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1. Google’s Corporate Strategy and whether Google has a clear vision of what it wants to become.
[bookmark: _GoBack] Google Inc.’s corporate strategy gravitates towards being the most significant operating search and internet business. Creation of Alphabet contributes to the direction by offering the transparency the investors have been demanding, showcasing other businesses carried out in Google apart from search and development and commercialization of technologies to improve the lives of people. The corporate strategy mainly involves providing web information obtained by people from search engines and commercial transactions activities online.
         Google has a clear vision of what it wants to become. It aims at becoming the biggest internet and searches business by providing information in a well-organized and simplified way that would make it universally accessible and useful. That is why the company consistently improves its Chrome search engines and Android Mobile Telephony. Google also has a clear vision of online commercialization through advertisements (Chetty et al. 2018). 
2. Porter's essential Test to determine whether the strategy creates a competitive advantage or not.
Cost Leadership- Google provides reasonable value at a lower price. The users pay little amounts for connectivity to the internet to access their desired information. The owners of the advertisements are also paid according to the click rate on their advertisements at low agreed rates.
Differentiation- Google provides universal search information and commercialization services faster and with ease of accessibility. The search engines are, therefore, most preferred as compared to Yahoo's.
Focus- The company leaders understand the services they provide, the corporate strategy, the target market, and the future of the company best than anyone. The CEO, Larry Page, for instance, led to the creation of Alphabet for better transparency, management and provision of Google Services in a way that would satisfy the customers’ demands more (Grant,2008 pp. 587)
3. The threats that Google faces.
There are legal and regulatory threats due to ineffective privacy measures since it is easily possible to track an individual's activities on the web without their consent. In addition, there is the threat of competition from Facebook and Apple companies in advertisement and Honeywell and Amazon in cloud computing, thus limiting the reachable market (Balaton & Varga, 2017).
4. Whether Google needs to refocus, how it should delineate its corporate boundaries, and the products that would are recommendable for abandoning or investing.
With the creation of Alphabet, Google should refocus on each segment of the market and should delineate the corporate boundaries of each by setting an organizational structure to manage each team with specific terms and conditions of service provision. Google should continue investing in advertisements, since its formulation, advertisements links on the search engines have been a key source of revenue. The company should also continue investing in search of information. It has, so far, gained the confidence of people globally in obtaining such simplified information on all areas of life easily. The search products include Google maps, images, Google articles, satellite imagery, videos via YouTube, and many more. Google should also continue investing in communicating services products such as Gmail, which allows the passing of information, sending images and files, and social networking.
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