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[bookmark: _Toc233225912]Executive Summary
This report assesses Netflix's strategic position in the UK streaming market and outlines appropriate strategies for maintaining competitive advantage in a growing and competitive streaming market. The external analysis showed that technological innovation, evolving consumption habits and the development of digital entertainment offer opportunities, while the high level of competition, market saturation and the increasing costs of content pose a threat to profitability. PESTEL and Porter's Five Forces analyses showed that the industry is not attractive due to competitive pressures and low switching costs. The internal analysis revealed that Netflix's recommendation algorithms, data analytics capabilities, original content development, and brand reputation are important sources of competitive advantage. The Resource-Based View and VRIN framework showed that these intangible resources offer sustainable advantages, and value chain analysis revealed that technology development and operations are two value-creating activities. The main challenge that Netflix is facing is the growth constraint in the traditional streaming services. Therefore, the following report calls for an interactive entertainment ecosystem combining streaming and games. The strategy is likely to be implemented by leveraging Netflix's technological strengths and flexible resources, as well as by utilising the Ansoff Matrix and the SAFe evaluation.
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[bookmark: _Toc233225915]Section 1: Report 
[bookmark: _Toc233225916]1.1 Introduction
This report is a strategic analysis of Netflix in the UK streaming sector as a strategic management consultant. Strategic management is a tool that helps organisations gain a sustainable competitive advantage by aligning their internal resources and capabilities with external opportunities and threats in a dynamic and hypercompetitive environment (Hitt et al., 2024). In this regard, the report will analyse Netflix's strategic position and its long-term competitiveness. Several strategic frameworks are included in the analysis, such as PESTEL analysis, Porter's Five Forces analysis, VRIN analysis, SWOT, and Value Chain analysis to evaluate the external and internal environment. Furthermore, the Balanced Scorecard assesses organisational performance, and the Ansoff Matrix and SAFe analysis help in assessing strategic alternatives and recommendations. The report identifies the key strategic challenges and the appropriate implementation of measures through these approaches. The following sections cover organisational context, external and internal analysis, strategic evaluation and implementation recommendations to help Netflix maintain its competitive edge in the UK streaming market.



[bookmark: _Toc233225917]1.2 Organisational Context and Overview
[bookmark: _Hlk233226051]Netflix was started in 1997 as a DVD-by-mail rental company but evolved through a succession of innovations that have strategic value to become the most successful subscription video-on-demand (SVOD) platform in the world (Zhang, 2024). When the firm switched to streaming in 2007, an audacious act to respond to the technological change and the change in consumer preferences was a disruptive one, and its decision to invest further in its original content decreased reliance on third-party studios and enhanced differentiation. In the more recent past, Netflix has ventured into gaming, which is an indication of an effort to use existing technologies and content resources to develop new growth opportunities and stop depending on subscriptions as the sole money source (Gürer et al., 2025).
Roblek and Meško (2018) explain that a vision is a description of what an organisation wants to be like in the future, and a mission is how it is going to achieve it and the markets that it will serve. Strategic choices have been made primarily based on the vision of Netflix to be the most popular entertainment service in the world and the mission to entertain people all over the world with ease and accessibility to a variety of content. The strategic actions and the organisational purpose are consistent in investments in original products, artificial intelligence-based personalisation, and internationalisation (Florea and Croitoru, 2025). Nevertheless, as the pressure to generate more profit by raising prices and advertising-based subscriptions mounts, the long-term equilibrium between the interests of shareholders and the value of customers will be questioned, which may result in possible conflicts between the groups of stakeholders.
[image: ]
[bookmark: _Toc233211029][bookmark: _Toc233211104][bookmark: _Toc233225948]Figure 1: Business model canvas of Netflix (Netflix, 2024)
The business model of Netflix is focused on providing personalised entertainment based on subscription and advertising income. The convenience, exclusive content and algorithm-driven recommendations form its value proposition and are enhanced by core resources such as proprietary data, brand equity, and content libraries. Scalability is achieved through strategic alliances with production studios, telecommunications providers, and technology companies. However, the content cost inflation and the growing competition are also posing a threat to the sustainability of that model, forcing it to constantly innovate to keep a competitive advantage (Johnson et al., 2023).
	Competitor
	Key Strength
	Strategic Position

	Netflix
	Original content, personalisation
	Market leader

	Disney+
	Strong franchises (Marvel, Disney)
	Major challenger

	Amazon Prime Video
	Ecosystem integration
	Diversified competitor

	Apple TV+
	Premium original content
	Niche premium player

	BBC iPlayer
	Free UK public content
	Domestic substitute


[bookmark: _Toc233211114][bookmark: _Toc233225956]Table 1: Competitor Comparison in the UK Streaming Market (Author, 2026)
The UK streaming market is established but still has an average growth, led by the shift in viewing patterns and online consumption trends. Rivalry in the industry has been enhanced by competition with Disney+, Amazon Prime Video, Apple TV+ and BBC iPlayer (Jenei et al., 2025). Netflix has been able to sustain a top position in the market despite these pressures thanks to its vast content offering, established brand recognition and sophisticated recommendation system, though it will have to continue to adapt to market changes to maintain that status.


[bookmark: _Toc233225918]1.3 External Environment Analysis
Through external environment analysis, such as PESTEL and Porter's Five Forces, organisations can gain insight into opportunities and threats that affect their strategic competitiveness and long-term performance. Macro-environmental and industry-specific factors are critical to understanding market dynamics, the attractiveness of the industry and the impact of external factors on strategic decision-making for Netflix UK.
[bookmark: _Toc233225919]1.3.1 PESTEL Analysis
The political, economic, social, technological, environmental and legal factors are interwoven factors that influence Netflix's external environment in the UK streaming market. Politically, regulators are taking a closer look at digital platforms and content regulation, making it harder to comply with the quickly changing regulations and increasing barriers for smaller players (Kausche and Weiss, 2024). The economic impact of inflation and the cost-of-living crisis has led to greater consumer price sensitivity, driving demand for more affordable subscription pricing (Audty and Meyer, 2024). But with the advertising-supported tiers, there is a massive opportunity to attract price-sensitive customers as well as provide new revenue streams.
The streaming services remain a popular choice now, as social influences continue to make on-demand or personalised entertainment a preferred choice over traditional broadcast. However, shifting preferences and content fatigue demand ongoing investments in quality programming. The biggest opportunity for Netflix is technological advances. AI, machine learning and sophisticated recommendation engines enhance customer engagement and build user retention (Macdonald et al., 2026). At the same time, technology spreads rapidly, so technology advantages are not sustainable in the long term because they can be imitated by technology competitors over time.
Stakeholders are demanding transparency over the energy usage and carbon emissions of Netflix's streaming infrastructure and data centres, which is driving up environmental pressure (Keilbach, 2025;Netflix, 2023). Sustainability programs can improve the image of a business, but they also raise costs. Compliance with GDPR, IP laws and the ongoing digital content laws is still critical, legally. Non-compliance may lead to financial penalties and damage to reputation.
	Factor
	Key Issue
	Strategic Impact

	Political
	Digital content regulation
	Increases compliance costs but raises entry barriers

	Economic
	Inflation and cost-of-living pressures
	Encourages demand for lower-cost subscription tiers

	Social
	Shift towards on-demand entertainment
	Expands streaming demand and engagement

	Technological
	AI and recommendation systems
	Enhances personalisation and customer retention

	Environmental
	Sustainability expectations
	Improves reputation but increases operational costs

	Legal
	GDPR and copyright laws
	Protects data and content but increases regulatory obligations


[bookmark: _Toc233211115][bookmark: _Toc233225957]Table 2: PESTEL Analysis Netflix UK (Author, 2026)
Notably, the biggest opportunities for Netflix are technological innovation and shifting consumer habits, while the biggest threats are market saturation, regulatory complexity and fierce competition. These factors are crucial from a strategic perspective since they directly impact customer acquisition, retention and long-term profitability.
[bookmark: _Toc233225920]1.3.2 Industry Environment Analysis
Based on the Manjarres Zarate et al. (2025) analysis of industry, it involves studying aspects that directly impact competitive actions and profitability. The UK streaming industry is moderately growing, highly digital and maturing (PWC, 2024). Structural segments in the market are the premium subscription service providers like Netflix, Disney+ and Apple TV+, the ecosystem-based players such as Amazon Prime Video and the publicly funded players like BBC iPlayer.
The industry is still appealing because of the steady demand of consumers for digital entertainment, but profitability is being increasingly squeezed by increasing production costs for content and competition. Success is no longer measured based on market growth but rather in terms of achieving differentiation, customer retention, and operational efficiency.
[bookmark: _Toc233225921]1.3.3 Porter's Five Forces Analysis
Porter's Five Forces framework is used to assess the competitiveness of an industry by analysing five structural forces that affect profitability and strategic action (Salam et al., 2025), which can help to understand Netflix's competitive position in the UK streaming market.
	Force
	Intensity
	Strategic Implication

	Threat of New Entrants
	Low–Moderate
	High capital and content investment requirements create entry barriers.

	Bargaining Power of Suppliers
	Moderate
	Content creators and studios possess valuable intellectual property.

	Bargaining Power of Buyers
	High
	Low switching costs enable consumers to move easily between platforms.

	Threat of Substitutes
	High
	Gaming, social media, YouTube and traditional television compete for attention.

	Competitive Rivalry
	Very High
	Disney+, Amazon Prime Video, Apple TV+ and BBC iPlayer intensify competition.


[bookmark: _Toc233211116][bookmark: _Toc233225958]Table 3: Porter's Five Forces Analysis of Netflix UK (Author, 2026)
Threat from new entrants is moderate as capital requirements are high, content acquisition costs are high, and incumbent brands have a strong position. Supplier power is moderate as content creators and production studios have valuable IP, but Netflix's expanding original content binges lessen their reliance on external suppliers.
The power of the buyer is high, as it is easy to switch between streaming services with relatively low switching costs. But the danger of a substitute is also present, as traditional television, gaming platforms, social media and short-form video services battle it out for consumer attention. The competition is fierce, with the major streaming service providers investing heavily in content and engaging in price wars. Industry profit and strategic behaviour are significantly affected by these forces from an Industrial Organisation (I/O) point of view (Hitt et al., 2024). Netflix's competitive advantage is thus built on sustaining their difference by their proprietary content and their strength of brand and data-led personalisation, not just on the attractiveness of the industry.
[bookmark: _Toc233225922]1.3.4 External Strategic Implications
The external environment indicates that Netflix needs to focus on innovation and diversification to maintain its competitive edge. There is potential to grow into gaming and advertising-supported services due to technological developments and shifting consumption patterns. But competition is growing, and market maturity and content costs are increasing, which poses a risk to profitability. Thus, Netflix's strategy should focus on differentiation, customer retention and ecosystem expansion, not just on subscriber growth. This supports the argument of Abdeen et al. (2025) that firms need to match their strategic decisions with external opportunities and threats in order to be competitive in the long run.


[bookmark: _Toc233225923]1.4 Internal Environment Analysis
[bookmark: _Hlk233192230]An internal analysis helps companies discover their resources, capabilities, and core competencies that form the basis for sustainable competitive advantage. The Resource-Based View (RBV) suggests that the key to achieving superior performance lies in the ability to own and effectively utilise valuable resources that are difficult for competitors to replicate (Mailani et al., 2024). Hence, it is crucial to analyse Netflix's internal environment to gain insights into its strategic capabilities and future competitiveness.
[bookmark: _Toc233225924]1.4.1 Resource Analysis
Netflix has a number of tangible and intangible resources that can help create value. With financial resources like healthy cash flows and significant market capitalisation, they can invest in original content and technological advancements continuously. However, these resources are only competitive parity, as there are other companies like Disney and Amazon that have similar financial resources. Strategic agility is supported by organisational resources such as a global structure, managerial know-how and a data-driven culture (Johnson et al., 2023). The physical resources are cloud infrastructure, data centres and production facilities, and the technological resources are proprietary algorithms for recommendations and streaming architecture.
Most importantly, Netflix's intangible resources are the key sources of competitive advantage. Human resources involving engineers, data scientists and creative professionals enhances innovation and adaptability. Artificial Intelligence capabilities, original content development and gaming expansion boost differentiation. Moreover, good brand reputation and customer trust further solidify market leadership. Intangible assets are harder to replicate than tangible resources, and thus offer more strategic value (Adedoyin et al., 2026).
	Resource Type
	Examples
	Strategic Significance

	Financial
	Cash flows, investments
	Competitive parity

	Organisational
	Culture, management
	Valuable capability

	Physical
	Infrastructure
	Temporary advantage

	Technological
	Algorithms, platform
	Strong advantage

	Human
	Engineers, creatives
	Sustainable advantage

	Innovation
	Original content
	Sustainable advantage

	Reputation
	Brand image
	Sustainable advantage


[bookmark: _Toc233211117][bookmark: _Toc233225959]Table 4:Resource Analysis (Author, 2026)
[bookmark: _Toc233225925]1.4.2 Capabilities and Core Competencies
RBV suggests that resources gain strategic importance when combined with organisational capabilities (Mailani et al., 2024). One of the most significant features of Netflix is its recommendation system, which helps to improve customer engagement and retention by delivering personalised recommendations. Data Analytics enables data-driven investment decisions and better content performance (Rahman, 2025). Original content development has lessened reliance on outside studios and increased differentiation. Furthermore, platform management can lead to operational efficiency and scalability. All these capabilities are the essence of Netflix, and they directly add to the customer value.
[bookmark: _Toc233225926][bookmark: _Hlk233192103]1.4.3 VRIN Analysis
The VRIN framework is used to assess the value, rarity, difficulty of imitation, and non-substitutability of resources (Widjaja et al., 2026). Netflix's funds are useful, but not uncommon, as others are similarly well-financed. These resources, therefore, offer competitive parity and do not give them a sustainable competitive advantage. Even though financial resources only create a competitive parity, the combination of technological savvy, user data and organisational learning structures by Netflix generates the resources that are valuable, rare and hard to copy. As a result, the competitive advantages of such assets are sustainable, and the original content only offers temporary differentiation since competitors also have the opportunity to make analogous investments (Nelsa et al., 2025).
	Resource
	Valuable
	Rare
	Inimitable
	Non-substitutable
	Competitive Implication

	Financial Resources
	✓
	✗
	✗
	✗
	Competitive parity

	Recommendation Algorithms
	✓
	✓
	✓
	✓
	Sustainable advantage

	Original Content
	✓
	✓
	Partial
	Partial
	Temporary advantage

	Brand Reputation
	✓
	✓
	✓
	✓
	Sustainable advantage

	Data Analytics
	✓
	✓
	✓
	✓
	Sustainable advantage


[bookmark: _Toc233211118][bookmark: _Toc233225960]Table 5: VRIN Analysis (Cui, 2024; Netflix, 2024; Hsiao, 2024)
[bookmark: _Toc233225927]1.4.4 Dynamic capabilities
Dynamic capabilities are the capacity of an organisation to reconfigure resources and adjust to the changing environment (Cavusgil and Deligonul, 2024). Netflix's launch of advertising-supported subscriptions is a good example of the company's dynamic capabilities, as it broadens its revenue streams and caters to the price sensitivity of consumers. The company's move into gaming is a sign of its efforts to build a gaming ecosystem outside of video streaming (El Afi and Ouiddad, 2021). Likewise, AI-driven investments boost customisation and efficiency. The strategic efforts highlight Netflix's ability to adapt and stay competitive in a rapidly changing industry.
[bookmark: _Toc233225928]1.4.5 Value Chain Analysis
Netflix's value chain shows how resources are converted into value for customers. The primary activities are: content acquisition, operations, digital distribution, marketing and customer service. Support activities comprise organisational infrastructure, human resource management, technology development and procurement (Ahmić and Ćosić, 2025). Technology development and operations are the highest value activities in these, as they improve content recommendations and customer experience. Thus, the integration of technological capabilities into the production of content reinforces Netflix's differentiation strategy.
[bookmark: _Toc233225929]1.4.6 Benchmarking Analysis
Netflix shows superior customer personalisation and operational efficiency when compared to Disney+ and Prime Video, but the former enjoys an advantage due to owning franchises and the latter due to opportunities to integrate the ecosystem with Amazon. Despite competitors having considerable resources, differentiation is enhanced by Netflix having the capacity to turn consumer insights into personalised experiences (Cui, 2024). Nevertheless, the lack of a more comprehensive digital ecosystem is a strategic drawback which underscores the need to grow beyond the conventional streaming platforms.
	Capability
	Netflix
	Disney+
	Prime Video

	Original Content
	Strong
	Strong
	Moderate

	Recommendation System
	Very Strong
	Moderate
	Strong

	Ecosystem Integration
	Moderate
	Moderate
	Very Strong

	Brand Reputation
	Strong
	Very Strong
	Strong

	Data Analytics
	Very Strong
	Moderate
	Strong


[bookmark: _Toc233211119][bookmark: _Toc233225961][bookmark: _Hlk233197914]Table 6: Benchmarking Analysis (Cui, 2024; Netflix, 2024; Hsiao, 2024)
[bookmark: _Toc233225930]1.4.7 Internal Strategic Implications
In general, the internal environment of Netflix shows that the sources of sustainable competitive advantage mostly relate to intangible assets and adaptive capabilities (Hsiao, 2024). However, growing content spending and mounting competition pressures put profitability at risk. That is why diversification and expansion of ecosystems should become the priorities of future strategies in order to take advantage of the current strengths and remain competitive over time.



[bookmark: _Toc233225931]1.5 SWOT synthesis and strategic position
Combining external and internal analysis reveals that Netflix has a strong strategic position in the UK streaming market, with unique intangible assets, innovation capabilities, and resources that enable it to maintain its competitive advantage. These strengths help differentiate and provide a hurdle to imitation, which helps ensure long-term competitiveness in a more mature industry (Khalis, 2025). On the outside, increased digital usage, AI and the development of advertising-supported streaming open up avenues for diversifying revenue and expanding into adjacent markets, like gaming (Gao et al., 2023). Such advancements are part of Netflix's agile capabilities and bolster its ability to adapt to evolving consumer tastes. But there are a number of strategic challenges that will affect future performance. Competition from leading streaming services, maturing markets and growing content expenses and regulatory pressures limit profitability and subscriber growth. Moreover, a high reliance on subscriptions lowers strategic agility (Chalaby, 2024). Content differentiation is still significant, but the increasing investments by competitors are taking away the exclusivity. To maintain a competitive advantage, it is essential to continuously innovate and diversify from the traditional streaming service.

[bookmark: _Toc233211030][bookmark: _Toc233211105][bookmark: _Toc233225949]Figure 2: SWOT Analysis of Netflix UK(Author, 2026)
Netflix's overall strategic position is strong, but it is becoming more competitive. Its sustainable competitive advantages are mainly based on the data-driven personalisation, brand reputation and innovation capabilities, not just industry attractiveness. However, these benefits must be continually adapted and diversified. Thus, the SWOT synthesis suggests the following strategic priorities for the future: make use of technology capabilities and diversify the entertainment market beyond streaming. This analysis will form the basis of considering strategic options and determining the best growth path to maintain a competitive edge in a competitive market.


[bookmark: _Toc233225932]1.6 Comprehensive and Holistic Organisational Evaluation
[bookmark: _Toc233225933]1.6.1 CSR and Sustainability Strategy
CSR has gone beyond the philanthropic and become a strategy for value creation for stakeholders and legitimacy for the organisation. The Stakeholder Theory is the principle that businesses must meet the needs of customers, employees, shareholders, and society, while the Triple Bottom Line focuses on the economic, social, and environmental goals of businesses (Dutta, 2025).
Netflix has pledged to decrease emissions and become more sustainable in its operations from an environmental point of view. The carbon footprint of cloud infrastructure, data centres and energy-intensive streaming activities, however, poses environmental challenges (Nelsa et al., 2025). Sustainability efforts, therefore, improve the sense of legitimacy but offer little direct competitive benefit.
Socially, Netflix encourages diversity, inclusion, and employee well-being by having policies and practices that are global in nature. However, the move to share passwords and the increased subscription fees drew criticism from consumers, highlighting the conflict between profitability and customer expectations (Macdonald et al., 2026). These measures boosted revenues but raised issues about customer relations and social responsibility.
Transparent reporting and board oversight help to build investor confidence and organisational stability from a governance standpoint (Chitraju, 2025). But there can be conflicts between the interests of shareholders and other stakeholders when it comes to maximising shareholder returns. The tensions illustrate the compromises that exist in an environmental, social and governance agenda.
More importantly, Netflix's CSR programs are aligned with its mission and are enhancing its reputational capital. However, ESG agendas often clash with profit motives, indicating that sustainability is more of a supporting role than a driver. Long-term value creation, therefore, needs to be enhanced by embedding environmental and social goals in corporate strategy, not just for reputation and compliance purposes.
[bookmark: _Toc233225934]1.6.2 Balanced Scorecard Analysis
Financial measures are not enough to measure organisational performance (Hajji, Chtaoui and Bouhmala, 2025). The Balanced Scorecard is a tool that combines financial and non-financial indicators to ensure that the operations are aligned with the strategic goals.
Netflix's financial objective is to grow revenue and boost profitability (Netflix, 2024). Industry metrics such as revenue growth rates, operating margins and subscriber growth are key, with efforts like advertising-supported subscriptions and gaming expansion to support these metrics.
Customer perspective is about improving customer satisfaction and customer retention (Mugova et al., 2025). Subscriber growth, engagement, and churn rates are among the performance metrics. Investments in original content and personalised recommendations are essential activities to achieve these goals.
As far as internal business processes, Netflix is looking to make content production more efficient and effective. Some of the main factors are content release frequency, streaming reliability and platform performance. AI and data analytics investments boost process efficiency and customer experience (Akter et al., 2025).
The learning and growth perspective emphasises innovation and organisational capabilities. The objectives are to improve technological skills and stimulate creativity. Employee productivity, investments in innovation and new product development are indicators of long-term competitiveness (Matskiv et al., 2025). Artificial Intelligence adoption, Gaming development and talent acquisition are strategic initiatives.
	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Enhance profitability
	Revenue growth, operating margin
	Sustainable growth
	Advertising tier, gaming expansion

	Customer
	Improve retention
	Churn rate, engagement
	Higher loyalty
	Original content, personalisation

	Internal Process
	Increase efficiency
	Streaming quality, release frequency
	Operational excellence
	AI and analytics investments

	Learning and Growth
	Foster innovation
	New products, talent productivity
	Continuous innovation
	AI adoption, gaming development


[bookmark: _Toc233211120][bookmark: _Toc233225962]Table 7: Netflix Balanced Scorecard Framework (Author,2026)
In general, Netflix's Balanced Scorecard is well aligned with its differentiation strategy and long-term growth goals. Financial and customer indicators help to keep subscribers, diversify revenue, and internal process and learning indicators strengthen innovation capabilities. However, the existing KPIs are still very much geared towards growth and engagement, not sustainability results. Therefore, it would be more balanced and better align strategic objectives with stakeholder expectations and long-term value creation to include environmental and social performance indicators.


[bookmark: _Toc233225935]1.7 Strategic Choices and Strategic Implementation
[bookmark: _Toc233225936]1.7.1 Current Business-Level Strategy
Netflix's differentiation strategy is mainly achieved by having exclusive original content, sophisticated recommendation algorithms and excellent user experience, all of which are implemented using Porter's Generic Strategies (Cui, 2024; Macdonald et al., 2026). The development of advertising-supported subscription and various pricing options, however, suggests some aspects of a cost leadership and differentiation strategy. Netflix has a different approach than differentiation, as they are now looking to create value while keeping costs down to meet evolving consumer tastes and competitive threats. Therefore, the company aims to maintain its competitive edge by leveraging content innovation, technological capabilities, and enhanced accessibility to boost customer retention and long-term profitability.
[bookmark: _Toc233225937]1.7.2 Strategic Options Available
Netflix has a number of strategic options to continue growing and building a competitive advantage in the highly developed UK streaming market.
	Strategic Option
	Description

	Market Penetration
	Increase subscriptions and customer retention.

	Content Diversification
	Expand genres and localised content offerings.

	Gaming Expansion
	Develop gaming services alongside streaming.

	Interactive Entertainment Ecosystem
	Integrate streaming, gaming and immersive experiences.


[bookmark: _Toc233211121][bookmark: _Toc233225963]Table 8: Strategic Options Available for Netflix UK (Author,2026)
The only options available are limited, with market penetration being one of the least attractive options, as the UK streaming market is maturing. Content diversification can be a powerful differentiation tool, but it demands a lot of investment and can be easily copied. Gaming expansion opens up new revenue streams and takes advantage of Netflix's technological prowess. The most appealing option is the interactive entertainment as it brings together content, gaming, and personalised experiences, which improves the customer engagement and decreases the reliance on subscription income (Pereira et al., 2025). Moreover, this approach will benefit Netflix's dynamic capabilities and enhance its long-term competitive advantage in a competitive market.
[bookmark: _Toc233225938]1.7.3 Ansoff Matrix Evaluation
Netflix's strategic options are shown to have different levels of risk and growth potential in the Ansoff Matrix. Market penetration is the least risky, but has limited growth because of market maturity. Content diversification is a way to enhance differentiation by providing more content, but it takes a significant investment. Gaming expansion is product development, which involves utilising current customers and technologies to create more revenue streams (Gürer et al., 2025). The interactive entertainment business is a diversification play and is the riskiest, but also the most promising, in the long term. Hence, diversification via integrated entertainment services offers better strategic value and sustainable competitive advantages (Shi and Zailani, 2025).
[image: ]
[bookmark: _Toc233211031][bookmark: _Toc233211106][bookmark: _Toc233225950]Figure 3: Ansoff Matrix for Netflix UK Strategic Options (Cui, 2024; Netflix, 2024; Hsiao, 2024)

[bookmark: _Toc233225939]1.7.4 SAFe Evaluation
The interactive entertainment ecosystem proposed is highly relevant as it targets technological opportunities and the slowdown in the mature streaming market (Lee and Lee, 2024). There is a high level of acceptability because the strategy is believed to improve customer engagement, diversify revenues and provide long-term value to shareholders. Feasibility is moderate to high as Netflix has a large financial resource, technological capabilities and expertise in innovation. Thus, the strategy meets all the criteria of SAFe and is a feasible way to sustain competitive advantage and to support future growth.
	Criteria
	Evaluation

	Suitability
	High – addresses technological opportunities and market maturity.

	Acceptability
	High – enhances revenue diversification and customer engagement.

	Feasibility
	Moderate–High – supported by Netflix's financial resources and technological capabilities.


[bookmark: _Toc233211122][bookmark: _Toc233225964]Table 9: SAFe Evaluation of the Interactive Entertainment Ecosystem Strategy (Author,2026)
[bookmark: _Toc233225940]1.7.5 Recommended Strategy and Implementation Plan
The suggested approach is to build an interactive entertainment ecosystem that combines streaming, gaming and immersive digital experiences. This recommendation is based on external and internal analyses. The technological developments and changing consumer preferences were identified as key opportunities through PESTEL analysis, and the Five Forces analysis revealed that market maturity and strong competition pose challenges to growth in the traditional streaming market. Thus, diversifying from subscriptions becomes strategically important.
Netflix has valuable resources and capabilities that can help it implement this strategy from a Resource-Based View perspective. The VRIN criteria are fulfilled by recommendation algorithms, data analytics and brand reputation, which are sustainable competitive advantages (Cui, 2024). In addition, value chain analysis revealed that technology development and operations are among the value-creating activities that can contribute to the growth of the ecosystem.
[bookmark: _Hlk233213415]Balanced Scorecard analysis also indicates alignment with financial growth, customer engagement, internal innovation and learning objectives. Gaming expansion opens up new revenue opportunities, enhances customer retention, and decreases reliance on subscriptions (Karnani, 2024). An interactive ecosystem is not just content diversification, but it is an ecosystem that provides new growth opportunities, as well as taking advantage of existing capabilities. Hence, the suggested approach is the most suitable to maintain competitive advantage and improve long-term value creation in a highly competitive industry.
	Phase
	Timeline
	Key Activities
	Expected Outcome

	Phase 1
	Short-term
	Invest in gaming technologies, AI capabilities and strategic partnerships.
	Capability development and resource acquisition.

	Phase 2
	Medium-term
	Integrate gaming and interactive services into the existing streaming platform and expand content offerings.
	Enhanced customer engagement and service diversification.

	Phase 3
	Long-term
	Develop a fully integrated entertainment ecosystem through continuous innovation and global expansion.
	Sustainable competitive advantage and revenue diversification.


[bookmark: _Toc233211123][bookmark: _Toc233225965][bookmark: _Hlk233211245]Table 10: Strategic Implementation Roadmap for the Interactive Entertainment Ecosystem (Author, 2026)
The implementation roadmap is a phased approach to reduce risk and enable capability development. First investments in gaming technologies and artificial intelligence set the necessary resources and partnerships. After that, the platform is enhanced with gaming and interactive elements to boost customer engagement (Karnani, 2024). Finally, Netflix creates an integrated entertainment system that is continually innovating and expanding globally. This is a step-by-step process that allows for transformation without compromising efficiency and long-term competitiveness.
[bookmark: _Toc233225941]1.7.6 Implementation Challenges
There are a number of challenges to implementation. There are significant risks with the investment in gaming equipment and content. Technological challenges involve platform integration and cybersecurity issues. There can be resistance from the organisation because of capability gaps and cultural adaptation needs (Saeed et al., 2023). Market uncertainty is another challenge, as customer acceptance of gaming services is still unpredictable. Furthermore, competitors have significant resources and may copy strategic initiatives, which can lead to intense competition and lower expected returns.
[bookmark: _Toc233225942]1.7.7 Change Management and Risk Mitigation
Kotter's 8-Step Model is an appropriate change management approach for dealing with implementation risks (Kotter, 2012). Creating urgency and articulating a vision can help minimise organisational resistance (Fuller, 2026). Cross-functional teams and empowerment of employees enable capability building and innovation. Short-term victories should be celebrated to maintain momentum, and ongoing communication helps to maintain commitment. The risks of financial investments can be reduced by making investments in phases and establishing strategic partnerships (Guo, 2025). Technological risks call for cybersecurity improvements and infrastructure upgrades. To institutionalise change and to effectively implement the proposed strategy, continuous monitoring and feedback mechanisms are necessary.


[bookmark: _Toc233225943]1.8 Conclusion
This report finds Netflix to be in a strong but increasingly competitive strategic position in the UK mature streaming market. In the external analysis, it was found that technological advances and consumer preference are growth opportunities, and that competition, market saturation and increased content costs are threats to profitability. The internal analysis showed that the recommendation algorithms, data analytics, innovation capabilities and brand reputation are sustainable sources of competitive advantage. Netflix is currently pursuing a differentiation strategy, but diversifying into other areas of streaming is essential for long-term success. As a result, the development of an interactive entertainment ecosystem that combines gaming and streaming was determined to be the best strategic direction. Netflix's VRIN resources, dynamic capabilities, and technological strengths are likely to further drive customer engagement, diversify its revenue streams, and maintain a competitive edge, which will boost its long-term value creation and strategic competitiveness.



[bookmark: _Toc233225944]Section 2: Reflective Account
Gibbs' Reflective Cycle is a systematic approach to reflection which involves six steps to assist in continuous learning and a systematic reflection, strategic analysis and growth process that has taken place in the preparation of this report (Praveena et al., 2025).
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[bookmark: _Toc233211032][bookmark: _Toc233211107][bookmark: _Toc233225951]Figure 4: Gibbs' Reflective Cycle (Praveena et al., 2025)
Description
This reflective piece reflects my learning in the Strategic Management module and the preparation of my strategic analysis for Netflix UK. The task required me to go beyond the concept of strategy and use it in a real organisation under competitive pressure. I chose Netflix since I had already interacted with the company as a customer, but the task inspired me to look at it from a managerial and analytical point of view. For the report, I have used academic sources, company information and industry evidence, and then applied PESTEL, Porter's Five Forces, VRIN, SWOT, Value Chain, Balanced Scorecard, Ansoff Matrix and SAFe analysis. This process made me realise that a strategic recommendation should be based on evidence and not on opinion.
Feelings
Initially, I was interested and a little unsure, as the module required a more critical approach than description. I was worried about choosing the correct frameworks, connecting them and creating a post-graduate level argument within the word count. But as the lectures went on, I became more confident. Questions and class activities by the lecturer and discussions on previous topics brought back important concepts and reinforced the link between theory and practice. I also kept myself motivated by choosing Netflix, as I could relate my customer experience to the strategic issues highlighted in the report.
Evaluation
The best part of the experience was understanding the value of various frameworks to the larger strategic picture. PESTEL and Porter's Five Forces were useful for analysing the external environment of Netflix, and VRIN, Value Chain and internal analysis were useful for analysing the resources, capabilities and competitive advantage of Netflix. The Balanced Scorecard, Ansoff Matrix, and SAFe analysis proved helpful in transitioning from diagnosis to recommendation. The assignment helped me develop my research skills as I was required to find academic and industry sources of information instead of general information. However, it was a difficult process. Careful planning was needed to manage a large quantity of material, to avoid too much description, and to keep the analysis brief. I have overcome these challenges and still gained from the assignment in terms of my academic writing, time management, and analytical judgement.
Analysis
This module has influenced my thinking on strategic management. Until now, I've only seen strategy as a growth and profit plan. I now see it as a constant cycle of analysing external change, internal capability, and stakeholder expectations, before making decisions. When competition, content costs, regulation and consumer behaviour shift, even market leaders need to adapt, as the Netflix case demonstrated. It also illustrated that there was no single framework that could be used. Each model offers a different lens, and a stronger analysis is achieved through a critical combination of the models. I was taught that recommendations have to be realistic, acceptable, and feasible. For instance, the proposed interactive entertainment ecosystem was logical, as it tied together the strengths of Netflix's technology with the opportunities and challenges of the market.
Conclusion
Overall, the assignment helped me a lot in my academic and professional development. It helped me to develop critical thinking skills, analyse evidence and use theory to solve a modern business problem. I learned through an interactive teaching method and independent study. I now understand strategic management as a discipline based on evidence, adaptive and practical, not a collection of models.
Action Plan
For future assignments, I will start research earlier and develop a better reading plan for academic journals and company reports/industry data. I will practise synthesising sources rather than describing them individually and will use frameworks more judiciously to prevent repetition. I will work on improving my ability to interpret and forecast data to make more analytical and realistic recommendations. Lastly, I will keep following Netflix and other international digital companies to learn how organisations react to technological innovation, customer expectations and competition. These activities will help me grow my MBA and be ready to take on management roles in the future.
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SWOT


Strengths


Intense competition.
High rivalry and low switching costs.
Regulatory pressures.
Rising content costs and inflation.
Market maturity limiting growth.


Threats


Opportunities


Ad-supported streaming growth.
Gaming and interactive entertainment expansion.
AI-driven personalisation.
Increasing digital consumption.
Strategic partnerships and ecosystem development.


Heavy reliance on subscription revenues.
Rising content production costs.
Limited ecosystem integration.
Market saturation in mature markets.
Pressure to sustain subscriber growth.


Weaknesses


Strong global brand reputation and market leadership.
Advanced recommendation algorithms and data analytics.
Extensive original content portfolio.
Strong innovation capabilities and technological infrastructure.
Dynamic capabilities supporting adaptability.
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