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Introduction
Digital platforms have revolutionised international commerce, allowing MNEs to grow services worldwide at new speeds. When entering international markets with strict regulatory monitoring, complicated cultural dynamics, and powerful domestic incumbents, direct platform deployment sometimes experiences considerable institutional friction (Asseraf and Gnizy, 2026). Netflix, Inc. (Netflix)'s global corporate configuration and strategic feasibility of entering China, a major economy where the firm has no direct, wholly-owned operational streaming platform presence as of mid-2026, are examined in this research report.
Section 1 evaluates international policy in three parts. Netflix's geographic footprint, value chain configuration, and regional financial performance across its primary operational nodes UCAN, EMEA, LATAM, and APAC are assessed using the Bartlett and Ghoshal (1989) typology to classify its strategic posture. Second, it evaluates China's political, economic, legal, and cultural environment using John Dunning's Eclectic Paradigm (OLI Framework) and current digital platform internationalisation theory. Third, it examines Netflix's expansion from platform export to deep local internalisation and critically reviews earlier market entrance attempts including the 2017 content licensing arrangement with iQIYI. Section 2 presents a reflective appraisal of the research, analytical, and synthesization processes undertaken throughout this study.


Section 1: Global Strategy, Macro-Environmental Appraisal, and Entry Mode Analysis
1.1 Organizational Classification and Global Strategy
Strategic Categorization via Bartlett and Ghoshal’s Framework
The Bartlett and Ghoshal (1989) matrix, which examines multinational firms along two dimensions pressure for global integration and demand for local responsiveness is needed to understand Netflix's worldwide operational decisions (Babu and Aithal, 2023).
	Strategy type
	Global integration
	Local responsiveness
	Structural alignment
	Relevance to Netflix

	Global
	High
	Low
	Centralized assets and standardized services
	Early expansion, 2010–2015

	Multi-domestic
	Low
	High
	Decentralized subsidiaries and tailored offerings
	Unaligned with Netflix’s platform scale

	International
	Low
	Low
	Transfer of parent-company capabilities
	Early DVD-to-streaming phase

	Transnational
	High
	High
	Centralized technology with localized content
	Current model: global platform, local content



In its first internationalization stage, starting in 2010 with Canada and growing to Latin America and Western Europe between 2011 and 2012 Netflix operated with a traditional Global Strategy (Berndt et al., 2023). The firm used a standard user interface, its own content library in the home market of the United States (US), and its own North American centralized infrastructure. This approach led to high costs and low subscriber penetration in culturally different markets because of low local relevance, but had the potential to benefit from scale economies and provide cost efficiencies (Contractor et al., 2026).
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Figure 1: Bartlett & Ghoshal Framework (1989) (Ali, 2023)
In order to acknowledge these constraints, Netflix has shifted its strategy to a Transnational Strategy of simultaneous high pressure for global integration and high pressure for local responsiveness (Asmussen et al., 2023). The high pressure of global integration is due to the high fixed-costs involved in owning a technological stack, creating a cloud infrastructure, establishing a recommendation algorithm for artificial intelligence (AI) and spending multi-billion dollars annually on content (Yu et al., 2023). Scalability is achieved through central platform technology, platform design and global subscriber data analytics, with software innovations being immediately available to more than 300 million subscribers worldwide (Khitab et al., 2025).
At the same time the requirements for high local responsiveness are created by various consumer preferences, language barriers, regulatory content quotas and different national media consumption habits. Netflix meets these needs with its “Global Platform, Local Content” operating model. Netflix avoids a multi-domestic model in which the company's foreign subsidiaries would have full control over their operations they have a centralized strategy and financial control, but let regional production studios commission, co-produce and develop localized original productions (Fuchs, 2022). Examples of such transnational synergy are provided by titles like Squid Game (S. Korea), La Casa de Papel (S. Spain) and Lupin (F). Content created to address local responsiveness needs then becomes a source of transnational network effects, engaging users on the global platform through transnational territories (Botella-Andreu, Pla-Barber and Rocafull, 2025).
Global Configuration and Value Chain Footprint
An ambidextrous value chain configuration is shown in the geographic reach of Netflix. Upstream value chain functions, such as platform software engineering, algorithm development, data security, strategic capital allocation and global ad-tech development, continue to be highly centralized at corporate headquarters in Los Gatos, California (Chalaby, 2024). On the other hand, the downstream operations are geographically distributed, with locations in key regional cities with creative talent sourcing functions such as Amsterdam (EMEA), London (UK), São Paulo (LATAM), Singapore (APAC), Tokyo (Japan), and Seoul (South Korea), where creative talent is sourced, regional media licensing, local marketing campaigns, public relations and regulatory compliance activities are performed (Davis, 2021).
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Figure 2: Netflix Subscribers Worldwide in 2026 (Wilson, 2026)
Netflix continues to be the preeminent streaming service globally, boasting 325 million paying customers across 190 nations in 2026 (Wilson, 2026). The ad-supported tier currently has more than 250 million active visitors each month globally (Zhou, 2026). It works by having the same basic service (streaming platform) in all regions with localized interfaces and region-specific content. North America and Europe, which have tens of millions of subscribers each, represent key markets, as do the fast-growing Asia Pacific and Latin America markets. Economies of scale are achieved worldwide by Netflix's worldwide network of production studios and data centers, for instance by spreading the fixed cost of content licensing/production over a vast number of subscribers (Ameya Anil Patil and Sangram Girigosavi, 2024).


1.2 Macro-Environmental Appraisal and Market Attractiveness
Host Country Analysis (China’s PEST Factors)
China is one of the world's biggest digital streaming markets with over 1.08 billion internet users and digital video streaming penetration rate is more than 97%, but with very high non-market barriers, political governance and well-developed domestic platform ecosystems (Stratrix, 2026). China's macro environment was analyzed from the perspectives of political, economic, legal, and cultural aspects, which explains the institutional conflict that foreign direct entry may face.
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Figure 3: PEST Analysis tool (Quattrociocchi et al., 2017)
Political Dynamics and Ideological Governance
In China, media and information platforms are subject to rigorous control, and cultural production has become a tool of the Chinese government's national sovereignty, public morality and political stability campaigns (Brunk, 2020). The main regulating body for media distribution is the National Radio and Television Administration (NRTA), under the supervision of Cyberspace Administration of China (CAC) and the Central Propaganda Department (Cui, 2024).

Foreign media outlets are subjected to serious political risks under the conditions and requirements of real-time filtering of content, strict ideology orientation, and censorship of sensitive topics in history, geopolitics, and society (Ding and Chen, 2023). In China, content governance is based on pre-approval of all individual titles released online, while in Western markets it is mostly based on post-hoc age-rating classification.
In addition, political necessity requires that the domestic culture is protected from “Western cultural imperialism”. This means that with the foreign streaming platforms operating separately, they are seen as a threat to the domestic digital sphere and a basic political hurdle to entry (Goncharenko et al., 2023).
Economic Landscape and Industry Rivalry
The Chinese online video market is competitive, mature, and is dominated by established platforms, each behind a leading tech conglomerate, known as the BATs: iQIYI, backed by Baidu; Youku (Alibaba); Tencent Video (Tencent); and short-form platforms Douyin (ByteDance) and Bilibili (Shi and Zhou, 2021).
	Platform Name
	Corporate Backing / Parent Entity
	Dominant Business Model
	Ecosystem Capabilities

	Tencent Video
	Tencent Group
	SVOD / AVOD Hybrid
	Deep integration with WeChat social ecosystem, gaming IPs, and digital payments.

	iQIYI
	Baidu Group
	SVOD / AVOD Hybrid
	Advanced AI recommendation algorithms and extensive domestic original drama production.

	Youku
	Alibaba Group
	SVOD / AVOD Hybrid
	Direct integration with Taobao/Tmall e-commerce networks and live-streaming retail
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Figure 4: China Video Streaming Market Size 2026-2030 (Technavio, 2026)
The valuation of the Chinese video streaming industry is projected to rise by USD 220.4 billion, with a compound annual growth rate (CAGR) of 40.6% from 2025 to 2030 (Technavio, 2026). Augmenting investment in premium and distinctive original content will propel the Chinese video streaming sector.
The video streaming industry in China is a multifaceted environment defined by a three-tiered framework of long-form, short-form, and live streaming offerings. This terrain is characterised by fierce rivalry among prominent over-the-top (OTT) service providers, the cultural supremacy of user-generated content (UGC) platform frameworks, and the rapid expansion of livestream e-commerce (Tyagi, 2025).
These domestic operators have a large number of economic advantages, such as integrated digital ecosystems including mobile payments (WeChat Pay/Alipay), social media cross-promotions, cloud hosting infrastructure and rich domestic IP library (Wang and Weng, 2022).
Monetization-wise, the willingness-to-pay for Subscription Video on Demand (SVOD) in China has historically had lower ARPU than in other Western markets. Hybrid business models, such as low-cost SVOD tiers, AVOD (ad-supported video on demand), tipping and e-commerce are all crucial to the success of domestic platforms (Yuan, 2023).
Netflix's financial model depends on significant content spending across the different tiers of its paid customers, and it would be very difficult for the company to compete on price with less-costly, local, incumbent services (Zámborský et al., 2023).
Legal, Regulatory, and Data Sovereignty Frameworks
Legal environment is China's greatest obstacle for foreign direct entry. Foreign enterprises cannot directly invest in or operate any value-added telecommunications services related to internet audio-visual program services, news publishing, and online media distribution under the Special Administrative Measures (Negative List) for Foreign Investment Access (Tang and Wei, 2023).
Foreign media firms are not allowed to directly operate over-the-top (OTT) streaming services under the law. In addition, the NRTA imposes foreign content quotas, with no more than 30% of a domestic online streaming platform's catalog volume allowed to be foreign-produced content (Surana et al., 2024). Foreign films and series also have to be subject to a long and complicated review process that can take six to twelve months to get through the necessary process, making “day-and-date” releases unfeasible from a legal point of view (Morschett et al., 2025).
	Regulatory domain
	Legal instrument / agency
	Main requirement
	Strategic impact on foreign entrants

	Foreign direct investment
	Foreign Investment Negative List / Ministry of Commerce
	Restricts foreign ownership in telecommunications and online media
	Direct wholly owned OTT entry is not possible

	Content quotas and censorship
	NRTA / Central Propaganda Department
	Limits foreign content and requires prior approval
	Prevents simultaneous global releases and limits catalog size

	Data sovereignty and privacy
	PIPL / Cyberspace Administration of China (CAC)
	Requires local data storage and controls cross-border transfers
	Separates Chinese user data from global algorithms



At the same time, China has enacted a series of laws and regulations that impose strict requirement for data localization, namely, the Personal Information Protection Law (PIPL), the Data Security Law (DSL), and the Cybersecurity Law (Quattrociocchi et al., 2017). All personal user information and viewing statistics created in China must be kept on the servers in China, managed by Chinese authorities, and data transfers across borders must undergo strict security checks by the CAC (Mier and Kohli, 2021).
As Netflix has built a key competitive edge on centralizing data across servers worldwide, abiding by these localized data isolation rules would threaten its technology stack.
Cultural Dynamics and Consumer Preferences
Powered Distance: China gets 80, indicating great approval of hierarchy and power inequality. Top leaders are expected to make judgements because people respect authority, seniority, and official titles. The US scores 40, signifying power disparities are less recognised and employees anticipate more equality, openness, and direct communication with management (Kosal and Putney, 2022). Companies' team leadership, feedback, and decision-making are affected.
Individualism: China scores 20, reflecting a collectivist society that values group cohesion, loyalty, and family or team interests. Relationships and goals may trump personal preferences. The US is one of the most individualistic nations, scoring 91. Americans cherish freedom, success, self-expression, and responsibility. Business frequently involves direct bargaining and personal accountability (Kim, 2022).
Masculinity: China scores 66 and the US 62, indicating achievement-oriented and competitive civilisations. Both countries value success, prestige, performance, and money. China may emphasise patience and long-term achievement, whereas the U.S. emphasises ambition, winning, and apparent results (Kim, 2022).
Uncertainty Avoidance: China gets 30, showing tolerance for ambiguity and flexibility. Strengthening ties and context can help people adjust rapidly and withstand uncertainty. The US scores 46, moderate but prefers structure, planning, and regulations over China.
Long-Term Orientation: China gets 87, emphasising patience, persistence, and future benefits. U.S. scores 26 indicating a short- to medium-term concentration on performance and swift returns (Dunning, 2001).
Indulgence: China scores 24, indicating the prevalence of restraint and social impulse control. U.S. scores 68, indicating a more indulgent culture that values leisure and personal happiness (Neves and Kogut, 2023).
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Figure 5: Hofstede's cultural dimensions for the China and United States (Kosal and Putney, 2022)
Regarding media consumption, these cultural traits manifest as consumers' high demands for local storytelling that stems from local cultural history, social relationships, urban drama, and historical period narrative types like Wuxia and Xianxia (Oldroyd and Morris, 2023). Western content has niche appeal to urban, educated populations, but needs to "fit" in to mainstream society on the regional level.
In addition, the ease of accessing alternative digital distribution platforms and unlicensed pirated content networks in China makes consumers less willing to pay high subscription fees for content that runs late and is not as freely available.
Synthesizing Market Attractiveness: Dunning's Eclectic Paradigm (OLI Framework)
Based on the Dunning's Eclectic Paradigm (OLI Framework) extended with current theory about the internationalization of modern digital platforms, a solid conceptual framework is provided to rigorously assess whether Netflix has the structural elements to enter and operate in China (Pereira et al., 2022). The Ownership (O), Location (L) and Internalization (I) advantages are assessed.
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Figure 6: Eclectic Paradigm (CFI, 2022)
Ownership (O) Advantages
Ownership advantages are specific competitive skills of the firm which compensate for the natural disadvantages of being a foreign firm operating overseas. Netflix has significant Ownership advantages not related to location:
· Global Intellectual Property (IP) and Content Scale: A huge $16+ billion content budget for an annual scale and a vast global library of proprietary original content (Asseraf and Gnizy, 2026).
· Proprietary Technology and Algorithmic Architecture: World-class recommendation algorithms, adaptive streaming technology and ad-tech infrastructure that drive user engagement and retention.
· Global brand capital and marketing capabilities: A high level of international brand equity and capabilities that are recognized around the world (Jati, Serenade and Umar, 2024).
But the Chinese context sees these Ownership advantages suffer from structural erosion. NRTA censorship is present for Global original IP and often omits or prevents key plot points of the story, including any supernatural, violent or politically sensitive elements (Ali, 2023). Moreover, algorithmic power decreases when it's disconnected from local domestic user data, as a result of data localization requirements.
Location (L) Advantages
The advantages that a country has in the host market that make direct investment more attractive is called location advantage:
Market Scale and Digital Infrastructure: China's subscriber addressable market is over 1 billion people of advanced 5G connectivity coupled with digital payment ecosystems (Zámborský et al., 2023).
Rich Creative and Narrative Assets: An extensive pool of talent, production history and literary IP that can create content for both domestic and international Mandarin speakers.
Even with these market opportunities, direct host-market asset deployment is far less attractive due to the location disadvantages of statutory entry barriers, ideological oversight, foreign content quotas and aggressive domestic players (Babu and Aithal, 2023).
Internalization (I) Advantages and Institutional Frictions
The advantage of internalization, or of doing things internally (hierarchy) rather than contracting it out (market transactions), is why a firm prefers to do this.
In standard international markets, Netflix prioritizes high internalization. Netflix has complete control of the user data, safeguards proprietary recommendation algorithms, guarantees consistent service quality worldwide, and collects 100% of subscriber revenue from its streaming service (Khitab et al., 2025).
But in China, there are too many Internalization Frictions poised by institutions. Chinese law does not allow foreign direct control of OTT distribution networks. As a result, Netflix is unable to officially incorporate in China. It has to "dis-internalize" and rely on domestic licensees or joint venture partners to handle distribution, compliance, and local user relationships, and give up strategic control, brand uniformity, and data access to achieve market access (Asmussen et al., 2023)
The misalignment in operation is further highlighted through the evaluation of these dynamics through Luo's (2021) framework of Digital Platform OLI where Open Resource, Linkage and Integration capabilities are emphasized (Berndt et al., 2023). Digital platform companies internationalise by building open platforms and bringing together local third parties (content providers, mobile app developers) within an open global platform. A lack of platform connectivity, as a result of state enforced digital firewalls in China, is impacting the efficacy of Netflix's digital business model and its ability to integrate into the global market.


1.3 Entry Mode Strategy and Strategic Synthesis
Historical Pattern Recognition: Evolution of Global Expansion
Netflix’s international expansion trajectory follows a phased evolution, transitioning from low-risk market entry to rapid global scaling and subsequent vertical internalization.
Phase 1: Sequential Geographic Expansion (2010-2015)
Netflix first went into the market with low psychic distance markets and built broadband networks, following the classical Uppsala Internationalization Model (Yu et al., 2023). It introduced streaming service in Canada in 2010, in Latin America in 2011, and in Western Europe between 2012 and 2015. In this period, entry has been made through 100% direct OTT platform launches, which have featured content licensing deals with domestic studios in the United States (Contractor et al., 2026).
Phase 2: Simultaneous Global Platform Rollout (2016)
During January 2016, Netflix shifted from a sequential expansion to a high-velocity global strategy and released the streaming service at the same time in another 130 countries, with the global reach to more than 190 countries (Botella-Andreu, Pla-Barber and Rocafull, 2025). Netflix was able to overcome local market entry barriers by building strategic partnerships with regional telecom companies (telcos) and consumer electronics makers. Co-marketing and data bundling with local telcos led to reduction in customer acquisition costs, local operational risk reduction through integration and co-marketing with local billing operators (Brunk, 2020).
Phase 3: Internalization of Local Content (2017- present)
With the surge of foreign subscribers, Netflix went from foreign content distribution to wholly owned production facilities abroad. Through the production of foreign content in the United Kingdom, Spain, South Korea, Japan and Mexico, Netflix set up hubs to meet local regulatory content quotas, including the European Union's requirement for 30% of content to be locally produced, while simultaneously creating hit foreign shows, which were able to resonate with audiences the world over (Chalaby, 2024).


Strategic Fit and Critical Appraisal of Entry Options for China
Evaluating how Netflix’s historical entry modes align with China’s macro-environment reveals a fundamental strategic mismatch, requiring a critical appraisal of alternative entry options.
Option 1: Direct Wholly-Owned Platform Entry (Historical Dominant Mode)
Using the Netflix's main global expansion strategy, the approach of operating an independent, direct-to-consumer streaming subscription service, is not legally possible (Cui, 2024). The Foreign Investment Negative List explicitly prohibits foreign companies from owning and operating value-added telecommunications and online media broadcasting services (Ding and Chen, 2023). This would lead to instant regulatory action, blocking of the domain through Great Firewall and very harsh consequences for non-compliance if anyone tried to set up a standalone direct platform.
Option 2: Business-to-Business Content Licensing (The 2017 iQIYI Case Study)
Statutory prohibition of direct ownership of platforms led Netflix to try an indirect approach in April 2017 with an agreement with iQIYI, Baidu's streaming platform (Goncharenko et al., 2023). The content distribution deal includes a number of original Netflix TV series including Black Mirror, Stranger Things and Mindhunter.
	Timeline Milestone
	Strategic Action / Operational Event
	Key Outcome / Friction Identified

	April 2017
	Announcement of strategic content licensing deal with iQIYI.
	Indirect entry route established, bypassing foreign direct investment bans

	2017–2018
	Distribution of selected Netflix titles on iQIYI platform.
	Content subjected to multi-month NRTA censorship delays; no day-and-date premieres.

	Mid-2019
	Quiet dissolution of licensing agreement.
	Modest commercial returns; iQIYI shifted investments to domestic original IP


By mid-2019, the partnership quietly ended, demonstrating the operational friction of content licensing in China. The failure of this licensing mode resulted from three primary factors:
Regulatory Censorship Delays: NRTA clearance required extended review periods, preventing day-and-date premieres. Chinese consumers frequently accessed pirated versions of popular shows prior to official censored releases, eroding paid viewership (Jati, Serenade and Umar, 2024).
Foreign Content Catalog Caps: The statutory 30% quota on foreign content forced Chinese platforms to prioritize high-margin Hollywood blockbusters over foreign episodic television series (Kosal and Putney, 2022).
Strategic Asymmetry: iQIYI utilized licensed Netflix content primarily to build its premium subscriber base while simultaneously scaling its domestic original content production, eventually diminishing its operational reliance on foreign licensing partners (Mier and Kohli, 2021).
Option 3: Minority Equity Joint Venture (JV)
Selected value-added digital services can be implemented through a domestic Chinese media enterprise that is set up as an Equity Joint Venture (EJV) in a 49/51 split (legal split under domestic control) (Morschett et al., 2025). This entry mode however carries with it many risks however, of operation:
Loss of Platform and Algorithmic Governance: The operational governance, content curation and strategic decision-making would fall to the majority domestic partner, affecting Netflix's corporate strategy.
IP and Technology Leakage: Joint venture structures open up proprietary recommendation algorithms, compression technologies, and data engineering processes to local strategic partners and run the risk of competitive duplication (Shi and Zhou, 2021).
Brand Exposure and Political Risk: Moral hazard occurs if the joint venture alters the content or follows political directives that create world-wide consumer or regulatory backlash in the West.
Option 4: Outbound Chinese-Language Content Strategy ("Offshore" Entry)
Instead of setting up a physical presence or direct platform distribution in mainland China, Netflix can go about an outbound Chinese-language strategy, "offshore". This is achieved by making high-quality Mandarin original programmes and films in markets, other than mainland China, like Taiwan, Singapore, Malaysia and Hong Kong, and releasing them worldwide on its current international platform network (Surana et al., 2024).
This entry mode will bypass the controls of the Chinese regulatory system, the Great Firewall and data localization regulations in China altogether. At the same time, it allows Netflix to monetize the huge Mandarin-speaking community in spaces as diverse as UCAN, APAC, Europe, and LATAM, and establishes a cultural media library that secures Netflix's future in institutional change within the Chinese mainland (Tang and Wei, 2023).


Strategic Recommendations and Decision Matrix
Synthesizing the environmental constraints, legal boundaries, and strategic options, Netflix is advised to pursue a Dual-Track International Strategy:
Primary Strategy (Outbound Diaspora & Regional Production): Ensure the continuity and development of direct investment in regional Mandarin-language content production bases outside the mainland (such as Taiwan and Southeast Asia). Stretched across Netflix's global platform network to cater to audiences across all parts of the world who speak the Mandarin language, these assets can help to deliver immediate subscription revenue in both APAC and Western markets, with no risk of non-market compliance in China (Tyagi, 2025).
Secondary Strategy (Opportunistic Non-Exclusive IP Monetization): Sign selective, non-exclusive IP licensing agreements with the Chinese domestic streaming platforms (Tencent Video, iQIYI, Youku) for original content titles that are fully finished and have no political themes. The transactions should be of the type that require little capital, and in which the IP is not sold with a transaction, but rather, it is a high-margin corporate licensing sale (Wang and Weng, 2022).
Conclusion
Netflix's business model, founded on centralised technology and localised content, is responsible for its success in other countries, but does not have an obvious equivalent in China. The macro-environmental appraisal shows that political censorship, foreign ownership limitations, data-localisation laws and the presence of a strong domestic incumbent place Netflix under structural disadvantage in terms of ownership, location and internalisation according to the OLI framework. The iQIYI debacle from last year is proof enough that these institutional hurdles can't be overcome via the indirect route of licensing. Instead of going down the direct route, Netflix would be better served to take a dual-track approach of investing in the production of Mandarin content overseas while opportunistically licensing non-political IP locally for revenue without the risk of regulatory exposure.

Section 2: Reflective Account on the Research and Analytical Process
The research, analytical, and synthesis methods used to prepare Section 1 of this report were critically examined using Gibbs' (1988) Reflective Cycle. The six-step model Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan provides an organised, iterative path to learning (Eldridge, 2023).
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Figure 7: Gibbs' (1988) Reflective Cycle (Eldridge, 2023)
Description
The assignment brief required a thorough analysis of Netflix's worldwide strategy and China entrance potential. This required three interconnected tasks: classifying Netflix's international operating model using the Bartlett and Ghoshal (1989) integration-responsiveness framework; macro-environmental appraisal of China using PEST analysis, Hofstede's cultural dimensions, and Dunning's Eclectic Paradigm (OLI Framework); and critically assessing Netflix's historical entry modes, including the 2017 iQIYI licensing arrangement, against realistic alternatives. Before choosing sources, I reviewed the module's teaching content and key literature on internationalisation theory. After gathering evidence from company disclosures, industry market-sizing reports, and academic and news commentary on Chinese media regulation, I drafted each subsection sequentially and revised the report once a full first draft was complete, ensuring that the frameworks were applied consistently and the narrative developed logically toward the entry-mode recommendations.
Feelings
I was first unsure about the task's size. Netflix has no direct operating presence in China, so there is no first-party disclosure of Chinese-market performance (Wang and Weng, 2022). Every claim about the firm's position there had to be built indirectly, thru regulation, competitor data, and the documented history of the iQIYI deal. This made me doubt several assertions early on. As the picture came together, my confidence rose. The PEST, Hofstede, and OLI analyses all agreed that direct entrance is structurally blocked, which was satisfactory since it showed that the theoretical apparatus was being used analytically rather than for its own sake. After the entry-mode comparison and recommendations, I was much more convinced in the argument's consistency.
Evaluation
Several steps went nicely. Multiple, complementary frameworks allowed the analysis to move from a strategic-position classification to an institutional and cultural read of the host market to a firm-specific assessment of ownership, location, and internalisation advantages, creating a layered argument rather than a repetitive one (Yuan, 2023). Anchoring the theory to the growth and silent collapse of the 2017 iQIYI license agreement reinforced the study by testing the abstract entry-mode debate against reality. My original draft of the macro-environmental section focused too much on description, listing China's political, economic, legal, and cultural elements without explaining how they affected Netflix's strategy. It would have been easy to present Chinese platforms and regulators solely as obstacles, but a fuller picture required acknowledging the genuine competitive strengths of firms like iQIYI, Tencent Video, and Youku and the coherent policy logic behind China's data-sovereignty and content-quota rules. Both issues needed more editing.
Analysis
Thinking about why these strengths and weaknesses occurred reveals how the program material and my working habits interacted. In the early weeks of the module, the Bartlett and Ghoshal (1989) integration-responsiveness matrix gave me a vocabulary for describing Netflix's shift from a global to a transnational posture. Without it, the observation that Netflix now combines centralised technology with localised content would have remained an anecdote. However, Dunning's Eclectic Paradigm showed that one cannot easily apply a paradigm for asset-heavy industrial FDI to an intangible, data-driven digital platform (Dunning, 2001). This tension forced me to consider Luo's (2021) extension of the OLI model for digital platforms, which reframes ownership advantage in terms of open resources, linkage, and integration rather than physical assets, which deepened the internalisation discussion. The PEST and Hofstede tools, covered in seminar discussions of institutional and psychic distance, helped me organise an overwhelming amount of information about Chinese media regulation, and the Uppsala Internationalisation Model explained in the entry-mode section why Netflix's early sequential, low-psychic-distance expansion strategy has no obvious Chinese equivalent. Since Netflix does not disclose China-specific figures, I had to cross-check claims about market size, regulatory quotas, and the iQIYI partnership across industry reports, news archives, and academic commentary, a research-literacy skill the module had implicitly been building throughout the term. I developed a framework for systematically evaluating entry-mode alternatives from seminar discussion of previous platform-based case studies into the four-option comparison in Section 1.
Conclusion
The process showed that combining several theoretical lenses produces a richer and more defensible critical picture than relying on any single model, and that theories originally built for a different economic context, such as Dunning's OLI framework for manufacturing FDI, must be actively adapted rather than mechanically applied to novel settings like digital-platform internationalisation Before starting empirical research, I might have interacted with the theoretical literature more systematically to make my framework choices more intentional rather than partly reactive to the findings. I could have used more peer-reviewed sources earlier in the process, rather than industry and press reporting for early versions, to improve the analysis's academic rigour from the start.
Plan Action
For future tasks like this, I will spend time researching relevant theory before starting empirical research to make framework selection thoughtful. I will start each project with a modest source record to streamline triangulation and citation, especially for data-scarce or indirectly observable markets. I'll ask for input on an early draft rather than a near-final one to fix structural flaws like excessive detail before they spread throughout sections. I'll also keep exercising critical, evaluative writing by asking "so what does this mean for the argument" after incorporating each piece of evidence, rather than separating description and analysis into distinct drafting sessions. Finally, given how quickly digital-platform internationalisation theory is evolving, I plan to track emerging academic extensions to classical international business frameworks, which were essential to producing a critical, rather than descriptive, evaluation in this assignment.
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Netflix grew from just 0.4M subscribers in 2001 to 325M in 2025.
The platform crossed 200M in 2020 and is projected to reach around
350Min 2026.
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