Key Trends:

· Regulatory Trends:

· International regulations affects Google’s business overseas

· Data protection and security regulations affect businesses

· May cause substantial costs in changing current operations

· Technology Trends:

· Social Platforms

· Google+ (Plus), new innovation, Google’s very own user friendly social platform

· Created to adapt to the marked and trends in consumers and an opportunity for a new angle on advertising.

· Socioeconomic Trends:

· Seasonal changes in internet affects business operations for Google

· Growing amount of internet users each year

· These seasonal trends are aspects Google must take into serious consideration

· Societal and Cultural Trends:

· Advertising aspect: Disposable incomes are substantial for advertising agencies which work through Google

· Google targets any demographic with internet access and a web browser, very large user base.

· Google targets profitable business to advertise through its services

Market Forces:

· Market Segments:

· Leading internet companies

· Advertising businesses

· End-users

· Advertising

· “Google Network” struggling to keep revenues positive as they constantly grow

· Needs and Demands:

· Usability, accuracy

· Accurate results in advertising, high exposure

· Demand increasing with each new innovation and service Google ads to its platform

· Market Issues:

· Entering the mobile phone market, not number one with their android operating system

· Innovating new phones and services offered in operating system

· Google adapts with new innovations in every aspect of its market

· Switching Costs:

· Google offers many benefits to subscribing or advertising through their services.

· Variety of incentives, profit can be gained by Adwords and website creation

· Competitors present, nothing offers the variety of services Google offers

Revenue attractiveness:

· Advertisers recognize Google as the number one source of online advertising

· No, affordable and effective advertising space with unique efficient services.

· No similar services

Industry Forces

· Suppliers and Other Value Chain Actors
· Emerging firms with new fresh technology
· Employees (All 24,400)
· Computer processor makers
· The world economy
· Individual businesses marketing expenses 
· Stakeholders

· This ranges from the common stockholder and employees, all the way to upper management and government officials.  Shareholders can extend wealth in the organization.  Management can choose the projects and expenses to which we use.  Employees bring new fresh ideas to the technology field.  Government officials can change business laws and increase regulatory scrutiny.  Businesses across the world that use Google as an advertiser participate in the success of Google.  96% of revenues come from advertisements.
· Competitors (Incumbents)

· We have many competitors in different industries, including general purpose search engines, vertical search engines and e-commerce sites, social networking sites, traditional media companies, and providers of online products and services
· New Entrants (Insurgents)
· Our current and potential competitors range from large and established companies (Microsoft, Yahoo) to emerging start-ups (Could be you, anyone can start a search engine these days).
· Substitute Products and Services

· Emerging start-ups may be able to innovate and provide products and services faster than we can. If our competitors are more successful than we are in developing compelling products or in attracting and retaining users, advertisers, and content providers, our revenues and growth rates could decline.
Macroeconomic Forces

· Global Market Conditions

· In 2010, we continued to reap the rewards of the growth of the digital economy. The shift of consumers and advertisers from offline to online continued unabated, which fueled good growth in our core business of search advertising.
· U.S. and the U.K. percentage of revenue had decreased from above 63% in 2008 to 59%.  Rest of World has increased due to localized versions of products.  

· Capital Markets

· The general strengthening of the dollar from 2008 to 2010 has had a negative impact on our international revenues.  We believe if exchange rates would have stayed the same we would have made another $161 million in revenues in 2010.
· Our principal sources of liquidity are our cash, cash equivalents, and marketable securities, as well as the cash flow that we generate from our operations. At December 31, 2010, we had unused letters of credit for approximately $65 million.  
· Commodities and Other Resources

· Fierce “battles” for prime talent

· Oil prices continue to fluctuate 

· Demand for natural resources likely to pck up with economic recovery (Osterwalder and Pigneur)

· Cost of revenues also includes the expenses associated with the operation of our data centers, including depreciation, labor, energy and bandwidth costs, content acquisition costs, amortization of acquired intangible assets, and credit card and other transaction fees related to processing customer transactions.
· Economic Infrastructure 

· In our two largest markets, the U.S. and U.K., economic infrastructure is ever changing and is better in some states and counties then others.  
· Google Inc. cut its taxes by $3.1 billion in the last three years using a technique that moves most of its foreign profits through Ireland and the Netherlands to Bermuda. (www.bloomberg.com)
