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1. Executive summary
The purpose of this report is to define strategic management and strategic management tools. Moreover, this report also analysed Netflix business strategy using the Ansoff Growth matrix model, Porter’s Five Forces model and the stakeholder grid. Based on the analysis conveyed, it can be concluded that Netflix generic business strategy focuses on growth and competitive advantage. In addition, the external factors affecting Netflix has been outlined using Porter’s Five Forces. It was assumed that Netflix has a strong position within its business environment and can positively respond to outside threats. Also, Netflix’s stakeholders were identified, and their importance was explained in detail. Furthermore, the relationship between sustainability and resilience was explained, analysed and applied to Netflix. 

2. Introduction
The business world is a very dynamic, ever-changing and volatile environment. Nowadays, organisations have to be responsive, adaptable, and flexible to maintain sustainability and prosperity. Leaders have to show their preparedness via formulations and implementation of long-time plans, innovative strategies and can foresee the future (O’Reilly&Tushman, 2008). 

3. Strategic management
One of the leading theorists on strategy Henry Mintzberg states that there is no single complete definition of a strategy. To help understand the process of strategic planning, he developed five approaches 5P’s for strategy. Each P stands for plan, ploy, pattern, position and perspective. He believes that a deeper understanding of each P and their relationship allows organisations to develop a well-thought-out plan of action (Mintzberg, 1987).
Moreover, Mintzberg is also known for creating a realised strategy. He believes that strategy is a process of intended and emergent strategy. The initial pre-planned strategy has been changed and adjusted according to evolving circumstances within the organisation’s environment, creating the realised strategy (Mintzberg & Waters, 1985).

According to Porter (1998), a strategy is a competitive advantage and differentiation from competitors. Porter believes that analysing the competition and its industry allows businesses to create their strategy that will have a competitive advantage, securing a prosperous future for the organisation. Porter’s five forces is an analytical tool that helps businesses identify the competition’s main strengths. Once that is established, organisations can formulate a more suitable strategy to stay ahead of the competition (Porter, 1998).

Additionally, Johnson & Scholes (2009) suggest three levels of strategy; corporate, business and functional. They state that strategy is a long-term process of achieving an advantage over the competition within a changing business environment by managing available resources and satisfying stakeholders.

4. [bookmark: _Hlk86392426]Company background
Netflix is an American, global entertainment business founded in 1997 by Reed Hastings and Mark Randolph in California. Originally Netflix sold and rented DVDs by mail; nowadays, Netflix is a paid Internet subscription-based streaming business that allows its customers to watch TV series and movies without adverts, anywhere and at any time (Netflix, 2021).
Netflix has over 208 million subscribers and operates in over 190 countries across the world. In 2020 Netflix reported $25 billion in revenue, a 24% increase from the previous year (Netflix Investors, 2021).
It is estimated that Netflix’s library has around 15,000 titles; however, that number is ever-changing as Netflix focuses more on creating its original content and not licensing (Comparitech, 2021). In 2013 the company expanded into the movie and television show making industry, with its first original show, “House of Card” (Product Habits Blog, 2021).

5. Main findings

5.1 Overview of Netflix strategy
Netflix business strategy is notable within its vision and mission statement. The company’s vision statement declares that Netflix wants to be known as the top entertainment business worldwide. Moreover, its mission statement is focused on growth and development to satisfy its members’ experiences while creating a valuable relationship with suppliers and creating profits for investors. Netflix also mentions its employees as it is believed that innovative culture is at the centre of Netflix’s operations (Netflix, 2021).
Netflix business strategy can be observed as follows:
· Business Growth Strategy
· Cost Leadership Strategy
· Global Expansion
· Production of its own contents
· Range Expansion
· Differentiation
· Business Profitability

Netflix business model can be described as a mixture of different models; with its growth initiatives, Netflix adapts the Ansoff Matrix model, also known as product/market grid (1957).  However, its focus on cost leadership and competitive advantage strategy nods towards Michel Porter’s Five Forces model (1998).

6. Strategy Analysis

6.1 Netflix Ansoff Matrix Analysis
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Market Penetration 
This part of a grid relates to the existing products and services. Market penetration is the most used approach by Netflix. The company focus is on selling more of its online content to the already existing customers. It is believed that this is the least risky approach, as the business focuses on its current operations. 

Market Development
The image above shows that the market development square introduces existing products and services to new markets. Netflix is known to expand into new markets well. Within seven years, Netflix entered 190 new countries across the globe (Brennan, 2018). 

Product Development
According to Ansoff (1957), product development aims at creating new products and selling them to the existing markets. This approach is also very popular with Netflix. The company is investing many resources into creating its own content, such as Netflix original tv series. The company understands that it can not root its business model purely on streaming content from suppliers (due to expensive licensing and growing competition); therefore, it established a Netflix production company (Alexander, 2020).

Diversification
The diversification square within the Ansoff Growth Matrix grid is the riskiest approach to undertake by any business. It involves developing new products/services and entering new markets. This approach would require Netflix to move away from its online streaming services and develop products for new markets, e.g. when Virgin diversified into the banking industry. It can be observed that Netflix is trying to diversify with its online Netflix Merch Shop selling lines associated with their content catalogue, for example, merchandise for its most popular original series to the date, the “Squid Games”.
It is believed that more extreme diversification can be a success for Netflix with its strong brand image and adaptability. 

It is evident that the Ansoff Matrix is a valuable business growth strategy tool for Netflix, and the company is utilising it well, proving to be efficient, successful, adaptable and innovative. However, like with many other strategy tools, it does not show the whole picture, e.g. there is no competitor analysis; therefore, it is essential to use different business strategy tools to analyse the business and its external and internal environment comprehensively. 

[bookmark: _Hlk86392759]6.2 Netflix Porter’s Five Forces Analysis
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Threat to new entrants
With the growing popularity of streaming services, Netflix’s competition is also growing. Businesses such as Amazon Prime Video, Hulu, Now Tv, Disney+, HBO have launched their own streaming services. Becoming a threat to Netflix for many reasons; however, one of the main issues is licensing. Historically, platforms such as HBO would licence their content to Netflix. However, since launching their online streaming services, they have withdrawn all the content available to Netflix and are streaming through their own platform, which means that Netflix has lost a lot of content from their online library. HBO is just an example, but many other suppliers followed suit, meaning Netflix’s library has been significantly reduced. 


Supplier power
Supplier power can be a severe threat to Netflix. As mentioned above, many of Netflix’s content suppliers are launching their own streaming services and cancelling licensing for their products. Two of Netflix’s most popular Tv series, “Friends” and “The Office”, are leaving and being streamed via the HBO Max platform, which owns their rights. A similar situation is happening with Disney movies, which will be hosted on the Disney+ streaming platform (Adalian, 2019).

Customer power
The power of customers is high. With many new entrants, there are many choices for customers to switch from one streaming service to another. Netflix’s prices are similar to its competitors; therefore, the only differentiation is the library content. It is believed that customers will be less loyal and follow the content choices rather than a particular platform. No contracts with the subscribers are making the switch a straightforward process. Also it is  worth noting some of the other streaming platforms offer different packages tailored explicitly for the customer’s needs, eg. Now Tv has Entertainment, Movies or Live Sport package deals, which are slightly cheaper than Netflix’s subscription price, which can be more enticing for customers. 

Threat to substitution
This force is at a moderate level for Netflix. Netflix has a unique business model. It can be easily copied by competitors offering streaming services, but on the other hand, it can never be the same. Netflix owns a production company and is focused on producing original content to expand its library. Therefore, the threat of substitution is there; however, Netflix’s brand and popularity of its original content will distinguish them from others. 

Degree of competition
Competitive rivalry is high for Netflix. The biggest competitor for Netflix is Amazon. Amazon offers its Prime members access to videos, music and next day delivery. Therefore, they are a lot more versatile than Netflix. However, Netflix business strategy created a competitive advantage amongst its rivals. Netflix’s unique management style of no rules is believed to harbour innovation. The CEO of Netflix, Reed Hastings, states that by reducing/removing controls, the culture of “Freedom and Responsibility” is created. He says that a culture like this attracts people with top talents, making levels of innovation that competitors cannot match (Hastings & Meyer, 2020).
Netflix’s IT business strategy is also believed to create a competitive advantage, as the company is ready to adapt to technological changes and consumer behaviour changes (Mithas & Lucas, 2010). 

6.3 Netflix Stakeholders Analysis

Freemans & Reed (1983) suggest that stakeholder groups should be involved in strategic decisions. The authors also state that stakeholder analysis is a regular process of exploring how the stakeholder group can influence a particular business in achieving its objectives (Freemans& Reed, 1983).
Upon further analysis of Netflix’s stakeholder groups, the following were identified and placed accordingly within the stakeholder power/interest matrix. Please see the image below.
Customers
Employees
Competitors
Government
Media
Internet providers
Investors
Payment processing providers
Film makers and producers
Library content suppliers
SampleTemplates, 2021



The monitor square of the matric consists of competitors and payment processing providers (banks and Paypal); their interest and influence in Netflix are low; however, they have to be monitored; for example, Netflix have to perform their competitors’ analysis, however, does not have to communicate with them. 

The keep informed area of the matrix includes media. It is understood that their interest in Netflix is high; however, they hold moderate power levels. Netflix should keep media informed as they can be a very beneficial marketing tool for promoting new products and services and also brand awareness. 

The customers, investors and government stakeholder groups were placed in the keep satisfied square of the matrix. It is believed that those groups can have high levels of influence and medium levels of interest in Netflix’s operations. The communications with those groups have to be maintained as they could negatively impact Netflix’s operations. For example, customers could start cancelling their subscriptions, and government policies could affect streaming services.

And lastly, the manage closely square with filmmakers, producers, and suppliers of the library content is placed in the matrix’s high interest and high influence area. There is a strong connection between Netflix and those stakeholder groups. They should be managed closely and be involved in projects. As Netflix is investing a lot of financial resources in producing their own content, they are of interest to many filmmakers and producers. This stakeholder group is particularly interested in Netflix, especially the independent producers, who can use the Netflix platform to be exposed to a large audience.

Additionally, the internet providers and employees were placed closer to the centre of the matrix, assuming that their power and interest position themselves at a medium level. They are key stakeholder groups as their involvement within the organisation is quite substantial. They can influence Netflix’s operations negatively or positively. Netflix should work closely with those groups; for example, fast and reliable internet is essential for streaming services like Netflix; therefore, it is in Netflix’s best interest to have a good working relationship with the internet providers. Netflix’s whole business model is based on online video streaming; therefore, a lack of good internet infrastructure would mean the failure of the business.

7. [bookmark: _Hlk86392941]Sustainability and Resilience in Strategic Management

The World Commission on Environment and Development identified Sustainable Development as “development which meets the needs of the present without compromising the ability of future generations to meet their own needs” (WCED, 1987).
Fiksel (2003) defines enterprise resilience as the “capacity for an enterprise to survive, adapt, and grow in the face of turbulent change”. He argues that sustainable development within a dynamic business environment commands resilience (Fiksel, 2006). 
Marchese et al. (2017) state that there are three frameworks of sustainability and resilience. The first is where resilience is a component of sustainability, the second is where sustainability is a component of resilience, and the third is where sustainability and resilience are separate entities. 
After closer examination of Netflix, it has been decided that the first framework fits the company’s objectives best. Framework number one implies that increasing the company’s resilience will make that company more sustainable ( Marchese et al., 2007).  It is also believed that a company without resilience can not be sustainably strong (Ahern, 2013). 
Netflix can be seen as a resilient company that has adapted to many changes over the years. The most noticeable one is the shift from DVD mail rentals to online streaming services. Through this change, the organisation became a leader in its field. Generated profits allow them to be involved in many sustainable initiatives such as reducing carbon footprint and investing in biodiversity, sustainable livelihoods and environmental justice (Netflix Investors, 2021). 


8. Conclusion
Through the analysis of Netflix business strategy, it can be concluded that Netflix is the biggest online streaming platform with a powerful brand image. Netflix strategy includes growth and competitive advantage. The competitive advantage achieved by Netflix seems to make the company a sustainable business responsive to outside threats. Resilience is also closely associated with the business. The company is not afraid to face changes and adapt to new circumstances through its innovative ways. Netflix is a firm believer in the no-rules approach within human resource management. Its laisses fair approach to management style is considered to produce innovative ideas without limiting employees potential.
Overall, Netflix can be considered an inspiration to other businesses regarding adaptability, creativity, and embracing changes in the ever-changing entertainment industry. Netflix’s business strategy is robust; alongside the successful implementation and monitoring of the design, Netflix can consider itself a poster child of developing and delivering a strategy to ensure a sustainable and resilient business. 
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