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Googles’ target market and macro environment
Each business exists to add value to the customer and the understanding of who the customers provide an organization with key insights on how to design products or services to address the specific needs of these customers. Google is termed as a global technology company that focuses on the development of internet related products and services. This paper will analyze the segments of its targets market, an analysis threats and opportunities that face the company and the elements of its macro environment.

Target market 

Google’s most defining service is its search engine, and over 60% of the internet searched today are from Google users (Schwartz, 2014). Its diverse range of applications have also been used by the majority of the population. For instance, Gmail services are used by over one billion active users on a monthly basis. Google is multinational allowing for its products to be used by a diverse group of consumers. Google products and services are not geographically located as they can be accessed in any place that there is an internet connection thus defining that the company is not bound to specific groups (Morris, 2013). However, Google target market can be segmented by various factors.

Customer segments

Demographic dimensions

Google is highly diversified regarding the markets and the customers. Although it has been restricted in other countries such as Syria and Cuba for political reasons, its reach has been outstanding in the market. Bastick (2015) noted that the demographics of Google customers include

· The average Google user is 29 years of age and majority of its users are below the age of 35

· Males constitute 55% of the users 

· Most users are from upper middle-class structure as they have access to greater internet bandwidth and thus more access to Google services and products

· Most users are business people

· The educated or those who are technologically adept use these services the most

· Geographic segment

· Google services and products are provided through diverse languages providing an inventory of 80 languages across the world

· It is accessed in all continents and serves about 2 billion users each month. 

· Google services and products are mostly used outside America with over one million active users each month outside the country

Organized customers

Organized customers are those who use Google’s services and products for highly functional and specific services. The advertisers who use Google are termed as organized customers and generate revenue from activities such as search engine optimization. Publishers also use Google to display their products and services (Bastick, 2015).  The Internet based business account to over 2 million in the world and identified another strategic customer segment.

Psychographic and behavioral customer segments

Another customer segments that Google targets include (Purcell, Brenner, Rainee, 2012)
· The educated and intelligent who need greater access to information

· Those with varying lifestyles especially those who live in group setting such as student, institutions and military personnel

· Small town groups consisting of the middle of upper middle class in small towns

· Upscale areas such as metropolitan areas that serve large number of affluent and educated people

· Wealthy families that have access to interest and consequently Google products and services

· Users are brand loyal and seek more customizable and innovate internet experiences only offered through Google services and products

Students

Students also make up a large customer base for the company. This customer segment constants of 

· Students aged between 18 and 28 years consisting of both graduate and undergraduate students (Purcell et al., 2012)
· Middle to upper middle-class students 

· The main need for this section is entertainment, social media, and information

· The use of leisure has increased its use among this segment

· There is a need for information sharing in this segment leading to the use of services such as Google Docs among other scholarly services.

Entrepreneurial segment

This customer segment consists of 

· All business and cooperation 

· Has the need for fast and efficient use of Google services to conduct business

· Has a need for personalized internet services

· The segment wants efficiency and functionality in information sharing

· Income groups

Google services and products are also used by a diverse group of the customer from various economic structures. The middle class and the upper middle-class families are the majority of the users and consist of white collar to blue collar family. The use among the wealthy families is also high with this market segment using Google to operate a business and share information. The low-income groups also use Google mostly provided through Android powered mobile devices (Erickson, 2015). This market segment uses Google less frequently and is not brand loyal. They make up a majority of the untapped customer market.

Opportunity and threat analysis

Google opportunities

· Google has an opportunity to expand into the enterprise market and pull in business from companies such as Apple and Microsoft (Porter & Heppelmann, 2015)
· Expansion into streaming services will generate greater revenue

· Expansion of Google fiber

· Expand into the mobile users’ platform customized for low-income groups

· Expansion into consumer electronics market

Threats to Google

· Fierce competition from companies such as Apple, Amazon, and Facebook threatens the sustainability of the company (Van Noorden, 2014).
· Lost revenue to other international search engine platforms such as Bing growing in the market

· Local competitors such as Baidu and Yandex

· Increased imitation of products

· Changing user preferences threaten company sustainability

Growth opportunities

The recommended growth strategies for Google include

•    Product diversification

•    Expansion into the mobile platforms among low-income groups

•    Expansion of google fiber

Comparison and contracting of growth opportunities

Product diversification is an effective way for Google to grow and limits its focus on online advertising. The field of technology is vast and largely unexploited in terms of the current innovations available (Brabazon, 2016). Google needs to develop an innovation oriented strategy aimed at developing new services and product beyond the current inventory of products enabling it to cash in on the growing demand for technological products and services.

Expansion into the mobile platforms among low income groups is another strategy that Google can implement. The low income groups makes up more than two thirds of the population and there is need to capitalize on this market segment. There is need to provide customized google services and products for the low income markets that provide increased access to information at a fraction of the cost and provides through mobile platform (Chu & Wang, 2015).

Expansion of google fiber would generated greater revenue for the company. Fiber services will provide Google access to more customers by increasing access to internet services. Fiber services will generate revenue on their own for the company (Pearce, 2016). This identifies the need for Google to expand into the physical business realm in addiction to operating internet business.
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