
 

 
 

 

 
 
 

 
  
 

 



 

© COPYRIGHT 2008  ICROSSING LTD    1 
 

 
 

Universal search, mobile, video, local ï all hot interest areas for paid search 
at the moment, but one of the most controversial and hot topics, as many of 
you will have seen in the press, is the recent announcement by Google 
around trademarks.  
 
With little warning or consultation, Google has announced a significant 
change (effective from May 5

th
) to the way it processes bidding on 

trademarked terms in the AdWords offering (paid search).  
 
Until the change, corporations were able to ótrademarkô brand terms with 
Google and have been able to submit a list of associated keywords relevant to 
their brand (ñTravelocityò, ñtravelocity.co.ukò, etc) that subsequently only 
they were able to bid on for display in the Google ñsponsored linksò areas.    
 
Whilst there were occasional infringements to this policy, the norm was that 
only the trademark owner and approved partners appeared in the paid search 
space for searches on brand terms - finding Mercedes when you search for 
ñBMWò just didnôt happen. That has changed. 

 

Google state that they are introducing this change to give users more choice 
and access to as much relevant information as possible, based upon their 
historic search behaviour. They cite experiences of consumers looking for one 
brand, discovering others and brand switching.  
 
Google also talk about aligning the UK with the U.S. and that this lack of 
protection (competition) is common in other forms of media. 
 
iCrossingôs view is that if a user searches for BMW, they expect to be able to 
easily find BMW and not be met with adverts from aggregators, affiliates,  

competitors, or irrelevant results ï this change 
hardly seems to stand up to Googleôs own test of 
relevance. 
 

The analogy with other forms of advertising 
also appears odd, because most of the examples 

Google uses are ñinterruptionò advertising e.g. a newspaper.  
 
Sunday newspapers often give references to pages and sections to find 
content. Imagine how irritating it would be if the cover promotion for 
something in a travel section was actually for a sports story.  
   

 

Below are a couple of examples from the UK and U.S. markets showing what 
can happen in protected and unprotected markets.  
 
The first is a consumer search for the ñpureò brand keyword ñTravelocityò. All 
sponsored links from competitors have been blocked by using a trademark 
process that allows Travelocity to share all visibility and traffic between the 
paid and natural search listings. The bid landscape is, in a way, controlled and 
Travelocity can make commercial decisions as to whether it is sensible to bid 

iCrossingôs view is that if a user searches for BMW, they 
expect to be able to easily find BMW and not be met with 
adverts from aggregators, affiliates,  competitors, or 
irrelevant results ï this change hardly seems to stand up 
to Googleôs own test of relevance 

http://adwords.google.co.uk/support/bin/answer.py?answer=92877&ctx=sibling
http://adwords.google.co.uk/support/bin/answer.py?answer=92877&ctx=sibling
http://adwords.google.co.uk/support/bin/answer.py?answer=92877&ctx=sibling
https://adwords.google.com/select/Login?sourceid=awo&subid=uk-en-ha-aw&medium=ha&term=adwords
http://www2.mercedes-benz.co.uk/content/unitedkingdom/mpc/mpc_unitedkingdom_website/en/home_mpc/passengercars.flash.html
http://www.bmw.co.uk/bmwuk/homepage/
http://www.icrossing.co.uk/
http://www.travelocity.com/
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on their brand terms based upon the observed performance and synergy of 
paid and natural search.  
 

 
 
Fig  #1 ï trademark protection in place 

 
The second example is a consumer search for the ñpureò brand keyword 
ñTravelocityò, but this time from a territory where there is no trademark 
protection.  In contrast to the first, there are several sponsored listings from 
competitors in play. These competitors appear on this search by bidding on 
the brand term ñTravelocityò on exact match or by bidding on a phrase 
containing ñTravelocityò and broad matching this e.g. ñTravelocity (Flight 
Sale)ò is one such example triggering an advert.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig  #2 ï no trademark protection and use of ñofficialò copy 

 
So, Google has now removed this trade marking facility and you can expect 
some fierce competition like the second example.  

 

¶ Brands canôt control the pure-brand bid landscape 


