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Abstract

Against the backdrop of rapid advancements in internet and information technologies, the compet-
itive landscape of the information services industry has grown increasingly complex, with business
model innovation emerging as a critical determinant of corporate competitive advantage. This
study focuses on the search engine industry, summarizing common business monetization models
within the sector. Using Google as a representative case, it examines the company’s innovative
practices in search-related business models. Through grounded theory analysis of case data, the
research investigates the mechanisms and evolutionary pathways of business model innovation
among search engine companies. Key findings reveal: 1) External Environment: Industry structure
and institutional factors shape the external conditions for business model innovation in search en-
gine firms. 2) Strategic Foundations: Core operational strategies, technology vision strategies, and
market positioning strategies form the internal strategic basis for innovation. 3) Feedback Mecha-
nisms: Financial performance and user value create reverse-moderation effects on innovation be-
haviors through performance feedback loops. 4) Ecosystem Architecture: Key components includ-
ing online advertising platforms, ad networks, and software ecosystems constitute the industry’s
commercial ecosystem. The study demonstrates how these four dimensions interact synergistically
to drive business model innovation.
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Figure 1. Google’s asymmetric business model
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Figure 2. AdWords end-to-end management process
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Figure 3. Paradigm model of business model innovation mechanism for search engine companies
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