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The streaming market worldwide has been growing at a high pace due to the onset of digitalisation and shifting consumer demands towards the on-demand content. The video streaming services have altered the manner in which people consume traditional media, and this offers a stiff competition among media platforms (Lobato, 2019; Lotz, 2021). It is in this framework that an innovative company launches a new product and defines a new market, whereas the follower company takes and modifies the established models to compete successfully (Lieberman and Montgomery, 2020). Netflix can be viewed as an innovative streaming site due to its early initiation of digital distribution, and Disney+ followed the suit later, making use of great brand assets. This report examines the impact of macro-environmental factors on both the firms and measures their strategic response and competitive positioning.
[bookmark: _Toc225474117]2. Industry Context and Competitive Positioning
The OTT streaming market has developed quickly during the last decade switching to the models of subscriptions and on-demand digital streaming platforms. This has been made possible by the developments in the internet infrastructure and the shift in consumer behavior towards flexibility in viewing (Evans, 2020). The industry is very competitive, and the main participants are Netflix, Amazon Prime Video, and Disney+, competing on content, prices, and user experience (Fagerjord and Kueng, 2019). Netflix is commonly known as a giant killer, and has developed an early leading position by being an innovator in streaming technology and content creation. Instead, Disney+ is a late entrant that has a high intellectual property and brand awareness, allowing it to quickly acquire market share and compete successfully (D'Arma, 2021).
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Figure 1: PESTLE Analysis (Ormston, 2025)
 Key Technological Developments in Streaming
The global streaming industry has been growing mainly due to technological developments. High-speed internet and 5G networks have greatly enhanced accessibility and quality of streaming and provided access to smooth quality consumption of content through all devices. In the world, there are more than 5.3 billion internet users, which is a huge market segment that can be used by digital streaming platforms (ITU, 2023).
Machine learning and artificial intelligence (AI) are important when it comes to improving the user experience. Recommendation algorithms on streaming platforms are used to process user data and tailor content, which may impact up to 80 percent of the viewing activity on streaming platforms such as Netflix (Gomez-Uribe and Hunt, 2021). This shows how significant data-driven technologies are in influencing the interaction of the user.
There is also cloud computing and content delivery networks (CDN) which facilitate scalable and efficient distribution of content. The technologies enable the platforms to handle a significant amount of traffic and provide high-quality streaming even at the time of peak usage (Zhang et al., 2021). In general, technological advances are the focus of competitive advantage in streaming.
Opportunities and Threats for Netflix
The opportunities offered due to technological advancements give Netflix a good chance to retain its leadership. This is because of its early investment in AI-based recommendation systems, which allow the delivery of content in a highly personalised manner, enhancing user engagement and retention. Netflix is known to invest more than $17 billion on content and technology each year, which is an indication of its innovation focus (Deloitte, 2023).
Moreover, Netflix has a developed infrastructure enabling worldwide expansion, and the platform is currently serving more than 190 countries, which proves that the company can use technology to expand internationally (Jenner, 2020). This is enhanced by its competitive advantage and dominance in the market due to this global presence.
Nevertheless, technological dependency poses some problems as well. The constant research on AI, data analytics, and infrastructure adds to operational expenses and financial strain. Moreover, other players, who include Disney+, have the potential to implement the same technologies and decrease the Netflix technological edge, increasing competition (Smith and Telang, 2021).
Opportunities and Threats for Disney+
The advantage of Disney+ is that it is using established technologies, thereby becoming an effective means of entering the market without incurring significant start-up development costs. Disney+ has gained over 150 million subscribers worldwide in just the three years of its existence and, as such, it shows that it can successfully take advantage of the existing streaming technologies (Statista, 2024).
Besides, Disney+ participates in a larger ecosystem, which comprises Disney, Marvel, and Star Wars franchises, which improves user engagement and value creation. The integration helps in retaining customers and positioning.
Nevertheless, Disney+ is disadvantaged in technologies when compared to NetFlix. Its data analytics and recommendation systems are not as developed as they could be and they might impact personalisation and user engagement. This is a weakness that can slow down its competitiveness in a data-driven industry (McKinsey, 2022). Moreover, to keep up with competition, the continuous investment into technology is necessary, which puts more cost pressure in the long run.
Comparative Evaluation of Technological Impact
In comparison, Netflix has a higher technological aptitude with the first-mover advantage and its long-term investment in technology. Its superior algorithms and international infrastructure offer a better understanding of consumers and competitive positioning (Smith and Telang, 2021).
Disney+, on the other hand, follows a follower strategy and utilizes the available technologies and concentrates on efficiency. Although this lowers risk and cost, it restricts the potential to attain similar innovation and personalisation as Netflix (McKinsey, 2022).
All in all, technological issues are more favourable to the innovation-oriented model of Netflix, and Disney+ competes with the efficiency of adopting and integrating technology. This demonstrates the difference between the strategic difference between a pioneer that is technology-oriented and a content follower (Jenner, 2020).
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Changing Consumer Behaviour in Streaming
Social determinants namely the evolving consumer behaviour have contributed a lot to the development of streaming services. Users are increasingly using on-demand, ad-free and personalised content rather than the conventional television. The trend towards streaming as the primary method of media consumption has resulted in a significant change of up to 1.8 billion worldwide subscriptions (Deloitte, 2024).
Also, they have created a trend that requires binge-watching behaviour, during which many users view several episodes at one time. There is also the growth of mobile viewing due to the adoption of smartphones and digital lifestyles (Ofcom, 2023).
Globalisation has also moved the audience tastes and preferences more and there is a high demand of localised and culturally oriented content. These social developments underscore the fact that consumer behaviour needs to be studied when developing competitive strategies in the streaming industry.
 Opportunities and Threats for Netflix
The data-driven nature of Netflix greatly helps it to cope with the changing consumer behaviour. Its customisation capability conforms to the increased customer satisfaction and retention requirements by providing an individual viewing experience. The original and localised content developed by the platform allows it to attract a range of audiences across the world (Lobato, 2020).
But there are also the problems of the changing consumer expectations. The demand of high quality and variety content needs constant investment, raising production cost. Also, evolving tastes and preferences are unpredictable, and it is hard to guarantee their consistency in achieving the expectations of the audience at all times (PwC, 2022).
Opportunities and Threats for Disney+
Disney+ also enjoys a well-known brand and time-tested franchise, which meets the tendencies of consumers to watch well-known and good quality content. The family features of its services appeal to a wide range of people, especially families, which in turn facilitates its rapid acquisition of subscribers (Wirtz, 2021).
Nonetheless, Disney+ will have the problem of catering to a variety of consumer choices. The fact that it depends on certain types of content can limit its attractiveness in comparison with the large content base of Netflix. Moreover, its capacity to compete in the information-driven environment might be jeopardized by growing pressure on the personalised content (EY, 2023).
 Comparative Evaluation of Social Impact
Comparatively, Netflix is more flexible to shifting consumer behaviour by applying data analytics and content differentiation approach. The fact that it is quick to react to the tastes of the audience enhances its competitive advantage (Lobato, 2020).
Disney+ is also not as adaptable in responding to the varied and dynamically changing consumer needs due to its strengths of brand loyalty and traditional content. It is more focused in its content strategy, which can also hinder its competitiveness in the long term (Wirtz, 2021).
On the whole, social elements support the adaptive and data-driven strategy of Netflix, whereas Disney+ is based on the brand recognition and the familiarity with the content. This is why consumer behaviour is significant in creating competitive advantage in the streaming industry (PwC, 2022).
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 Netflix’s Competitive Strategy
Netflix is mostly implementing a differentiation strategy, concentrating in providing differentiated and personalised content experience. The competitive advantage of it is supported by its capability of utilizing data analytics to comprehend the preferences of viewers and create the content that corresponds to the demand of the audience (Johnson, Scholes and Whittington, 2020; Smith, 2021). This strategy increases customer interactions and minimizes the churn, which improves the competitiveness in the long term.
Also, Netflix spends a lot on original content whereby it spends more than 15 billion dollars every year on producing content, and this enables it to provide exclusive content that cannot be found in other competitive platforms (Ampere Analysis, 2023). This strengthens its differentiation through generating special value to subscribers.
Nevertheless, there is a high financial risk in this strategy. Technology and content with high content are pressures to profitability especially with competition growing. Also, content-based and personalisation-based differentiations are replicable in the long run, entailing a lack of sustainability (Porter, 2008; Thompson et al., 2022).
Disney+ Competitive Strategy	
The differentiation strategy is also similar to Disney+; although its strategy is majorly brand-based and intellectual property (IP). The platform uses internationally known brands like Marvel, Pixar, and Star Wars to get subscribers and a high brand loyalty (Grant, 2022; Elberse, 2022).
This approach will allow Disney+ to create instant demand on new releases, not necessitating high levels of data-driven personalisation. Moreover, Disney enjoys the vertical integration, content creation, distribution, and marketing as a strong competitive advantage (Hill, Jones and Schiling, 2021).
Nevertheless, the dependence on the proven franchises can inhibit the variety of the content and make it less attractive to the wider audience niches. This becomes a possible vulnerability in the adjustment to the fast changing consumer tastes. In addition, intense rivalry means that Disney+ has to constantly diversify, raise production expenses (Thompson et al., 2022).
 Comparative Evaluation of Strategic Positioning
The approaches followed by both Netflix and Disney+ are based on differentiation, but their implementation is rather different. Netflix uses differentiation strategy that is based on data, which assumes personalisation and the diversity of the content, whereas Disney+ uses a differentiation strategy that is based on their brand, strength of their franchises, and intellectual property (Porter, 2008; Grant, 2022).
The strategy used by Netflix is more flexible, as it can react faster to the shifting consumer trends and preferences. Conversely, Disney+ enjoys the advantage of a good brand loyalty, but could struggle to cater to various and changing audience requirements (Johnson et al., 2020; Hill et al., 2021).
In general, Netflix is more adaptive and innovation-driven in its positioning, and Disney+ is oriented on using strengths. This is the strategic difference between an innovator being focused on innovation and a follower being focused on established resources (Thompson et al., 2022).
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Figure 2: Ansoff Matrix (Ganguli, 2024)
 Netflix Growth Strategies
Netflix has implemented various growth strategies in the Ansoff Matrix especially market development and product development. Netflix has also been able to reach a wide and increasing client base via market development to reach almost 190 countries worldwide (Keating, 2021; UNCTAD, 2022).
The development of the products is evidenced by the fact that Netflix is constantly investing in original content. To keep the tastes of the local market and increase worldwide popularity, the platform creates regionally specific content, including Korean and Spanish series (Wayne, 2021; Cunningham and Craig, 2021). This is a tactic that boosts user participation and contributes to the increase in subscribers.
Netflix has also started to consider the diversification into gaming and interactive content and hopes to generate new sources of income and get more people engaged with the platform. These efforts are still nascent, but this is indicative of an active and innovation-based growth strategy (Perez, 2023).
 Disney+ Growth Strategies
Disney+ is more concerned with market penetration and product growth. The penetration of the market is implemented by utilizing Disney brand name and customer base. The site has employed competitive pricing and bundling (e.g., Disney+, Hulu, ESPN+) to win and keep customers (Galloway, 2020; Statista, 2023).
Disney+, in terms of product development, brings more content to its content by creating new items in the old franchises. This will guarantee the stability of demand and keep the audience entertained (Grant, 2022).
Nevertheless, Disney+ does not develop at the level of Netflix in the market because expansion is defined by regulatory and cultural issues. It is a company that has a growth strategy that is more aimed at consolidating its presence in the current market, as opposed to venturing into completely new markets or business models (Hill et al., 2021).
 Comparative Evaluation of Growth Approaches
In comparison, Netflix shows a more diversified and wider growth strategy in the ansoff model. The focus on market development and innovation also allows it to go international and respond to the changing market conditions (Keating, 2021; Cunningham and Craig, 2021).
By contrast, Disney+ will take a more concentrated expansion strategy that is based on market penetration and product development through branding. Although such strategy serves as a strong way to capitalize on current strengths, it can restrict the possibilities of diversification and long-range development (Grant, 2022; Thompson et al., 2022).
In general, the growth strategy of Netflix can be characterized as proactive and innovation oriented, and Disney+ is concentrated on the consolidation of the competitive position basing on the existing assets. This confirms the difference between a creative company that strives to grow and a copycat company that seeks to use best available capabilities (Porter, 2008).
[bookmark: _Toc225474124]5. Critical Evaluation and Discussion
Netflix and Disney+ exhibit successful and opposing strategic reactions to macro-environmental shifts. The approach used by Netflix is quite successful because of its personalisation based on data and constant investment in its own production, which allows the company to react accordingly to the changes in technology and social dynamics (Teece, 2020). Conversely, Disney+ has a high brand equity and intellectual property, which guarantees the quickest penetration into the market, but restricts the scope of responding to various customer tastes (Kotler, Keller and Chernev, 2022).
The competitive advantage of Netflix is stronger in terms of sustainability because it has adaptive skills and a global content diversification approach. It can combine technology and content production, which contributes to long-term competitiveness through the dynamic capability it offers (Teece, 2020). This strength however is threatened by an increment in cost and competition. Although Disney+ has the advantage of having valuable proprietary resources, it is significantly dependent on proven franchises and, so, it might not be able to innovate and adapt over time (Grant, 2022).
On the whole, Netflix has the capacity to be successful in the long term because of its flexibility, innovation, and ability to operate globally. Disney+ has a good competitive advantage with the strength of the brand, but Netflix has a more sustainable competitive platform with the adaptive and data-driven model in an ever-changing streaming market (Kotler et al., 2022).
[bookmark: _Toc225474125]6. Conclusion
This discussion shows that the streaming industry is greatly influenced by the forces of technology and social forces. The innovation-based and adaptable approaches of Netflix give it a more prominent and long-lasting competitive edge, whereas Disney+ depends on the brand recognition and the proven content. Though both companies are still competitive, Netflix is in a better position to address future changes in the market and it is more resilient in the changing digital landscape of entertainment.
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