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Introduction

Netflix is currently one of the biggest firms in the world having enjoyed a steady rise in the past decade. The firm is on the top of the class in distribution digital content to consumers across the world. Due to its immense popularity, its online content is accessed by over 190 countries in the world which is a massive market for its digital content. The firm started as a DVD rental service but now is on top of the pile in providing digital content for its almost 200 million subscribers across the world (Lobato, 2019). The site is varied and tailored to tap into every genre so that each subscriber is spoilt for choice and they can watch whatever they desire on the online platform. The rise of Netflix is attributed to the strong innovation and creativity invested in the service offering for a diverse audience. Netflix has managed to read the trend in the market and provide exactly what the clients need which makes it very popular now. Netflix is considered one of the most innovative companies in the world.
Innovation and creativity are almost the same but they have some slight difference in the way they are applied even though they refer to coming up with something new. Creativity is the ability to free the mind and engage in coming up with something new. The new development is therefore not similar to something else in existence. Innovation on the other hand is working to develop something new based on existing models (Jenner, 2018). Innovation is therefore more of thinking of ways of improving the current offering. The report, therefore, is concerned with the innovations pattern in Netflix to find an opportunity of innovations that the firm can use to move into the new frontier in the future. The innovation would see the firm maintains its dominance in the face of current competition from other online content service providers such as Apple TV, Hulu, and HBO. A simple SWOT analysis was used to identify the current positions of the firm from which an innovative opportunity was drawn.















Findings

Netflix is a massive company and which has applied innovation extensively in all capacities of its operations. It was therefore necessary to have an analysis of the firm to understand its biggest strengths and weakness so that an opportunity can be fashioned from the position that it now holds in the market. A simple SWOT analysis was considered enough to give the position of the firm so that a proper innovative opportunity would be drawn from the analysis based on the position of the firm. Before the SWOT analysis was undertaken, an array of innovations was considered through Netflix has managed to become the leading company in providing digital content to the world (Böttger et al. 2018). Also, a comparison with other digital companies such as Amazon was considered to find out the difference in approach and how Netflix can learn from competitors to innovate and stay ahead of the pack.
Netflix SWOT Analysis

Strengths
The primary element that makes Netflix a thriving force is that it provides premium entertainment to the subscribers. The paid service offering that Netflix runs is one of the best in the world and Netflix has consistently ensured that the subscribers are thoroughly entertained (Maddodi, 2019). There are massive shows to choose from and each subscriber no matter the taste is catered for adequately. The content on the site is premium and one can watch almost anything they can think of.  The platform was set up to entertain and fulfill this obligation fully. Besides, the pricing policy adopted by the firm puts it in a great position to gain from the market. The pricing is monthly with subscribers paying between $8 and $12. Clients can pay from an array of payment options which are easy making it easily accessible and reliable. Offering great content that can be easily paid for therefore emerges as the major strategy of the firm which has enabled it to build a massive global client base.
While the content offered is premiums, it is the versatility that has helped the firm manages to grow in the way it has in the period it has been in business. Netflix seems to work with the mantra that they can please any client wherever in the world. The content ranges from movies, documentaries as well as reality shows. There is so much content available on Netflix more than any other platform (Colasanti, 2018). This is convenient for them as they can get anything they want from the platforms. Versatility, therefore, comes out as one of the greatest elements of innovation on the online platform as it has always invested massively in the production of original shows. In the quest to have better and more quality content, the firm has invested heavily in original content. Instead of buying from others, it develops its content for the market. Original content makes the offerings unique.
Weaknesses
The online platform is a great way to deliver content in the modem perspective but is also very easy for the competitors to imitate. The current problems faced by Netflix are that there other players in the industry who are using the same service offering and threatening to take the business from Netflix (McDonald and Smith-Rowsey, 2016). The major competitions which have adopted the online content offering used by Netflix are HBO and Amazon and it has already disturbed the market by stalling the rise of subscription as projected by Netflix. The business model, therefore, has suffered from a lack of innovation. As a result, competitors are now using the same model since the business model is quite easy to imitate. While the model is easy to imitate, the firm is also suffering from a huge investment to produce original content. Massive investment in original content has meant that the firm goes into debts which strain the revenue immensely.
Rigidity and failure to embrace renewable resources and poor performance of the original content mean the firm is losing much more money than it would have liked. Some of the original content that was thought that it would bring in much revenue as they were projected to be popular did not perform as expected (Armoogum and Bassoo, 2019). With massive investment in shows like ‘Ghost Stories and ‘The English Game', the films did not prove popular leading to loss of investment. The original content, therefore, has to be rethought due to its unpredictability. The firm is losing money by failing to go green. Going green will ensure that it makes use of cheaper and safer energy to cut costs and improve sustainability.
Opportunity
A major opportunity for the firm is the wide global market at its disposal which it can further tap into. At the moment, Netflix is offered on a global scale as it is available in over 190 countries. However, there is still room to expand in the market. There are still many regions that have not been reached by Netflix which offers a chance to further go into these markets and increase the subscription (Mazzolini, 2016). The best strategy to get to new regions and keep the existing ones is to have content and pricing that is regionally curated. Each market is unique and the firm can work on having the people in the new regions subscribe to the locally tailored content. When people have familiar content from their culture, they are more likely to subscribe and stay with the online offering for digital content. The expansion will also require that the firm has agreements with other partners to reach more people in the new markets. Partnerships can be of different types which will enable the firm to move into the future to have a better possibility of fighting off competition as well as having the people.
Threats
Other online digital content subscription service providers such as Hulu and Amazon Prime are quickly catching up with Netflix and giving it a massive competition. The report found that Netflix is faced with stronger content than ever before in its operation. The business model was easy to copy and other players have now refined their offering to match that of Netflix (Jones et al. 2017). They are buying shows that Netflix is eying and therefore making it difficult for Netflix to get the prime shows to add to its content. The streaming services such as Apple and Disney Plus are now aggressive and seek to put the firm out of the business. At the same time, there is massive piracy that is targeted at Netflix making it lose massive revenue due to the practice. Netflix is expected to lose revenue of almost $200 million every month from piracy. Piracy threatens the firm now that it is also faced with massive competition and stalled subscription.
 The competition could not have come at a worse time since the firm is amassing massive debt due to the financing of the original content. The massive expansion of the firm has seen to go into massive debt which is now threatened to hurt its operations (Hobbs, 2020). With the current economic times, there is the threat that the firm will not turn around the debts. Netflix has always worked on innovations and has always been on the rise but for the first time, there is concern that the growth is not as expected. Besides, the current trade and political war piing the United States and China as well as regional economic blocs threaten to derail the operations of the firm. Regulation in China does not allow locals to stream foreign content (Kokas, 2020). China is a massive market and the regulations only work to hurt the business. Such regulations are a threat to the expansion ambition of Netflix.




Innovation Opportunity
Due to the massive threat facing Netflix, it ought to have better approaches to deal with the probes at hand trough innovations. The major problem with the firm the report discovered was the massive competition posed by the other streaming services. Apple, Hulu, and Amazon Prime have emerged as the biggest competition in the market (Lobato, 2018). To illustrate the massive competitions, the subscriptions of the firm were analyzed. The subscription projections for the last period were realized at less than half of what was projected. The reason for the fall in subscriptions was due to the massive competition which has worked to take subscribers from Netflix. Competitors such as Apple TV are offering services for as little as 5 dollars a month which is less than the cheapest bouquet by Netflix (Aguiar and Waldfogel, 2018). The bidding wars for the best content is now so tough that the firm is getting outbid in some situations while at the same time raising the price of alternative content. Original content is expensive to produce and some of them fail to live to expectation leading to losses. The report affirms the need for other innovative approaches.
Netflix has to develop into a platform that offers diverse content and not just movies and documentaries to watch which it has rights to but a platform that other people to sell their products on the platform at a predetermined price. Netflix has to move to the frontier of having third parties sell their content on the platform which would bring many service providers on the platform (Burroughs, 2019). Apart from watching the content acquired by Netflix, subscribers can get more content and service such as access to cloud gaming services and other products. Marketers would come to the platform to sell the products and the subscribers can then meet the marketers access the services that they provide. Third parties will therefore sell their products and then have the different people access the platform, such platforms would be massive as it would help the firm gore in other dimensions instead of relying on the video content alone.
The benefit of allowing third parties to sell their products on the platform is that Netflix would no longer be reliant on the video content alone which would be an alternate revenue stream. Netflix can offer more content to the subscribers and even grow the subscriptions due to the new products offered in them (Kim, 2018). The third parties will also be allowed to use the platform to experiment with new products and share the revenue with Netflix. Through the third party offerings, Netflix would be a rich platform that attracts many players who would want to take advantage of the massive reputation that Netflix has. In this way, Netflix manages to grow with the pressure of producing original content or engaging in bidding wars with the likes of Amazon and Hulu to get the best content. With the massive number of subscribers, the entire player in the online industry would be interested to have access to the massive market on a global scale.

Effectiveness of Opportunity
The effectiveness of the innovative opportunity will be based on the number of third party selling and the rate of sale of the content to the existing subscribers. Third parties will float their products to the subscribers and through analytics, the performance of the products will be analyzed. The traffic generated from the third party products and sales made by the third party will also be factors to determine how well the platform is doing (Alves, 2018). The interaction and the number of marketers and subscribers interested in the products. At the same time, increased traffic and sales should lead to increased revenue for Netflix which would put the firm in the right position to continue growing. The number of subscribers accessing the content and the general performance of the third party products will be the measure of effectiveness. The program is however set to be popular due to the massive subscriptions which would be the main motivating factor for the third parties to enroll in the program.

Barriers of Netflix

While having third parties to sell their products is a great way to have revenue for Netflix is a great innovative but controlling the quality would be the problem. Netflix pride itself on premium content which is given to the subscribers at a premium price. With third pastes, it is more difficult to ensure that only the best content will be delivered to subscribers as they have the liberty to sell as the platform get the revenue it needs from the arrangement (Larcker and Tayan, 2018). The effect of such low-quality content is that the platform would lose its reputation as the provider for the best quality content. Having a third party means that the bandwidth also has to be increased. The platform as it is cannot handle the massive third party content and the firm has to ensure that the content is regulated to ensure the bandwidth problem does not arise. Alternatively, they have to increase the bandwidth which means it is an extra cost to the firm.






















Conclusion 
Netflix has managed to thrive in the online content offering through constantly offering services through innovation and creativity. The findings of the report show that innovation is Netflix's greatest weapon and it should turn to innovation amid threats to its existence. The competitors are now more than ever ready to take the subscribers from Netflix due to the ease of imitation of the business strategy (Daidj and Egert, 2018). Amazon Prime, Apple TV, Hulu among others have upped their offerings and are now going toe to toe with Netflix in winning subscribers. Competition for the best quality content has intensified with Netflix forced to outbid the competition for them to get the best in the market. Original content is proving more expensive and unreliable in terms of popularity which hurt the film driving them into debt. Innovations on the current offering will see them spend to make more money as well as avoid the war that is soon gripping the online content offering that is now solely engaged.
Inviting third parties to make come to the platform to market their products seems the only solution at the moment. Third parties can be marketers of games and other online products which they offer to the massive subscription that Netflix currently holds (Daidj and Egert, 2018). The innovation is an attractive investment opportunity for the marketers as they would love to tap into the massive subscription. At the same time, Netflix would have another revenue stream that can drive it forward in the face of stiff competition from other players in the market. Besides, the firm will not be forced to fight for the content or pay huge investment to come up with original content.  Such an opportunity will provide a welcome respite in the face of mounting debts and stiff completion in the market.
















Recommendations

Netflix moves from a single subscription for video content to a platform where marketers should not be a problem for them since they already have the basic elements that need to be worked to achieve the perfect platform. First the firm has to work on the bandwidth since being a platform where marketing is one needs serious bandwidth to accommodate all of them (Spangler, 2015). The firm has skilled people who can take the firm from the single subscriptions to marketing. There will be some cost involved in the setup of the marketing platform but the investment should be worth it. It is much safer for the firm to move to a platform with diverse content and product services to offer rather than getting into the war that is being brought to its doorstep. The benefits from improving the bandwidth will be massive and the firm will gain much revenue to stay ahead of the competition as it figures another path to take when there other development in the market.
After securing an effective bandwidth, Netflix should be required to check on the quality of the content and filter out to have the acceptable quality for the platform. Quality is usually a problem with third party marketers and if the quality on the platform is consistently disappointing, the reputations of Netflix will sink (Safian, 2018). In the beginning, the rules of product offerings on the platform should be tight enough to ensure that only top quality is allowed into the firm. Negotiations can entail the type of content or product offered to make sure that the marketer is aware of quality concerns. The quality regulations can be reviewed from time to time to make sure that is serving the purpose it was intended and does not stand in the way of doing better business. With time the firm can grow to establish itself in the third party segment while still providing the video content which is the primary concern.
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