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Executive iSummary 

Currently the positive global  development  has  provided  tremendous  opportunity  for  the  

companies  to  expand  their  business  to  any  part  of  the  world.  Cross  border  business  

opportunities  are  growing  and  also  companies  are  capable  of  entering  new  markets.  

This  report  has  analyzed  the  opportunity  of  Google  enter  the  China  market.  China  is  

a  largest  economy  in  the  world  were  most  of  the  companies  trying  to  enter  China  

and  this  report  is  analyzing  the  difficulties  faced  by  the  Google  and  also  strategies  to  

find  growth  in  China  market  and  also  to  analyze  competition  faced  by  company  from  

China  search  engine  Giant  Baidu.  And  number  of  theories  and  models  to  support  the  

direction  of  strategy  developed  by  Google  to  reenter  China  market.                         

Introduction   

This  case  study  tries  to  find  out  the  Google’s  performance  in  China  by  taking  into  

account  current  state  of  industry,  doing  the  portfolio  analysis,  critically  analysing  its  

strategy i 

Google istarted iits ioperations iin iChina iin i2005 iearlier ito ithat iit iprovided isearch 

iengine ito iChinese iusers ithrough iits iservers ibased iin iUS ibut iin ia ivery ishort ispan iof 

itime iChinese iGovernment ideveloped its own firewall in order to provide the censored 

information to the Chinese people by providing the cache copy of Google search results 

which resulted in slowing down of its web ipages, ithis iresulted iin islowing idown iits 

isearch iresults iupto i7 itimes ias icompared ito iits icompetitor iBaidu i iAs ia iresult iof 

ithis, iGoogle idecided ito iopen iits ioperations iin iChina iin iorder ito iresolve ithese iissues 

ias Google considered that it’s better to provide the information rather than providing no 

information at all  So, it provided the censored information to Chinese population but still it 

found difficult to extend its presence in the iChinese imarket iin iterms iof ideveloping 

iproducts iin ithe iChinese ilanguage iand ilocalizing ithem iwhereas iBaidu’s ipay i4 

iperformance imodel iwas imuch ibetter iwhich iwas ibased iion iithe iiperformance iirather 

iithan iithe iiflat iicharges iiin iithe iibeginning iiitself iiwhich iiother iisearch iiengines iiused 

ii 

Google iifaced iicyber-attacks iiin iiJanuary ii2010 iiwhich iiforced iiit iito iiconsider iiits 

iiexit iifrom iithe iiChina iiand iinamed iiit iias iiAurora iiattack, iimoreover iithis iidecision 
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iifrom iiGoogle iiwas iiconsidered iidiplomatic iione iby iinternet isecurity iexperts ias ithis 

idecision iwould imake iChinese iGovernment ito ireconsider iits idecision ion ithe 

icensorship iwhich icould ihelp iGoogle iattain ithe isame ilevel iof ileadership iin ithe 

iChinese imarket ias iit ienjoys ithe iworld iover i(Einhorn, B 2002 ) 

Description iof ithe icompanies iin icontext 

Overview iof iGoogle iInc: i 

Google iLLC iis ian iAmerican imultinational itechnology icompany ithat ispecializes iin 

iInternet-related iservices iand iproducts, iwhich iinclude ionline iadvertising itechnologies, 

isearch iengine, icloud icomputing, isoftware, iand ihardware. iIt iis iconsidered ione iof ithe 

ifour itechnology icompanies, ialongside iAmazon, iApple iand iFacebook. iGoogle.com iis 

ithe imost ivisited iwebsite iin the world. Several other Google services also figure in the top 

100 most visited websites, including YouTube and Blogger. Google is the most valuable 

brand in the world as of 2017. 

Google was founded by Larry Page & Sergey Bring in the year 1998, 20 years back. Google 

is serving all over the world currently having 98,771 iemployees iall iover ithe iworld. 

iGoogle’s iparent icompany iis iAlphabet iInc. isince i2015. 

            

Google’s iOfficial ilogo 

 

Overview iof iBaidu.cn: i 

Baidu, iInc., iincorporated ion iJanuary i18, i2000, iis ia iChinese imultinational itechnology 

icompany ispecializing iin iInternet-related iservices iand iproducts iand iartificial 

iintelligence i, iheadquartered at the Baidu Campus in Beijing's Haidian District. It is one of 

the largest AI and internet companies in the world. The holding company of the group is 

incorporated in the Cayman Islands. Baidu was established in 2000 by Robin Li and Eric Xu. 

Baidu is currently ranked 4th overall in the Alexa Internet rankings. Baidu has the 2nd largest 

https://en.wikipedia.org/wiki/Online_advertising
https://en.wikipedia.org/wiki/Search_engine
https://en.wikipedia.org/wiki/Cloud_computing
https://en.wikipedia.org/wiki/Amazon_(company)
https://en.wikipedia.org/wiki/Apple_Inc.
https://en.wikipedia.org/wiki/Facebook
https://en.wikipedia.org/wiki/YouTube
https://en.wikipedia.org/wiki/Blogger_(service)
https://en.wikipedia.org/wiki/Technology_company
https://en.wikipedia.org/wiki/Technology_company
https://en.wikipedia.org/wiki/Artificial_intelligence
https://en.wikipedia.org/wiki/Artificial_intelligence
https://en.wikipedia.org/wiki/Beijing
https://en.wikipedia.org/wiki/Haidian_District
https://en.wikipedia.org/wiki/Cayman_Islands
https://en.wikipedia.org/wiki/Robin_Li
https://en.wikipedia.org/wiki/Eric_Xu
https://en.wikipedia.org/wiki/Alexa_Internet
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search engine in the world, and held a 76.05% market share in China's search engine market. 

In iDecember i2007, iBaidu ibecame ithe ifirst iChinese icompany ito ibe iincluded iin ithe 

iNASDAQ-100 iindex.As iof iMay i2018, iBaidu's imarket icap irose ito iUS$99 ibillion iIn 

iOctober i2018, iBaidu ibecame ithe ifirst iChinese ifirm ito ijoin ithe iUnited iStates-based 

icomputer iethics iconsortium iPartnership ion iAI i( iThompson, iC. i2006) 

 i i i i i i i i i i i i i i i I             

 

Bаidu’s iOfficial iLogo 

Current istrategic igoals iof iGoogle: i 

Google’s icurrent istrategic imove iis ito iget iback iin ito imarket iof ichina iand iits 

iworking ion ithe iground iwork iof ithe iinitiative. iIts imain istrategy iis ito iget imajor 

imarket ishare iand isustainability iand iproviding iquality iservices iwith ifollowing iplans. 

 Acquiring ithe ichina imarket iwhich iis isecond ilargest ieconomy iin ithe iworld iby 

ibringing iin iits icloud ibusiness. 

 As ithe iGoogle i idoes inot ihave iany idata icentre iin ichina ito istore idigital 

iinformation’s i iit iis ilooking ifor ipartnership iwith ilocal iplayers ito iget 

isustainability iin ichina. 

 Also iits iplan iis ito iintroduce ia inew iversion iof isearch iengine ito ichina imarket 

iwhich iwill iblock iall icontroversial isearch iterms ias iper ithe iguidance iof ichina 

igovernment. i(, iB i& iElgin, iB i2007 i) 

 

 i i 

Current istrategic igoals iof iBaidu: i 

Currently iBaidu iis ileading iin ichina imarket iand iit iis ia igiant iin iits iland. iIts imain 

istrategy iis ito iconcentrate ion iincrease iin imarket ishare iand idiversification iof iits 

ibusiness iand ito igain ibetter iadvantages iover iits icompetitors. 
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 Majorly iBaidu ihas iupper ihand iin iartificial iintelligence i iover iits icompetitors 

iand iits ilooking ifor i iacquiring imarket iall iover ichina iand ialso idifferent ipart 

iof iworld i 

 Biggest ichallenge iof iBaidu iis ito imaintain imarket ishare iand imaintain 

iconsistency iin ithe imarket iby iintroducing iits iown inew iproducts. 

 As imany icompetitors iare itrying ito ienter ichina imarket iwith iadvanced 

itechnology, iBaidu’s imain iaim iis ito imaintain istability iand isustainability iin ithe 

imarket.( iQiang, iX i2006 i) 

 

Future istrategic igoals iof iGoogle: i 

Google ihas ia istrategy iof iintroducing iits ibusiness iand iacquire iChinese imarket iand ito 

imaintain isustainability. iGoogle ithinks ichina iis ian iinteresting imarket iand iit ineed ito 

ienter ithe imarket iwith ithe ihigh iand istrong istrategy. iFollowing iare ithe ifew istrategy 

ilisted ibelow. i 

  Google ihas imade ia istrategy iof ilaunching ia isearch iengine icalled idragonfly 

iwithin i8-9 imoths iwhich iwill ibe imodified iaccording ito ithe ichina imarket 

ineeds. 

 Its imajor istrategy iis ito igain isustainability iin ithe imarket iand igrow iits imarket 

ishare iin ichina i 

 Google iis ialso iworking itowards ithe iartificial iintelligence ito icompete iwith 

iBaidu iin ichina iand ialso iintroducing iverity iof iproducts ito igain icompetitive 

iadvantage iover iits icompetitor. 

 Also icreating ipolicies ito ialign iits iproduct’s iwith iChinese ineeds iand 

igovernment iregulations. i i 

Main ifindings: i 

 

 This iincludes ithe idetailed ianalysis iof istrategy iused iby iGoogle iand iBaidu iin 

ithe ichina imarket iand ianalysis iof ithe itechniques iand ipolicies iused iby ithe 

iGoogle iand iBaidu ito iacquire imarket ishare. iAlso ithe ianalysis iof ipast ievents 

iand icurrent iposition iand ifuture iplans iof ithe icompanies, iBrief iexplanation ion 
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ialliance istrategy iand ieffect iof ipolitical iand ieconomic ifactors ion ithe istrategic 

ialliance. iInternal, iexternal iand icompetitive itechniques iof ithe iGoogle. i(, iB i& 

iElgin, iB i2007 i) 

 

Positioning iand ipopularity iof iGoogle iin iChina 

Google ichina iwhich iis ia isubsidiary iof iGoogle iInc. iwas ionce ia ipopular isearch 

iengine. iIn i2006 iGoogle istarted iwith ithe iChinese iversion iof isearch iengine iand iit 

iserved ithe iinternet iusers iof ichina iwhich iwas iestimate iat i338 imillion iin i2009. iUp 

ifrom i45.8 imillion iin i2002. iThe iGoogle ihad i29% iof imarket ishare iin ithe iyear i2010. 

iAnd iit ifurther ideclined ito i1.7% i2013. 

Google ibecame ithe ifocus iof icontroversy iwhen ithe idispute iof icensorship ibecame ian 

iissue iin ithe iyear i2010 iand ialso iGoogle iwas iseverely iaffected iby ihacking iwhich 

itook iplace iin iGoogle ichina. iAt ithe iend ithe ifar ireaching ihacking iattach iwhich iwas 

icalled ias ioperation iAurona iwhich itargeted iGoogle’s iGmail iaccount, ithat iincident 

ipushed iGoogle iin ito ithe iedge iand iit idrove iGoogle iout iof ichina. iGoogle ientered ithe 

ichina imarket iduring ithe iusage iof idesktop iand iinternet iand iit ideparted iat ithe idawn 

iof ithe imobile iinternet iand inow iGoogle iis itrying ito ire-enter ithe ichina imarket iin ithe 

iartificial iintelligence iera. iAs ithe iwhole iworld iincluding ichina iwhich iis iexpecting 

ibenefit ifrom ithe iartificial iintelligence iand ichina ihas ia ihigh ihope iin ithe iartificial 

iintelligence iwith irespect ito iall isectors ilike imilitary iactivity, ieconomic iactivity iand 

isocial iactivity. iGoogle ihas imajor imarket ishare iin ithe iother ipart iof ithe iworld ibut iin 

ithe ichina iGoogle ihas i i9.49% idesktop isearch iengine imarket ishare iin ichina iin i2009 

iand i0.30% iof iMobile isearch iengine i imarket ishare. iGoogle’s icompetitors iin ichina 

iare iSogou iand iBaidu. i i i 

Positioning iand ipopularity iof iBaidu iin ichina imarket: i 

Baidu, iInc. iwas iincorporated ion i18 iJanuary, i2000 iand iwas icreated iby iRobin iLi iand 

Eric iXu. iIt iis ia iChinese imultinational itechnology icompany, iwhich iprovides iinternet-

related iservices, iproducts iand iartificial iintelligence i(AI). iThe icompany iis ibased iin 

Beijing's iHaidian iDistrict. iIt iis ione iof ithe ilargest iAI iand iinternet icompanies iin ithe 

world. i 
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China's isearch iengine imarket iis ithe isecond ilargest iin ithe iworld iafter ithe iUS iwith ia 

imarket isize iof iU.S.$14.9 ibillion. iAccording ito iChina iWhisper, ithat imarket iis 

iexpected ito igrow iat ia irate iof iover i32%, itwice ithe iaverage iglobal igrowth irate iby 

i2015. i 

Baidu ioffers ia irange iof iproducts iincluding imaps, inews, ivideo, iencyclopaedia, ianti-

virus, iand iinternet iTV. iBaidu ihas ithe i2nd ilargest isearch iengine iin ithe iworld iand 

iowns iover i75% iof ithe imarket ishare iin iChina's isearch iengine imarket. iIn iDecember 

i2007, iBaidu ibecame ithe ifirst iChinese icompany ito ibe iincluded iin ithe iNASDAQ-100 

iindex. iAccording ito iYCharts, ithe icompany ihad ia imarket icap iof iclose ito iU.S.$90 

ibillion iin iJune i2018. iEven ithough ibaidu ihas ia ihigher imarket ishare iin ithe icountry, 

iit iis ifacing icompetition ifrom iYahoo ichina, iMicrosoft iBing iYoudao, iTencent ietc. 

iBaidu's iApollo iProject iis ione iof ithe iworld's ileading iautonomous idriving iand iAI 

iprograms, iwith ione iof ithe ilargest ipartner iecosystems iand iover i100 iglobal ipartners 

ias iof i2018, iincluding iBYD, iDongfeng, iMicrosoft, iIntel, iNvidia, iDaimler iAG, iZTE, 

iGrab, iFord, iHyundai iand iHonda. iCurrently iBaidu ihas i66.25% iof imarket ishare iin 

ithe ichina iand iit iis ihighest iamong iits icompetitors. iBaidu iis ifocusing ion ithe 

iadvanced i iprojects ito igain iadvantage iover iits icompetitors. i(Schumann, iJ. iH., ivon 

iWangenheim, iF., i& iGroene, iN. i2014). i i i 

 

Analyzing ithe iexternal ienvironmental ifactors iof iinternet isearch imarket iin iChina 

ito idevelop istrategic ialliances iwith ithe icompetitors iof iBaidu iby iGoogle: i 

 

Google iis ilooking ifor ire-entry iin ithe ichina imarket iwith ihelp iof istrategic ialliance 

iwith ithe icompetitors iof ithe iBaidu iwhich iwill ihelp iin ilong iterm isustainability iand 

iacquiring imarket ishare iin ithe ichina imarket i.Developing istrategic ialliance iis ithe 

imajor itechnique iused iby ithe iGoogle ito iacquire imarket ishare i. iGoogle ialso idoesn’t 

ihave iinformation istorage ifacility iin ichina ihence ithat ican ibe idone ithrough icreating 

ialliance iwith ilocal iplayers ito iprovide isuch irequired iservices. iIn iother ihand iBaidu i 

iis ialso iconcentrating ion ithe iincreasing i iof imarket ishare iand ialso ito icreate istrong 

icustomer ibase iin ithe icountry i iby iusing iadvance itechnology iand ipeople ifriendly 

ipolicy. iHence iit iis inecessary ifor iboth ithe icompanies ito ianalyse ithe iexternal ifactors 

http://www.chinawhisper.com/top-5-chinese-search-engine-in-2017/
https://www.chinainternetwatch.com/20538/search-engine-market-share-apr-2017/
https://ycharts.com/companies/BIDU/market_cap
https://ycharts.com/companies/BIDU/market_cap
https://en.wikipedia.org/wiki/Autonomous_car
https://en.wikipedia.org/wiki/BYD_Auto
https://en.wikipedia.org/wiki/Dongfeng_Motor_Corporation
https://en.wikipedia.org/wiki/Microsoft
https://en.wikipedia.org/wiki/Intel
https://en.wikipedia.org/wiki/Nvidia
https://en.wikipedia.org/wiki/Daimler_AG
https://en.wikipedia.org/wiki/ZTE
https://en.wikipedia.org/wiki/Grab_(company)
https://en.wikipedia.org/wiki/Ford_Motor_Company
https://en.wikipedia.org/wiki/Honda
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iof ichina imarket. iPESTLE ianalysis itool iwill iprovide iclear ipicture iabout ithe iexternal 

ifactors ito iachieve ithe i igrowth. i 

Political iFactors i 

The ipolitical external factors in china influencing Google to involve the activities of 

governments. In the PESTLE analysis model, political factors partly determine the effect that 

governments have on businesses. The following political ifactors iare isignificant iin 

iGoogle’s imacro-environment: 

1. Globalization ipolicy iin ichina iwhich ihave ibecome imore istrict ifor iforeign 

iplayers ito ienter ithe ichina imarket iand ialso i ichina igovernment i iforeign 

ipolicies iare inot iliberal ito ienter ithe imarket i i i 

2. Stable ipolitical iclimate iin i ichina iis ia istrength ito ithe icompanies iunlike iin ithe 

iyear i2010 iwhich iwas iquite iharsh i 

3. State-sponsored ionline icompanies iare ithe ithreats ito ienter ithe ichina imarket ias 

ithe ilocal igovernment iis isupporting ilocal iplayers iwith isponsorship iand iother 

ilocal ilaws. 

The ipolitical ifactors iin iGoogle’s iexternal ienvironment iare imainly iopportunities. 

iGlobalization iincreases ithe idemand ifor ionline iadvertising. iThe istable ipolitical iclimate 

iin imajor imarkets iminimizes iobstacles ito ithe ifirm’s iexpansion. i(Yuksel,I. i2012) i 

iHowever, istate-sponsored ionline icompanies ipose ia ithreat iagainst iGoogle, ias iin ithe 

icase iof ithe iChinese igovernment’s icontrol iof ilarge ifirms iin iChina. 

Economic iFactors 

Google’s ibusiness iis isubject ito ieconomic ichanges. iIn ithe iPESTLE ianalysis imodel, 

ieconomic iexternal ifactors ican ichange ithe imarket iopportunities iavailable ito 

ibusinesses. iIn iGoogle’s icase, ithe ifollowing ieconomic iexternal ifactors iare ithe imost 

isignificant: 

1. Economic istability iof iChina imarkets iis ia ibiggest iopportunity ifor ithe iGoogle 

ias iin ithe icurrent isituation iChina iis igrowing ieconomy iand ialso istable 

ieconomy. iIt iis iworld’s isecond ilargest i ieconomy iwith ithe iGDP igrowth iof 

i6.2% 
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2. Rapid igrowth iof iChina imarket iis ialso ia ibiggest iopportunity ifor icompanies ito 

istep iin ito ithe iChina imarket i  

These ieconomic iexternal ifactors ipresent iopportunities ifor iGoogle. iThe ieconomic 

istability iof imajor imarkets iand irapid igrowth iof ideveloping icountries icreate inew 

imomentum ithat iGoogle ican iexploit. i(Goldfarb, iA., i& iTucker, iC. iE. i2011). i iThe 

icompany ican iuse ithese iopportunities ifor iglobal iexpansion. 

Social/Sociocultural iFactors 

Social ior isociocultural iexternal ifactors iaffect ithe iway icustomers irespond ito iGoogle’s 

iproducts. iThe iPESTLE ianalysis imodel ishows ithat ithese ifactors ican ipresent ithreats 

iand ibarriers ito ibusiness. iThe ifollowing isocial/sociocultural iexternal ifactors iare ithe 

imost isignificant iin iGoogle’s imacro ienvironment: 

1. Increasing iuse iof isocial imedia i iis ia ithreat ifor iGoogle ias ithe iFacebook iand 

other isimilar icompanies iare itaking ientry iin ithe iChina imarket iwhich iwill affect 

ithe iuser iof isearch iengine iand iit iwill iincrease ithe iuser iof isocial imedia i.And 

ialso isuch isocial imedias iproviding iadvertising ifacility iwhich iwill iaffect ithe 

irevenue iof iGoogle i 

2. Rising idiversity iof iusers iis ian iopportunity ifor isearch iengine icompanies ias ithe 

ipopulation iof ithe iChina icovers ieighteen ipresent iof ithe iworld ipopulation, 

iwhich iobviously irequire idiversity iand iit iis iconsidered ias ibiggest iopportunity i 

3. People iof iChina islowly iadopting ithe iwestern iculture iand iit iwill ibe ibiggest 

istrength iin ithe ifuture ifor iGoogle ito i iraise iits imarket. 

The irise iof isocial imedia iusage iis ia ithreat ito iGoogle ibecause iit istrengthens 

icompanies ilike iFacebook, iwhich ialso ioffers ionline iadvertising iservices. iThe 

iincreasing idiversity iof iusers iis ian iopportunity ifor iGoogle ito iimprove iits iservices ito 

imatch iindividual ipreferences. i(Hill, iCharles iW. iL.; iJones, iGareth iR.2012) 

Ecological/Environmental iFactors 

Even ithough iGoogle igenerates imost iof iits irevenues ionline, ithe ifirm iis isubject 

itoiecological ior ienvironmental iexternal ifactors. iIn ithe iPESTLE ianalysis imodel, 

https://en.wikipedia.org/wiki/Charles_W.L._Hill
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ecological/environmental itrends iinfluence ibusiness istrategic idirection. iThe ifollowing are 

ithe iecological iexternal ifactors isignificant iin iGoogle’s iremote ienvironment: 

1. Global ispread iof ienvironmentalism iin iChina i(opportunity) 

2. Growing iinterest iin isustainable ibusiness iin iChina imarket i(opportunity) 

Google ihas iopportunities ito iaddress ithese iecological/environmental iexternal ifactors. 

The imain iidea iis ito iimprove ithe ifirm’s iecological/environmental iimpact. iIn ithis iway, 

Google ican iexpect iimproved icustomer iresponses ibased ion ipositive iperceptions iof ithe 

firm’s iecological/environmental icontributions. i(Rich, iJ. iL. i2015) 

Legal iFactors 

Google imust ioperate iwithin ilegal ilimits iof iChina iGovernment. iIn ithe iPESTLE 

ianalysis imodel, ilegal irequirements iinfluence iwhat ifirms ican ido. iThe ifollowing iare 

ithe isignificant ilegal iexternal ifactors iin iGoogle’s iremote/macro ienvironment: 

1. More iregulations ion ionline iprivacy iis iopportunity ibut ialso ia ithreat, iChina 

igovernment ihas iintroduced imore istrict iregulation ifor iforeign iplayers iand ialso 

ilocal iregulations iaffects ithe igrowth iof ithe icompany 

2. More iregulations ion iintellectual iproperty irights i(opportunity) 

3. China igovernment ipolicy ito isponsor iand isupport ilocal iplayers iare ithe 

iopportunity ito ilocal iplayers ilike iBaidu. i 

Google ican iexploit ithe iopportunities ibased ion ithese ilegal iexternal ifactors. iFor 

iexample, ithe icompany ican iimprove iits iprivacy imeasures ito iprotect iindividual iusers. 

iAlso, iGoogle ican idevelop iinnovative imeasures ito idiscourage ipeople ifrom iviolating 

iintellectual iproperty irights i(Ghemawat, iPankaj i2002) 

Analyzing icompetitive iforces iof iGoogle iand iBaidu iin ithe iChinese iinternet isearch 

imarket: i 

It iis iimportant ito ianalyse ithe icompetitive iforce iin iChina imarket ifor iGoogle ito 

icompete iwith ilocal iGiant ilike iBaidu. iFor ithis ipurpose iwe ican iuse ithe iporter’s ifive 

iforces imodel ianalysis iwhich iwill ihelp ito iface ithe icompetition. 

The iFive iForces iin iGoogle’s iexternal/industry ienvironment ican ibe isummarized ias 

ifollows: 
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1. Strong icompetitive irivalry ior icompetition 

2. Weak ibargaining ipower iof ibuyers 

3. Weak ibargaining ipower iof isuppliers 

4. Moderate ithreat iof isubstitutes ior isubstitution 

5. Moderate ithreat iof inew ientrants ior inew ientry 

 

Recommendations i iBased ion ithe iPorter’s iFive iForces ianalysis ion iGoogle’s ibusiness, 

icompetitive irivalry ior icompetition iexerts ithe istrongest iforce ion ithe icompany i iThe 

iexternal ifactors iof ithe ithreat iof isubstitutes i(substitution) iand ithe ithreat iof inew 

ientrants i(new ientry) iare ionly imoderate iconsiderations iin iGoogle’s iindustry 

ienvironment i iThe ibargaining ipower iof ibuyers iand ithe ibargaining ipower iof isuppliers 

iare iminimally isignificant iexternal ifactors i iThis iFive iForces ianalysis ishows ithat 

iGoogle ishould ifocus ion iaddressing ithe istrong iforce iof icompetition i 

Bargaining iPower iof icustomers- iHigh 

The ibargaining ipower iof ibuyers iis ihigh iin iinfluencing iGoogle’s ibusiness i iIn iPorter’s 

iFive iForces ianalysis imodel, isuch ia iweak iexternal iforce iis ionly iminimally iconsidered 

iin istrategic idecisions i ithe ifollowing iexternal ifactors icontribute ito ithe iweak 

ibargaining ipower iof ibuyers ion iGoogle: 

 

1. Big isize iof iindividual ibuyers i( iHigh iforce) iAs ithe iusers iof ithe iinternet iin 

iChina iis irelatively ihigh iand ialso igrowing irapidly i i 

2. High iand iincreasing idemand ifrom ibuyers i(weak iforce) 

3. Moderate iquality iof iinformation i(moderate iforce) 

Each ibuyer imakes ionly ia ismall icontribution ito ithe irevenues iof iGoogle, ithereby 

iexerting ionly ia iweak iforce ion ithe icompany i iBecause iof ithe ihigh iand iincreasing 

idemand ifor iproducts ifrom iGoogle iand iother icompeting ifirms, iindividual ibuyers iexert 

ionly iminimal iinfluence ion ithe icompany i iThe imoderate iquality iof iinformation irefers 

ito ithe ilimited iknowledge iof icustomers i(Lee, iH., iKim, iM. iS., i& iPark, iY. i2012). i i 

iFor iexample, iadvertisers imay iaccess iGoogle’s ianalytics idata ibut isuch idata iis istill 

ilimited iin iinforming ithe iadvertisers iabout ithe idynamics iand icomplexity iof ithe ionline 

iadvertising ienvironment i 
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Competitive iRivalry ior iCompetition 

Google iexperiences ithe istrong iforce iof icompetitive irivalry ior icompetition i iUnder 

iPorter’s iFive iForces imodel, icompetitive irivalry ilimits ithe igrowth icapabilities iof 

ifirms i iGoogle imust iconsider ithe ifollowing iexternal ifactors ithat icontribute ito isuch 

istrong icompetitive irivalry: 

 

1. Large inumber iof ifirms i(strong iforce) 

2. High idiversity iof ifirms i(strong iforce) 

3. Low iswitching icosts i(strong iforce) 

Google ihas imany icompetitors, isuch ias iYahoo, iBing, iApple, iComcast, iand iothers i 

iBecause iof ithe idiversity iof iits iproducts, iGoogle ialso ihas ia idiverse iset iof 

icompetitors i iThe icompany inow ioffers iGoogle iGlass, iGoogle iFiber iand iChromecast, 

iwhile ithe iGoogle idriverless car is under development  This condition exerts a strong force 

on Google’s business  Customers experience low switching costs because it is easy for them 

to move from Google to other companies  Thus, ithe ilow iswitching icosts iexert ia istrong 

iforce ion ithe ifirm i(Lee, iH., iKim, iM. iS., i& iPark, iY. i2012). 

 

Bargaining iPower iof iSuppliers 

Google iexperiences ithe iweak ipower iof isuppliers i iIn iPorter’s iFive iForces ianalysis 

imodel, ithe ibargaining ipower iof isuppliers iis iweak iwhen ithere iare imany isuppliers ito 

ichoose ifrom i iThe ifollowing iexternal ifactors iare ithe iones ithat icontribute ito ithe 

iweak ieffect iof isuppliers ion iGoogle: 

1. High iavailability iof isupply i(weak iforce) ias ithe icompany ihas inumerous 

isuppliers iin iChina imarket iand ialso ifrom iall iover ithe iglobe.  i 

2. Large ipopulation iof isuppliers i(weak iforce) ithis ifactor iis iweak ifor iGoogle 

iand i ialso ifor iBaidu. 

The ihigh iavailability iof isupply iin icombination iwith ithe ilarge ipopulation iof isuppliers 

iminimizes ithe ieffect iof ithe ibargaining ipower iof iany isingle isupplier ion ithe ibusiness 

iof iGoogle  This means that it is relatively easy for the company to move from one supplier 
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to another  Google’s suppliers are diverse because the company has a diverse array of 

products, such as Google Search, Google Glass, and Google Fiber, among others (Schumann, 

J. H., von Wangenheim, F., & Groene, N. 2014). 

 

 

Threat of Substitutes or Substitution 

Google experiences the moderate threat of substitutes or substitution  These substitutes 

include iother iadvertising ichannels, isuch ias itelevision, iradio, iand iprint imedia i iGoogle 

imust iconsider ithe ifollowing iexternal ifactors ithat icontribute ito ithe imoderate ithreat iof 

isubstitutes/substitution: 

 

1. Low iswitching icosts i(moderate iforce) 

2. Moderate ito ihigh iavailability iof isubstitutes i(moderate iforce) 

The ilow iswitching icosts imake iit ieasy ifor icustomers ito imove ifrom iGoogle’s 

iadvertising iservices ito ithe isubstitute iservices i iIn iPorter’s iFive iForces ianalysis 

imodel, ithis icondition iexerts ia imoderate iforce ion ithe icompany’s ibusiness i iAlso, ithe 

imoderate ito ihigh iavailability iof isubstitutes imeans ithat icustomers ihave iconsiderable 

ioptions iin icase ithey iwant ito imove iaway ifrom iGoogle i iThe ioverall iimpact iof ithese 

iexternal ifactors iis ithe imoderate ithreat iof isubstitution iagainst iGoogle’s iproducts 

i(Statista i2017) i 

 

Threat iof iNew iEntrants ior iNew iEntry 

The ithreat iof inew ientrants i(new ientry) iis imoderate iin iinfluencing iGoogle’s ibusiness i 

iThese inew ientrants ican ibe inew iventures ior iinvestments iof ilarge itechnology 

icompanies, ias iwell ias istart-up icompanies ioffering iproducts isimilar ito iGoogle’s i iIn 

iPorter’s iFive iForces ianalysis imodel, ithe ifollowing iexternal ifactors icontribute ito ithe 

imoderate ithreat iof inew ientrants/new ientry iagainst iGoogle: 
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1. Moderate icost iof idoing ibusiness i(moderate iforce) 

2. High icost iof ibrand idevelopment i(weak iforce) 

3. Easily ifulfilled iregulatory irequirements i(strong iforce) 

 

The imoderate icost iof idoing ibusiness imeans ithat ia iconsiderable inumber iof istart-up 

icompanies iand iother ifirms ican ienter ithe imarket iand idirectly icompete iagainst iGoogle 

in ichina iAlso, iit iis ieasy ito isatisfy iregulatory irequirements, ithereby ialso imaking iit 

easy ifor inew ientrants ito iget iestablished iand icompete iagainst iGoogle i(Lee, iH., iKim, 

iM. iS., i& iPark, iY. i(2012). i iHowever, ithe icost iof ibrand idevelopment iis ihigh i iAs ia 

iresult, imany istart-up icompanies imight ifind iit idifficult ito isustain itheir ioperations iin 

ithe ilong iterm, iespecially ibecause iGoogle ialready ihas ione iof ithe imost ivaluable 

ibrands iin ithe iworld i 

 

SWOT ianalysis 

The CAGE framework iexplains idifferences ibetween icountries, ibut iit idoes i not i icover i 

iall i ifactors i i Although the i ifailure i iof i iGoogle i iin i iChina i ican i ibe i iattributed i 

imostly i ito i iinsufficient i iunderstanding and i adaptation, i imainly i idue i ito i icultural i 

iand i iadministrative i ibarriers, i iusing i a iSWOT ianalysis iit iis ipossible ito icapture ithe 

irole iof iits imain icompetitors ibetter, itherefore iunderstanding iwhere iGoogle iwent 

iwrong i Acronym: iSWOT istands ifor iwords iStrengths,  Weaknesses,  Opportunities and 

Threats 

Google, as   the   biggest   search   engine and   leading   Technology Company,   had   

several   strengths.   Firstly,   it   had   superior   searching   and   indexing   technology,   not   

just   in   terms   of   algorithms,   but   also   in   terms   of   hardware   and   storage   

capacity.   It   could   therefore   offer  ibetter i results i faster i than i its i competitors. i Its i 

size i and i good i performance, i including i $36 i billion i in i cash i in i 2011 i , i allowed i 

Google i to i expand i without i the i worry i of i capital i investments. i Other i advantages i 

included i the i prestigious i name i of i Google i within i the i IT i world. i This i gave i them 

i access i to i some i of i the i best i engineers i available . i As i the i head i of i Google’s i 

Chinese i operations i was i appointed i Dr. i Kai-Fu i Lee, i former i vice-president i of i 

Microsoft i with i vast i expertise i in i the i Chinese i market. i It i means i that i Google i 
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could i enter i the i market   with   the   best   people,   experienced   leader   and   massive   

stockpile   of   cash.       

   Weaknesses    

were   also   present. i The i first i of i them i was i Google’s i global i brand i image i that i 

ruled i out i full i adaptation. i The i company i faced i significant i criticism i for i allowing i 

censorship i although i it i was i one i of i the i basic i requirements i stated i by i the i 

Chinese i regulators. i A i second i weakness i was i the i limited i space i for i creating i 

relationships i with i Chinese i officials i compared i to i its i rivals. i This i was, i in i part, i 

due i to i internal i anti-bribery i rules i and, i in i addition, i US i laws. iAnother i and i the i 

most i important i weakness i was i Google’s i global i strategy, i which i was i not i 

sufficiently i adjusted i to i the i Chinese i market i and i displayed i an i insufficient i 

knowledge i of i the i market i in i general. (Awais, M., & Samin, T. 2012) 

Opportunities i  

were i wide. i The i rapidly i growing i Internet i market i in i China i offered i a i new i and i 

potentially i enormous i source i of i revenue. i The i Chinese i Internet i population i of i 

online i shoppers i is i currently i the i second i biggest i in i the i world: i 140 i million i 

compared i to i 170 i million i in i the i US. i i With around 12% market shares i in i 2006, i 

there i was i an i obvious i potential i for i growth. Moreover, i as i people i in i china i were i 

becoming i richer, i future i prospects i for i Google i were i very i optimistic. (Awais, M., & 

Samin, T. 2012) i   

 

Threats.    

Operating   in   an   authoritative   regime   without   legal   certainty   is   always   risky.   A   

sudden   change   in   any   regulation   scan   easily   torpedo   business   strategies.   Another   

threat   was   Google’s   competitors,   namely   Baidu,   its   Chinese   counterpart   holding   

a   majority   in   the   market. i Advertising, i main i market i where i Google i operates i is i 

two-sided. i It i means i need i to i attract i audience i first i in i order i to i attract i clients. i If 

i Google i wouldn’t i be i able i to i win i significant i market i share, i its i revenues, i based i 

i mainly i i ion i i ithe i i inumber i i iof i i iusers i i iit i i icould i i iattract, i i iwould i i 

isuffer i    heavily.  (Schumann,  J.  H.,  von  Wangenheim,  F.,  &  Groene,  N.  2014) 
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 i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i i 

 i i i i iValue iChain iAnalysis 

In ithis ipart iwe iare ianalysing ithe ivalue ichain iprocess iof i iGoogle i. iThis iwill ihelp ito 

understand ithe iGoogle’s iinternal istrength iand iusage iof ivalue ichain ianalysis iin 

competing iwith iBaidu iin ichina i. i i i 

Google has a different value chain from the traditional model. To demonstrate how raw 

materials move to finished goods for sale as it gains value in transit we will make some 

assumptions. It has a nuanced value chain because most of its products aren’t physical.  

Value chain analysis is done to understand the internal process , and strength and weakness in 

the value chain. Strengths can be used for competitive iadvantage iand poor iprocess ichains 

iare ito ibe iimproved iand ibrought ito ithe iexpected ilevel. i Following iare ithe ianalysis 

iexplained iin idetail. 

 

 

According ito iLarry iPage, ia iperfect isearch iengine iis ione ithat igets iexactly iwhat 

iyouimean iand iprovides ithe iexact iinformation iso ithat iyou ido inot ineed ito itype iit 

iagain iafter irephrasing. i(Shepard, iC. i2013) 
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I. Inbound ilogistics 

 

In ithe isoftware iapplication iandroid, iinbound ilogistic ibegins iwith icell iphone iapps 

created iby idevelopers. iThey ihave ia isufficient inumber iof iApps iwith imore ifree iApps 

than icompetitors. iThis iplaces itheir iinbound ilogistic iat ia ifavourable ispot. iLet ius make 

an iassumption ithat iGoogle iusers iare iraw imaterials. iThe icompany igathers iits iwebsite 

users i(raw imaterials) iby iencouraging ithe iuse iof iits istellar isearch iservices. iThey iare 

the ifirst istep iin ithe isuccess iof ithis imodel, iwhen ithey iplace ia isearch ion itheir 

computer. i 

 

 

II. Operations 

The ioperations ilogistics ibegin iwith ithe ialgorithms iof ifunctioning iqueries iin ithe iweb 

iserver ishown iin ifigure i19. iThis iis iwhere ithe iquery icomes ifrom iwhen iit igoes ito 

ithe iindex iserver. iThe iquery imoves ifurther ito ithe idoc iserver ito iretrieve ithe 

idocument. iAt ithe idoc iserver, isnippets idescribe ieach isearch iresult. iFor iAndroid, 

ivalue ichain ioperating iactivities iinclude ithe icontinuous idevelopment iand imaintenance 

iof icell iphone iApps. iThey ialso iupdate ithe iAndroid ioperating isystem iat ia iregular 

ibasis. iThey iare ivery iefficient iin ithis irespect. iHowever, ithey ilose icontrol iin ithe 

iimitation iof itheir iOS iand imany ipeople iare iable ito ihack iand irecreate isoftware ifrom 

itheir iOS. iThey ican iimprove iin ithis iarea iby idecrypting iit ifurther. i i(Shepard, iC. 

i2013) 
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Source i i: iwww.slideshare.net 

III. Outbound iLogistics 

In itheir ioutbound ilogistics, iusing iassorted isigns i“text iadvertising,” ithe isearch idirects 

users ito iGoogle’s iadvertising ipartners ias itraffic. iAdvertisers itransform ithem ito 

conversions iand isales iwhich i(as ian iassumption) iare ireferred ito ias ifinished igoods. 

Therefore, iGoogle iwants ius imany iraw imaterials ias ipossible iin iorder ito iplease ias 

many iadvertisers ias ipossible iby ithem ienjoying ifinished igoods. iThe ivalue ichain would 

ithen ibe iinferred ias iGoogle iadding ivalue iby idirecting ihigh iquantity iof iweb iusers ito 

ispecific isites iand isorting ipre-qualified ivisitors ifor ithese isites iusing isearch ihistory 

iand ikeywords. i 

IV. Marketing 

Google iis ia iwell-known ibrand iand ihas iproducts ithat iself-advertise iwhenever isomeone 

ilogs iin ito itheir idevice iand ito ithe iinternet. iThey ifocus ion imaking itheir iproducts iand 

iservices iso igood ithat ithey ineed inot iplan ion imarketing iactivities. iThis iperpetual 

imarketing iis ievidenced iby ithe ifrequency iin itheir iproduct ilaunch iof iexciting iproducts 

iand iservices. i(Denning, iS. i2014) iThey ido inot ineed ito iadvertise ito iadvertisers iwho 

iare itheir ibuyers ibut ito iusers ibecause ithat iis iwhat iadvertiser’s iwould iwant ito ireach 

iand iknow iabout. iEvery itime ithey imake ia iminor iadjustment ion itheir iservices ior 

iproduct iand iannounce ithe inew iversion ithat iis itheir iform iof iadvertising. iTherefore, 

iall ifunds ithat iwould iinitially igo ito imarketing igo ito iresearch iand idevelopment 

iinstead 
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II. Service iAfter ithe iSale 

Service iafter ithe isale iin ithis icase iis iabove iaverage ibecause ithere iis icontinuous 

collaboration ibetween ithe iuser iand ithe ionline iplatform iand iGoogle ihas ia ilot iof 

instructional iservices ito ithe ipublic iwith iaccess ito iGoogle isupport isuch ias iGoogle 

help idesk. iThe ivalue ichain’s imost ivital iaspects iare ithe itechnology, isales iand 

marketing iand isystem idevelopment. i(Denning, iS. i2014) iGoogle’s iservice iis iprice 

competitive ibecause iof ithe iquality iand ireturn ion iinvestment iof ionline iadvertisements. 

Furthermore, ibeing ifree ienables ifree iinformation iand iuser iguide ifrom iuser igenerated 

icontent. 

 

 

 

Financial ianalysis iof iGoogle i 

    

$ 

Year 2015 2016 2017 2018 

Revenue 

 i i i i i i 

i74,989 i 

 i i i i i i 

i90,272 i 

 i i i i i i 

i1,10,855 i 

 i i i i i i 

i1,36,819 i 

Gross iMargin i% 

 i i i i i i i i i i 

i i i i i i62 i 

 i i i i i i i i i i 

i i i i i i61 i 

 i i i i i i i i i i i 

i i i i i i i i59 i 

 i i i i i i i i i i i 

i i i i i i i i57 i 

Net iIncome 

 i i i i i i 

i16,348 i 

 i i i i i i 

i19,478 i 

 i i i i i i i i i i 

i12,662 i 

 i i i i i i i i i i 

i30,736 i 

Earnings iPer iShare 

 i i i i i i i i i i 

i i i i i i23 i 

 i i i i i i i i i i 

i i i i i i28 i 

 i i i i i i i i i i i 

i i i i i i i i18 i 

 i i i i i i i i i i i 

i i i i i i i i44 i 
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Financial iPeгfoгmаnсe iof iBаidu i $ 

Yeаг 2015 2016 2017 2018 

Revenue 10,247 10,161 13,034 14,876 

Gгoss iMагgin i% 58 49 49 49 

Net iInсome 5,196 1,675 2,812 4,010 

Eагnings iPeг iShагe 15 5 8 11 

 

 

Google ihas ithe ivery iGood itrack irecord iof iits ifinancial iperformance iif iwe ican inotice 

ithe iperformance iof ithe iGoogle iit iis iconveying ithat iin i2015 irevenue iwas i74,989 iM$ 

iand iin i2018 irevenue iis i1,36,819 iM$ i.That ishows itremendous iincrease iin irevenue. 

iThis ishows ithe iyearly iregular iand iconsistent igrowth irate ihas ibeen imaintained iby 
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iGoogle. iIf iwe ilook iat ithe iEPS iof iof iGoogle ieven iit iis iGrowing iwith ithe irevenue 

iHence ithe iInvestors iwill ibe iinterested ito iinvest imore. i i iBut ithere iis ireduction iin 

igross imargin idue ito iincrease iin ioperating iexpenses. iOverall iperformance iGoogle iis 

igood. 

This ifinancial iperformance ishows ithat iGoogle ican iuse ithis ias ia icompetitive 

iadvantage iin iincreasing iits igrowth iin iChina iand ialso ito iacquire imarket ishare. iThis 

ishows ithat iinvestors iwill ibe ilooking ifor iinvesting iin iGoogle. iInvestor iwill iprefer ito 

itake irisk iin i iorder ito igain ireturn, iInvestor iwill iprefer irisk ilooking iat ithe igrowth 

iopportunity. i 

Conclusion & Recommandation  

From  the  above  analysis  and  the  facts  of  the  cases  it  is  evident  and  obvious  that  

Google  has  strong  and  sustainability  and  competitiveness.  In  the  global  business  

Google  has  the  strong  position  over  its  competitors.  Google  in  china  which  was  

operative  before  2010.  And  it  was  banned  due  to  censorship  issue  raised  during  2010.  

Now  Google  planning  to  renter  the  china  market.  In  order  to  manage  the  strategies  

effectively  and  to  grow  its  business  and  brand  in  china,  Its  necessary  to  develop  

strategies  and  implement  effectively  adopting  the  market  strategy  with  finding  alliance  

with  the  competitors  of  the  the  Baidu.  This  strategic  alliance  with  competitors  will  

provide  positive  growth  trend  to  the  Google.  Google  can  use  its  technology  in  china  

by  sharing  it  with  Google  china.  However  as  the  Google’s  servers  were  hacked    

previously  in  china  which  affected  Google  negatively,  Hence  Google  shall  take  the  

privacy  policy  in  consideration  and  also  local  regulations  to  avoid  the  conflict  with  

government.  As  analysed  in  our  report  we  understand  that  Google  has  got  all  

potentials  to  enter  the  market.  Hence  particular  strategies  may  help  Google  to  increase  

their  market  share  and  also  to  grow  in  market.  Also  artificial  intelligence  is  a  one  

particular  area  where  Google  must  concentrate  on  ,  because  Baidu  is  totally  investing  

on  AI  and  want  to  crate  monopoly  .Hence  Google  shall  consider  all  these  facts  to  re-

enter  the  china  market  successfully  . i i i i i i i i i i i i i i i i i 
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