搜寻目录，这个目录最后就成了雅虎。莫瓦尼告诉布林，或许有更聪明、更好的搜寻方法。


“同一时间，佩奇开始使用名为AltaVista的新搜寻引擎在全球信息网上搜寻。AltaVista搜寻的效率比其他搜寻引擎更好、更快，但是佩奇的注意力却完全放在另一件事上。AltaVista的搜寻结果除了列出网站之外，还包含了一项看起来难以理解的资料，称为‘连接’。连接让全球信息网更有活力，计算机使用者在看到被特别标明的单字或词组时，如果想知道更多资料，就可以点选该连接，马上连到另一个网页。佩奇没有把注意力放在AltaVista的主要搜寻结果上，反而开始思考，如果好好分析些连接会有什么发现。”

——大卫·维斯&马克·马尔西德



佩奇决定深入研究连接，并且分析加强连接功能的方法。为了测试自己的理论，佩奇作了个大胆的决定，要把整个全球信息网下载到自己的计算机里，他以为这件事很简单，而且很快就可以做到。佩奇发送出一个名为“蜘蛛”的自动化软件，有系统地进入每一个网站，并且下载网站内容。不出所料，这项尝试以失败告终，佩奇也没能下载整个全球信息网，但是这个计划看起来确实大有可为。布林和指导教授莫瓦尼都认为，佩奇把重点放在连接的做法，有希望提升全球信息网搜寻方面的研究。

佩奇发展出一套原理。就如同学术论文总是会引用其他文章一样，佩奇认为不是所有连接的价值都一样。佩奇认为，连往重要网页的连接，重要性应该比连往没没无闻而且点阅率低的网站连接来得高。佩奇开发出一套排序系统，根据这套系统，最常被连接的网站，重要性比鲜少被连接的网站更高。佩奇作了个莽撞又好玩的决定，用自己的名字为这套排序系统命名，就叫做“佩奇榜”。

佩奇和布林在1997年初决定合作撰写博士论文，主题就是佩奇榜在网际网络上的应用。两人甚至发明了一个叫做“爪耙子”的原始搜寻引擎，这个搜寻引擎可以分析所有的网页连接。两人并不清楚，自己开发的，其实是第一套网际网络的排序系统，而这套系统后来解决了网络搜寻最主要的问题之一。

佩奇和布林决定替自己的新搜寻引擎取个好记的名字。两人花了好几天想出一些新点子，也把点子一个又一个否决了。最后有个朋友建议，因为他们想要建立搜寻和索引庞大资料的功能，可以用“googolplex”这类表示庞大数字的单字来命名，googolplex的意思是1后面有100个零。这点子听起来不错，但是他们决定把这个字缩短成G-o-o-g-o-l。不过，佩奇打字的时候把这个字拼错了，最后变成了Google。因为这个名字没有人用，佩奇和布林就干脆为自己的新搜寻引擎注册了一个网域名称：Google.com。



The Genesis of a Great Idea　
中文




"Not since Gutenberg invented the modern printing press more than 500 years ago, making books and scientific tomes affordable and widely available to the masses, has any new invention empowered individuals, and transformed access to information, as profoundly as Google. With its colorful, childlike logo set against a background of pure white, Google's magical ability to produce speedy, relevant responses to queries hundreds of millions times daily has changed the way people find information and stay abreast of the news. Woven into the fabric of daily life, Google has seemingly overnight become indispensable. Millions of people use it daily in more than 100 languages and have come to regard Google and the Internet as one. The quest for immediate information on anything and everything is satisfied by 'googling' it on a computer or cell phone. Men, women and children have come to rely so heavily on Google that they cannot imagine how they ever lived without it."

—David Vise and Mark Malseed



Strange as it may sound considering the fact that Google is today worth more than Disney and General Motors combined, Sergey Brin and Larry Page, the two young co-founders of Google never actually set out to change the world. When the company was founded in 1998, it didn't even have a business plan or a definitive business strategy. Instead, all Brin and Page had was an intense desire to do something innovative and to create a workplace where the best and brightest people could do some fun stuff.

Sergey Brin was born in Moscow, Russia on August 21, 1973. At age six, his parents emigrated from Russia to America to escape anti-Semitism and in search of greater freedom and opportunities. Sergey's parents are both highly educated. His mother is now an accomplished scientist at NASA's Goddard Space Flight Center while his father teaches math at the University of Maryland. As a result, a good education is highly valued in the Brim household. Sergey received an undergraduate degree from the University of Maryland at age 19 with honors in math and computer science. He was then awarded a National Science Foundation graduate fellowship and enrolled in the doctoral program at Stanford University.

Larry Page was born in Michigan on March 26, 1973. His father Carl had received one of the first computer science degrees ever awarded by the University of Michigan, so Larry grew up using computers all his life. His mother had a master's degree in computer science and worked as a database consultant. Both his parents taught at Michigan State University although they divorced when Larry was eight years old. Larry graduated from the University of Michigan in 1995 majoring in computer engineering and was also accepted into Stanford University's doctoral program.

Larry Page and Sergey Brin met for the first time in 1995 when Sergey was running a new student orientation program at Stanford. They hit it off right away, mainly because both of them liked to argue about anything and everything. Page and Brin considered each other to be obnoxious but an intellectually worthy adversary. Soon, they were sparring verbally about every subject imaginable. Sergey was louder and more extroverted while Larry tended to be quieter and more introspective, but their intellectual dueling laid the foundation for what would ultimately become a lasting friendship.

Since both Page and Brin were the sons of professors, they had always just naturally assumed they too would stay in academia for the balance of their careers. Brin's advisor, Professor Motwani, suggested a good subject for a doctoral thesis would be to look at finding new ways to extract meaningful information from large mountains of data. In the mid-1990s, it was very difficult to find information on the Internet, which resembled a virtual Wild West in many ways—unregulated, unorganized and unruly. This was the era of the first generation search engines like WebCrawler, Lycos, Magellan, Info seek, Excite and HotBot. In response to this need, two other Stanford doctoral candidates, Jerry Yang and David Filo, had started assembling an alphabetized directory assembled by human editors, which would eventually become Yahoo! Motwani suggested to Brin that there might be a smarter and better way to get the job done.


"At the same time, Page began hunting around the Web using a new search engine called AltaVista. While it returned somewhat better and faster results than the other search engines, Page noticed something else entirely. In addition to a list of websites, AltaVista's search results included seemingly obscure information about something called 'links.' Links contributed to the Web's dynamism; computer users seeing a highlighted word or phrase could click on that link if they wanted to learn more, and they would instantly be taken to another webpage. Instead of focusing on AltaVista's main search results, Page began pondering what could be gleaned from analyzing the links."

—David Vise and Mark Malseed



Page decided he would dig into those links and analyze how they could be used further. To test his theories, Page audaciously decided he would download the entire World Wide Web onto his desktop. He thought this could be done fairly easily and quickly. Page dispatched an automated piece of software called a "spider" to systematically visit every website and download its contents. As might be expected, this attempt fell well short of the mark and Page was never actually able to download the entire web, but this project did look promising. Both Brin and his advisor, Professor Motwani, thought Page's approach of looking at the links held the promise of improving Web research.

Page came up with a theory. In just the same way as academic articles always quoted citations, he suggested that not all links were of equal value. Page suggested that incoming links from important pages should have greater weight than links from obscure and rarely visited websites. He came up with a ranking system that said the sites with the most links pointing to them were more important than the sites with few links pointing to them. He brashly and playfully decided to call his link-rating system "Page Rank" as a play of words on his own name.

Brin and Page decided in early 1997 that they would team up to write a Ph. D. thesis around the idea of applying Page Rank to the Internet. They even came up with a primitive search engine they called "Back Rub," which analyzed the incoming links to a webpage. Without realizing it, they had actually managed to develop the first ranking system for the Internet that would later come to solve one of the core problems involved when searching for information on the Web.

Larry Page and Sergey Brin decided they needed a catchy name for their new search engine. They spent days thinking up new ideas and discarding one idea after another. Finally, a friend suggested that since they were trying to search and index vast amounts of information, they could use a huge number like a googolplex—the number one followed by 100 zeroes. That sounded like a good idea, but it was decided to shorten it to G-o-o-g-o-l. Larry, however, misspelled it when he typed it in, and ended up with Google. Since that was available, Page and Brin went ahead and registered Google.com as the Web domain name for their new search engine.



启动 Google　
英文



1997年，佩奇和布林仍然只把Google.com当成是自己的博士研究计划，因此两人把这个搜寻引擎开放给斯坦福大学的学生、教职员以及朋友使用。通过口碑推荐，Google.com的人气开始快速攀升。斯坦福大学的技术授权部门因而决定，为Google.com的技术申请专利。

因为佩奇和布林没钱聘请网页设计人员，所以他们设计的网页非常简单，画面整洁。网页上其实只有搜寻引擎的名字，还有一个可以填入搜寻关键字的空格。这跟其他搜寻引擎形成强烈对比，其他搜寻引擎的网页塞满了图像，以及一大堆要推销商品的横幅广告。

为了迎合搜寻的需求，佩奇和布林开始增强服务器的运算能力。因为两人买不起更好的设备，所以他们开始自己组装计算机，用软件把计算机串联起来。他们还到校园里四处寻找，甚至搜刮校园卸货台上没人认领的计算机。斯坦福大学也提供了1万美元，协助两人扩充服务器。

在这个阶段，佩奇和布林还是对Google抱着相当矛盾的态度。虽然Google是他们的博士研究计划，但是他们也了解Google有相当不错的商业潜力。两人决定，要把佩奇榜的技术和这套搜寻引擎软件出售。他们去见了AltaVista、Excite和雅虎的老板，开价100万美元要出售自己的技术。每个老板都不愿意购买Google。雅虎的创办人之一费洛建议佩奇和布林，应该暂时放下斯坦福的博士课程自己创业，把他们的搜寻引擎商业化。即使受到了这样的鼓励，布林和佩奇还是举棋不定，不确定自己该怎么做。

佩奇和布林虽然没有决定下一步该怎么做，但是两人还是继续努力改进Google。到了1998年7月，他们替每一笔搜寻结果增加了摘要，也就是简短的内容片段。这个做法让使用者可以初步了解搜寻结果，不必每个网页都看。他们还继续日夜不停地工作，开发出其他突破性做法，强化使用者使用Google的体验。佩奇和布林最后终于作出结论，决定实际发展Google，他们必须离开校园去吸引财务支援。

一位佩奇和布林的教授建议他们去找安迪·贝多山。贝多山是帕洛阿图地区最著名的创业家之一，曾经共同创办过升阳电脑，也是多家成功企业早期的金主。贝多山见了佩奇和布林，对他们的点子印象深刻，再加上他们已经有了确实可用的产品，而不只是列在PowerPoint简报中的点子而已。贝多山坦白告诉他们：“这是我这几年来听过最棒的点子，我想要参一脚。”

佩奇和布林当时不知道该怎么回应贝多山，于是贝多山提议，自己先当场开一张支票给佩奇和布林，让他们可以用来买计算机。然后他们可以再碰个面，看看贝多山的投资可以获得什么样的报酬。贝多山甚至没问佩奇和布林有没有正式登记成立公司，就写了一张给“Google有限公司”的10万美元支票，而贝多山之所以决定给这个数字，是因为10万是个漂亮的整数。

佩奇和布林因为贝多山投下的这张信任票大感振奋，所以他们到汉堡王吃午餐庆祝一番。佩奇把支票放在书桌抽屉里两个礼拜，一直到他们正式成立Google公司，并且用公司名义在银行开户，这张支票才有办法兑现。他们还发现，其他人对贝克山支持的任何计划都有兴趣，会想立刻投资，于是两人募集到了100万美元的创业资金。他们也注意到，在短短几个月之内募集到的创业资金，金额就跟当初他们要卖断自己技术的价格一样。

佩奇和布林很清楚，要做到优质的搜寻不仅必须要有正确的算法，还必须要有更强大的运算能力，这样的运算能力是以前的搜寻引擎从来没有的。简单来说，Google的搜寻结果比较准确的原因是，Google不只是把文字或连接纳入演算，反而为了得到更好的搜寻结果，考虑到比其他任何搜寻引擎更多的因素。佩奇和布林了解到，他们未来成功的关键是，必须在不断改进搜寻软件与方法的同时，把运算能力发挥到极致。


“佩奇榜的基本原理是，如果某个网站放上了你的网页连接，你的网页就可以根据那个网站的重要性获得排名加分。如果有某个很重要的网站放了你的连接，加分效果要比普通网页好得多。我们会根据网页的重要性给予对应的排名分数。每个放上你网页连接的网站都会产生排名分数，而网页的排名就是所有排名分数的总和。”

——拉里·佩奇





Making a Start　
中文



In 1997, Page and Brin were still treating Google. com as their doctoral thesis project. They therefore made the search engine available to students, faculty and friends at Stanford University. Its popularity started growing quickly through word-of-mouth endorsements. This caused Stanford's Office of Technology Licensing to decide to seek a patent for what Google was doing.

Since Page and Brin lacked any money to hire a designer, they developed a very simple homepage that had an uncluttered look. It really consisted solely of the search engine name and a box where an inquiry could be entered. This was in stark contrast to other search engines that had crowded graphics and a proliferation of banner ads trying to sell things.

To keep up with the demands for searches, Page and Brin started adding more computing power to their server. Since they couldn't afford anything better, they started assembling their own machines and linking them together with software. They also scrounged around the campus, and even managed to commandeer any computers that lay unclaimed around the campus's loading docks. Stanford University also provided $10,000 to help the pair bulk up their servers.

At this stage, Brin and Page were still quite ambivalent about Google. While on the one hand it was their doctoral research project, they also realized it had some serious commercial potential. They decided to offer their Page Rank technology and the search engine software for sale. They met with the owners of AltaVista, Excite and Yahoo! offering their technology for $1 million. All of them rejected the offer to buy Google. Yahoo cofounder David Filo advised Page and Brin to take a leave of absence from the Ph. D. program at Stanford and start their own business to commercialize their search engine. Even with this encouragement, Brin and Page were undecided and weren't sure what to do.

While they were indecisive about how to move forward, the pair were also hard at work improving Google. In July 1998, they added a summary or small snippet for each search result. This allowed users to get a feel for the results without having to visit each website. They also continued to work day and night developing other breakthroughs that would enhance the user's experience when using Google. Page and Brin finally came to the conclusion that to really grow Google, they would have to move off campus and attract some financial backing.

One of their professors suggested they should meet with Andy Bechtolsheim, one of Palo Alto's best known entrepreneurs who had been a cofounder of Sun Microsystems and an early-stage investor in a number of other successful companies. Bechtolsheim met with Page and Brin and was impressed with their ideas, plus the fact that they already had a working product rather than mere ideas embodied in a PowerPoint presentation. Bechtolsheim told them candidly: "This is the single best idea I have heard in years. I want to be part of this."

Page and Brin had no idea how to respond to this. Therefore, Bechtolsheim suggested he would write them a check on the spot that they could use to buy computers. They could then meet again and decide what he would get in exchange for the money. Bechtolsheim didn't even ask them if they had formally registered the company yet, but he wrote a check made out to "Google Inc." for $100,000—a figure he picked because it was a nice, round number.

Page and Brin were so enthused by this vote of confidence that they went off to celebrate by having lunch at Burger King. Page put the check into his desk drawer for two weeks until they could incorporate Google and open a bank account so they had somewhere to deposit the check. They also found other people were anxious to invest in any project Andy Bechtolsheim backed and in short order, the two had raised about $1 million in start-up funding. The fact they had raised as much capital to launch a new company as the amount they were trying to sell their technology for outright just a few short months earlier was not lost on them.

One thing Page and Brin knew for sure was that quality searches would require not only the right algorithms but also much greater computing power than had ever before been employed by a search engine. In simple terms, Google search results were better because they didn't just count words or count links. Instead, Google took more factors into account to come up with results than any other search engine. Page and Brin knew the key to their success in the future would be to optimize their available computing power at the same time as they continued to improve their search software and methodologies.


"Page Rank is basically saying, if somebody points at you, you get some fraction of the importance that they have. Let's say somebody really important points to you. That's worth more than somebody who has a random webpage. We've assigned numbers to those pages that correspond roughly to their importance. The page's ranking is the sum of all things pointing to it."

—Larry Page





2家创投共同投资　
英文



1998年秋天，佩奇和布林正式从斯坦福大学休学，把自己的计算机、玩具和一些小玩意搬到附近一栋房子的车库里。佩奇和布林选择这个地点最主要的原因，是因为这房子有个可以泡热水澡的大浴池。Google公司在1998年9月7日正式登记成立，两人也聘请了第一名员工，也是斯坦福的博士生。布林和佩奇的第一间车库兼办公室每个月房租1,700美元，不到5个月，他们就开始扩充办公室，把Google搬到帕洛阿图市中心一栋办公大楼的2楼。

在这个阶段，不论是两位创办人还是初期的投资人，没有任何人知道Google要如何赚钱。两人只是假设，最棒的搜寻引擎一定会很有价值，但是从来没有清楚说明商业化策略。在这个时候，Google每天要处理10万笔查询，并且尝试把所有找得到的人才都网罗进来。为了吸引人才，佩奇和布林提供了多项诱因，包括酷炫的科技、股票选择权、免费的点心和饮料，还有“让数百万人使用、欣赏你设计的软件的机会”。

在《个人计算机杂志》把Google列为1998“百大网站与搜寻引擎”之一以后，Google突然开始吸引了更多使用者。短短几个月之内， Google就经常每天固定提供50万笔搜寻的服务。为了满足需求，Google必须不断加强运算能力。正式成立短短不到8个月的时间，Google就已经把一开始募得的100万创业资金花光了。显然，公司必须找到一大笔资金才能维持成长。布林和佩奇知道自己必须去接触一些创投家，募集更多的资金，但是他们绝对不愿意把公司主导权拱手让人。因此，他们想出一个跟自己搜寻引擎一样聪明的新奇集资策略。

佩奇和布林决定同时去找两家硅谷最负盛名的创投公司，克连纳联合创投公司以及水杉创投。佩奇和布林的目标是，希望两家创投公司都投资Google，而且都不要掌控公司。布林和佩奇之所以去找两家创投公司，而不是只找一家，就是希望让这两家创投彼此角力，维持自己对Google的主导权。心怀鬼胎的佩奇和布林，拜访了克连纳联合创投的约翰·杜尔，以及水杉创投的麦可·莫瑞兹。这两家企业都有意愿投资Google，但是也都不愿意共同投资。直到布林和佩奇开始寻求另一组天使投资人作为替代方案，这两家创投才同意接受这种独一无二的集资方式。最后，克连纳联合创投和水杉创投分别挹注Google 1,250万美元。不过这两家创投附加了一项投资条件，要求两位创办人承诺，会从业界延揽有经验的高阶主管，帮他们把搜寻引擎变成有获利能力的企业。佩奇和布林答应了这项要求，因为他们盘算好了，要尽可能拖延聘请“成人督导”的时间。

Google在1999年6月获得了2,500万美元的扩展资金。到了这个阶段，Google已经有17位员工。第18位员工是脑部外科医师吉姆·李斯，职务是Google的营运长。李斯的工作是增强Google的运算能力，让佩奇和布林可以积极让公司成长。Google并没有把钱花在超级计算机上，而是再次购买一堆廉价的个人计算机，然后把个人计算机拼凑成网络。这套计算机系统的优点不只是价格便宜，而且如果有计算机损坏可以随时替换，不会有效能降低的问题。Google把资料和运算工作，分散到很多个位于不同地点的计算机系统上，不同系统重复操作相同作业，形成备援网络，不会因为任何一个资料中心遇到停电或其他状况，而造成服务中断。到了1999年夏天，Google已经从300部计算机扩充到超过4,000部计算机的规模。

在如火如荼地加强各项基础建设的同时，Google仍然持继引起更多的瞩目。当时首屈一指的搜寻引擎评论员是丹尼·苏利文，曾任《洛杉矶时报》以及《橘郡纪事报》的记者。苏利文研究了所有搜寻引擎的检索方式，发表了一篇名为《网管人员搜寻引擎指南》的研究。苏利文还架设了一个名叫“搜寻引擎观察站”的网站，成为搜寻引擎产业的导师。当时苏利文把Google评为最佳的搜寻引擎，大家才真正开始正视Google。因为有苏利文和其他评论员的推荐，Google没花任何广告或营销费用，就达到了宣传和提升业务的效果。

到了1999年底，Google每天平均的搜寻量大约是700万笔。这个数目相当惊人，但是这项业务仍然没有创造出任何可观的收入。看起来Google好像会烧光所有资金，然后消失在黑夜里。


“最原始的生意点子是，把Google的搜寻引擎技术，授权给各种网际网络公司或一般企业。在第一年，我们都很担心自己追求的市场，比原先预料的要困难和棘手得多。我们与潜在顾客沟通协商的时间变长了。竞争对手很多，而且我们也没有专属的业务人员。顾客非常严格地掌握自己的预算，显然如果我们要走授权那条路，路上将会荆棘满布。”

——水杉创投公司　麦可·莫瑞兹



如果授权Google技术的方法无法获利，对Google来说唯一可以赚取现金的可行替代方案，就是卖广告。布林和佩奇原本非常不愿意走上卖广告这条路，因为他们觉得其他搜寻引擎的搜寻结果，都会偏向付钱的广告主。这样的想法Google完全不能接受，也认为这样是违背诚信。这样做甚至会违反佩奇和布林为Google立下的企业精神：“不作恶”。

最后，布林和佩奇想出了个创造收入的新点子。他们决定把搜寻结果的页面切割成两部分。页面左边是搜寻结果，仍然维持免费，而且会提供最适当的搜寻结果，是不是Google的广告主都不会影响自己网页的排名。在搜寻结果页面的右边，会依照使用者搜寻的内容，列出相关的广告。广告主可以付费刊登广告，让自己的广告在使用者输入某个特定的搜寻时出现，而且甚至连这些广告也会依据与搜寻内容的相关程度来排序。佩奇和布林还决定，这些广告应该用文字的形式呈现，只能有标题、连接和简短的说明，就像免费的搜寻结果一样。


“Google优越的搜寻能力造就出足以吸引广告主刊登广告的阅听人，但是广告效益如何还有待观察。到了2000年中，Google每天要处理1,500万笔搜寻，在一年半前才只有1万笔。计算机用户蜂拥到Google的网站上，但是他们也会开始点选广告，让其他企业可以卖产品，而且让Google的财务模型能够维持下去吗？布林和佩奇仍然信心满满，但是很多人对此感到怀疑，因为Google免费奉送搜寻结果，并且拒绝接受在搜寻结果网页刊登横幅广告，也不同意让广告主付费换取较高的搜寻排名，所以他们质疑Google营运成功的能力。”

——大卫·维斯&马克·马尔西德



就在拭目以待这项新的营运模式成功之际，Google还是继续惊人地扩张。由于网络公司的股票市值大幅滑落，许多网络公司纷纷在2000年缩小营运规模，Google却在招兵买马。同样地，由于微软备受瞩目的反托拉斯诉讼案件，以前向往到微软工作的软件工程师，现在也开始应征Google的工作。Google持续用惊人的速度进行下列几项创新：


	推出无线搜寻功能，手机用户在行进间也可以用Google搜寻资料。

	Google允许其他网站把Google的搜寻窗格加进网站中。Google还创造了一种创新的伙伴计划，只要通过其他网站使用Google搜寻资料，Google甚至会支付这些网站一次搜寻3毛钱的费用。

	Google与雅虎达成协议，由Google的搜寻引擎提供搜寻结果，但是挂雅虎的品牌。

	Google推出新功能，可以检查拼字错误、在网络上搜寻图片、查询电话号码，还有其他更多的功能。



到了2001年底，Google成立满3年，也是首度出现获利的一年，该年获利700万美元。


“布林和佩奇为了增强企业体质，布建计算机基础建设时，花钱花得很谨慎，但是创造Google总部的适切文化，以及培养Google员工强烈的忠诚度与工作满意度上，他们从不吝惜一分一毫。Google文化的产物包括，色彩鲜艳的“药球”（运动或复健用的皮球）、熔岩灯，以及随处可见的各式各样小玩意与玩具等，都使得这家企业具有大学校园般生气蓬勃的吸引力。布林和佩奇相信，这一切努力长期下来一定会有丰厚的回报。现在在Google执行长佩奇还有总裁布林旗下效命的85名员工，工作时间很长，但是受到家人般的对待。在饮食方面也有在家的感觉，有免费的餐点、健康果汁，以及丰盛的点心。Google员工也享有一大堆便利的服务，例如洗衣、发型设计、牙科与医疗照护，还有洗车等，后来又增加了日间托育、有个人教练的健身设施，还有专业按摩师，这使得员工几乎不必离开办公室一步。另外还有沙滩排球、美式足球、滑轮曲棍球、小绵羊短跑道赛车、棕榈树、豆袋椅（小球粒或泡沫塑料充填的椅子），甚至连狗都有，而这一切都是为了让工作变得有趣，并且打造出一个有创意、好玩的工作环境，让大部分是年轻单身贵族的Google员工，只要醒着就会想待在公司。Google甚至租下巴士，在上面装设无线上网设备，让从旧金山通勤上班的员工，在通勤时间仍然保持生产力，把精力花在自己的笔记型计算机上，而不是去担心要怎么上班。”

——大卫·维斯&马克·马尔西德





The Venture Capital Era　
中文



In the fall of 1998, Larry Page and Sergey Brin officially took leave from Stanford University and moved their computers, toys and gadgets into the garage of a nearby house. They chose this site mainly because the house had a hot tub. Google Inc. was formally registered on September 7, 1998 and the pair hired their first employee, a fellow Stanford Ph. D. student. They paid $1,700 per month for their first garage/office that they outgrew within five months. Brin and Page moved Google into a second-floor office space in downtown Palo Alto.

At this stage, neither the two co-founders nor any of the early-stage investors had any idea how Google would actually make money. They assumed having the best search engine would be valuable somehow, but there was never a clearly stated strategy for commercializing this. At this time, Google was handling about 100,000 queries per day, and was attempting to hire as many talented people as could be found. To entice people to come work for them, Page and Brin offered cool technology, stock options, free snacks and drinks and the "opportunity to have millions of people use and appreciate your software."

When PC Magazine listed Google in its list of the Top 100 websites and Search Engines for 1998, the company suddenly started attracting more users. Within a few months, Google was routinely providing 500,000 searches a day. To provide that, the company had to constantly add more computing power. Within eight months of its formal launch, Google had already chewed through its initial start-up funding of $1 million, and it was clear that a substantial chunk of money would be needed to keep the company growing. Brin and Page knew they would have to approach some venture capital investors for more funding but they were determined not to lose control of their company. They therefore came up with a novel funding strategy that was as clever as their search engine.

Brin and Page decided to simultaneously approach two of the most prestigious venture capital firms in Silicon Valley: Kleiner Perkins Caufield & Byers and Sequoia Capital. They goal was to get both firms to invest in Google without either taking charge of the company. By having two investors rather than just the one, Brin and Page hoped they would be able to maintain control of Google while the two venture capital firms battled with each other. With this in mind, Brin and Page approached John Doerr of Kleiner Perkins and Michael Moritz of Sequoia Capital. Both these companies decided they wanted to invest in Google but neither were willing to co-invest or share the investment. It wasn't until Brin and Page started assembling another group of angel investors as a viable alternative that both venture capital firms agreed to the very unique funding arrangement. In the end, Kleiner Perkins and Sequoia Capital invested $12.5 million each in Google. The venture capitalists did, however, attach one condition to the funding. The two entrepreneurs had to promise they would hire an experienced industry executive to help them transform their search engine into a profitable business. Brin and Page agreed to this request reasoning that they would delay hiring adult supervision for as long as possible.

The $25 million in expansion capital was put in place in June 1999. By this stage, the company had seventeen employees. Employee No.18 was Dr. Jim Reese, a brain surgeon who was hired as Google's operation's chief. His job was to beef up Google's computer power so Sergey and Larry could grow the company aggressively. Rather than investing in a supercomputer, Google again purchased a heap of cheap PCs and cobbled them together in a network. The beauty of this system was not only the fact that it was cheaper to purchase but also that computers could fail and be replaced all the time without any performance degradation. By spreading the data and the computer tasks over a large number of systems in multiple locations, Google also gained redundancy in the event any single data center went down because of power failure or for any other reason. By the summer of 1999, Google had expanded from about 300 computers to more than 4,000 machines.

While all this infrastructure beefing up was underway in the background, Google continued to garner more attention. The leading commentator for search engines was Danny Sullivan, who previously worked as a reporter for the Los Angeles Times and The Orange County Register. Sullivan studied how all the search engines worked, and published a study entitled "A Webmaster's Guide to Search Engines." He also launched a website called Search Engine Watch, and became the guru for the search engine industry. When Danny Sullivan rated Google as the best search engine available, people really started to sit up and take notice. Through the endorsement of Danny Sullivan and other commentators, Google was able to market and grow its business without any advertising or marketing expenditure.

By late-1999, Google was averaging about seven million searches per day. That was impressive, but the business still wasn't generating any significant revenues. It appeared that the company might burn through all its capital and then disappear into the night.


"The original business idea was aimed at licensing the underlying search engine technology to a variety of other Internet companies and enterprises. During the first year we collectively had concern that the market we were pursuing was more difficult and more intractable than we had originally anticipated. The conversations with potential customers and negotiations with potential customers were protracted. There was a fair amount of competition, and we didn't have a direct sales force. The customers were very harsh on the prices they were prepared to pay. It was clear that if we were going to pursue that path, it was going to be a brutal path."

—Michael Moritz, Sequoia Capital



If licensing the Google technology wasn't going to work, the only other real alternative for generating cash was for Google to sell advertising. Brin and Page were initially very reluctant to go down this path as they thought other search engines biased their search results towards those who paid for advertising. This was a totally unacceptable idea for Google and would be viewed as a breach of trust. It would even violate the spirit of the company motto that Brin and Page adopted for Google: "Don't be evil."

Eventually, Brin and Page came up with a new idea for generating revenue. They decided they would split their search results page into two sections. On the left hand side would be the search results, which would continue to be free and that would provide the best results possible irrespective of whether someone advertised with Google or not. On the right hand side of the results page, they would place targeted ads that were triggered by the user's specific search request. Advertisers could pay for their ads to appear when specific search requests were entered, and the ads could even be ranked according to their relevance. Brin and Page also decided these ads should be in text format only with a headline, a link and a short description just the same as the free search results.


"Google's superior search delivered a big enough audience for businesses to target their advertising, but how well it would all work remained to be seen. By the middle of 2000, Google was handling 15 million searches per day compared to the 10,000 of a year and a half earlier. Computer users were flocking to Google, but would they start clicking on ads too, enabling businesses to sell products and Google to sustain its financial model? Brin and Page remained confident, but skepticism abounded about the company's ability to make it as a business that gave search results away for free and refused to accept both banner ads and paid placement in search results."

—David Vise and Mark Malseed



While the company was waiting to see how the new business model worked out, it also continued to expand impressively. As many Internet companies were scaling back operations in 2000 due to the fact that stock market valuations of Internet-based companies had fallen dramatically, Google was hiring. Similarly, with Microsoft's high profile anti-trust court cases, software engineers who once had aspired to work for Microsoft started applying for jobs at Google. The company continued to innovate at an impressive rate:


	Wireless search capability was introduced, so cell phone users could carry out Google searches on the go.

	Google allowed other websites to add a Google search box to their own sites. They even paid 3 cents for each search the other websites sent Google's way in a new and innovative affiliate program.

	Google entered into an agreement with Yahoo! to provide search results generated by Google but branded by Yahoo!.

	Google introduced new features to spelling errors, allow people to search the Web for images, look up phone numbers and do much more.



By the end of 2001, Google was three years old. The company also generated its first annual profit of $7 million.


"Brin and Page had spent judiciously when building the computer infrastructure that powered its business, but they spared no expense when it came to creating the right culture inside the Googleplex and cultivating strong loyalty and job satisfaction among Googlers. The artifacts of that culture—brightly colored medicine balls, lava lamps and assorted gadgets and toys here and there—gave the business the appeal of a vibrant college campus. All of this, they believed, would pay off handsomely in the long run. The 85 employees who now worked for Google CEO Larry Page and President Sergey Brin labored long hours but were treated like family. They were fed like family as well, with free meals, healthy juices, and snacks in abundance. Googlers also enjoyed a bevy of conveniences like on-site laundry, hair styling, dental and medical care, a car wash—and, later, day care, fitness facilities with personal trainers, and a professional masseuse—which virtually eliminated the need to leave the office. Beach volleyball, foosball, roller hockey, scooter races, palm trees, bean bag chairs, even dogs—it was all part of making work fun and fostering a creative, playful environment where Google's employees, most of them young and single, would want to spend their waking hours. Google would even go on to charter buses with wireless Internet access so that Googlers who commuted the hour from San Francisco could be productive, putting their energy into their laptops instead of worrying about how they would get to work."

—David Vise and Mark Malseed





关键字大拍卖　
英文



虽然Google开始获利，但是两家创投公司仍然坚持，佩奇和布林要聘请有管理经验的人协助他们经营公司。佩奇和布林非常重视自己的自主权，而且尽可能地拖延。两家创投不断找人选与佩奇和布林面谈，他们就把一长串的人选统统回绝。一直到水杉创投威胁要撤回1,250万美元的投资，佩奇和布林才真正开始认真考虑聘请专业经理人。

佩奇和布林最后约见了艾瑞克·施密特。施密特是网络服务软件商网威公司的执行长，也是升阳电脑的前任技术长。双方的第一次见面其实不甚愉快，因为布林和施密特进行了一场冗长的唇枪舌战，争论焦点是施密特在网威实施的策略。不过，施密特为自己的观点争辩时展现的热情，让佩奇和布林留下了深刻印象。施密特加州大学柏克莱分校计算机科学博士的学历，也赢得了佩奇和布林的尊重。

经过几次闭门会议之后，佩奇和布林同意任命施密特出任Google董事长，等到施密特协助网威完成即将进行的出售案之后，就接任Google的执行长。佩奇和布林坚持施密特必须展现决心，买下100万美元的Google优先股。施密特同意这项要求，于是双方就在2001年3月签订合约。施密特随后于2001年7月被任命为Google的执行长。

Google的两位创办人依然努力拓展自己的事业。佩奇和布林在2002年与美国在线达成协议（美国在线有超过3,400万名用户），在美国在线的每一个网页上提供一个小小的搜寻窗格，上面写着：“采用Google搜寻引擎”Google也与网络服务提供商Earthink达成了类似的交易，提供搜寻服务，另外Google也提供搜索引擎公司AskJeeves文字广告。Google还改变广告收费的方式，广告主只有在广告被点选的时候才须付费，而不是广告显示在计算机荧幕上就要付费。Google创造了一个全年无休的市场，广告主可以根据特定的单字或词组来购买广告。


“大大小小的企业都参加了这场关键字大拍卖，每季花费数百美元到数百万美元不等的金额，购买Google的广告页面。Google采用彻底颠覆传统广告方式的做法，由广告主自己决定要付多少费用取得曝光机会，而不是采用电视网和报纸过去一贯的做法，由Google订定广告价格。这套做法自助式的本质以及极为低廉的广告底价，连没有业务人员编制的小公司都可以投入这场广告竞标。在Google，家庭商店型的企业和《财星》500大企业都享有同样的机会，都能接触到数以百万的Google使用者。”

——大卫·维斯&马克·马尔西德



Google的广告主可以接触到马上准备购买的潜在顾客，使得在Google刊登广告变成效益极高的宣传方式，因此Google的在线广告业务成长十分快速。Google也与最大、最知名的网站合作，譬如雅虎、美国在线、EarthLink和AskJeeves等。现在有超过2万5,000个网站放上Google的搜寻窗格，这样的连接创造出庞大的网络，让任何竞争对手都很难匹敌或复制。靠着搜寻引擎这项业务，Google在2002年创造了4亿4,000万美元的营收，获利1亿美元。当然，Google对这些营运数字祕而不宣，以免被其他有资源自己开发或收购搜寻引擎的企业盯上，但是Google的营运状况的确非常好。Google的表现一直很好，可望成为所有想在网络上刊登广告的广告主的首选。



Keyword Auction　
中文



Despite the fact that Google was now starting to generate a profit, the venture capitalists were still insistent that Brin and Page should hire someone with management experience to help run the business. Sergey and Larry valued their independence highly and stalled for as long as possible, turning down a string of people who the two venture capitalists kept sending over to meet with them. It wasn't until Sequoia Capital threatened to demand repayment of their $12.5 million investment that Page and Brin really started to think about this seriously.

They finally met with Eric Schmidt, the CEO of Novell and the former chief technology officer of Sun Microsystems. The first meeting didn't really go all that well in that it consisted of one long argument between Sergey and Schmidt about the strategy he was executing at Novell. Both Brin and Page were impressed, however, by the passion with which Schmidt argued his point of view. They also respected the fact that he was a computer scientist with a Ph. D. from the University of California at Berkeley.

After some behind the scenes discussions, Brin and Page agreed to appoint Eric Schmidt as chairman of the board of Google until he finished helping guide the impending sale of Novell at which point he would become CEO of Google. They insisted that Schmidt had to demonstrate his commitment by buying $1 million of preferred Google stock. Schmidt agreed and the deal was signed in March 2001. Eric Schmidt subsequently was appointed CEO of Google in July 2001.

The two Google cofounders were also hard at work growing their business. In 2002, they entered into an agreement with America Online (which had more than 34 million subscribers) to provide a small search box on every page that said: "Search Powered by Google." Google also did similar deals with EarthLink to provide search and Ask Jeeves to provide text-based advertising. Google also moved to charging advertisers only when their ads were clicked rather than every time they were displayed on a computer screen. Google created a 24/7 online marketplace where advertisers could go and purchase ads for specific words and phrases.


"Companies of all sizes were participating in these keyword auctions, spending anywhere from hundreds of dollars to many millions each quarter on Google. Turning traditional advertising on its head, these ad buyers determined the price they were willing to pay to get across their message, rather than having Google set the price, as TV networks and newspapers had long done. The self-service nature of the system and the low minimum ad prices enabled even small firms with no sales staff to jump in and out of the game. On Google, mom-and-pop enterprises had the same opportunity to reach millions of users as a Fortune 500 company."

—David Vise and Mark Malseed



Due to the fact that advertising on Google has turned out to be an extremely efficient way for firms to reach potential customers just at the time when they are about to make a purchase decision, Google's online ad business has grown rapidly. Google has also established relationships with the biggest and best-known Internet sites including Yahoo! AOL, EarthLink and Ask Jeeves. More than 25,000 websites now feature a Google search box, creating a network that would be extremely difficult for any competitor to match or replicate. On the strength of that business, Google generated $440 million in sales and $100 million in profits in 2002. Of course, Google kept these numbers quiet in order to stay under the radar of others who had the resources to build or acquire search engines of their own, but the business was definitely in good shape. Google was well on its way to becoming the#1 destination for anyone who wanted to advertise on the Internet.



Google 哲学　
英文



从Google成立的第一天开始，布林和佩奇就规定，所有软件工程师都应该至少把20％的工作时间，也就是1周至少1天，花在任何工程师自己感兴趣的计划上。布林和佩奇认为这样可以让大家了解，Google是个让聪明人来做好玩事的地方。这项规定的灵感来自两位创办人的家庭教育背景，两人的父亲都是大学教授，而且都是1周教学4天，1天做自己的研究。


“这个20％的时间规定，就是要让大家去摸索。人只要是从事自己觉得重要、自己的创见，或是自己热中的事情时，工作效率就会很高。这也是由下而上的创新机会。高阶管理人员能指示或规定的，毕竟有限。”

——Google软件工程师　克利须纳·巴拉特



Google甚至没有规定工程师一定得每周都运用那20％的时间，有些人反而会选择把时间累积起来，然后花1个月左右的时间全心从事自己热中的计划。这个方法让工程师享有时间的弹性，而弹性有时候正是开发成功产品的必要条件。

“Google新闻”就是一个很好的例子。Google新闻是印度软件工程师克利须纳·巴拉特开发出来的产品。巴拉特就是利用那20％的时间，研发出一种方法，把所有新闻依照类别汇总，实时更新报导然后加以排序，依据每则新闻被报纸或通讯社刊载的家数，把最重要的新闻报导排在最前面。然后还可以根据读者的所在地点或偏好，排出个人化的新闻排序。

另外一个例子是提供比价服务的Froogle，这项服务可以让用户依照产品类别、价格、性质，比较各家在线零售商卖的商品。一开始这只是利用20％时间进行的小计划，等到这项计划大受Google员工欢迎之后，佩奇和布林才指定一组工程师开发这项产品。拜这项20％时间规定之赐，许多其他类似的创新就这样不断从Google冒出来。

Google仍然持续扩大自己的核心业务。2004年4月1日，Google宣布要提供用户不同型态的电子邮件服务，名为Gmail。每个Gmail账户都会有1G的容量，这个容量大约是微软信箱容量的500倍、雅虎信箱的250倍。一开始，大家不确定这是精心设计的愚人节玩笑，还是真有其事，但是最后每个人都了解，这的确是Google要提供的服务。众人的焦点随后转移到另一件事上，因为Google打算在Gmail浏览网页的右边刊登小幅的付费广告，只要电子邮件里出现特定字眼，广告就会自动出现。各方团体都认为此举侵犯了隐私，并且招致大量的负面报导。随着使用者愈来愈熟悉并且喜欢Gmail的功能，对广告的疑虑也就愈来愈少，但是在抗议声浪消退之前，Google还是不得不更详细地说明公司的隐私保护措施。

另外一个Google一直努力要处理的课题是，过滤搜寻结果里的色情内容。有些使用者会主动使用Google来搜寻色情内容，对于这样的搜寻Google没有意见。Google甚至靠销售与性相关的广告来创造收益。但是在此同时，如果用户不是真的要搜寻色情信息，Google会尽量防止色情内容出现在搜寻结果中。Google推出了一项名为“安全搜寻过滤器”的功能，希望能阻挡所有不当的内容，不让这些内容出现在搜寻结果中。Google也明确宣示接受或拒绝广告刊登的标准。Google拒绝的广告包括烈酒、啤酒、政治攻击、香烟、枪械、弹药、禁药、烟火、雷达侦测器，以及其他多种产品。Google把这项做法当作公司的政治声明，说明了公司认定的理想社会标准。



The Google Way　
中文



Right from the founding of the company, Brin and Page had decreed that all software engineers employed by the company should spend at least 20 percent of their time—one day a week—working on whatever projects were of interest to them. Brin and Page thought this would send the right signal that Google was a place where bright people could come and do some interesting stuff. The inspiration for this rule came from the fact that both of the cofounders had been raised in homes where their fathers were on university faculties where they spent four days a week lecturing and one day each week on their own research.


"The 20 percent time was invented for people to just explore. People are productive when they are working on things they see as important or they have invented, or are working on something they are passionate about. This is also an opportunity to get bottom-up innovation. There is only so much that top management can specify or ordain."

—Krishna Bharat, Google software engineer



Google doesn't even specify that its engineers have to use their 20 percent time each week. Instead, some choose to pool their time, and then spend a month or so working solely on the projects they are passionate about. That allows people the flexibility that is sometimes needed to develop successful products.

A good example of this is Google News. It was developed by Krishna Bharat, an Indian software engineer. Using his 20 percent time, he developed a way to cluster stories in categories, update the news articles in real time and then rank them so the most important news stories could rise to the top depending on how many different newspapers or wire services were carrying them. The results could then be personalized to suit the location or preferences of the viewer.

Another example was Froogle, a comparison shopping pricing service that allows users to compare the different offerings of online retailers based on category, price and description. This started out as a small 20 percent project until it gained internal popularity around Google, at which point Brin and Page assigned a team of engineers to build and develop the product. Many other similar innovations are bubbling away in the background at Google all the time as a result of the company's 20 percent rule.

The company is also steadily expanding its core offerings. On April 1, 2004, Google announced it would provide users with a different type of e-mail service, called Gmail. Every Gmail account would have one gigabyte of storage—roughly 500 times the storage offered by Microsoft and 250 times the storage offered by Yahoo!. At first, people weren't sure whether this was an elaborate April Fool's Day joke or the real thing, but eventually everyone realized this was an actual service Google would offer. Attention then changed to the fact Google that planned on putting small paid ads on the right hand side of the Gmail viewing page, with the ads being triggered by words contained in the e-mail. Various groups saw this as an invasion of privacy, and there was a huge amount of negative publicity. As people became more familiar and comfortable with how Gmail functioned, this became less and less of an issue, but the company was forced to explain its privacy features in greater detail before the furor subsided.

Another area where Google has struggled to adapt is in the filtering of pornographic material in the results of Web searches. Some people actively search for pornography using Google, and the company does not censure those requests. Google even generates revenue by selling sex-related ads. But at the same time, the company does try to stop pornography from appearing in the search results of those who are not actually seeking that type of material. The company introduced a feature called "Safe Search filtering," which attempts to block all inappropriate material from appearing in search results. Google also makes a clear statement about the type of ads it will and will not accept. Google rejects ads for hard liquor, beer, political attacks, cigarettes, guns, ammunition, illegal drugs, fireworks, radar detectors and other products. This is the company's way of making its own political statements about what should and should not be acceptable in society.



在线竞标完成IPO　
英文



佩奇和布林一直尽量拖延Google上市的时间。他们很清楚，一旦微软和雅虎等竞争对手得知Google的获利情形之后，竞争的压力就会迅速涌现。问题是，依据美国证交法的规定，Google的资产与股东人数已经达到了门槛，必须公布财报。既然一定要公开财务资料，那么让Google公开上市自然就顺理成章了。而且这么一来，也可以让员工更方便把手中持股转换成现金。


“对大多数硅谷的创业家来说，股票首次公开发行是最终的梦想，这是让自己沐浴在镁光灯焦点下的时机，也是用美式方法，也就是钱，来验收自己价值的时刻。但是布林和佩奇恰恰相反，他们喜欢享有隐私、喜欢自由，也乐得让分析师和竞争对手一直低估Google绩效。因为Google没有债务、自行筹资，而且现金充裕，所以他们不必在公开市场发行股票集资。上市在他们眼中唯一的好处是，他们会有更多资源可以扩大并且实现自己对Google的愿景。如果佩奇和布林要让Google上市并且放弃隐私的话，一定得让他们按照自己的方式来进行。”

——大卫·维斯&马克·马尔西德



在过去，整个股票上市的过程，都是由华尔街的投资银行家小心翼翼地掌控。投资银行家会决定上市价格、决定哪些申购人得标、举办上市前说明会，而且通常事必躬亲地管理所有上市的细节。投资银行会刻意压低新股上市的价格，因为这样股票会比较容易销售，而且股价会在第一个交易日就一飞冲天，可以让投资银行证明自己的睿智。相对地，即将上市的公司则会希望尽量拉高股价，因为这会决定自己能够募得多少资金以及企业整体的市值。佩奇和布林觉得，数学方程式、软件和技术更值得信赖，不必把整个股票上市的过程交由老旧的投资银行来主导。

Google因此决定，要接受潜在投资人在线竞标，然后根据竞标结果来订定股价与销售股票。只要出价高于或等于最后定价就可以获得配股，不会有任何偏袒，也不会受到投资银行的影响。突然之间，数百万Google使用者开始认真考虑要买个几张Google的股票，其中很多人一辈子从来没有买过上市公司的股票。除此之外，Google没有为股市大户举办任何上市前说明会，而是把首次公开发行的讯息公布在自己的网站上，让所有人都可以看到。

虽然用这么与众不同的方式发行股票，Google的财报就足以证明一切。2004上半年，Google创下了营收14亿美元与获利1亿4,300万美元的纪录，比起前一年营收5亿6,000万与获利5,800万的表现还令人满意。佩奇和布林公开宣称，自己打算继续用同样的方法经营Google，没有上市前后的差别，而这样的理想主义引发了广泛的注意与评论。

除了要接受证券交易委员会的调查，以及Google打算用金融圈眼中的非传统方式募集巨资这两件事，还有其他问题纷纷出现。《花花公子》杂志刊登了佩奇和布林的专访，这违反了证券交易委员会的规定。证交会规定，股票公开上市之前必须有一段“缄默期”，要上市的企业在这段期间不可以做任何公开评论。一家名为Geico的汽车保险公司，控告Google侵犯商标权。Geico宣称，Google的广告系统利用了Geico的商标，获得不当获利。在德国也有另外两家公司提起类似的诉讼。除此之外，雅虎也控告Google，宣称Google侵犯了旗下子公司“序曲”的专利。如果没办法解决雅虎的诉讼案，Google似乎会被迫改变整个广告收费的方式，而广告收益正是撑起这家公司整体市值的支柱。

眼见股票首度公开发行可能很快就要陷入泥沼，Google两位关键的创投代表杜尔和莫瑞兹跳出来采取行动。杜尔和莫瑞兹逼迫佩奇和布林解决雅虎的诉讼案，Google付了270万张Google股票给雅虎，而且没有承认侵犯专利与否。Google的律师把《花花公子》杂志那篇专访，当作Google提交给证交会的申报登记声明中的附录，等于把专访当作正式公开讯息的一部分。证交会对这样的解释基本上表示满意。杜尔和莫瑞兹也宣布，他们已经把股票上市的价格区间，从1股110至135美元，大砍到1股85至95美元，以反映Google在公开上市过程中受到的重创。两位创投代表还宣布，他们自己的公司会保留手中所有的Google股票，不会低价卖掉。这项宣布向市场传递了一项讯息，那就是聪明资金都看好Google的股价会在未来几个月上涨。这些行动一一奏效，1,960万股的Google股票以每股85美元的价格上市。2004年8月19日，Google开始在那斯达克挂牌交易，而股价也立刻就从85美元跳升到每股100.01美元。


“股票上市让Google募集到16亿7,000万美元，使这家公司最初的市值达到了231亿美元。突然之间，Google股票的市值高过了许多经营多年、信誉卓著的大企业。最后，Google新颖的股票拍卖过程，让Google达成了当初设定的两大目标之一：由于Google根据投资人的竞标价格公平配股，所以主导权还是握在Google手中，而不在华尔街手上。股票拍卖的败笔是，没有办法拉高Google股票上市的价格。每股85美元的价格，使得Google流失了许多原本应得的资金。要是股票发行能够更顺利、股价竞标过程能够更简化，又或者Google不要坚持一定要在8月挂牌交易，可能就可以用更高的价格上市，这家公司也就能够把更多钱存进金库里了。”

——大卫·维斯&马克·马尔西德

“Google股票的首度公开发行，代表了硅谷与华尔街之间关系的分水岭。华尔街史上有几桩最大宗的股票首度公开发行，佩奇和布林就完成了其中一桩，不仅主导了整个上市的过程，还赢得了企业领袖一致的尊敬，这些企业领袖自己也曾经接受过华尔街的洗礼。各种揣测甚嚣尘上，大家纷纷猜测这次Google上市的例子，开启了科技公司争取上市主导权的新时代，或者只是Google这个强势又独一无二的企业最新的代表作。很少有企业可以在这种压力之下，还能像Google一样成功完成8月的股票首度公开发行。”

——大卫·维斯&马克·马尔西德





IPO for Online Bid　
中文



Larry Page and Sergey Brin put off taking Google public as long as possible. They realized that once competitors like Microsoft and Yahoo! knew how profitable Google had become, competition would ramp up quickly. The problem was that Google had now reached the threshold of assets and shareholders by which under U.S. securities laws the company was required to publicly disclose its financial results. Since that information was going to enter the public domain anyway, it made sense to take Google public. Doing so would also allow employees to more readily convert their shares into cash as required.


"For most Silicon Valley entrepreneurs, an IPO was the ultimate dream, a time to bask in the limelight and measure their worth the American way: with dollar signs. But Brin and Page were just the opposite. They loved the privacy, they loved the freedom, and they relished having analysts and competitors consistently underestimate Google's performance. Since the company was debt-free, self-funded, and had plenty of cash, they didn't need to sell stock to the public to raise money. The only upside they saw was that they would have more resources to grow and realize their vision for Google. If they were going to go public and give up their privacy, Larry and Sergey agreed to do it their way."

—David Vise and Mark Malseed



Traditionally, Wall Street investment bankers control the IPO process carefully. They decide what the initial offering price of stock should be, decide which investors will be allocated shares, run the road shows and generally micromanage the process. The investment banks have an incentive to under price the new offering so it will be easier to sell and the price will shoot up on the first day of trading, validating their smarts. The companies going public, by contrast, want the highest possible price since this will determine how much is raised and ultimately the market value of the entire enterprise. Page and Brin felt they trusted mathematical equations, software and technology far more than they needed to have their hands held by some old-time investment bank throughout the IPO process.

Google therefore decided it would price and sell its stock based on bids received online from potential investors. Everyone who entered a bid at or above the final set price would be allocated stock without any favoritism or input from the investment bankers. Suddenly, millions of Google users, many of whom had never owned a share of a public company in their lives, started looking seriously at buying a few shares. In addition, the company did no road shows for large investors but openly posted information about the IPO process on its website for anyone to read.

Despite the unusual method of going public, Google's financial results spoke for themselves. In the first half of 2004, Google recorded sales of $1.4 billion and a profit of $143 million. This compared favorably with the previous year's results of $560 million in sales and $58 million in profits. Brin and Page openly stated they intended to continue to run Google the same way as a public company as they had when they were private, and this idealism was widely noted and commented on.

In addition to all these SEC probes and the fact that Google was attempting to raise billions of dollars in what the financial community thought was an unconventional way, other problems arose. Playboy magazine published an interview with Larry and Sergey that broke the SEC rules requiring a "quiet period" before an IPO in which a company cannot make public comments. Geico, an automobile insurance company, filed a lawsuit against Google for trademark infringement alleging Google's advertising system unlawfully profited from trademarks Geico owned. Two other companies filed similar lawsuits in Germany. And just for good measure, Yahoo! also filed a lawsuit alleging Google had breached patents held by one of its subsidiaries, Overture. If Yahoo! 's lawsuit could not be resolved, it appeared Google would be forced to change its entire advertising method of generating revenue that underpinned the company's overall market valuation.

With the possibility the IPO might stall imminent, Google's two key venture capitalists John Doerr and Michael Moritz sprung into action. They forced Page and Brin to settle the Yahoo! lawsuit by giving Yahoo! 2.7 million Google shares without admitting whether or not Google had violated the patents. Google's lawyers filed the Playboy interview as an appendix to the company's SEC registration statement, effectively making it part of the information officially disclosed. This satisfied the SEC to a large degree. Doerr and Moritz also announced they had slashed the IPO price range from $110-$135 a share down to $85-$95 a share as a reflection of the battering Google had taken during the IPO process. The two venture capitalists also announced their own firms would keep all their Google stock rather than sell it at that lower price, signaling to the market the smart money was on Google's stock price rising in the months ahead. All of these moves worked, and 19.6 million Google shares were sold at $85 per share. They started trading on the NASDAQ exchange on August 19, 2004 and immediately jumped from $85 to $100.01 per share.


"The offering raised $1.67 billion and gave the company an initial market value of $23.1 billion. Suddenly, Google had a stock market value higher than many older, well-established enterprises. The novel auction process, in the end, achieved one of its two goals: the company, not Wall Street, had remained in control by allocating shares equitably based on investor bids. What the auction failed to achieve was a dearer price for Google stock. By selling shares at $85, the company left plenty of money on the table. Had the offering gone more smoothly, the bidding process been simpler, or Google not been so determined to get the deal done in August, a higher initial public offering price would have been achieved. And the company would have been able to stash more money into its coffers."

—David Vise and Mark Malseed

"The Google IPO marked a watershed in the relationship between Silicon Valley and Wall Street. Larry and Sergey had pulled off one of the biggest initial public offerings ever, maintaining control over the process and earning the respect of corporate chieftains who had been through the Wall Street mill themselves. Speculation was rampant whether the public offering heralded the dawn of a new era in deal-making for technology companies, or was merely the latest sign of Google's powerful and unique enterprise. Few other companies could have pulled off the August IPO under such duress."

—David Vise and Mark Malseed





让大脑和全球信息连线　
英文



完成股票上市之后，佩奇、布林与史密特重回工作岗位。佩奇接掌产品总裁一职，职务偏重管理日常营运的细节。布林的头衔是技术总裁，职务偏重建立公司的文化、交易谈判，以及拟定长期成长计划。这样一来，身为执行长的施密特就可以全心监督公司运作。对一家成长快速的企业来说，施密特肩头的担子可不轻，他专心致力于提升Google的会计与财务系统。

Google的高阶管理团队每周会开会一次，讨论相关的作业计划以及资源需求。大多时候会议当场就可以作出决定，不须经过冗长迂回的签核流程。佩奇、布林及施密特这3个科技人展现了一些令人印象深刻的商业技巧，与他们的科技才智相辅相成，这是在其他高科技公司相当罕见的。

Google在股票公开发行之后持续进行的创新都令人眼睛一亮，他们重要的创新如下：


	2004年10月，Google推出桌面搜寻——一种快速又免费的搜寻方式，让使用者可以快速又确实地寻找存放在自己计算机里的各种类型资料。

	接下来，Google宣布推出卫星地图与导航服务。后续又推出视讯搜寻，可以根据电视节目的字幕来搜寻视讯，另外还有手机、PDA和其他行动装置的搜寻功能。

	推出“Google建议”功能，用户输入搜寻关键字时，搜寻引擎会建议一些搜寻主题供用户参考。

	推出“Google学者”功能，可以用来搜寻科学期刊、文摘、学术论文与技术报告。

	Google推出又快又好的方法，让使用者可以搜寻股价、出租车与天气状况。

	“Google地球”软件，让计算机使用者可以以3-D影像飞到地球上任何一个角落。Google后来又增加了一项功能，可以利用类似的技术探索月球表面。



与这些产品同样令人惊艳的，就是Google自己。Google总是有办法想出一项又一项新颖且令人瞩目的产品，这项能力本身就是史无前例的。不过要说到宣传效果，就算是这些令人赞叹的新产品也不够看，因为Google在2004年12月14日宣布，打算把密西根、牛津、哈佛、纽约市立图书馆和斯坦福总共1,500万册藏书数字化，放到网络上供使用者查询。好像光是这样还不够看似的，Google还宣布，希望在未来10年左右，把大约5,000万本书数字化，并且放到网络上。

Google打算创造一座庞大的数位图书馆，这个想法引发了全球一阵哗然。一方面，这个想法很有可能对人类知识进步造成极大影响，因为这是有史以来头一遭，全世界任何地方的学者都能够取得最佳书籍的完整内容。不过另一方面，这个想法也让出版商与著作权人陷入莫名的恐慌中。

为了处理著作权问题，Google打算只显示与使用者查询直接相关的少数几页内容或文字片段。他们还打算，以无法被复制或打印的电子格式来显示查询结果，并且提供直接连接到可以买得到那本书的书商。为了进一步表达诚意，Google甚至提议与出版社共同分享从中获得的广告收益。Google也宣布，未来将会开发一项专利产品来发行内容，著作权所有人将可以在网络上销售信息，不必担心安全的问题。出版业对此反应分歧，有人认为Google的计划对出版业有利，也有人不这么认为。

Google还有野心勃勃的长期计划，要把搜寻功能拓展到生物与遗传学领域。佩奇和布林已经示意，他们把Google慈善基金会的目标设定在，让每个个人有能力通过预防与治疗疾病，过着更聪明、更健康的生活。为了达到这个目标，Google把很多资源投入人工智能以及研发语言翻译的新方法，以便让大家可以更容易找到自己所需的资料。Google也在加速个人化制药时代的到来，因为他们的数据库也把人类基因组的相关资料加进去了。Google希望最终能够建立一个可供搜寻的基因目录，让大家可以用来辨识自己的疾病、了解疾病的发展，然后对症下药。

在其他领域，Google也在寻找环保、可以再生的能源，让这种能源最后可以提供公司计算机所需的用电，然后被整个经济社会采用。佩奇和布林也要求他们的基金会，必须结合协助创业、自力更生以及慈善事业的力量，积极投入救助飢饿与贫穷的社会运动。Google会定期赞助微额贷款计划，帮助开发中国家的人民，可以取得微额贷款去开创自己的事业。到现在为止，Google已经捐赠了20亿美元以上，提供有微额贷款需要的人。


“为什么不增强大脑功能呢？你会希望拥有庞大的运算能力。也许在未来，我们可以连上一个小版本的Google，你只要把这个小版本Google挂在头上，就可以随时和大量信息连线。我们必须开发出时髦的版本，不过到时候你将可以立即取得全世界所有的知识，真是令人兴奋。”

——谢尔盖·布林





Brain Version of Google　
中文



With the public offering behind them, Larry Page, Sergey Brin and Eric Schmidt got back to work. Larry took the title of President-Products and focused on the day-to-day details of running the business. Sergey's title was President-Technology. He focused on building the corporate culture, negotiating deals and long-term growth projects. That left Eric Schmidt free as CEO to oversee operations, a big task in and of itself in a high-growth enterprise. Eric focused on scaling up Google's accounting and financial systems.

Once a week, the senior management team met to discuss projects and requests for resources. More often than not, decisions were made on the spot rather than running through a long and convoluted approval process. Unusually for a high tech company, these three provided some impressive business skills that matched their combined technical smarts.

The ongoing range of innovations that have continued to come out of Google since its IPO are very impressive:


	In October 2004, Google released desktop search—a fast, free way for people to find information of all kinds stored on their own computers quickly and precisely.

	Next Google announced satellite mapping and navigational services. This was followed by video search based on the closed-captioning of television programs and mobile searches by cell phones, PDAs and other devices.

	Google Suggest was released as a way for the search engine to propose search topics as the user types in their request.

	Google Scholar became available, a means whereby scientific journals, abstracts, theses and technical reports can be searched.

	Google released quick and better ways for users to search for stock quotes, taxis and weather conditions.

	Google Earth became available, enabling computer users to fly to any spot on the planet with 3-D views along the way. Google later added a way to explore the moon’s surface using similar technology.



As impressive as any of these products might be in and of themselves, the fact that Google has been able to come out with one new and noteworthy product after another is unprecedented. However, in terms of publicity, even these dazzling new products receded into the fringes when Google announced on December 14, 2004 that it intended to digitize and make available online more than 15 million library books drawn from Michigan, Oxford, Harvard, the New York Public Library and Stanford. And as if that prospect alone wasn't enough to dazzle, Google also announced that the company hoped to digitize and make available around 50 million books in digital format over the next decade or so.

Google's idea of creating a vast digital library has sparked a worldwide furor. On the one hand, the potential for the advancement of human knowledge is enormous since, for the first time in history, scholars from anywhere in the world would be able to access the full text of the best books available. On the other hand, however, the very idea of doing this has book publishers and copyright owners in a blind panic.

To address the copyright issue, Google proposed to display only the few selected pages or snippets of text that were directly relevant to a user's query. They also proposed delivering it in an electronic format that could not be copied or printed, and to provide direct links to booksellers who had available copies of the book. As a further act of good faith, Google even offered to share with the book's publishers the revenue generated from any ads displayed during this process. Google has also announced that it will be developing a proprietary content distribution product in the future that copyright owners will be able to use to sell information securely online. In response, the publishing industry is divided over whether Google's plans will be advantageous for them.

Google also has ambitious long-term plans to expand search capabilities into the fields of biology and genetics. Sergey Brin and Larry Page have signaled that their goal for Google's charitable foundation is to empower individuals to live smarter and healthier lifestyles through the prevention and cure of a range of diseases. Towards this end, a lot of the company's resources are being directed at artificial intelligence and new methods of language translation in order to make it easier for people to find the information they need. Google is also accelerating the arrival of personalized medicines by adding information about the human genome to its database. The company hopes it will be able to eventually have available a searchable gene catalog that people can use to characterize their ailments, understand their development and then obtain specific medical treatments.

In other areas, Google is also hunting for a clean, renewable energy source that will ultimately power the company's computers and then be adopted by the broader economic community. Brin and Page have also asked their foundation to become actively involved in causes that work to relieve hunger and poverty through combinations of entrepreneurship, self-reliance and philanthropy. Google regularly helps the micro loan programs that enable people in developing nations to obtain small loans to establish their own businesses. Thus far, Google has given out more than $2 billion in small micro loans.


"Why not improve the brain? You would want a lot of computing power. Perhaps in the future, we can attach a little version of Google that you just plug into your brain. We'll have to develop stylish versions, but then you'd have all of the world's knowledge immediately available, which is pretty exciting."

—Sergey Brin





市值最高的媒体　
英文



Google在2004年8月股票上市时，调节股价维持在每股100美元，公司整体市值达到231亿美元。大部分分析师预测，Google的股价会在上市之后下跌，尤其因为有好几百万股是握在Google员工的手中，可以在股票首次公开上市6个月之后脱手。不过Google的股票无视于这些预测，价格继续走扬，股价在2004年10月达到每股135美元，2005年1月上涨到每股200美元，然后在2005年2月1日，Google公布当季营收超过10亿美元、获利两亿美元的时候，股价上涨到每股216美元。以这些股价来计算，Google的市值超过了500亿美元，比美国许多最负盛名的绩优公司还要有价值。

因为Google坚持不愿提供分析师任何有关未来盈余的讯息，所以金融圈都把Google看成是特立独行的独行侠。不过不管心里有多么迟疑，华尔街许多分析师还是被迫向上修正他们对Google股价的预估。这样的修正更是难能可贵，因为大多数分析师担心Google的收入来源只有单一一项——与免费搜寻连动的网络广告。

Google在2005年5月12日首次召开年度股东会的时候，受到最新一季营收13亿美元、获利3亿6,900万的激励，股价已经超过225美元。正当Google在2005年8月庆祝股票上市之后的第一个生日时，Google再一次震惊整个金融圈，宣布计划释出40亿美元的股份。Google释出股份的手法相当有趣，他们宣布将发行、售出14,159,265股，这个数字是我们常用到的数学圆周率π（3.14159265）小数点后面8位数。Google在上市的第一年，员工和主要股东总共出脱了价值30亿美元的股票。Google很多早期员工都成了百万富翁。

投资圈对Google的价值评估仍然极为分歧。著名的华尔街分析师马克·马汉尼在Google股价于2004年10月达到135美元时，建议投资人出脱持股。然后他跳槽到花旗美邦之后，又对Google后市看好，目标价设定在每股360美元。其他分析师与评论员对Google的看法也同样分歧。


“没有任何公司像Google一样受欢迎。只要有小小的意外或广告业务成长趋缓，就足以使Google的股票大跌。但是这有关系吗？大概不会有。只要Google继续保有独立自豪的作风，就像他们所有作为所传达的讯息一样。但是如果把Google的高价太过当真，就有犯下大错的危险。”

——英国《金融时报》



Google的成功也为其他公司带来了正面的后续影响。在2004年，Google买下了中国一家搜寻引擎“百度”2.6％的股份。这家中国企业在2005年8月于华尔街上市的时候，很多人把这家新公司视为“中国的Google”。在上市交易第一天，百度的股价从27美元飙升到122美元，这是5年前网络公司泡沫破灭以来，首日交易最大涨幅。大家还记得自己错失了以85美元买进Google股票的机会，所以不希望因为没搭上百度热潮而让历史再度重演。

就连追踪搜寻引擎产业情况的评论员也鸡犬升天。一家英国公司付出4,300万美元的现金，买下“搜寻引擎观察站”，这是搜寻引擎大师丹尼·苏利文创立的网站，他持续为全球读者追踪Google的动态。这也就是说，许多公司和个人把赌注押在搜寻引擎产业，这个现象在未来几年仍然会是大家话题的焦点。


“Google现在的市值将近800亿美元，超过亚马逊网络书店与eBay拍卖网站的市值总和。虽然Google自认为是一家以工程与技术为动力的公司，但是他们赚钱的方式还是与大部分媒体公司一样，主要是通过广告营利。讽刺的是，这家主要依靠广告取得财务实力的公司，自己却几乎没有刊登过任何广告。Google其实也不需要登广告。”

——大卫·维斯&马克·马尔西德

“Google不是一家传统的公司，我们也无意成为传统公司。我们努力把搜寻服务做到最好。Google免费提供使用者使用搜寻结果，也拒绝厂商的付费置入，以及以更快的速度提供更新排名的服务。我们让广告主刊登广告，努力让广告和搜寻关键词能有直接的关连性。我们就像在经营一份营运良好的报纸，里头的广告非常清楚，文章内容也不会因为广告主有付费而受到左右。如果经营团队会因为一连串短期目标而失焦，这样的团队是不得要领的，就像节食的人每半个小时就去量体重一样。套用一句华伦·巴菲特的话：‘我们不会去粉饰’每一季或每一年的财报：如果总公司拿到的盈余数字不好看，你拿到的财报数字也会不好看。身为投资人，你是把有潜在风险的长期赌注押在这支团队上。”

——拉里·佩奇&谢尔盖·布林





Most Valuable Media Co.　
中文



When Google went public in August 2004, its shares were pegged at $100 each, valuing the entire company at $23.1 billion. Most analysts predicted the shares would decline post-float, especially in view of the fact that millions of shares held by insiders would become eligible for sale six months after the IPO. Defying these predictions, however, the stock continued to rise in price. Google shares sold at $135 a share in October 2004, $200 in January 2005 and hit $216 per share on February 1, 2005 when the company announced that sales for the quarter had topped $1 billion with $200 million in profits. At these prices, Google's market value exceeded $50 billion, making the company worth more than many of the most prestigious blue-chip firms in America.

Since the company steadfastly refused to provide analysts with any guidance about its future earnings, the company is viewed as something of a maverick by the financial community. Regardless of their hesitations, however, many Wall Street analysts have been forced to keep revising their Google share prices upwards. This is even more impressive in light of the fact that most analysts worry that Google derives all its income from just one source—Internet advertising tied to free searches.

When Google held its first annual meeting for shareholders on May 12, 2005, its stock price had passed $225 fueled by the latest quarterly results of $1.3 billion in sales and $369 million in profits. As Google celebrated its first birthday as a public company in August 2005, it stunned the financial community anew by announcing plans for a $4 billion stock offering. In a whimsical touch, Google announced that it would issue and sell 14,159,265 shares—a number representing the first eight digits after the decimal point in pi, the mathematical ratio which is very widely used. In all, employees and major shareholders of Google sold $3 billion worth of Google shares in its first year as a public company. A large number of early Google employees became millionaires.

The investment community remains divided on the merits of Google. Mark Mahaney, a well-known Wall Street analyst, advised investors to sell Google stock when it hit $135 in October 2004. He then switched employment and at his new post at Citigroup Smith Barney he became bullish on Google, setting a new price target of $360. Other analysts and commentators are equally divided in their opinions about Google.


"No company is as popular as Google. It would take only a tiny mishap or flattening of advertising growth for the shares to plummet. Does that matter? Probably not, as long as Google remains, as it shows every sign of doing, a proudly independent company. But anybody who takes its lofty valuation too seriously is in danger of making a big mistake."

—The Financial Times



Google's success has also had a positive flow-on effect for other companies. In 2004, Google purchased a 2.6-percent stake in a Chinese search engine, Baidu.com. When the Chinese company went public on Wall Street in August 2005, many people pegged the new company as "China's Google." On its first day of trading, Baidu's shares went from $27 to $122—the biggest first-day gain since the dot-com bubble burst five years earlier. People remembered they had the chance to buy Google at $85 and they didn't want to let that happen again by failing to get onboard with Baidu.com.

Even the commentators who follow the search industry are highly valued. A British company paid $43 million in cash to acquire Search Engine Watch, the website started by search industry guru Danny Sullivan, who continues to track Google's moves for a global audience of readers. This suggests companies and people are betting the search industry will remain topical for many years to come.


"Google's own stock market value now neared $80 billion, making the company more valuable than Amazon and eBay combined. While Google thought of itself as an engineering and technology-driven firm, it made its money the same way most media companies did—primarily through advertising. The irony was that a company whose financial strength was built on advertising did almost no advertising itself. It didn't need to."

—David Vise and Mark Malseed

"Google is not a conventional company. We do not intend to become one. Our search results are the best we know how to produce. We do not accept payment for them or for inclusion or more frequent updating. We also display advertising, which we work hard to make relevant, and we label it clearly. This is similar to a well-run newspaper, where the advertisements are clear and the articles are not influenced by the advertiser's payments. A management team distracted by a series of short term targets is as pointless as a dieter stepping on a scale every half hour. In Warren Buffett's words, 'We won't smooth' quarterly or annual results: If earnings figures are lumpy when they reach headquarters, they will be lumpy when they reach you. As an investor, you are placing a potentially risky long term bet on the team."

—Larry Page and Sergey Brin





在地观点

Google在台湾能够引发什么效应？


林崇伟



国立交通大学传播与科技学系助理教授


就在Google台湾分公司即将成立的前夕，阅读本期《大师轻松读》(Google炸弹)，让我有许多特殊的感触。

Google台湾分公司预计在今年第一季上路（经济部登记的中文名称是“美商科高国际有限公司”），并将设立研发中心，延揽中央研究院信息科学研究所研究员，同时也是台湾大学信息管理学系教授的简立峰，担任Google台湾研发实验室的负责人。简教授长期专注于钻研语言模式、信息检索与网络资料探勘领域，而由他主持的《寻易》（Csmart）网络中文资源搜寻计划所累积的研究成果，更是近来华语文信息界相当关注的技术发展焦点，其成就我个人非常推崇。

台湾研发的惯性是修改程序

我个人与简教授素昧平生，但由于求学与业界职务的关系必须往返台湾和欧洲两地，一路上都有人不断向我提及，开发华语文资料检索探勘技术未来发展的趋势与急迫性，因此通过简教授所发表的研究成果来认识他。一位目前担任信息界重要期刊编辑委员的德国籍教授，在2004年就曾告诉我一则简教授和Google之间的小故事。由于Google的研发人员对华语文网络搜索技术的逻辑不甚了解，曾经通过自家的搜寻引擎找到简教授所发表的相关论文，并且开始咨询学界相关人员，了解到简教授的成就后，才锁定目标希望能有这样的人才加入Google的研发团队。简教授是国内大学培训出来的博士，但他长期深耕中文检索技术，并进一步在学理与应用上提出创新的技术。他与研究团队累积的丰硕成就令世界级企业都为之赞叹，这种因专注、专精而成功的例子摆在眼前，实在非常值得国内的学界和业界学习。

在我与欧洲信息产学界的合作经验里，了解到欧洲当地比较偏向选择使用自由软件或开放软件，作为整体性系统的研发及开发。我曾亲自参与过一个定期性的软件开发者会议，亲眼看到一个个来自不同地区/国家、不同行业、具有不同专业背景的信息人员，自发性地参与程序原始码开发的讨论、除错与最佳化工作。正是在这样的氛围和环境里，欧洲培养出来的信息人才，才能够具备开发出创新性系统与服务的能力，才具备制订相关规格标准的资格。比较起来，台湾的信息相关科系学生与研究人员最偏爱使用套装软件与开发套件，最擅长改写系统程序，也因此，业界里也就惯性地继续把OEM/ODM客户指定的修改当作是研发工作的主轴，缺乏对未来运用的创新想象，这就是我们与世界级研发团队最关键的差别。

这种思考的根本性差异，同样反映在国内信息相关产业的发展结构上：台湾的信息硬件业相对可说是发展领先，计算机代工生产链完整，小小的台湾岛一度能够生产全球1/4的笔记型计算机。但说到信息软件与网络相关产业的发展，却远远不如竞争对手，连邻近的韩国或新加坡都让我们瞠乎其后。在本书中详细介绍有关Google发展的实例，以及本文所提及简教授的研究成果，是不是能够带给台湾年轻人与企业更多的启示，少依赖既有厂商提供的套装软件工具与技术服务平台，多参与研究开放源码自由软件技术？多思考基础性、创新的服务和营运模式？令我们万分期待。

高等教育里看不到“实务”的层面

返国后我在大学任教，最强烈的感受就是国内高等教育跟“实务”脱节。这里所指的“实务”，并非指看到当前的热门议题，就研究该议题、学习该议题，即使只是沾上一点边，就想要赶快推出挂羊头卖狗肉、或炒冷饭的的研究或产品来赶流行。专业所应该关切的重点是，“到底什么才是有趣的问题？哪些是有/急待解决的问题？”这才是真正的“实务”。

举例来说，Google两位创办人从提出创新的搜寻服务、独特的服务界面、排序性广告，以及更多研发团队设计出Froogle、Goolge for Scholar、Google Desktop Search，甚至让我们试着随手再以Google为关键字“Google一下”，所可以找到更多前所未闻、创新又好玩的Google服务，这些都在在呼应“问题在哪里，答案/商机就在哪里”的“Google式创新哲理”。Goolge的成功来自于此，而国内高等教育也正是缺乏这一块对学生创意启发与落实的重视。

“真正推动Google的是愿景，而不是赚大钱”，原著里也引述了斯坦福大学教授丹尼斯·艾立森的说法，“Google的创业理念，是把整个网络世界数字化，并且让这个数字化世界可以运作，这是没有人愿意做、但实际上却是很多人都知道应该做的事。”他称赞两位创办人一起努力的冲劲，一路排除障碍的决心，“再加上一点运气，果真成功了。”讲的多么实在，更没有任何夸大的美丽字眼。

无论是学界或业界，投入研发与创新都需要好的环境与团队。在做法上，从找到“真正有趣的问题”出发，然后一起按照各自的观察，配合专业设想，提出新颖的解决方法。在思考上没有任何限制，也不必浪费时间和精力，在无谓的人际事务上，当大家都有贡献时，事情与未来就会愈来愈明朗！Google团队就是这样一步步走过来的。

还原神话背后的真实

从本期《大师轻松读》的内容可以发现，这本书的后段走文是“进行曲”，从Google上市后的许多事情都相对公开，两位作者合力撰写无异是要以速度抢到出版的先机。有趣的是，其中一人是美国名笔、另一位则是协助信息搜集及信度检验，这是出版界鲜有的做法，可能也自此为业界打开另一种营运模式。

相对上，本书前半部所描述的Google创业过程，反倒是整理了许多不为人所知的小故事。例如，Google这个字的源起，竟然是创办人之一的佩奇在键入网页时拼错字，将错就错地用到现在。而Google首页的网页设计，一般常会听到被过度解释为，“是对于使用者的贴心服务”、或是“流行极简主义的最佳象征”，但其实不过是因为创业时没钱聘请网页设计人员，只好采取最简单、有条不紊，但也刚好与其他搜寻引擎形成强烈对比，让网友进到Google不必看到塞满图像，和一大堆推销产品的广告极为务实的做法。

企管界、网络界、台湾社会，又或许也是全世界人类的通病，总是有某种莫名的崇拜惯性，常企图把成功的人、事、物加以“神化”，进一步成为“神话”，在媒体上传颂、在课堂上分析。Google真的有这么神圣吗？阅读本书时，若先放下这种预设的崇拜，我们能看见的就是两个非常聪明、崇尚自由开放、懂得观察环境、有研究探索精神、更讲求经营务实的年轻人，由于掌握住技术发展的能力，在因缘际会下，抓住机会努力不懈而获致成功的历程。

另一个在本书中被还原的事实是，布林与佩奇为Google立下的公司精神：“不作恶！”也常被扩大解释。有崇拜者强烈认为，Google这家公司以及两位创办人，会以捍卫网络自由、人权自由、言论自由等为己任，所以Google就要支持开放软件、排斥微软作业系统等等。其实，两位创始人对于“企业营运”一直都是抱持着“务实”与“诚实”的态度，这包括采购设备、扩充产品线、服务运作的方式，甚至对于企业发展的状况报告，莫不采取相同的做法。种种例子除了在内文的记载历历可证外，Google对中国大陆市场的开发也是一例，他们务实地把市场焦点放在广大的中国大陆，主机备援则放在台湾，相信任何脑袋清楚、没有预设立场的网络服务企业都会这么做。

传播与文化是信息服务的真价值

阅读本书的同时也令我想起另一个有趣的问题：如果Google两位创始人不是美国人，他们的母语如果不是英语，也能创造出Google吗？这个问题对我的启示是，其实所有企业商品与服务所要追逐的“市场”，都必须靠着传播与沟通才能够触碰得到。开启地域市场的关键钥匙，正是不同的语言及其在地文化。在迈向世界扁平化的今日，人才与企业唯有掌握语言及文化的差异，才能有机会胜出。

因此，台湾的企业跟人才不应画地自限，这包括了两个方面。首先，除了必须掌握计算机及信息世界母语的英语能力之外，更必须多加强与人文及社会领域的整合，引入不同领域的人才，增加对多元文化的了解，无论是产品的研发与市场的开发，都应该考量到不同语言及文化的关键特性，才能有机会开拓更宽广的发展空间。

其次，中国大陆与全球华语文相关市场的广大发展潜力有目共睹，我们怎么还能够自我设限在狭隘的地区文化想象之中？当然，对于自我乡土成长文化的深入了解、关切与认同是万分重要的，但若自缚于其中，而不愿意以理性的态度和开阔的胸襟接纳更广大的发展空间，无异自绝于人。Google在台设立研发基地，延揽专业人才，作为发展中国大陆及全球华语文相关市场的重要基地，正是以开阔的胸襟，接纳在地文化的差异。

“Google不是一家传统的公司，我们也无意成为传统公司！”“Google人”在他们自己的故事里，尽情地发挥创意、展现自我的真诚，我们如今可以从字里行间深刻地体会。


知识广告牌

英特尔执行长欧德宁营销魔术师

芯片业龙头英特尔公司领导人欧德宁（Paul Otellini），不久前收到新的麦金塔计算机，他可能是英特尔高层主管中，第一个向硅谷邻居苹果计算机公司购买计算机的人。

欧德宁去年从贝瑞特手中接下领导公司的重责大任。英特尔共同创办人之一葛洛夫（Andy Grove）的座右铭是“唯偏执者才能生存”，但曾担任葛洛夫技术助手的欧德宁，行事风格比较像外交官。

欧德宁曾领导英特尔营销部门，而且不怕在宣传活动中耍点噱头。有次他在拉斯维加斯的商业电子展亮相，协助执行副总裁介绍新处理器时，还当场露了一手魔术表演。有回他出席旧金山的苹果计算机专业展，穿着芯片厂作业员的“兔子装”，向大家宣布安装英特尔芯片的麦金塔计算机不久将出货。

欧德宁是英特尔第一个非工程师出身的领导人。他对技术细节能说得头头是道，但他宁愿谈英特尔的科技可以做到的事情，而非下一批处理器可以跑多快。

他说：“你大谈技术细节就会少掉一半顾客。重点在于这些技术可以做什么，提供哪些能力。”

这就是英特尔的新想法。该公司长期以来追求制造速度更快的处理器，至于如何运用多出来的速度，就交给计算机制造商和软件业者伤脑筋。以前是工程师告诉营销部门下个产品是何模样，现在恰好相反。

英特尔近年来最为大家称道的策略，就是结合处理器和无线科技，并推广用于笔记型计算机上的迅驰（Centrino）处理器系统，这个策略的幕后推手就是欧德宁。

这对英特尔是非比寻常的改变。第一代的迅驰采用的无线硬件，甚至还不是英特尔制造的。英特尔开始宣传时，主要强调无线上网的能力，而非处理器或下载速度。

此举在英特尔内外都招致批评声浪，但现在分析师认为英特尔是Wi-Fi标准广受欢迎的幕后功臣。欧德宁喜欢说英特尔不再是个芯片公司，而是一家“平台”公司，迅驰则是英特尔的平台处女作。

英特尔今年推出的新平台欢跃（Viiv），即纳入多种软硬件标准，让客厅中的不同电器产品彼此能互相沟通。
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