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Executive summary

Baidu is a principal AI corporation with a strapping Internet underpinning. It is one of the few corporations in the globe that offer full-stack AI expertise such as AI chips, software architecture, and applications, and has been rated as one of the peaks four AI firms in the globe by the global organization. With the duty of "producing the multifaceted globe simpler with expertise", Baidu sticks to technological modernization and is dedicated to "becoming the globe's major high-tech corporation that recognizes consumers best and can help populace develop". The corporation was established in Zhongguancun on January 1, 2000. The initiator of the corporation Robin Li owns the exclusive rights for "Hyperlink analysis" technology, which makes China one of the only four nations in the globe with the major technology of exploration engines, besides Russia, the United States, and South Korea. Baidu reacts to billions of search wishes from more than 100 nations and expanses each day. It is the major gateway for netizens to access Chinese services and data, helping 1 billion Internet clients.

1. Introduction

This paper mainly introduces the business model of Baidu at the beginning of its establishment -- the bidding ranking, the specific economic mechanism of the bidding ranking, the characteristics of the bidding ranking, and the selection of the time to do a further detailed elaboration; Then the overseas business of Baidu is described. With the saturation of the Internet search engine business, Baidu began to implement a transformation strategy. However, Baidu did not give up its development on the Internet track, but actively sought to realize the transformation with the help of the Internet on the basis of the Internet, and developed the traditional single search engine business to artificial intelligence, digitalization, and other directions. Then this paper makes a five forces analysis and SWOT analysis of Baidu, and through the relevant analysis, Baidu's operating and development situation, the company's internal and external competitive advantages, and the relevant problems it faces; Finally, according to the conclusion, some suggestions for management development are put forward.
2. Main Findings

2.1 The business model of surprise ranking

2.1.1 Economic mechanism of Baidu bidding ranking

Baidu pioneered the business model of ranking by the bid. "Paid ranking is a pay-per-performance online promotion method pioneered by Baidu in China. After the purchase of the service, by registering a certain number of keywords, the promotion information will first appear in the corresponding search results of netizens." Companies pay a minimum of 30 cents per visit to attract a potential customer. If an enterprise registers the keyword "electrical equipment" in Baidu when consumers look for the information of "electrical equipment", the enterprise will be found first, and Baidu will charge according to the number of potential customer visits brought to the enterprise.

According to habits and technical and economic principles, search engine users need to browse classified directories or enter keywords to find the information they need. People's habits of searching and browsing information make the ranking position of manufacturers in search engine pages more and more important, which directly affects the advertising effect of manufacturers, which becomes the business opportunity of bidding ranking. Broadly speaking, "bid ranking" can be said to be the general name of "keyword" bid advertising, including Google, Yahoo, and Baidu bid ranking, etc. In a narrow sense, bidding ranking is different from the original search engine fixed ranking of a pay-per-effect search engine advertising model, also called "bidding promotion (service)".

The specific operating rules and commercial economic principles of bidding ranking are: manufacturers buy bidding ranking services, through the search engine operator to register a certain number of keywords to implement; For the purchase of the same keyword manufacturers, search engine sites in accordance with the registration fee of the level of the decision before and after. The command position overhaul only requires clicking the initial bidding bid automatically given by the system for the classification catalog and keywords. The bidding function of the submission shows that the manufactured goods information appears in the front position of the specified classification catalog and keywords. In the same keyword, the superior the status will get more user clicks and visits, which is the key to improving the advertising effect and sales. Therefore, the bidding ranking service is actually a "secondary price auction" model, which is an Internet promotion replica that pays according to the economic "effect". Its business strategy is very clear, which not only brings rich customers to the manufacturers but also brings rich profits to the search engine operators.

2.1.2 Baidu bidding ranking has five characteristics

(1) The globe's principal Chinese Internet advertising stage with extensive exposure. Baidu constitutes the globe's principal Chinese exploration engine and one of the globe's top 10 webpages, covering 95% of the country's Internet consumers, and is the most expensive venture endorsement platform.

(2) Pay according to the end product, the typical rate of acquiring novel patrons is little. Baidu's bidding ranking is completely charged according to the figure of prospective user visits brought to the enterprise, and there is no charging without customer visits. Enterprises can flexibly control the promotion force and capital investment, to achieve the utmost return on a venture.

(3) Highly targeted, the endorsement information of the venture only appears on the facade of the probable consumers who are concerned, which makes it effortless to achieve vending.

(4) The promotion keywords can be used in any way you want. Businesses can register multiple keywords for free at the same time, and the number of keywords they can register is unlimited. This gives potential customers the chance to find every product of the business and helps promote the entire product line.

Full personal service. Baidu has the prevalent set of connections advertising service centers in the business, covering the entire nation, offering value-added services for ventures throughout the procedure, and fully guaranteeing the use effect of network marketing.

2.1.3 Timing of bidding ranking

(1) Before the effect of search engine optimization does not appear or only partially appears. In order to get the site up and running as quickly as possible, paid ranking is a relatively controlled advertising expenditure. We can provide reference data for search engine optimization by clicking through the bid ranking.

(2) In the appropriate period after the effect of search engine optimization, can be launched at the same time. This period is usually the holiday season, such as Christmas to the Spring Festival as the peak consumption season. For the site to hold short-term promotional activities, the use of SEO may be too late, this time the use of bid ranking is a good method.

(3) After the use of SEO efforts, if some core keywords still can't get a good position, then you need to use bidding ranking as a supplement, so as not to lose important potential consumers.

(4) in the natural fluctuation of the search engine, if some of the core keywords' natural ranking decline, at this time use the bidding ranking to make up, wait until the next round of SEO work after the natural ranking goes up again and then the bidding ranking down to save costs so that you can stabilize the business volume of the site, for all parties and good.

(5) If the website is rich in funds, it can be carried out at the same time, the natural ranking and bidding ranking will not reduce the effect of promotion, and there will be a plus a better effect than two.

(6) Because of the rules and restrictions of the search engine company, some keywords do not open bidding ranking, such as brand keywords, this time can only use SEO methods to promote these special keywords.

(7) If it is a new online sales item month, not sure whether it is feasible or not clear about the size of the market, for these experimental projects, the use of bidding ranking will be a good market research method.

With the growing maturity of the Internet in China, especially the popularity of search engine marketing services, more and more enterprises get a large number of new customers from search engines, and more and more enterprises taste the sweetness of the "pay-per-effect" network marketing service fee method pioneered by Baidu. Therefore, domestic enterprises have increasingly recognized that network marketing is not to build a website or buy a set of systems, but to get more potential customers from the Internet, and ultimately improve their sales.

However, the pie of the Internet search engine market is not infinite. With the strong development of Baidu, Yahoo!, Google, and other companies have also joined the competition in the process of the continuous development of the Chinese Internet market. At the same time, China's local emerging search engines have also been launched, such as 360, Tencent, and so on. Baidu also foresees the continuous saturation of the Internet search engine market in advance, and actively seeks to transform its business model with the help of its self-generated advantages.

2.2 Transformation of business model

Baidu pioneered the business model of competitive price ranking and took the lead in launching it in China. The business strategy relying on competitive price ranking was the first to take firm steps in the Internet market. With the further development of the Internet wave, Baidu does not stop at a single Internet search engine business, but actively seeks to realize a positive transformation with the help of the Internet, develops towards artificial intelligence, digitalization, and other directions, and is in the forefront of the industry in intelligent driving, smart city, and other fields. Under the universal tendency of incorporated improvement of cloud, AI, and Internet, Baidu has formed a novel multi-engine development prototype of a portable ecosystem, Baidu smart Cloud, smart transportation, smart driving, and more frontier plan of synthetic aptitude fields, which has accumulated strong potential energy to support future development.

At present, the majority of consumers in the market cognition of Baidu is still in the stage of Baidu search engine, Baidu is only Baidu search, just a specialized search engine company. "This deviation in cognition is understandable. After all, Baidu, as the largest Chinese search engine, dominates this field in China, with a market share of over 80% at one time." This product is also the closest to consumers, the closest to ordinary C-terminal users, so many people directly substitute their experience on the search engine into the evaluation of Baidu.

Over the past decade, the Internet has made the transition from the PC era to the mobile Internet era. Ali through Alipay, mobile Taobao completed a gorgeous turn; Tencent is unbeatable in mobile chat; Some companies, such as Byte, have emerged with the help of short videos. These companies have taken the wave of mobile Internet, and embarked on the fast track of rapid development, the volume of several times in a few years to complete the expansion of levels. The original BAT Yusan Baidu has no voice, in the major Internet race, a rarely seen Baidu figure.

Baidu has not given up its development on the Internet track but is actively seeking to achieve positive transformation with the help of the Internet. On May 26, 2022, Baidu announced its fiscal consequences for the first quarter of 2022. According to the financial results, Baidu's investment in core research and development in the first quarter reached 5.134 billion yuan, accounting for more than 20% of the expenses and revenue invested in research and development. This is the sixth consecutive quarter that Baidu has exceeded 20%, ranking first in the proportion of research and development investment in China. "In 2013, when all Internet companies were planning how to seize the market of the next mobile Internet era, Baidu launched the Baidu Driverless car project, which also set the tone for the development of Baidu in the next decade." Baidu is positioned as a technology and Internet company, so it continues to deepen its efforts in technology, artificial intelligence, and other fields.

On the contrary, the advertising business side of the Internet is stagnating, the growth of Internet users is slowing down, and the argument about the ceiling of the Internet industry is frequently mentioned. Advertising, as the revenue pillar of various Internet companies, is also stagnating, and the Internet industry is crowded, making it difficult to develop new growth points. As can be seen from Baidu's financial report of Q1 in 2022, the contribution rate of non-advertising marketing revenue to core business revenue of Baidu reached 27%, a relatively large increase, with a year-on-year growth rate of 35%. This part of the revenue is brought by Baidu's artificial intelligence field. While other Internet companies are stuck in the revenue growth dilemma, Baidu has been able to achieve multi-pole growth driven by technology. In fact, it should be noted that Baidu's every appearance in recent years is related to technology. Baidu's years of efforts in the field of artificial intelligence are bearing fruit. "In 2017, Baidu launched Apollo to provide an open, complete, and safe software platform to partners in the automotive industry and the field of autonomous driving, helping them to quickly build a complete set of the autonomous driving system of their own by combining vehicle and hardware systems". On September 10, 2020, Baidu Apollo officially opened its self-driving taxi service Apollo Go in Beijing. Users can book a car on Baidu Map or Apollo's official website. In October of the same year, Baidu's self-driving taxi service was fully opened in Beijing. If you place an order directly at the autonomous taxi stations in Haidian and Shunyi, you can try out the autonomous taxi service for free. On August 18, 2021, Baidu released the brand new autonomous driving service platform ---- "Radish Kuai", which has been implemented in cities such as Beijing, Shanghai, Guangzhou, and Shenzhen. In Q1 of this year, Radish Kuai provided 196,000 rides. The commercialization capability of Baidu's autonomous driving business is gradually showing up, bringing new revenue growth points to Baidu."Baidu launched the Baidu Intelligent Cloud Platform in 2015, providing enterprises and developers with artificial intelligence, big data, cloud computing, and other services, aiming to provide intelligent technology for various industries with advanced technology, change the traditional mode of production, and promote the intelligent and digital process of various industries". During the Beijing Winter Olympics, the appearance of digital people in sign language made the "silent world" feel the charm of the Winter Olympics. Wen Yaoyao, a digital museum interpreter launched by Baidu on International Museum Day, will also make visitors' exhibition experience even better in the future. In the field of smart city, Baidu Intelligent Cloud has been implemented in Beijing, Shanghai, Lijiang, Chengdu, and other cities, and created more than 70 smart application scenario solutions in the four sectors of urban insight, urban governance, industrial development, and services for the people.

2.3 Baidu overseas product matrix

In order to cooperate with the further development of Baidu's overseas business, the new Baidu International Division was established in July 2018. Through localized design and operation, as well as AI technology, Baidu International provides overseas users with innovative products and builds a bridge to the vast overseas market for customers. The product matrix, which consists of overseas input method Simeji and Facemoji, native recommendation platform pop, and overseas advertising platform MediaGo, provides users and customers with products and services around the world, helping Chinese advertisers to go overseas, covering more than 200 countries and regions around the world.

2.3.1 Overseas input method

Baidu overseas input method is an important product of the Baidu AI landing application. Facemoji and Simeji overseas input methods have successfully entered the world with three core elements of innovation, localization, and win-win cooperation. Through AI empowerment, the competition barrier is continuously strengthened, and three innovative functions of intelligent voice, intelligent recommendation, and intelligent expression are provided to overseas users, leading the AI trend in the global input method industry. Simeji has been working in Japan for many years and is the largest third-party input method in the Japanese market. Facemoji covers Europe, the Americas, Southeast Asia, the Middle East, and other regions. Baidu's overseas input method has been installed more than 100 million times worldwide and supports 120 languages, covering 190 countries and regions around the world. Baidu has cooperated with more than 100 world-renowned IPs, achieving a double harvest of technology and market, and setting a benchmark for Chinese technology brands to go overseas.

2.3.2 popIn native advertising platform

In 2015, Baidu acquired popIn, a Japanese native advertising company. popIn focuses on intelligent services and provides a content recommendation platform for news media that supports native advertising. After the acquisition, pop in quickly gained a leading position in the Japanese market, enabled by Baidu's AI technology. In the following years, pop has expanded into the Asian market and now has business in South Korea, Taiwan, Singapore, Thailand, Hong Kong, Malaysia, and other regions. With more than 1,000 quality media partners, Popin has become the largest native advertising recommendation platform in Asia.

2.3.3 MediaGo overseas advertising platform
In 2019, MediaGo launched its overseas advertising platform. Baidu International has established partnerships with high-quality overseas media such as Snapchat, Pinterest, and Reddit to provide one-stop digital advertising services for customers to expand overseas markets.

2.4 Analysis of Baidu's Five Forces model

In the early 1980s, Michael Porter projected the Five Forces investigation representation which has had a noteworthy effect on global enterprise stratagem expansion. can effectively analyze the competitive environment of customers when used in the analysis of competitive strategy. From Porter's point of view, five fundamental forces drive competition in an industry, in addition to the initial competitors. The degree to which capital flows into an industry and the industry's final profit potential are both determined by the status and overall intensity of these five fundamental competitive forces. This at last decides the capacity of undertakings to keep up with exceptional yields.

 Analysis of Baidu's Five Forces model:

(1) Bargaining authority of suppliers: As the leader of China's exploration engine market, Baidu has no big suppliers in the business. Commonly speaking, Baidu acquires the rational assets it needs through acquisitions and mergers and acquisitions. Suppliers have less bargaining power than other high-tech businesses. 

(2) The bargaining power of buyers: Buyers in the search engine business typically seek to embed other commercial websites and advertisers in the search engine. However, buyers in China's search engine market have limited bargaining power due to the market's typical duopoly.

(3) Threat of new entrants: High entry barriers exist in technology-intensive industries such as search engines. The search engine industry's relatively high technology content and the substantial capital investment required for technology research and development are the primary barriers to entry: 2) Search engine professionals are comparatively infrequent, so if small and medium-sized search engine manufacturers wish to enter, they may encounter a talent shortage; 3] The pattern of the market has stabilized; small and medium-sized manufacturers of search engines wish to enter the market, but they lack market share. As a result, a newcomer to the search industry poses little threat to Baidu.

(4) Threat of substitutes: As mentioned above, the search engine is a high-tech industry, which requires more funds to invest in technology research and development, which can not be completed overnight, nor can anyone want to do it. Therefore, Baidu search engine substitutes pose little threat.

(5) Competition from existing competitors in the industry: As mentioned above, In the industry of search engines, Baidu could face competition from Google, Yahoo, and others. As a high-tech industry, search engine developers are not afraid to slack on product and technology innovation and upgrades, which demonstrates the fierce competition in the search engine industry.

2.5 The SWOT analysis of Baidu

	Strengths

Chinese processing, localization of localization

Good at the Chinese marketplace, flourishing procedure

A strong sagacity of mental distinctiveness
	Weakness

Search for the command ranking caused by the controversy

The lack of technology, the low-level technology needs to be strengthened

Deprived language dispensation ability in many countries

	Opportunities

China's prospective Internet marketplace is enormous

The support of various outside forces

Website alliance products for market recognition
	Threats

Threats from the industry and potential competitors

The test of commercial traffic

Innovation in technological power


2.5.1 Analysis of Baidu's internal Strengths

(1) Advantages of localization.

Theoretically search sites need to do a "search without limits", the initial is to unravel practical tribulations. Because exploration engines are typically technology-driven goods that provide you with information "recovery" services that employ programs to classify all the information on the Internet to help the populace find the information they need in the enormous sea of the Internet. In other words, everything that exists on the Internet can be searched for as long as the technology is strong enough. But all of this must comply with the "rules" of the Chinese Internet - the filtering of harmful information and information security issues. Therefore, Google needs to take care to calculate things, "there will be no obstacles in Baidu because Baidu's biggest advantage is a Chinese company, there will be no foreign investment industrial policy, Chinese rules, and other problems."

(2) Proficient in the Chinese market and successful localization operation.

Sinicization means conforming to Chinese rules, localization of technology, and localization of management. Baidu has launched a series of products and services with Chinese characteristics, such as paid ranking. At the same time, and can chase popular fashion, to meet the needs of Internet users and mass.

(3) Strong psychological identity.

So far, "whether consumers search click or enterprises use the Internet to endorse goods, they are more liable to select Baidu, because Baidu makes Chinese people more accustomed to using; This is frustrating for Yahoo and Google because a usage habit can directly determine how much market share there is. The determining force of usage habits is the intellectual feature in technology."

2.5.2 Analysis of Internal Weaknesses of Baidu

(1) "Controversy caused by search bidding ranking".

The same is to Baidu company bringing excessive profits from the bidding ranking, and Baidu has a lot of doubt and even criticism. If this continues for a long time, its brand image will be greatly diminished.

(2) Lack of technology.

Baidu is up against Google and Yahoo, whose technological prowess is well-known and will win. Chinese civilization is only a subject of occasion, and for average netizens, effortless exploitation is the absolute principle, not something that can be determined by nationalized emotion. From this point of view, Baidu can only develop newer and better technology to cope with this changing trend.

(3) Poor multilingual dispensation ability.

Chinese exploration is both the potency and flaw of Baidu, which now pay concentration to globalization, when it comes to distant information, Baidu is not as superior as other multi-language processing technology exploration engines.

2.5.3 Analysis of Baidu's external Opportunities

(1) China has a huge potential Internet market.


The network market will continue to grow and the number of Internet users will continue to rise as more people seek spirituality. In the same way, Baidu still has a lot of lethal power in the Chinese consumer market when it is in the right place with the right people. After all, it is made in China, so it is very competitive with Google and Yahoo in the market. 

(2) Support from various external forces.

The sustenance of pertinent administration manufacturing strategies finally encourages its vigorous growth.

(3) The website alliance products are renowned in the marketplace.


Sales and increased market recognition can help the company grow its market share and attract more customers only when there is a market.

2.5.4 Analysis of Baidu's external Threats

(1) "Threats from the industry and potential competitors".


Google China, Baidu's main industry rival, has increased its localization efforts under Kai-fu Lee. In the channel mode, we gradually establish our channels as well as utilize the combination of direct selling and agency. Simultaneously, notwithstanding the news, versatile inquiry, and guide product offering format, will likewise begin to include diversion, local area, and client items. As can be seen, Google will put a significant amount of effort into the Chinese search experience. Alibaba's consumers are diminutive and medium-sized companies, and these businesses are eager to reimburse for the exploration, whereas Yahoo's search is primarily focused on e-commerce. Taobao.com has more than 10 million registered users, and Alibaba has more than 9 million B2B merchant websites. It is simple for these customers to decide to use the Yahoo search engine. Yahoo! was able to capitalize on Alibaba's "B2B SME resources +3721 channel power + search and e-commerce" concept. Indeed, this is the very advertising position in the SME market. Yahoo for Baidu's potential threat appears to be more serious from this perspective. 

(2) Test of commercial flow.

At present, although Baidu inhabits a hefty marketplace allocation with its huge flow of individual users, with the maturity of the search market, enterprises are becoming more and more rational in the treatment of traffic, in addition to the click on potential customers, for those who can bring revenue traffic will pay more attention. Therefore, the profitable interchange of exploration engines has an express association with the consequence of exploration command. A profitable stream has turned out to be an imperative principle for venture patrons to choose command retailers. According to the data in the 2006 China Search Engine Market Research Report, the commercial traffic of Yahoo was 88.9%, Google 85.6%, and Baidu 79.5%. We can see that the increasing emphasis on commercial traffic is not beneficial to Baidu. As the traffic of students is the majority and the positioning is too entertainment-oriented, Baidu falls into the dilemma of "high traffic, low value".

(3) Innovation of technical force.

Closely related to search technology is talent search. The company's cultural characteristics do not catch the eye of Baidu, in the campus robs people's action, from the company's image in advance lost a move. In terms of grabbing people, it is clear that Google and Yahoo are more sophisticated and detailed than Baidu. In the perception of Chinese students, technologically innovative companies with a foreign flavor are more attractive. Microsoft created the myth of campus recruitment under this and won the college students it wanted. Today, Google has established a halo image over Microsoft in various media at home and abroad, for learning In life, but it has a fatal attraction.

3. Conclusion

As referenced above, joined with the five powers examination model and the SWOT model, Baidu has an enormous number of upper hands, particularly inner benefits, and various outside improvement potential open doors, so taking on the formative strategy is reasonable. While opportunities and threats exist outside the company, it should be noted that many disadvantages within the business need to be continuously improved. For the entire web crawler industry, Baidu and Google, and Yippee the duel, clearly is certainly not a hand-to-hand between endlessly searching, and the judgment and handle representing things to come pattern of the Web. No matter whether Baidu, Google, or Yahoo, they are no longer limited to the single development of the Internet circuit. On this basis, they continue to deepen their efforts in artificial intelligence, digitalization, and other fields. The competition of these enterprises in the future will also be diversified and comprehensive strength competition.

4. Recommendation

Through the above analysis, we have a certain understanding of Baidu's profit model, development, and current situation. This paper believes that Baidu's business model is very successful on the whole. According to the results of the SWOT analysis and five forces model analysis, Baidu should: As a result, Baidu ought to prioritize the integration strategy in its strategic decision, improve its brand image, strengthen its position in the search market through efficient resource integration, increase technology investment, and effectively develop enterprise products. The true core competitiveness of the business is formed by organically integrating existing products with potential markets and locating profitable profit margins in the market.

Specifically, there are the following strategies:

1. Make full use of available resources, continue to give full play to its localized advantages, and provide a full range of services to better meet the needs of domestic users;

2. Seek solutions to overcome the disadvantages brought by the profit model dominated by bidding ranking, and seek diversified profit models;

3. Pay more attention to talents and innovation of technical force. Actively introduce talents, innovate science and technology, enhance their competitiveness, encourage product and technology innovation, and actively respond to domestic and international market challenges.
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