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         摘要 

 

 

   本論文主要針對 Google 及 Yahoo 兩網路廠商做時機及策略之間的關係

研究。由於兩者均經過網路泡沫化時期，但沒有被此一浪潮擊倒，證明了在網

路上，的確有其適合的策略存在。除了皆經過網路泡沫化之外，兩者都是以搜

尋引擎起家，但是後來 Yahoo 轉變為一多元化的入口網站，將對於網路廣告的

單一來源收入依賴轉變為多營收：電子商務、上網服務業務、網路廣告。從這

樣的轉變中保持優勢地位，且有足夠的營收支持本身的發展；相較於 Yahoo，

Google 仍然堅持搜尋引擎市場的利基點，不僅提供使用者、網路廣告主更精

準的服務，而且本身沒有轉型的必要，以兩收入來源：授權費、網路廣告即可

維持穩定的成長。 

 

   研究中發現先進的 Yahoo 為了要維持領導者的地位，所以利用先進者的

優勢，發展了多元的營收，讓自己在搜尋引擎上獲得的優勢也擴散到入口網站

的其他服務上，更提高了後進者的障礙。而後進的 Google 雖然面對眾多的類

似搜尋引擎，但是因為市場發展已經成熟、使用者需求增加及網路廣告方式的

改變，讓 Google 仍以利基市場建立起自己的獲利模式。所以由此兩案例發現，

進入的時間點對於廠商是有其影響力的。 
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The research focuses on the relationship between the entry timing and strategy of 

Google and Yahoo. Due to the survival through “the burst of internet bubble”, Google 
and Yahoo demonstrate that internet factory definitely has its own beneficial strategy. 
Besides survival from the hard times, Google and Yahoo originated from “searching 
engine” but had diverse development. Yahoo became a portal and had various 
beneficial origins, such as : e-commerce, Internet advertisement and Internet service, 
instead of the previous single income, internet advertisement. Yahoo maintains its 
advantage from the change and gains more sufficient revenue for the whole 
development. Compared with Yahoo, Google insists the niche market of “searching”. 
It offers not only the accurate searching result for users but also the internet 
advertisement executive. There is unnecessary for Google to have any conversion on 
the current revenue :  internet advertisement and searching technical authority fee. 
 
 
 

To make a strategy involves some consideration coming from inner the factory 
resource and outer industry environment. In the result, the research lists the 
chronology of Google and Yahoo , along with the second-hand information, to trace 
the strategy trend. By doing so, we can deal with it and try to comprehend that how 
the entry timing 、development strategy and revenue effect each other. 
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