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[bookmark: _Toc134480483]Introduction
Strategy is defined by (Watkins, 2007) as a clear roadmap or defined plan or action that is undertaken to achieve desired goals. In the context of organisation, strategy is defined as a path selected by a firm to accomplish future business goals and success (Chartered Management Institute [CMI], 2020). A good strategy is the one that helps to generate competitive advantage (O'Shannassy, 2008). As stated by Barney and Hesterly (2019), competitive advantage is when a company generates more economic value (the highest price a customer is ready to pay for the company’s product or service) than the competitors. Further, by following a strategic management process, a company increases its chances of selecting a good strategy. According to Armstrong (2021), strategic management (SM) is defined as a process by which strategies are designed and implemented. It is about identifying opportunities in the market, investigating and gaining competitive edge (Lynch, 2015). It is a clear indicator of a company’s performance (Wheelen, et al., 2018) and therefore every organisation should have effective strategic management in place. 
The aim of this report is to analyse the strategic management of Google Inc. using various theoretical models. In this process, the report thoroughly investigates Google’s micro and macro environment to identify its business strategies and how it achieves growth, success and competitive edge with the management of those strategies.

[bookmark: _Toc134480484]Google Inc. Background
Google Inc., an Alphabet Inc. subsidiary, is an American-based company that was founded in 1998 by Larry Page and Sergey Brin (Google, n.d.). It is a globally recognised company having a dominating market share of 85.53% in the search engine field (Muhammad, 2023). It had generated a total revenue of $279.8 billion in the entire year of 2022 (Bianchi, 2023). According to regulatory filing by Alphabet Inc. (2022), Google had 186,779 employees for the quarter ending September 2022. The company conducts business in the areas like, search engine, advertising, social media platforms, operating system and hardware. Its product portfolio includes Google Search, Google Chrome, Google Docs, Google Maps, Google Drive, AdSense, YouTube, Gmail, and so on (Global Data, n.d.). Currently, Google Inc.’s business is present in the US, Middle East, Europe, Africa and Asia-Pacific (Verdict Media Limited, 2023).

[bookmark: _Toc134480485]Google Inc.’s Mission and Objectives
The mission of Google Inc. is to better organise the global information and ensure that it is used and accessed by people universally. In addition, its objective is to provide the most recent and highly reliable information to people through its wide range of sources. (Google, n.d.)

[bookmark: _Toc134480486]Macro-Environment Analysis
Whittington, et al. (2020) referred to macro-environment (Refer to Fig. 1) as a broader external environment consisting of uncontrollable factors that has a major or a lesser impact on the companies, businesses and sectors. PESTLE analysis is an effective framework to analyse the broad macro-environment of Google and to find how changes in environmental factors impact the company (Johnson, et al., 2011).
[image: ]
Figure 1: Business Environment Layers
(Source: Johnson, et al., 2011)
[bookmark: _Toc134480487]PESTLE Analysis
Johnson, et al. (2011) explained that PESTLE analysis covers 6 types of environmental influences: the political, economic, socio-cultural, technological, environmental and legal (Refer to Fig. 2), which can determine the success or failure of strategies. Based on the past and the current changes in the PESTLE factors, an organisation can predict future situations that can either positively or negatively affect its operation (Yuksel, 2012). The influence of PESTLE factors on Google can be analysed as follows:
[image: PESTEL analysis = Definition and Examples in USA [2023 ]]
Figure 2: PESTLE Analysis
(Source: Adapted from Dibb, et al., 2019)
Political
Government interventions related to taxation and how digital businesses operate in the market may influence companies in the technology industry. For example, the United Kingdom (UK) government had recently raised 2% digital service tax on the revenue of tech companies and this may further increase their digital advertising cost (HM Revenue and Customs, 2020). Further, the UK government is planning to impose ‘pro-competition intervention’ to boost innovations and to help small digital businesses to grow in the market (Competition and Market Authority, 2020). This regulation can impact the dominating market power of incumbents in the future. 

Economic
Computer software, hardware and tech companies can be affected by economic prosperity in the market of its operation. For example, both the UK and the United States (US) have the largest economies in the world (Worldbank, 2022) and this gives an opportunity to companies in the industry to expand their business in new markets that would further increase their revenue. Further, high economic growth can enable these companies to increase their purchasing power and invest in advanced systems and products. 

Socio-cultural
Data privacy and increasing popularity of ad-free platforms can be a major concern for search engines and tech companies in the industry. For example, 80% of Google’s revenue is generated from Google Ads on different platforms (Graham and Elias, 2021). However, there is increasing concern among online users that their privacy is breached as the digital ads target them and gather their personal data (Froehlich, 2022). Therefore, they prefer to use ad-free or ad-blocking platforms and this can eventually diminish the usage and popularity of Google platforms.  

Technological
Technological advancement in terms of Artificial Intelligence (AI) and Cloud technology can offer significant opportunities to tech companies. They can incorporate AI into its business in order to improve the functionality and experience of the end-users (Google, 2023). Further, Cloud technology can help tech companies to better integrate applications and services and it is predicted that these technologies will earn high growth for companies in future (Marr, 2022).

Legal
As stated earlier, tech companies may need to collect private data of the users to generate more revenue (Froehlich, 2022). The Data Protection Act 2018 of the UK strictly prohibits specific and explicit use of consumers’ data (Gov.UK, n.d.) and therefore tech companies may have to face tough time in operating its business on different platforms. 
The Copyright law in the UK limits the users from posting copyrighted content on the internet (Intellectual Property Office, 2014). This may impact the range of information being available on various digital platforms, like YouTube, which may further reduce the traffic and revenue coming to the tech business.

Environmental
According to the United Nation [UN] (2021) technology industry is responsible for emitting 2% to 3% of global carbon emission. Companies operating in this industry need to address the environmental issue that is negatively affecting the world. By teaming up with the UN and adhering to its net zero targets and low carbon emission practices, companies in the industry contribute to the environment which can result in a carbon-free future (UN, n.d.). 

[bookmark: _Toc134480488]Micro-Environment
Baines, et al. (2019) stated that micro-environment is sometimes referred to as ‘competitive environment’ and it includes key players, such as competitors, wholesalers and retailers, suppliers, distributors, customers and general public, who directly influence the business of the company. Mahajan and Mahajan (2015) explained that the perspective of the general public plays a significant role in influencing the opinion of other consumers, about the company and its offerings. This creates competition in the environment wherein companies formulate effective strategies to get maximum customers’ attention. However, to design effective marketing strategies, Google needs to first analyse the micro-environment using efficient tools, like Industry Life Cycle to understand how businesses are evolving in the industry, and Porter’s 5 Forces Analysis to examine how competition shapes the industry (Indeed Editorial Team, 2023; Chartered Institute of Management Accountants, n.d.). 

[bookmark: _Toc134480489]Industry Life Cycle
Industry life cycle consists of 5 stages, as shown in Fig. 3, regarding how a business develops, progresses, and falls or collapses within the industry (Whittington, et al., 2020). The life cycle begins with the development of the business in the industry followed by its growth, fluctuation in the growth, saturation within the industry and finally the declining phase of the industry or a business (Panda, 2009). 
[image: ][image: File:Google "G" Logo.svg - Wikimedia Commons]
Figure 3: Industry Life Cycle
(Source: Adapted from Whittington, et al., 2020)
The technology sector, in which Google operates, is currently in its high growth stage. This is because businesses in the technology industry are booming and innovating new products and services which are widely accepted, adopted and demanded by the consumers on the global platform (Deloitte, 2023). With the advancement, technology is also improving and refining and offering increasing growth opportunities for all businesses in the industry leading to increase in their purchase power (OECD, 2018). As a result of this, new entrants are constantly entering the market to gain increasing profitability in the growing and inclining tech market (Zhang, et al., 2021). Businesses, like Google, are currently flourishing in the tech industry and their products and services are used by a wide range of customers globally. Such businesses do not have to worry about their rivals as they have a strong customer-base (Zhang, et al., 2021). 

[bookmark: _Toc134480490]Porter’s Industry Five Forces Analysis
According to Johnson, et al. (2019), Porter’s industry analysis helps in assessing and examine the attractiveness and profitability of an industry with regards to 5 competitive forces (Refer to Fig. 4). 
[image: ]
Figure 4: Porter’s Five Forces
(Source: Hooley, et al., 2019)
The potential for profitability in the technology industry can be assessed as follows:
Threat of new entrants: Michael Porter (1979) suggested that new entrants are essential factors in identifying an industry’s profitability and attractiveness. In terms of the technology industry, some new players can easily enter the company with simple software design and simple coding that requires minimal fixed cost (Larry, et al. 2014). For example, creating an online app or online business may require low or no code and therefore new entrants can easily enter the industry (IBM Cloud Education, 2022). However, to compete with giant technology companies, like Google, Amazon, etc., the new entrants may require strong information technology (IT) infrastructure and a good amount of financial resources which may hinder the quick growth and success of new players in the industry (Hill and Rothaermel, 2003). Therefore, the entrants’ threat is medium in the technology sector. 

Threat of substitutes: Substitutes refer to any product or service in the industry that can be exchanged or replaced with the company’s product or service (Magretta, 2012). The technology industry consists of businesses that offer various products and services, such as software, applications, electronic devices, artificial intelligence, and various other IT systems (International Business Centre, 2023). Each product and services are unique in its kind and there may or may not be a substitute available for them. For example, artificial intelligence can be substituted with synthetic intelligence, however, the latter is not as effective as the former (Marr, 2018). Hence, the threat of substitutes is low in the industry.
Bargaining power of suppliers: This identifies the power of suppliers over a company in an industry. Incumbents, like Google, have a large number of suppliers (over 1,000) globally that offer hardware support and services. Such companies in the industry face low bargaining power of the suppliers due easy and low cost associated with the changing suppliers (Kim, et al. 2010). 
Bargaining power of buyers: Like suppliers, this helps to examine the power that consumers have in an industry. In the technology industry, consumers have high bargaining power as there are a large number of incumbents and new players existing in the technology industry offering a wide range of technology products and services (Larry, et al., 2014). Further, Kim, et al. (2010) stated that the high power and low switching cost allows buyers to switch the companies in the industry based on their requirements and needs. Magretta (2012) explained that switching cost is an essential factor that pressures companies to pay high attention on their buyers 
Industry rivalry: It examines the level of competition existing between different companies in the industry (Magretta, 2012). The technology industry which is flooded with new players and incumbents experience high rivalry between the firms (Larry, et al., 2014). However, giant incumbents, like Google which deals in various market segments have to deal with different key competitors and alternatives, like Microsoft, Apple, Samsung, Amazon, Yahoo, Bing, IBM, and many more that have high market share and market growth rate in the industry and are constantly competing in industry due to their innovative products and services (Garter, n. d.; Business Strategy Hub, n. d.). 

[bookmark: _Toc134480491]Internal Analysis
The focus of the internal analysis is to assess the internal aspects of a company which includes its tangible and intangible resources, organisational capabilities and processes and assets (Kamasak, 2017). Such an analysis, helps to exactly determine the areas where improvement is needed so that effective business strategies and plans can be created. Furthermore, examination of internal analysis along with the external environment can help to identify a company’s position as well as its competitiveness in the market (Gamble, et al., 2015). The first step of internal analysis is to identify the resources and capabilities of an organisation that are needed to survive and compete in the market. 

[bookmark: _Toc134480492]Google’s Strategic Resources and Capabilities
As stated by Whittington (2020) resources include the physical, financial and human component of an organisation and the capabilities indicate how these components are utilised by the organisation to generate increasing value (Refer to Fig. 5). 
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Figure 5: Resources and Capabilities
(Source: Whittington, et al., 2020)
Physical resources and capabilities: Google has intangible and tangible physical resources. The tangiblephysical resources of Google are its 70+ offices in 50 countries across the world (Google, n. d.). Its headquarters in California, called Googleplex, is the main assets of the company. These offices and headquarter consists of a large database, and IT infrastructure that stores, manages and distributes data (Google Cloud, 2022). Further, the data centre of Google consists of resources like, hardware and disks, computers, and virtual machines that are capable of offering various services like Cloud service, data protection, transfer of data, etc. (Google Cloud, n. d.). In addition to these resources, Google possesses intangible resources, like its company patent and copyright, and its trademark and trade secrets which are its biggest assets that has helped the company to achieve a leading position in the market (US Securities and Exchange Commission, 2014).
Financial resources and capabilities: Google generates revenue through its wide range of products and services, such as software, and internet-supported services, like search engine and internet browser, mobile applications and OS (operating systems), cloud service, and so on. It also makes revenue from selling advertisement space on its platforms, like YouTube. All these businesses help Google to generate considerable financial resources ($282,836 million in 2022) which the company uses to make future acquisitions and mergers and to develop its products and services (Alphabet, 2022). For instance, currently Google has acquired around 240 companies and have made nearly 161 investments in different sectors, like Social Platforms, Cybersecurity, etc. (Tracxn Technologies Limited, 2022).
Human resources and capabilities: The human resources of Google includes its workforce, partners, suppliers and customers. According to Bianchi (2023), Google has around 190,234 full-time employees which include, learning and development team that designs innovative programmes for future learning and growth; analysts that generate real-time data to create business solutions; recruiters and staffing channels that responsible for hiring and engaging right talent and skilled workforce into the business; strategy and operations team to manage complex business requirements, administrative team for planning events and supporting various teams across the organisation; and program managers that handles day-to-day operations and plan, execute and communicate various projects (Google, n. d.). Additionally, Google has 4,129 business partners, 4.3 billion global users, 2,004,820 Cloud customers (companies), and over 500 suppliers across the globe offering hardware components and other related products (Bianchi, 2023; Enlyft, 2023; Google Careers, n. d.; Partnerbase, n. d.; Google Cloud, n. d., Google, 2019). 
The above-mentioned resources and capabilities are important for Google to function its business, to compete with the rivals and to gain parity with them. In the absence of these resources and capabilities, it may be difficult for the company to survive and sustain in the market. Therefore, they can be referred to as threshold resources and capabilities of Google (Whittington, et al., 2020). 

[bookmark: _Toc134480493]Value Chain Analysis
Johnson, et al. (2011) described that a value chain of an organisation consists of different types of activities, with operates in collaboration to develop a product or a service. If an organisation wants to create value for its customers and gain competitive edge at the same time, the management needs to be aware of different activities that they can highly consider to achieve their objectives of value creation (Whittington, et al., 2020). A value chain of an organisation mainly consists of two key activities (Refer to Fig. 6), i.e. primary and support or secondary activities (Naga, 2015). The focus of the primary activity is to produce and deliver goods and services, where the support activities aids in enhancing the efficiency and effectiveness of the primary activities (Johnson, et al., 2011). 
[image: What is Value Chain Analysis?]
Figure 6: Value Chain Analysis
(Source: Naga, 2015)

[bookmark: _Toc134480494]Primary Activities
In Google’s value chain, the primary activities are as follows:
Inbound logistics – The inbound logistics activities of Google creates increasing value in comparison to other value chain activities. Search engine is the main business of Google that is used by millions of people to find their required information(Bianchi, 2023). The results generated on Google Search can therefore be considered as a product offered by the company. These results are generated by the automated program, called Crawlers, which is owned by the company (Search Console Help, n. d.). Therefore, the company does not have to bear any inbound logistic cost for its key product. Besides, Google uses different technology tools, hardware and machines for various other business operations (Rex, et al, 2007). However, the company does not publish information about its inbound logistics and its inward supply chain. The supply chain and logistics web page of Google is concerned with the services that it provides as a supplier to its customers (Google Cloud, n. d.). 
Operations – The operation of Google is handled through 70+ offices in 50 countries across the world (Google, n. d.). These offices are known for its creative infrastructure having distinctive facilities, like fitness club, gaming, pool, café, etc. (Yang, 2017). Google’s operations are concerned with technological algorithms and general as well as advanced search systems. Besides, they deal with other technology segments, like e-commerce, ads, Chrome, etc. and other hardware initiatives. The major revenue generating operations include, Google ads, sales of digital devices and content, and Cloud service. (Graham and Elias, 2021).
Outbound logistics – To operate the core business, i.e. search engine and Google ads, the company does not have to deal with any outbound logistics. However, Googles’ major outbound logistics include the selling of its technological devices, like Smartphone and watches, Chromebooks, and various other technological accessories (Google, n. d.). These devices at sold on Google’s company websites, as well as through third-party, such as Amazon, Curry’s, etc. The physical stores of Google are only present in 2 location (New York) across the world (Google Store Help, n. d.). This helps company to save considerable cost which is otherwise spent of maintaining the physical stores.
Marketing and sales – Google promotes its business through both offline and online medium and uses various marketing mix strategies, like advertisements of different medias, public relationships, and events (Google careers, n. d.). However, sales promotion and direct marketing is not much considered by the company. In the year 2022, Google’s marketing expenses were $26.56 billion. (Bianchi, 2023)
Services –Google offers after sale service to its customers through its Google Forum. It also offers customer service contact details for any technical needs, concerns, complaints and assistance. (Google Workspace, n. d.)

[bookmark: _Toc134480495]Secondary Activities
[bookmark: _heading=h.gjdgxs]Procurement –Like outbound logistics, Google is also selective about its procurement and does not reveal information to general public. However, since there is not raw materials involved in the logistics, it can be assumed that the procurement will be minimal. Also, there are possibilities that the procurement must be conducted online in order to save cost and time that may be spent on physical procurement. 
Technology development –With regards to technology development too, Google does not reveal much information. However, it has around 21 data centres located across the world which offers 24/7 service to its customers (Google Data Centers, n. d.). They efficiently use power and other technical resources in these centers which gives the company a competitive edge (Sattiraju, 2020). 
Human resource management –The growth and development of Google can be attributed to its effective leadership and human resource management (HRM) team. There is an employee-centred culture prevailing in the company which believes in empowering its workforce. Besides, the HRM ensures that it hires and retains talented workforce who has technological abilities, innovative and creative mind and efficiency. (Pratap, 2017)
Firm infrastructure –Google has a legal, financial and management team in its functional infrastructure that ensures smooth functioning of business operations (Google Careers, n. d.). The technical and management team is dedicated and commitment to their work and offers good customer service thus giving the company a competitive edge. (Google Workspace, n. d.)
[bookmark: _Toc134480496]VRIO Analysis of Distinctive Resources and Capabilities
As stated by Whittington, et al. (2020) a company can achieve competitive edge through its distinctive resources and capabilities. They make the organisation unique and distinctive in comparison to its competitors which increases its value among the customers and enhances its performance (Barney and Hesterly, 2015). A firm canuse VRIO framework to analyse the effectiveness of its resources and capabilities in offering it a competitive edge. VRIO is an acronym for value, rarity, inimitability and organisational support.As stated by Barney and Hesterly (2015), if the resources are not valuable, it does not offer competitive edge to the company. If they are valuable but not rare, it may not give uniqueness to the company resulting in competitive parity. However, if the resources are valuable and rare but easy to imitate, it can provide temporary competitive advantage. Moreover, a firm can gain sustained competitive advantage if its resources and capabilities are VRIO(Refer to Fig. 7).  
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Figure 7: VRIO Framework Application
(Source: Barney and Hesterly, 2015)
VRIO assessment of Google’s resources and capabilities can be described as follows:
Valuable – Theseresources and capabilities of Google can help it to design valuable products and services, and to act on opportunities and threats present in the external environment (Whittington, et al., 2020). The most valuable resource of Google is its search engine. Over the years, it has created good image and value among the customers which is evident from its extensive use across the world. Additionally, it has helped Google to gain 85.53% of market share in the search engine industry (Bianchi, 2023). Google also generates increasing revenue from the Google Ad’s and in 2022 this revenue was around $224.47 billion(Bianchi, 2023). Nevertheless, Google creates economic value by offering high quality technological products to its customers and by adding attractive features to it. For example, android product of Google offers better connectivity, Bluetooth feature, storage, etc. which is highly valuable for customers as well as economically valuable for the company (Android, n. d.). 
Rare –They are the resources that is only possessed by the company or by very few companies in the market (Whittington, et al., 2020). The search algorithm of Google provides it a competitive advantage as it can offer quick and comprehensive responses. It also has abilities to quickly respond to the changes in the internet environment. The collective knowledge and computer codes behind every product of Google is very difficult for other companies to replicate. As a result the company is able to gain maximum share in the search engine market for a very long time.  (Business School 101, 2022)
Inimitable –These resources are complex and expensive for the rivals to develop, substitute or purchase it at a reasonable price (Whittington, et al., 2020). Google’s personal home assistant has gained significant attention in the market from its competitors who are constantly trying to imitate its product. However, Google had directly imitated this product from Amazon’s home assistant. After a year of Google released its device, Apple directly imitated Google and launched its home pod. However, this imitation are very difficult for the small firms in the industry to copy or purchase. (Business School 101, 2022)
Organisational support – This is the final criteria which decides whether a resource is capable of offering competitive advantage to the firm. Google has a well-designed internal organisational structure that highly motivates employees to work to their full potential. Its 70+ offices are well-co-ordinated so that business processes can be conducted smoothly (Google, n. d.). The IT department of the company has vast technical resources and it efficiently collects and processed data. Such a structural organisational support helps Google to enjoy competitive advantage (Pratap, 2020). 


[bookmark: _Toc134480497]SWOT Analysis
SWOT is the acronym for Strengths, Weaknesses, Opportunities and Threats. Googles organisational level strengths and weaknesses, and its external opportunities and threats can be illustrated as follows:
	Strengths
	Weaknesses

	· Well-known company in the technology industry whose products are extensively used by wide consumer segments 
· Leading player in search engine market with the market share of 85.53%
· Good brand value and business reputation
· Offers tough competition to the competitors and it is difficult for them to copy or imitate Google’s algorithms 
· Strong financial capabilities and generates increasing revenue of $279.8 billion in 2022
· Introduced new and innovative hardware products in the market, like Smartphones, Smartwatches, Pixel, etc.
· Deals in wide range of products and services that include search engine, Could computing, mobile application, hardware and software development and many more
· Positive and employee-centric work culture 

	· Google is been criticised for its privacy policies wherein it hides most of its information related to its business operation and algorithms 
· Increasing dependency on online advertisement for generation of its revenue
· Lawsuit due to patent breach costs the company in terms of money, time and energy which could have been otherwise utilised for further innovations (Wolfe, 2019)

	Opportunities
	Threats

	· Product development through Google glasses and Google play
· Market expansion in new market with innovative products
· Acquiring more companies, like YouTube, to increase its market presence and to diversify its business
· Combining services of Google through Google plus and thus becoming leading networking and search system
· Expansion of Google TV with innovating programming, movies, web series and web connection to offer all-round facility to the customers
	· Threat of more lawsuit may hamper company’s reputation
· Leak of privacy and confidentially that the company has maintained for its algorithms and business processes
· Competition from giant players, like Amazon, Apple, Yahoo, etc.
· Technology halt or economic downturn may seriously hamper Google’s business





[bookmark: _Toc134480498]Strategies to Sustain Competitive Advantage
According to Truss, et al. (2012), to gain and sustain competitive advantage over the competing firms and their products or services, a company needs to design effective competitive strategies. Although there are different ways of gaining competitive edge, the most common strategy is to reduce the cost of products and services than that offered by the competitors (Whittington, et al., 2020). However, when designing the competitive strategies, the marketing managers need to ensure that the strategies are not only economically valuable than the competitors but are also difficult for them to replicate (Gulati, et al., 2016).  
Michael Porter had designed a framework for generic competitive strategies that is applicable to different type of business situations. This framework consists of three generic strategies which the companies can use to achieve competitive edge over their competitors (Refer to Fig. 8).
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Figure 8: The Three Generic Competitive Strategies
(Source: Gulati, et al., 2016)
Google offers wide range of products and service to a large customer-base (4.3 billion users) across the world (Bianchi, 2023). Since its foundation in 1998 the company has outperformed its competitors in the market by introducing innovative and unique products and services, which includes mobile applications, search engine, browser, OS, desktop and hardware (Google, n. d.). Thus, differentiation, in terms of innovation, is the generic competitive strategy adopted by Google to beat its competitors (Firoz Suleman, et al., 2019). According to Google (n. d.), it has been constantly investing in differentiation in order to enhance the customers’ experiences and to win their loyalty so that they repeatedly purchase from Google.The most differentiated service offered by Google is its search engine which has the maximum market share (85.53%) in the industry (Bianchi, 2023). Google Search has been updated over the time so that fastest, reliable and smartest service can be offered to its users along with giving tough competitions to its competitors like,Yahoo, Bing, etc (Google Search Central, 2022).For example, Google’s search engine consists of the most differentiating feature, called PageRank algorithm. It is a system that ranks the websites based on their quality instead of the search terms or phrases. This helps the user to generate qualitative and useful information (Google Search, n. d.). Furthermore, Gawer and Cusumano (2014) claimed that Google’s innovative products are targeted to a broad market segment which includes, people (of all age group), professionals (from different field) and companies (in different industry). By introducing wide technology-based products, Google maintains its generic competitive position in the market, however, it is important for the company to continue introduce unique and innovative products as well as to improve the existing products based on the market needs (Firoz Suleman, et al.,2019). This will help Google to sustain its competitive edge in the technologically advancing market that consists of powerful and aggressive competitors. 

[bookmark: _Toc134480499]Growth Strategies
As explained by Kotler, et al. (2019) growth strategies illustrates a strategic route which an organisation adopts in order to enhance its growth as well as that of its products and services beyond the current level. In order to analyse the most profitable growth strategy, Google can consider Ansoff’s matrix (Refer to Fig. 9).
[bookmark: _Toc134480500]Ansoff’s Matrix
This matrix consists of 4 strategies which helps a company to not only launch new products or services in existing or new market, but also aids in exploring the opportunity for moving away from specific market and entering into a new diversified market (Lynch, 2018).   
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Figure 9: Ansoff’s Matrix
(Source: Kotler, et al., 2019)
Market development – This strategy is also considered by Google to attract new customers through new variation in its existing products. For example, Google offers its Cloud system as a new product for application programmers, along with the basic use of the Cloud services, that is to store and network big data, which is available to all people (Google Cloud, n. d.). Using market development as a growth strategy, Google can reach more new areas across the world. Additionally, product differentiation can aid the company in effectively executing market development. 

Market penetration –The rigorous expansion strategy of Google, especially outside the US, mainly emphasis on market penetration. The strategic goal behind this is to increase its customer-base and lead the market across the globe (Kinsta Inc. 2023). Although, Google has achieved a leadership position in the US market, however in some markets, like China, Google has to compete directly with major competitors, like Baidu to increase its market share (Wheeler, 2020). Therefore, through market penetration, the company is aiming to achieve maximum market share and growth through its search engine and online ads segment. In addition, with differentiation strategy Google is introducing competitive products and services that can increase its competitive advantage and boost its market share (Firoz Suleman, et al., 2019).  

Product development –Product development is an intensive growth strategy of Google as the technological nature of the business allows it to constantly innovate new products in the market. Even the organisational structure of Google motivates the workforce to give innovative product ideas which further increases the organisation’s capability of product development. This intense growth strategy has helped Google to launch new products, such as mobile application, smartphone Pixel, Cloud services and so on. To further increase the revenue and competitive edge with the product development, the company combines product development with its differentiation strategy. 

Diversification – Although Google has introduced diverse product-line in the market, such as Cloud service, smartphone, personal home assistance, Google Doc, Google Chrome, etc., the company still aims at growing its market share with more product diversification (Google, n. d.). By acquiring new markets and new product, where there is no Google operation or presence, the company can double its growth and market shares. For example, Google’s acquisition of YouTube was a great example of diversification, wherein it not only increased its existence in the video content market but also expanded the reach of its online ads. 

[bookmark: _Toc134480501]Green Strategy and CSR
As the name suggests, green strategies of an organisation is directed towards achieving a sustainable growth, contributing positively to the environment and creating new business opportunities (Fogel, 2016). Furthermore, Lynch(2015) suggested that green strategy should be able to generate value for the company across all its business functions. In order words, companies should design a green strategy value chain (Refer to Fig. 10) that includes policies related to greener practices, like low carbon and low resources, at the organisational, supply-chain and consumer level. 
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Figure 10: The Green Strategy Value Chain
(Source: Lynch, 2015)
The green strategy value chain of Google can be analysed as follows:
Supply chain and inbound logistics – Google’s green activities across all level of its supply-chain include investments in nature and technology-supported carbon removal steps that will help the company to neutralise its carbon emission (Google, 2022).
Infrastructure –By 2030 Google targets to operate on 24/7 carbon-free energy across all its data centers. In addition, the company is sharing techniques, technology and financial resources across its global infrastructure in order to switch to sustainable and carbon-free system (Google Cloud, n. d.).
Production –Google is committed to induce recycled materials across its hardware portfolio, such as smartwatches, smartphones, Pixel, and may more (Jowitt, 2019).
Customers –Google encourages customers to make sustainable purchase decisions. The new features on Google’s services can helps contribute to low carbon footprints. For example, purchasing Google products that emits low carbon, or a Nest program that encourage clean energy usage at home, and an environment-friendly Google Map route (Pichai, 2021)
Services –Activities in this category include, encouraging use of cloud-based emailing rather than device-supported emailing as the could-based uses less energy than the other one (Google, n. d.). 
[bookmark: _Toc134480502]Corporate Social Responsibility
Corporate social responsibilities (CSR) demonstrates the responsibilities and commitments of an organisation with regards to ethical conduct and contribution to development of economy, environment, people (both within and outside the organisation) and larger community (Lynch, 2018). 
Google has an extensive CSR report which includes, its environmental commitment concerning carbon-free operation across the organisation, resolve sustainability issues with safe technology, and benefit people in the organisation as well in the wider community (Google, 2022). Another report is related to climate-action plans of Google that targets to achieve net zero emissions through use of carbon-free energy across its world-wide operations and value chain and ensuring constant carbon removal solutions(Google, 2022).Within Google, the management ensures to create work culture policies that offers positive working environment to all its employees and encourages them to give creative inputs. They also ensure fair and equal treatment of all staff (Tran, 2017).

[bookmark: _Toc134480503]Conclusion
This assessment has presented a thorough analysis of Google’s strategic management. Using various strategies theories and tools, it was identified that the technology industry is currently at the growth stage of industry lifecycle and this can provide increasing opportunity for growth to Google. Porter’s analysis helped to identify that Google may have low threat of entrants but high threat from incumbents. However, internal analysis helped to identify that search engine and human resources are the core resources of Google which it should use to its fullest to gain increasing financial resources. Furthermore, using differentiation strategy, Google should introduce more innovative products in the market to achieve competitive edge. Combining innovation with product development and market development, Google can also increase its growth opportunities. 

[bookmark: _Toc134480504]Recommendations
· Google needs to avoid patent breach in order to have fewer lawsuit issues
· It should continue using differentiation strategy and introduce more new innovative products in the market
· Further, it can focus on acquiring more tech businesses to increase its market reach as well as the revenue and profitability
· Entering new market, like China, with its search engine and online advertisement business may help Google to increase its market growth
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