



[bookmark: _Toc112159053]EXECUTIVE SUMMARY 
Any business must employ strategies that play to its strengths to ensure long-term viability, expansion, and profitability. Organizational internal and external analysis aids businesses in capitalizing on their strengths and gaining an edge in a dynamic marketplace. (Senge, 2013). Understanding the organization's resources, competencies, and distinctive capabilities and analyzing the value chain can provide valuable insight into the company's competitive advantage. Netflix Goes to Bollywood also benefits from Porter's five forces model, which sheds light on the company's market attractiveness and competitive advantages.
Further, the SWOT analysis and PESTLE analysis help Netflix identify its strengths and weaknesses to capitalize on them in the market. The pipeline and platform approach is just one of their numerous options for doing business. This determines what we, as viewers, have access to in the digital realm. These features of Netflix, however, are only available to members. This represents their business strategy, in which subscribers have unrestricted use of the service's features. The 125 million paying customers in more than 190 countries generate $141 billion annually. According to research by Sandvine, a Canadian producer of bandwidth-management technologies, "Overall, Netflix utilises more bandwidth than Youtube, Amazon, and Hulu combined at their peak periods." (Berstein, 2019)
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[bookmark: _Toc112159054]INTRODUCTION
For a monthly fee, Netflix is an American video-on-demand service that provides subscribers access to a library of television episodes, movies, documentaries, comedies, and another programming. It's a worldwide service gives its customers easy access to various entertainment options. Since Blockbuster's demise in 2010, Netflix saw an increase in subscriptions after it began offering streaming video over its website in 2007. The result was an increase in the company's subscriber base, which by 2013 had grown to more than 40 million people (Nafeels et al., 2021). The platform's one-of-a-kind GUI makes it easy for users to move about the screen. Like all other streaming services, Netflix requires a high-speed Internet connection; therefore, consumers need a reliable connection to avoid delays in the content, wasted time and interrupted viewing. Netflix subscribers can choose between a monthly, quarterly, or yearly plan to maximize convenience and satisfaction. One of its distinguishing characteristics is the availability of tiers of service based on demographics such as age, preferred content type, and budget. The vast majority of competing video streaming apps do not share this feature. In addition, users can use the platform to sort out information suitable for mature audiences. This means that parents may rest easy knowing that their children are not exposed to inappropriate material online.
[bookmark: _Toc112159055]NETFLIX’S OVERALL GLOBAL STRATEGY
Incorporating Porter's Generic Strategies into Netflix's global operations has contributed to the company's success. Netflix's success can be attributed partly to its implementation of multiple of Porter's Generic Strategies. It's well-known for its enormous library of original and licensed films and TV episodes and its low membership fees. To do this, initially, production and retail costs must be reduced without compromising quality. Second, they can set themselves apart from the competition by featuring shows that were created in-house and by enhancing the technical aspects of their business (Kumar, Gupta, and Dixit, 2020). They've zeroed down on the European and American markets, but now they're expanding internationally to capture new customers. Netflix appears to be trying to accomplish multiple goals at once by emphasizing cost leadership, niche markets, and differentiation.
Additionally, Netflix's primary strategy is cost leadership, which, according to Michael E. Porter's model, provides a competitive advantage by reducing costs and, in many cases, improving service quality (Afilipoaie, Iordache, and Raats, 2021). By focusing on cost reduction and developing the capacity to offer low prices without being the lowest supplier, this strategy aids the digital entertainment company's financial performance in remaining competitive. Netflix, a leader in the digital entertainment industry, takes a holistic strategy rather than using niche marketing strategies to attract customers. Netflix has a cost leadership strategy to gain a competitive advantage, but it also uses individualism in its operations. Differentiation, as an overarching business tactic, is developing an online company and its offerings in ways that distinguish them from rivals. For instance, Netflix strengthens its position in the market by creating original programming and by streaming the programming of others. The company's model benefits from the general approach to distinction in two ways: increased client acquisition and retention, enabling the company to pursue ambitious growth targets for its online activities.[image: Netflix’s Generic Strategies]
Figure: Netflix’s Generic Strategies
Netflix has maintained its position as the entertainment industry's go-to service because of a uniform strategy that has given the company a leg up. Company profitability and nature allow it to adapt to competitive external forces like Google, Amazon, Walmart, Apple, Google, Disney, HBO, and others. Netflix's ambitious expansion goals, which include taking on these external hurdles, contribute to the company's market success. These development methods are consistent with the standard marketing technique and model of the business, guaranteeing effective operations and maximizing the package's advantages.
Netflix is already recognised worldwide because of its 193 million active users. Netflix's user base has been drastically rising in recent years. As the pandemic made people more reliant on online entertainment, the corporation gained over 10 million new users in the second half of 2020. There are currently 190 countries where Netflix is available. Its worldwide popularity can be due to several factors, including the excellent quality of its material, the novelty and improvement of its viewing experience, and the effectiveness of its newly designed user interface. The pricing plan Netflix has implemented has contributed to the company's success in attracting new customers and expanding its income base beyond streaming. In addition, the availability of content in multiple regional languages has attracted users from all around the world.
In addition, Netflix's success can be attributed to the company's adoption of a business model that involves the removal of the intermediary and the introduction of unlimited memberships (Gómez and Quevedo, 2018). The company avoids intermediaries by going straight to the consumers with its original products via its streaming network. The company's strategic skills and advantages are leveraged in this business strategy. Netflix's rapid growth is enabled by the possibility that other entertainment content providers will collaborate with the company to target specific audiences in different parts of the world. The limitless streaming service offered by Netflix is a promotional strategy that matches the company's overall business strategy. Unlimited membership holders can enjoy all the site's content, including the latest movies, TV shows, and other shows, without restrictions. The success of Netflix's expansion goals is enhanced by this business approach, which helps the company attract and keep subscribers.
[bookmark: _Toc112159056]POSITION OF NETFLIX IN THE INDIAN MARKET
According to Pasini (2019), some twenty years after its inception in 1997, Netflix entered the Indian market in 2016. Netflix carefully launched a simple subscription option to attract accustomed Indian consumers and first-time users, allowing the company a seamless introduction to Bollywood's famed industry. When the company first entered the market, it encountered various obstacles, such as the rise of local companies offering very competitive items and the lack of internet access in rural areas of India. The American streaming entertainment company had a 62 per cent increase in sales in 2017, from $193 million to over $300 million. This was despite having a relatively modest subscription cost (Dhote and Chaitanya, 2019). Sull and Turconi (2021) claim that a substantial portion of the Indian market is dominated by free movie streaming services, making it difficult for subscription-based companies like Netflix to compete. According to Jenner (2018), the company has shown consistent growth since its 2016 introduction to the Indian video-on-demand industry.
[image: ]
Figure 1: Netflix viewers in India from 2016 to 2020
Despite increasing competition from other firms, the company's revenue growth in the Indian market can be attributed to the management's relentless drive to dominate the market through diversifications based on local languages, cultural characteristics, political leanings, and globalization services. Since India's government is among the forefront of those currently embracing globalization, American businesses can enter and exit the Indian market more quickly than their Chinese rivals. New research suggests that Netflix is the platform for Bollywood production houses because of its robust security measures, even if most customers continue to favor less expensive Indian alternatives (Burroughs, 2019). For instance, since Netflix's video streaming capabilities were developed with adaptable software, user accounts are protected from outside threats.
[bookmark: _Toc112159057]REVENUES OF THE VIDEO STREAMING MARKET 
Recent years have seen many new companies test the waters of India's burgeoning video streaming market, and the outcome has been phenomenal growth. The proliferation of video and music streaming sites coincided with a rise in internet penetration across the country. The Indian market was Netflix's newest foray in the company's ongoing global expansion. They had made over 15 billion rupees in sales by the conclusion of their fiscal year 2021. Netflix's overseas earnings have been growing in recent years. The number of people who stream from that company's servers has been increasing recently. More than 2.3 million Indians are expected to subscribe to Netflix by 2020. (Tanushree Basuroy, 2022). One theory places blame on Indians' reluctance to fork over money to subscribe to streaming media websites. A 2017 survey found that people who use digital video streaming services are more inclined to take advantage of ad-supported discounts for online video content. It was difficult for Netflix, Amazon Prime Video, and Hotstar to break into the Indian market since they faced competition from more than 30 local competitors, many of which provided material in languages other than English.
[bookmark: _Toc112159058]NETFLIX INDIA’S STRATEGY AND ITS SUITABILITY
By the second quarter of 2017, Netflix had more customers in other countries than in the United States (Sull and Turconi, 2021). The company, however, did not view all international markets as being of equal importance. For instance, increased Internet penetration is a strong indicator of future interest in the company's video streaming services. As a result, Netflix's international rollout was staggered, with the country of India not getting access until 2016. When Netflix first debuted in India, it featured not only Netflix originals but also a selection of Hollywood and Indian films.
Moreover, a billion individuals in India were mobile phone subscribers. Due to limited bandwidth and outdated technology, young Indians favoured watching videos on their mobile devices rather than on desktop computers or television sets. Nonetheless, Netflix has been successful in India because of efforts to expand its client base there. Due to a rise in Indian users, Netflix India's approach is practical.
Netflix's strategy of emphasizing original programming has paid off in India. The company has a track record of success with India's Hindi-language film, television, and documentary production. This new content is available in various South Indian languages, including Tamil, Telugu, and Malayalam. For the first time, Netflix lowered the price of its membership packages in India. Pricing for Netflix subscriptions has dropped by at least 150. (Sull and Turconi, 2021). All Netflix subscriptions, including premium and mobile, are eligible for the discount. Netflix has been successful because the company has honed in on what its users want and how they want to watch it. In addition, the streaming service's phenomenal success may be attributed mainly to the company's strategic adaptability. All businesses can learn from Netflix's ability to pivot and grow.
"The Jio effect" was a factor in Netflix's decision to enter the Indian market. After launching their Jio 4G and broadband networks in late 2016, Jio Systems (a subsidiary of Reliance Industries) lowered its pricing by up to 75%, making high-speed Internet access to millions of Indians for the first time and putting pressure on rivals to do the same (Khurana, 2021). Over 280 million customers and 24% market share in just six months: that's how wide a footprint Reliance Jio has made as India's third-largest cellular carrier. The widespread availability of affordable smartphones has led to a rise in the consumption of digital entertainment (such as movies, music, TV shows, and video games) among Indian Internet service providers, who now spend an average of five hours a day doing so.
The Ansoff matrix is a valuable tool for businesses to use while deciding whether or not to expand their operations (Verhoef et al., 2019). In the Ansoff matrix, you can choose between expanding into new markets, penetrating existing ones, diversifying your offerings, or creating entirely new ones. A company must choose one of the four approaches or a combination based on internal and external factors.
[image: Summary of Ansoff matrix]
Figure: Summary of Ansoff matrix
As a result, market penetration is Netflix's primary strategy for achieving rapid development in both domestic and international markets. The web company plans to sell more streaming content in existing markets as part of its growth strategy. This expansion plan aims to improve revenue and market share by adopting Netflix's standard method of customer acquisition and retention in existing markets. Market Development helps Netflix, but only as an additional, massive expansion strategy. The company's existing online streaming service and unique content are promoted through market development to reach new audiences. Adding new products to Netflix's catalogue is a high-growth strategy that supports the company's overall growth and development.
Additionally, this expansion plan involves developing and marketing existing products in the existing market. Netflix rarely uses diversification as a growth strategy because of the high stakes involved. With this bold expansion plan, the company hopes to broaden its offerings beyond its current online video streaming and in-house production strengths.
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Strengths
Entry timing
Because it joined the DVD rental market at a time when there were few other options, Netflix was able to carve out a successful niche for itself. Since it was the first of its kind to offer DVD mail-order rentals, the company had a leg up on the competition, which had been hesitant to adopt the format. Netflix has maintained its market leadership in online DVD rental because of an early arrival and a good business plan.
Understands weaknesses of competitors: Customer Satisfaction
Netflix recognised early on that late fees annoyed many traditional video rental services customers. After seeing a movie rented from a store like Blockbuster, the consumer is typically required to return the video the following day (before midnight) or pay a late fee equal to the rental cost. It's believed that 18% of Blockbuster's entire revenue comes from late fines, but the consumer experience is far from pleasant. On the other hand, Netflix lets you retain the DVD until you're ready to watch the next one in your queue, so you may drop it off whenever it's most convenient for you.
Networked connections with many partners and even potential competitors
Netflix's early success can be attributed to the company's foresight in forming strategic alliances with established businesses in the film and technology sectors. Netflix's name was widely disseminated thanks to cross-promotion with related goods and services, including DVD players and movie-centric websites. After realising that Amazon.com was a threat to its DVD business, the company temporarily halted DVD sales in return for advertising on Amazon.com's site. Further, excellent management has kept Netflix afloat despite the emergence of formidable rivals like Wal-Mart. Reed Hastings prevented Wal-attempt Mart's from destroying Netflix and persuaded the retail giant to push its customers toward Netflix after its streaming service failed. Netflix successfully faced numerous threats because it maintained a robust and cooperative stance.
Weaknesses
Netflix, like traditional video stores, often has difficulties stocking up on copies of hot new releases (Sharma, S., Srivastava, Chandoke, & Prakash, 2016). Therefore, Netflix's inability to fully meet the first rush for a new movie is a major contributor to user unhappiness. When a new movie is released, there is a huge demand for it, but the corporation knows that buying additional copies solely to meet that demand won't be lucrative in the long run because those copies won't be rented nearly as often after the initial surge. Customers are aware that Netflix only buys a small amount of new releases at first, waiting a few weeks to buy the bulk of its supply at reduced pricing, and this is a strategy that has helped the company save a lot of money. While Netflix might theoretically save money in the short term, doing so risks alienating both existing and potential viewers (Bradshaw, 2017). Last but not least, Netflix has to buy all of its media on the open market because it has no ties to the film industry.
Customers of Netflix's rent-by-mail service have to wait (sometimes for several days) for the next movie in their queue to arrive in the mail. When the DVD finally arrives at the subscriber's house, they may no longer be in the mood to watch the movie that was advertised (Lewis, 2016). In a similar vein, a Netflix member may want to view a film on a night when all of the DVDs included in their plan are in transit to or from the Netflix facility. If that's the case, the customer will either go out and rent a movie from a store, or resort to a movie delivery service like Pay-Per-View or on-Demand.
Opportunities
Now is a good time for Netflix to grow. Mailing consumers their rental films was formerly unusual in the movie rental business. The next big thing in home entertainment is streaming movies directly to users' computers. Netflix is lucky because the service is only offered on a pay-per-view basis. Suppose Netflix can effectively deliver streaming content to a consumer on a time usage basis rather than a per-viewing basis. In that case, it will be able to capitalize on this market opportunity. Netflix may be able to absorb existing suppliers of this service, such as Movie link, by proactive management, just like it drank Wal-DVD Mart's section.
Threats
Netflix's most significant competition comes from incumbents like Blockbuster and Redbox. The success or failure of firm hinges on one factor above all others: how satisfied its customers are. Keeping enough of the market would be difficult for Netflix if it lost its clean, trustworthy reputation. Another way that companies like Apple might compete with Netflix is by offering services that can be accessed on a computer and then transferred to television. As a result of its inexperience in the hardware industry, Netflix is less equipped to compete with developments like Apple TV, which may one day prove to be complimentary rather than competing. In addition, competition from new entrants is always possible; this is especially true as Netflix prepares to enter the Video on Demand (VOD) market.
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The Porter’s Five Forces of Competition
According to Porter's theory, there are five primary drivers of rivalry in every particular market. According to Kabeyi (2018), Porter's theory thoroughly evaluates the five factors that help businesses understand how to thrive in a competitive market. However, subsequent research has shown that this theory is primarily based on the idea that the five factors regulate the competitiveness of any given product in a competitive market and that any commodity that wants to thrive must oppose the five aspects. The five forces are buyer power, substitute threat, new entrant threat, and supplier power.[image: ]
Figure 2: The Porter’s Five Forces of Competition
The threat of new entrants: This group emphasises the importance of being ready to introduce competitors offering similar products into the market. In the film sector, for instance, newer competitors like Amazon Prime, HBO, and Disney's Hotstar have made it difficult for Netflix, which only entered the Indian market in 2016. Indian media startups are expanding rapidly in response to the increasing use of digital media and marketing strategies. One of the leading causes of the increase in new entrants in the Indian digital cinema entertainment sector is the worldwide expansion of the e-commerce industry.
Supplier Power: This metric pinpoints whether or not a company has the ability to dominate and control supplies in a specific market, independent of new arrivals or existing players. As a result, a company's product strength increases in a market with fewer competitors. For instance, as a result of Netflix's entry into the Indian market, rivalry in the film business has increased across the country. Researchers have also found that streaming services like Netflix must continually spend money patenting new material forms to prevent competitors from offering the same content for free (Varelas & Georgopoulos, 2017).
Buyer Power: In economics, buyer power measures how much impact purchasers have on commodity pricing. Customers, many of whom are defecting from more established media outlets, are currently driving Netflix's market dominance.
Threats of Substitutes: Substitutes, as marketable goods, are a common concept in the business world. That is to say, these items are frequently characterised by similar features that serve to gratify buyers in the same way. According to Varelas and Georgopoulos (2017), replacements are an integral part of the market since they allow customers to form preferences for a given product or service. Having readily available near replacements increases the possibility of customers interacting with varieties, allowing them to make selections based on their budgets. In this scenario, Netflix loses to its competitors, offering similar services at lower prices. Therefore, businesses with fewer competitors tend to create more robust products than those with more options. Recent empirical research indicates that foreign newcomers like Amazon Prime Video hold a sizable portion of the Indian film business, placing Netflix in a precarious position as it evaluates the Indian market.
Competitive Rivalry: When businesses compete, they put pressure on each other to provide superior products in terms of quality or quantity. Recent research indicates that market dominance is a primary factor in competitive conflict. With YouTube's introduction in 2008, content development was transformed, which made the competition between Netflix and YouTube more challenging. Observational studies reveal that YouTube is the most widely used video-sharing website, with over 300 million unique visitors in India every month.
Limitation of the Porter’s Five 
Forces General Analytical Framework: The generic five forces framework doesn't work for the Indian entertainment business because of its unique requirements. For example, competition is less likely to be used as a yardstick to measure the efficacy of an organization and more likely to be considered a genetic component. A revised version of Porter's Five Forces considers new forms of competition Globalization: When used in its broadest sense, "globalization" refers to the process by which people from different countries, cities, and companies cooperate. Global enterprises like Netflix can develop into new areas worldwide due to governmental relations and integration.
Digitalization: Digitalization is the adoption of modern digital technologies in changing an organization’s business model and also to provide new opportunities and revenues. Through such technologies, Netflix is exploring global markets through mobile applications and web-based applications. 
Artificial Intelligence: Artificial intelligence refers to a computer-controlled system specially programmed to mimic human intellect in its ability to plan and execute specific goals. Netflix incorporates AI features into its systems to help keep customer information and financial data safe. The term "e-commerce" refers to conducting business transactions over the Internet, such as purchasing goods and the subsequent transfer of payments to the vendor, who then ships the purchaser's goods. Since Netflix's primary offerings are accessible solely via the company's website, most of its business is conducted via the Internet.
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Supplier Power – High 
As most of Netflix's content is licenced by studios, content providers, and other rights holders, the supplier has significant influence in negotiations over pricing and other terms, including distribution rights. Despite their best efforts, it may be challenging to negotiate exclusive rights to content, incredibly unique content, on mutually reasonable conditions. It is also possible that the service providers will fail to provide or refuse to do so.
Buyer Power – High 
The power of subscribers or viewers is high and can still rise because of other streaming services launched. According to Nielson’s Total Audience Report Q4 2020, 84% of respondents answer that cost is important, and when they were asked what made them cancel their subscription, 42% said that they did not use it enough to justify the cost. Also, Netflix subscribers can easily cancel their subscription any time, increasing their power.
Competitive Rivalry – High
Amazon Prime Video and other competitors represent a significant challenge to Netflix's dominance in the streaming video business. Amazon Prime Video's monthly cost is more reasonable than Netflix's. In 2019, its repertoire was more extensive, and its episodes and films are of higher quality than Netflix's. Netflix has space for development despite already having more viewers and users than any other streaming service.
Threats of Substitution – Moderate
The quantity and calibre of Netflix's content libraries continue to grow. In 2018, Civic Science published a study revealing that most individuals who subscribe to two or more streaming services rarely utilise Netflix. Since the competition is formidable, Netflix must keep a careful watch on the sector. Traditional television alternatives include movie theatres, rental/purchase discs, and online video platforms such as YouTube and Netflix. The number of Netflix subscribers is increasing, but people still prefer live television for news and entertainment. The company revealed that the number of Netflix customers has increased by 22% annually to 182 million (April 2020). Alternative video-streaming services and digital piracy pose a much greater danger to Netflix than any of the abovementioned issues. Due to the low switching costs in the streaming industry, consumers are continuously searching for the optimal value-to-price ratio. Digital piracy is a significant issue because it allows individuals to view paid content online. The law prohibits this conduct. Therefore, the substitution threat is moderate. Streaming services are here to stay, and television and film have coexisted throughout history, indicating they can cohabit. Due to the low switching fees, current Netflix subscribers may switch to competitor streaming services that provide the exact content for less money. Additionally, they must combat increasingly sophisticated forms of cyber theft.
Threats of New Entrants – Moderate
Due to the presence of established competitors, the barrier to entry for new streaming services is significant. There are, however, other organizations with the same objectives as Netflix. Netflix makes it more difficult for new competitors to enter the market by adopting new technologies and trends, investing more, and increasing supplier contracts.



[bookmark: _Toc112159062]ANALYSIS OF FACTORS CONSIDERED IN DECIDING TO ENTER INDIAN MARKET
Netflix Company’s entrance into the Indian market was enhanced by a variety of factors: Demographic Factors: The management of Netflix considered the magnitude of the Indian population when making this decision. The company's decision was heavily influenced by the availability of a more extensive customer base.
Few Legal Restrictions: Due to the company's U.S.-based headquarters, Netflix's leadership found it easier to examine the Indian market. Globalization has increased cross-border interactions between enterprises and individuals in these nations. 
Large Number of Film Producers: India's cultural and linguistic diversity influenced filmmakers to develop works in various styles. Netflix has successfully penetrated a substantial portion of the Indian market despite fierce competition from traditional Indian entertainment companies. 
Netflix Competitive Profile Against Disney Hotstar and Amazon Prime 
As Netflix grows into other Indian markets, it faces several difficulties and opportunities, some of which are highlighted in the matrix below. Several columns in the matrix contain distinct ratings, scores, and weights. In addition, Netflix's competitive abilities are contrasted to those of its two primary competitors, Amazon Prime and Disney Hotstar, by mapping external criteria against internal characteristics, such as the company's strengths and weaknesses.
[bookmark: _Toc112159063]STRATEGIC AUDIT OF NETFLIX GOING TO BOLLYWOOD STRATEGY
Netflix's entry into the Indian market in 2016 prompted the company to examine its potential and risks as it strives to position itself as the dominant player in the video streaming industry (Sull and Turconi, 2021). For instance, an analysis of the company's top competitors encourages it to develop more extensive plans to gain subscribers and market share in the Indian market.
Areas of Improvement in the Above Strategy
Adding Local Content and Local Languages: 
Since most international platforms are free, the lack of linguistic and content diversity hinders Netflix's subscriber development. To better integrate users of diverse races, religions, and civilizations, Google has enhanced YouTube accounts for nations with a rich cultural and linguistic variety, such as India (Gorostid Martinez and Zhao, 2017). Netflix has difficulty expanding into new markets because it lacks the local adjustments required to compete with the global heavyweights. 
Collaborating with Local and International Producers for Content:
As a result of globalisation, there are fewer obstacles for firms to connect with their counterparts in other regions. For example, it is standard practice for American sales businesses to link with their Indian counterparts who specialise in logistics, with few limitations imposed by national borders. To grow its client base, Netflix needs to rethink its marketing strategies and partner with other companies. This is illustrated by the fact that local growers are typically located in heavily populated places, which increases the likelihood that they will have access to wide varieties.
[bookmark: _Toc112159064]NETFLIX INDIA’S STRATEGY VS OVERALL GLOBAL STRATEGY
Netflix's global strategy is well-developed, with a goal statement centred on the end user. For a small monthly fee, Netflix customers may watch as much as they want, whenever they want, on nearly any Internet-connected screen. In addition to commercial-free streaming, customers can play, pause, and resume their videos anytime. Netflix's global strategy is comparable to Netflix India's, which has enabled the firm to remain competitive in a market saturated with video streaming providers. Choosing a plan that works for your business as a whole could be even more difficult than actually crafting one. Choosing a criterion to evaluate your options is the first stage; considering how appropriate, acceptable, and feasible they are (SAF) is a helpful method to do so (Colbjrnsen, Hui, and Solstad, 2021). SAF parameters have informed Netflix's globalisation approach.
Since an option's suitability decides whether or not it will achieve the organization's objectives, suitability is the most critical component of the SAF strategy model. The acceptability component evaluates the plan's impact on return, risk, and shareholder reactions. Returns will be determined based on the benefits, which may or may not be monetary, that stakeholders anticipate getting from the plan. The viability of a strategy is eventually determined by the feasibility component of the SAF strategy model. After evaluating the financial sustainability of the plan by methods such as a break-even analysis, cash flow forecasts, and other similar assessments, it is essential to determine whether or not the organization possesses the requisite skills, assets, and knowledge to execute the strategy.
Moreover, the Scaled Agile Framework (SAFe) provides a set of standards for deploying agile practices throughout a large organization. The system is a knowledge database that gives structured information on activities, obligations, responsibilities, management, job planning, and adherence to standards. Contrary to popular opinion, Agile is not a one-size-fits-all method for improving software quality and delivery time. Even if a forward-thinking firm like Netflix requires excellent collaboration and speed to meet consumer demand, Agile is not the optimal methodology (Renaudin, 2016). Netflix's organizational structure and engineering hiring practices make Agile less desirable than it initially appears. Netflix accounts for over a third of all Internet traffic during peak hours, yet the company is unwilling to implement a formal policy to address the issue. Agile is practised in "pockets" at Netflix, although the organization's structure makes widespread adoption of the concept challenging and even harmful.
Netflix uses a variety of marketing strategies to promote its episodes and films. These include social media, traditional media, the Netflix website, YouTube, and billboards. Netflix invests much in advertising, but the corporation employs more cost-effective marketing techniques. Therefore, take a page from Netflix's playbook and employ their successful advertising strategies. Additionally, Netflix leverages hyper-personalization to encourage user involvement. Netflix uses guerilla marketing, an inventive and inexpensive brand promotion strategy. In contrast, it has been demonstrated that guerrilla marketing is highly effective.
However, Netflix has expanded its reach by forging partnerships in new markets. The organisation collaborated with prominent local businesses to develop mutually beneficial ties. In other instances, though, it has cooperated with cable and phone companies to get its shows into their VOD systems. Vodafone Ireland placed a Netflix button on its remote control when it began offering TV services (Putri and Paksi, 2021). Netflix has teamed with Telefonica and KDDI in Latin America and Spain.

[bookmark: _Toc112159065]RECOMMENDATIONS 
To achieve its objective of 100 million members, Netflix must expand into the Indian market. Netflix runs a considerable risk of being surpassed due to the severe competition from various rivals, which is only growing tougher with time. We advised Netflix to keep its whole strategy, including its premium pricing, absence of advertising, and exclusive focus on streaming.
To increase earnings and reach 100 million members in India, Netflix will need to incorporate advertisements into its service. The cost-conscious nature of the Indian populous will enable the company to provide streaming services to Indian customers at a discount.
Following are the key obstacles which Netflix can face while including ad in its services:
· Can decrease the quality of content and create disturbance for the viewers.
· Including ads, creates astrategic change in the firm, so it will be difficult to communicate it to the human resources, clients and content producers at Netflix.
· It can slowdown the speed of services.
· It is difficult to convince customers for such change in the streaming services

[bookmark: _Toc112159066]CONCLUSION 
Since Netflix now dominates the internet entertainment industry, going into India is likely an effort to attract more subscribers and increase income. With India's constantly rising population, it is only logical that more individuals will produce and consume content on the Internet. In this view, investing in creating numerous platforms that emphasise the individual and are compatible with India's numerous languages, customs, and ethnic groups is essential. Depending on the user's preferences, Netflix subscriptions should be available daily, monthly, quarterly, and annual. Netflix is distinct from all other video-on-demand services. Unlike Starbucks and HBO, it caters to specific genres and consumers rather than offering a wide array of brands. Therefore, the company must develop and share several forms of content. Due to market conditions, Netflix will lose its first-mover advantage in specific categories.
 As Disney Plus expands into previously untouched markets such as Europe, Latin America, and Asia, Netflix's first-mover advantage will begin to erode. Current market saturation necessitates an increase in demand from untapped populations. In these markets, it may gain an advantage if it is the first to create ways to connect people to the internet at a lesser value proposition, such as inferior quality or a smaller content library for a lower price. Vertical integration, such as customized content development and cloud computing, can alter its competitive advantage. Netflix has always been adaptable to technological development (i.e. focus on home delivery to streaming platforms). Its corporate plan, which attempts to secure future stable cash flow, is another indicator of its strategic foresight. Its commitment to the long term is indicative of future innovation and expansion into new markets.
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