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Executive Summary:
This is a business report which defines strategic management, its components and finally states its importance for an organisation to incorporate in their business model. Furthermore, the report highlights Google and Baidu’s strategic management endeavours in China. Moreover the report critically analyses the aspects of both Google and Baidu’s external business environment by displaying an external analysis based on the value chain analysis and Bowman’s strategic clock. Moreover the report also provides a detailed account of Both Google as well as Baidu’s internal business environment by accounting their internal analysis in terms of the VRIO model and SWOT analysis. Finally, the report provides suggestions on how both Google and Baidu can establish their prominence in China. 
Introduction:
Strategic management can be referred to as the continuous monitoring, evaluation, analysis, planning, and assessment of all the actions necessary for an organisation in order for achieving its goals and objectives (Li, X., 2017). In this regard, it is important to comprehend that fast changing innovations, evolving technologies, and consumer expectations are forcing organisations to implement strategic thinking and make decisions strategically in order to become successful and achieve sustainability. With the help of a strategic management process, administrates of an organisation can evaluate their organisation’s present standpoint, devise strategies, deploy those strategies, and analyse the efficiency of those enforced strategies. Hence, the process of strategic management concerns analysing the cross-functional business decisions before implementing them. The overall process of strategic management involves the following factors:
1) Analysis of internal as well as external strengths and weaknesses.
2) Devising plans of action.
3) Execution of plans of action.
4) Evaluation to what extent the implemented plans have been successful and modifying the plans in case the desired outcome is not produced. 
This business report will analyse the influence of the strategic challenges of the digital era and how Google and Baidu might rise above those challenges while establishing and developing their customer value proposition in China (Gambardella, A., 2016). In doing so, this business report will take into consideration several strategic choices both the companies have in order for developing successfully, differentiating as well as sustaining their competitive position in the upcoming future, in the Chinese mainland. Furthermore, the report will provide future recommendations for both these companies in light of broader ramifications of their strategic choices at different segments of their organisational structure. 
Main findings:
Throughout the course of this report a critical comparison of Google’s and Baidu’s search engine marketing strategies in China will be discussed in light of the evolving digital era and the challenges it presents for these companies. An internal as well as external analysis of both the companies in terms of several theoretical frameworks and models will be illustrated in the following segment of the report. Therefore, the challenges as well as opportunities of the Chinese internet market will be critically analysed while comparing the strategies of Google and Baidu. However, to begin with it can be stated that both Google and Baidu are listed under NASDAQ and both these companies engages in identical web services, but are very different from one another in an organisational perspective (Huang, X., 2017). While Google is considered the search engine behemoth and dominates the global search engine industry, Baidu has managed to do something no other company has. Baidu mainly emphasizes on the local market and dominates the Chinese search engine scene. While Google is continuously trying to expand their operations in China, Baidu has effectively managed to dominate the behemoth in their endeavours within the Chinese subcontinent. In light of the above mentioned facts, the following part of the report will perform an external as well as internal analysis of both these company’s strategies and sustainability endeavours and will provide a comparison of their strategic management within China. 
Internal Analysis:
The main aspects of strategic analysis of both Google and Baidu’s internal business environment require a thorough understanding of their resources and capabilities. Hence, in order to evaluate Google and Baidu’s strategic resources and capabilities it is important to comprehend how to analyse their resources and capabilities. 
Google and Baidu’s resources can be referred to as the tangible and intangible assets of their respective organisations which can be utilised to apprehend and instrument their strategies. This can be their production units, their products, their services, reputation among consumers, and teamwork among their managers and administrates. On the other hand Google and Baidu’s capabilities can be referred to as a subset of their resources. These are the tangible as well as intangible assets of these companies which enable them to take complete advantage of the peripheral resources they control (Cai, W., 2016). 
Google: To analyse Google’s resources and capabilities, it is important to discuss Google’s resources. Google’s resources can be classified as follows:
1) State of the art Infrastructure: It is important to comprehend the fact that Google operates in a very competitive environment. Google is considered as the most visited website across the globe. The amount of traffic they receive cannot be compared with any other organisation globally. As a result of the variety of services and products Google offers for the consumers globally, they face a lot of competition on a global scale. Hence, their sustained competitive advantage can be outlined because of their state of the art infrastructure. Based on reports, Google owns more than 50,000 data centres worldwide. They also have a realistic expansion plan to own even more data centres in the US, Taiwan, and Malaysia. Approximately more than 900,000 servers run in these data centres which Google plans to extend to a whopping 10 million in the upcoming future. Based on Google’s annual reports it is evident that the search engine behemoth spends more than billions in their infrastructure. Also, by each year, they are increasing their spending by almost 50%. However, such immense infrastructure accounts for insanely huge power consumption. In this regard, Google also has managed to power all of their data centres as well as offices from 100% renewable energy since the year 2016 (Zhang, W.K., 2018). 
2) Powerful search engine: Since its advent, Google’s search engine platform was applauded and received appreciation and acclaim on a global scale. Earlier in the year 1998, their search engine platform was listed in “Top 100 Websites and Search Engines”. Also, in the early days between the years 1998 to 1999, their traffic increased from 10,000 to 50,000 on a daily basis. Since that time Google has made continuous modifications based on the consumer’s needs and requirements and in the year 2010, they made 516 improvements to their search engine platform. Hence, undoubtedly Google’s search engine platform tops everyone else’s in present day with only one exception. They never managed to surpass Baidu in the Chinese subcontinent. Presently Google handles more than 3 billion of searches on a daily basis. On a global scale Google has surpassed all the major competitors. Goole has surpassed Microsoft’s Bing, and Yahoo’s search engine platform who are Google’s biggest competitors. Based on reports published in 2018, Google now handles more than 3.5 billion searches daily and owns a global market share of 93% far exceeding any other player. However, the only exception can be outlined in the Chinese subcontinent where Baidu tops Google. 
3) Comprehensive product and service portfolio: Google’s global competitive advantage can also be outlined based on their constant pursuit of improving their product and service portfolio (Önder, I., 2016). Since their advent, Google has started acquiring other corporations and presently have more than 100 other corporations under their umbrella. One of their notable takeovers was YouTube which serves more than 800 million consumers on a monthly basis and has highest market share of 40% in the online video sector. This is approximately 20 times more than China’s Youku. They are also the pioneers in computer operating systems with their continuous enhancement endeavours in the android platform. By far, Google has always motivated and encouraged their workforce to think out of the box. Their motto is creativity and innovation for devising new ideas and products. 
Google’s strategic capability: Considering the Chinese subcontinent, Google had to make strategic decisions on whether to extend and intensify their operations in China. Considering the commercial potential to rise in the Chinese market and fall in the Chinese market between the years 2002 till 2006, Google’s target was to remain active in China (Chen, Y., 2015). This is primarily because of the size of the market and the existence of potential competitors, especially Baidu. However, intensifying their operations in the Chinese subcontinent was self-censoring in light of the regulatory policies from the Chinese Government. As a result, Google categorised their strategy into two main components. They are:
1) They made a business commitment in order to protect the various interests of the users based in China. This helped them in establishing an image of a leading organisation in China’s competitive market. 
2) They vowed to introduce a policy conviction in order for making credible information available to everyone in China. This would have helped in making China a better informed and free place. Also, they introduced one more factor in the Chinese subcontinent, which is their responsiveness to the local conditions. 
Baidu: While evaluating Baidu’s resources and capabilities it is important to focus on the following factors. They are as follows:
1) Products and services: While evaluating their competitive advantage in the Chinese subcontinent, it can be stated that Baidu surpasses Google only because of the services and Products they offer; which is immensely popular in in the Chinese internet market. For elaboration, it is necessary to state that when it comes to China’s internet market, the Government has certain filters surrounding the internet content. In this regard, Baidu has found a way around it (Duan, Y., 2015). Baidu has managed to successfully devise a strategy in dealing with the restraints of censorship which Google failed to incorporate. 
2) Business model: It is important to state that Baidu’s services include pay for performance, image search, news, multimedia, enterprise search, and algorithmic performance. In this scenario, Baidu providing these services has an added advantage over Google. The fact that Baidu emphasises on Chinese the local language, i.e. the Chinese language provides them with an edge over Google’s operations in China. Furthermore, Baidu has local connections and their business model is based on home-grown business practices (Rauter, R., 2017). These factors coupled with the innovative strength of their technology provide them with an edge over Google and other competitors. 
3) Business strategy: When it comes to strategic approach, Baidu differs in every aspect from the global behemoth Google. They very basic aspect in which these two companies differ are the way they advertise. While Google distributes majority of their advertising services via an explicit sales structure, Baidu sells their advertisements in China via distributors. Furthermore, when placing an advertisement on Google, the client has to pay through credit card. Baidu completely deters this policy and the clients who place advertisements on Baidu need not have to pay through credit cards (Hoskisson, R.E., 2016). Also, when it comes to their search engine platform, Baidu incorporates a unique policy to offer paid search placements, i.e. selling the results of their search engine in terms of keywords to the highest bidder. This is not a particular service offered by Google. 
Furthermore, for evaluating the internal business environment of both Google and Baidu, it is important to perform a SWOT analysis and undergo their strategies based on the VRIO model.
SWOT Analysis of Google:
	STRENGTHS:
Market domination: On a global context, Google is far beyond its market competitors. On a global scale, Google is known for dominating 70% of the market share. Also, Google’s android owns 80% of the market share all across the globe. Hence, Google’s dominating characteristic makes them extremely profitable through online advertising. Also, This role would help them immensely in promoting sales of their relevant services as well as products. 
Organisational culture: Google has become widely popular and is accepted globally because of their enjoyable workplace as well as their organisational culture. This stresses the element of entertainment and relaxation during their work. This has significantly helped Google in acquiring loyal and committed employees (Miller, D., 2017). These are the people who work hard for Google and are also easily absorbed in the organisation. 
Technology: Google spends a huge amount in their research and development sector. As a result they have been able to introduce numerous innovative as well as creative services and products in numerous fields. 
Google has some of the best engineers in the world. These employees help the organisation maintain their programs. Also, Google’s workforce comprises of the best developers cross the globe. These developers help Google design products which would help the organisation gain a larger market share in China.
Google also owns extensive amounts of patents and this is increasing with each passing year. 
Ecosystem: Majority of Google’s services as well as products benefit each other. They are integrated in an ecosystem which enhances the consumer’s experience. This also motivates the utilisation of more services and products. Furthermore, these products and service help Google acquire data on their consumers which would help them dominate the Chinese subcontinent in terms of their search engine platform and surpass Baidu. 
Cash-flow: Google possesses close to $45.72 billion in cash of which only $3 billion is in long term debt.  
	WEAKNESSES:
Reliance on online advertising: Google depends extensively on online advertising. This is an important issue which makes the organisation vulnerable to its competitors. In this regard Baidu has some aggressive strategies for dominating their larger market share in China. Hence, Google requires a more robust business model which would fit in with their present one that is based on online advertising.
Also, most of Google’s business is online; this accounts for enhancement and is based on the coverage of internet and other related facilities. This dependence sabotages Google’s intensification of operation in the Chinese subcontinent.
Products and services prone to loss: Google comprises of certain products and services in their portfolio which are prone to loss. This hampers their innovative development in China. 
Sharing information: Leakage of certain confidential information can put Google in jeopardy and the future of their new products and services in China at risk. Baidu has managed to acquire extensive amounts of data regarding Google’s future products and services. This has shrieked Google’s intensification of operations in the Chinese subcontinent. 
Workforce retention: Baidu continuously has been offering better employment offers to Google’s employees in China. Hence, losing these valuable and prized possessions to Baidu would severely hamper Google’s innovation as well as development in China (Ding, Y., 2017). 
 

	OPPORTUNITIES: 
Android operating system: The biggest opportunity for Google lies in pioneering the android operating system in China over other competitors.
Diversification on business mode: Google must diversify into a business model that does not depend on advertisements. Google must comprehend that if they have to maintain their profitable capacity, they must adopt a different business model in China. In this regard, Google can push towards advertisements transactions by utilising Google books, Google maps, etc. (Cannella Jr, A.A., 2017). 
Google play and Google glasses: Google glasses along with Google play can completely change their presence in the Chinese subcontinent. This would help Google in making the evolutionary leap into the Nano computing market of the Chinese subcontinent. 
Cloud computing: Cloud computing can be the key aspect upon which Google can intensify their operations in China. 
	THREATS:
Competition from Baidu: The advent of Baidu in the Chinese subcontinent and the fact they own a larger market share in China is a major threat for Google (Baumgartner, R.J., 2016). Hence, Google must come up with something innovative enough to compete with Baidu in terms of the features they are providing. 
Mobile computing: The emerging segment of mobile computing is a threat for Google with respect to Baidu , who are constantly ramping up their presence in the mobile computing segment in China. 


SWOT Analysis of Baidu: 
	STRENGTHS: 
Market share: Baidu’s biggest strength is the market share they have in the Chinese subcontinent. Based on reports published in the year 2015, Baidu’s market share in China was 79.81%. This is huge for Baidu and is bad news for Google in China. This makes Baidu hard to beat in the Chinese subcontinent. 
Mobile share: Baidu caters to the needs of mobile internet users. In this regard, it can be stated that almost 55% of their revenues are generated from catering the needs of mobile users. Hence, Baidu is maintaining their pace with the technological transformations. They address the needs of approximately 657 million of mobile users on a monthly basis. This defines their strength. 
Listed company: In the year 2016, Baidu is regarded as the foremost Chinese organisation that earned recognition in NASDAQ top 100 companies. They have a thorough understanding of the search algorithm as well as tailored catering for China and other countries in Eastern Asia (Hoskisson, R.E., 2016). 
Brand equity: In the year 2016, Baidu was ranked 86th in terms of brand equity. Though Google surpassed them and was featured in the top ten, Baidu continues to dominate the market share in China as is giving Google a hard time in various other Asian countries. 
	WEAKNESSES:
Smart phone industry: In light of Google’s penetration, Baidu was late into the smart phone industry. If they would have tapped the smart phone market at an early stage, Google would have been completely wiped out. Hence, an earlier entry would have made sure a greater market share. 
E-commerce business: Baidu’s e-commerce platform is known as Youa. It is separated from the parent organisation (Helfat, C.E., 2016). As a result, Youa lost out on a potential business which would have helped them grow bigger.
Brand recall: Another weakness of Baidu is their lack of brand recall outside of the Chinese subcontinent. Other than China and a few East Asian countries, Baidu is not at all popular. Hence, Baidu must emphasize on this factor and start working on publicising their brand.  

	OPPORTUNITIES:
Capitalising on market share: Baidu’s extensive market share in the Chinese subcontinent, provides them with the opportunity to become one of the biggest web services and technology based corporation in China. They already have a formidable market share over Google in the Chinese internet market (Semadeni, M., 2016). Baidu can utilise this opportunity for expanding their business operations beyond the Chinese subcontinent. 
Infrastructure: Baidu’s existing Information Technology infrastructure in China is very powerful and can be further utilised to intensify their operation in China in order for eliminating the competition from Google. They have exceptional servers as well as information technology systems which is hard for Google to surpass in the Chinese subcontinent. 
Paid search and advertising: Though Google has a larger share of paid search and advertising segment as a result of their outstanding Adwords as well as Adsense programs, Baidu paid search services can be utilised to their full extent with more brand awareness. This would also establish Baidu’s true potential.  
	STRENGTHS:
Lifting restrictions: The main reason Baidu has managed to surpass Google in China is that they encounter practically negligible competition from Google. However, when certain restraints on Google are lifted, Baidu will face a hard time in defending their Turf in China. 
Presence of bigger players: The simple fact that there are bigger players in the global market is a threat to Baidu. This hinders Baidu’s growth outside the Chinese subcontinent. 
Regulatory intervention: In the internet services and search engine business, the Government has a tendency to impose rules and regulations. Hence, if the current regulations from the Chinese government changes, it would severely affect Baidu’s performance and hamper their revenue generation (Reuer, J.J., 2017). 
Rapidity of innovation: Baidu must keep up with the speed with which Google has been innovating. They must comprehend the fact that Google have access to huge amounts of funds which they use for innovation. Therefore Baidu must keep up with the speed in which Google is innovating in order to defend their turf in China. 



Comparison of Google and Baidu based on the VRIO model:
Undoubtedly Google is one of the most powerful and impactful organisations in the world. Google’s success stems from their sustained competitive advantage in terms of human capital advantage. However, when it comes to the Chinese subcontinent, Google has failed to surpass local competitor Baidu. This is also because Baidu has local connections, have found a way around the certain constraints of regulatory bodies, and mainly due to the human capital advantage they have over Google in China. Thus, the following part of the business report will present an illustration of the internal analysis of both Google and Baidu in light of the VRIO framework.
Value: Google is known for utilising the human capital management data in order for hiring as well as retaining their employees. In turn, these employees from Google continuously produce the most valued and popular products and services for the consumers. On the other hand, Baidu are known for maintain a track record of their leadership teams at the company name. Also, their e-commerce space is fast growing and Baidu leverages opportunities in this regard. They emphasis on localising the products and services they offer. This valuable as they plan on devising and establishing new revenue streams. They also maintain a firm relationship with the wholesellers and retailers in China (Thomas, H., 2017). 
Rare: Other than Google, no other organisation and even Baidu, uses data-based workforce management. On the other hand, Baidu is investing in Information Technology to tap the market space; their track record for executing projects is incredible. Baidu are able to allure talents in the local market compared to Google. They have local connections and committed channel partners. They have access to resources in order for competing with Google in China. 
Imitation: It is important to comprehend that human capital which is data based, is costly and hard to imitate. Hence Google produces software and invest a considerable amount in training their human resource employees on these new technologies as well as strategies (Mellahi, K., 2015). On the other hand, Baidu’s track record and leadership team’s efoorts cannot be imitated by Google in China. Also, their artificial intelligence clubbed with their in-house analytics is hard for Google to imitate on the e-commerce front. The manner in which, Baidu have been executing their in hand projects, is even impossible for Google to imitate in the Chinese subcontinent. 
Organisation: On an organisational perspective, Google is organised enough to captivate the value from capability. Their Information Technology division has means to collect and maintain data, while their Human Resource division is apt in using the data for hiring employees, promoting them, managing, as well as improving the performance of the workforce. On the other hand, Baidu is only capable of these things within China. On a global scale, they are far behind Google. Also, Baidu have not yet managed to utilize all of their organisational capabilities as of yet. However, as an organisation, Baidu have the skills to extract the most out of their corporate strategies. 
External Analysis: 
The following section of the report will deliver an external analysis of Baidu and Google in the Chinese subcontinent in light of the Value Chain Analysis, and Bowman’s clock. 
Value Chain Analysis (Google vs. Baidu) in the Chinese subcontinent:
Google’s value chain analysis can be based largely on their benefits from the inbound logistics which is no cost bound. This represents an analytical model which helps Google in outlining the processes that establishes value as well as competitive advantage to their business in China (Zentes, J., 2015). 
Google Value Chain Analysis:
Inbound logistics: Google’s greatest value is generated from their inbound logistics processes and operations. Google’s primary business is their search engine platform. Hence, during a random search, the information Google provides to the consumer can be regarded as a product which Google provides. This information provided by Google comes with no strings attached. Hence, this is absolutely free of cost. This is one of the unique elements of Google’s business model. Hence, for this business model, there is no associated cost for the inbound logistics. Furthermore, Google is known for using a wide range of hardware, tools, as well as technological accessories in their business processes. Also, the global search engine behemoth has never revealed their inbound logistics to the general mass. They are known for maintaining a committed site for the suppliers. This is the platform where the suppliers are able to submit their invoices for payment purposes (Morden, T., 2016).  
Operations: Google is known for operating mainly through their offices based in 40 countries globally. These offices from Google are known for their innovative as well as creative designs are the very presence of some innovative factors namely pool tables, cafes, video games, sharing cubes, etc. have made them stand out from the rest. Therefore, the primary source of value in their operations can be regarded as their technological competency and their leading search algorithm. 
Outbound logistics: Google’s main business can be outlined as online search and integration of advertisements. Hence, there is no presence of any outbound logistics associated with this business model. Furthermore, Google has some physical products in their technological domain namely Nexus phones, Pixel phones, smart watches, chrome books and chrome cast. Despite of the presence of some of their physical stores worldwide, Google relies on their online business for generating revenues. Hence, the sense of value established in terms of Google’s outbound logistics can be referred to the cost saved as a result of the absence of their outbound logistics. This also lets the avoidance of invoices in terms of fixed as well as variable costs of the physical stores. 
Marketing and Sales Strategies: Google’s marketing strategy is primarily based on integration of the online and offline channels of communication in order for communicating the marketing message (Meeks, M.D., 2017). Google adheres to some of the most popular elements of marketing mix namely advertising, experiences as well as events, and PR (Public Relations). Moreover, Google is known for their sales promotion as well as direct marketing strategies. In this regard, it is important to note that Google’s sales are mostly conducted through online channels. Hence, in terms of their marketing and sales, it can be stated that value relates to the ownership of the most popular marketing platform. 
Google Services: Google Play from Google plays an instrumental part with respect to assisting the consumers in dealing with a wide variety of technical as well as other challenges. Hence, Google provides several customer service contact information based on the geographical location of the consumer. However, in this regard it can be stated that Google is not known for their outstanding customer service and in this particular area they failed to create value. 
Baidu Value Chain Analysis:
In the Chinese subcontinent, compared to Google, Baidu are known for exploiting their core competencies. It is important to comprehend that Baidu is a competitive organisation in China that establishes value for their consumers. Baidu’s value establishment can be measured in respect to the services and products they offer and their characteristics as well as attributes (Lasserre, P., 2017). These are the things for which consumers in China are ready to pay. Thus, Baidu have a competitive advantage over Google in the Chinese subcontinent as they offer services and establishes value which can be stated as superior than their competitors. Therefore, Baidu constantly establishes value by innovation as well as creativity and leveraging their resources and capabilities. Based on reports, Baidu acquired the advantage over Google in the Chinese subcontinent between the years 2004 and 2007. During this time Baidu managed to acquire traffic which surpassed Google’s, simply due to their value creation (Hill, T., 2017). 
Bowman’s Strategy Clock (Google vs. Baidu; a comparative account): 
Bowman’s strategy clock is the way of evaluating and analysing Google and Baidu’s competitive standpoint compared to each other. The Bowman’s strategy clock would also help in analysing their external business environment in the Chinese environment. 
Google: 
Google’s products and services back the differentiation strategy in the company’s search engine drive advertising. Especially Google’s Adwords is targeted for advertisers who aim at reaching a qualified and targeted audience with maximised competence. Furthermore, the simplicity with which it is possible to create advertising text and further manage the online advertising with literally no large payments upfront accounts for the differentiates in terms of Google’s products as well as their services. With Google, advertisers can even target audiences in certain geographic locations. Moreover, the biggest advantage of Google’s differentiation strategy is the enhancement of their customer loyalty. Presently Google’s search engine platform accounts for almost 705 of the search traffic all across the globe. Consumers prefer Google’s search engine platform over other players in the market because of their credible and apt search results. Also, based on Google’s new web indexing system, the search results have improved considerably. This gives Google a certain competitive advantage in the Chinese subcontinent. Moreover, Google’s ‘Google Instant’ helps in considerably reducing the time frame required for a particular search (Duane Ireland, R., 2017). This also results in more dynamic outcomes based on the search and more dynamic predictions. Furthermore, the instant impacting of price paid search campaigns as well as Adwords from Google, is significantly improving in competition to Baidu. Hence, Google’s differentiation strategy gives them considerable competitive advantage in order for acquiring a larger market share in the Chinese subcontinent. 
Baidu: 
Baidu’s strategy however spreads all throughout Bowman’s strategy clock. When it comes to differentiation, Baidu incorporates the differentiation strategy without a price premium in order to increase their market share in China. They also opt for the differentiation strategy in order for increasing their profit margins. Hence, Baidu’s differentiation is primarily because of the fact that consumers are willing to pay for top quality in demand data i.e. a way for big premium in the Chinese subcontinent.
When it comes to offering lower prices than Google, Baidu has somehow managed to maintain the issue in China. Baidu allows perceived benefits of their products by emphasising on the price sensitive market. This also allows Baidu in offering prices Google cannot match, while they offer similar product benefits like Google does. This strategy from Baidu is aimed at enhancing their market share in China (Bamford, C.E., 2017). 
Furthermore, while it comes to the hybrid element in Bowman’s strategy clock, Baidu seeks to achieve simultaneous differentiation and a comparatively lower price than Google. Baidu has incorporated the hybrid strategy for intensifying their operations in the Chinese markets. The hybrid strategy helped Baidu in establishing their competitive standpoint in the Chinese markets. And only through adopting the certain components of the hybrid strategy, Baidu became successful in owning the larger market share in China. 
Future recommendations for Google as well as Baidu in owning the larger market share in the Chinese subcontinent:
In light of the above mentioned internal as well as external analysis, it is evident that Google is the global leader in search engine business and internet technologies. However, it is also evident that Baidu has managed to surpass Google in their local market i.e. the Chinese subcontinent; which no other organisation in the industry has managed to do. In light of the analysis and evaluation of both these organisation’s strategic management operations, the following section of the business report will provide an account for the future recommendations for the enterprises so that they can intensify their business operations in China (David, F.R., 2016). Considering Google, the future recommendations would suggest ways in which the global search engine behemoth can extend their operations in China in order for acquiring a larger market share and dominating the subcontinent similar to their presence in other markets. On the other hand, considering the case of Baidu, the recommendations would be on how the enterprise can continue with their success and continue to dominate the Chinese internet market and keep Google out of competition. 
Firstly, it is important to understand that the prime reason Baidu has an advantage over Google in the Chinese market is that Baidu emphasises on the Chinese language in their search engine and also because they have local connections and have found a way around certain internet content restrictions imposed by the Chinese Government. In this regard, Google must understand the reason Baidu surpasses them in China and must look for ways in which they could come in terms with the regulatory bodies in China regarding the filtering issues in certain internet content. If Google can manage to get rid of these constraints, it would be hard for Baidu to defend their turf in the Chinese subcontinent. 
Also, another advantage Baidu has over Google is that Baidu lets users or advertisers pay for placing advertisements on their platform in different payment methods (Wright, P.M., 2017). On the contrary Google lets the advertisers pay, only through credit cards. Because of this, Baidu is preferred over Google in China. Thus, if Google modifies their business model so that the advertisers can pay via other methods other than credit cards, Baidu will have a lot to worry about. Hence, while Google may opt for such a business model in the future, Baidu must emphasize on improving other aspects of their business; like services provided, products, accessibility, communicating information, etc. 
Another important factor, in terms of which Google may eventually surpass Baidu in the Chienese internet market, is the fact that Google has extensive cash assets. In this regard, it is important to comprehend that Google is considered the most powerful brand in today’s world. As a result, Google has access to extensive cash assets, which Baidu can only dream of. Therefore, Google spends a considerable amount in their infrastructure as well as their research and development division. This way, at some point of time in the future Google will come across a service or a product so innovative that they will eventually own the larger market share in China. Keeping than in mind, Baidu must make the most out of their present standpoint in China. They should make enough during the time they are at the top in the Chinese internet market (Ansoff, R., 2019). Furthermore, they must utilise the benefits and invest them in their research and development division in order for keeping up with Goole’s innovations. 
Conclusion:
This business report discusses strategic management in light of two major search engine and internet technology enterprises Google and Baidu. However, the report completely emphasises on their strategic management endeavours in the Chinese subcontinent. In doing so, the business report provides a detailed account of the evaluation and analysis of Google and Baidu’s external as well as internal business environments in China based on sevarl theoretical frameworks and practical business strategy models. Furthermore, the report discusses how Google and Baidu can compete against each other for acquiring a larger share of the Chinese internet market by critically analysing both the organisation’s strategic management goals and objectives. In doing so, the report also provides a detailed account of both the organisation’s business operations in China by performing a SWOT analysis in their internal business environment front. On the external business environment front, the report performs a value chain analysis by showcasing the advantages both Google and Baidu possesses in the Chinese subcontinent. Finally, to conclude, the report discusses future recommendation for both Google as well as Baidu for acquiring a larger share of the market in the Chinese internet industry. 
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Appendices:
Appendix 1 (About Google):
Google is an American multinational organisation that specialises primarily in the technology domain. Their primary operations include offering internet related services as well as products. These include technologies on online advertising, cloud computing, software, hardware, and search engine. Google is also considered one of the ‘big four’ in the technological domain. The company was founded by Larry Page and Sergey Bin in the year 1998. Presently Google’s headquarters is located in Mountain View, California, in the United States. 
Appendix 2 (About Baidu):
Baidu Inc. was founded in the year 2001. It is a Chinese multinational organisation which specialises in the technological domain. Similar to Google Baidu also offers internet related services as well as products for their consumers. Apart from this, Baidu also specialises in Artificial Intelligence (AI). Presently the company’s headquarters is located in Haidian district of Beijing, China. They are regarded as one of the biggest organisations in internet providing services and Artificial Intelligence (AI). The company was founded by Robin Li, and Eric Xu. They are Google’s biggest competitors in China and even surpass the global behemoth in the Chinese internet market. 
