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[bookmark: _Toc110864378]Abstract
Foreign markets are lucrative for companies to expand but it is not easy to survive in the market. The case study of “Netflix Goes to Bollywood” describes about how the company entered the Indian market and what challenges the company had to face. Based on the analysis of the case study it can be indicated that the number of online content producers and users is going to increase given India's soaring demographic numbers. In this sense, it is necessary to invest in a wider variety of platforms that are people-centred and compatible with the cultures, dialects, and diversity of India. The case has helped in knowing about Netflix and the way in which the company operates. 
According to user preferences, Netflix subscriptions should also be available on a variety of schedules, including daily, weekly, monthly, quarterly, and annual subscriptions. Netflix is different from other services that stream videos. Instead of a conglomerate of brands, as is the case with Starbucks and HBO, among other businesses, it frequently focuses on genres and tastes. As a result, the organisation needs to generate and distribute content across all genres. The company has a great sense of customer needs and will need to make more modifications to its content if they want to attract a greater number of subscribers from India. 
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[bookmark: _Toc110864379]Introduction
Netflix is a global company dealing in different kinds of content for the customers. The company can easily enter new markets by making changes to its content. The case will help in knowing about the changes which were made by Netflix while entering the Indian market and how it can gain more presence in future. The analysis will be conducted based on the case study presented by Donald Snull and Stefano Turconi. The tools such as porter’s five forces analysis, and SWOT analysis are also to be used so that the position of Netflix can be understood in the Indian market. The challenges faced by the company in the new market are to be considered and future recommendations which will help the company to grow will also be provided. Netflix can use the recommendations for improving its presence in the Indian market or even altering its global policies. 

[bookmark: _Toc110864380]Company Overview
Netflix is an American internet streaming service using individual client subscriptions that provides a variety of movies, videos, documentaries, reality shows, comedies, series compilations and nature films. The company is a global platform that provides users with the ability to access a variety of entertainment content quickly and easily. Following the demise of Blockbuster in 2010, Netflix introduced streaming services to its web platform in 2007, which increased the number of members. The business of Netflix saw an increase among its subscribers. By 2013, Netflix had a community of around 40 million active subscribers.
A distinctive graphical user interface is offered by Netflix that enables the viewers to move easily around the screen. Like any other streaming platform, Netflix relies on a broadband connection to function, so customers need a reliable network to minimise buffering, time wastage, and interruptions to their viewing (Nafees, et al., 2021). Netflix offers a range of membership plans, including monthly, quarterly, and annual plans, to accommodate each user's comfort level and viewing interests. One of its distinctive features is that, in contrast to most of its rivals, it offers memberships depending on a variety of categories, including age, genre, and price. The app also gives consumers the option to filter out explicit content from other options by checking viewer discretion (Tierney, 2020).
[bookmark: _Toc110864381]Problem Statement
Plenty of factors can be shaped based on the case of Netflix. Given that Internet TV is the future and India has one of the most established Internet markets (in the world), it is crucial for Netflix in the long run. According to Reed Hastings, CEO of Netflix, the rise of Internet TV will cause enormous change to occur globally over the next 10 to 20 years. It can be observed that there are currently more than 300 million mobile broadband users in India, and it is still growing due to the availability of internet services (Choursia, 2020). If each one of the users represents a prospective Netflix subscriber, India can become one of the key markets for the company. Although it is not easy to connect with a such vast number of people and constantly provide them with new content which keeps them connected with the app. The attention of people gets diverted very easily and it is not easier to feed all the customers with unique content. 
The case study “Netflix Goes to Bollywood” is shaped around four important factors such as competing on agility, corporate culture, market entry and funding growth (Sull and Turconi, 2021). It is important to understand all the factors and the situation of Netflix in India to completely understand the case. The first factor competing on agility describes that Netflix has always competed against all the competitors with plenty of forces to make sure they stay relevant in the market. The policies used by Netflix in global markets were IP, cash, and distribution assets. There are many factors which are considered by the company to attain growth such as spotting and seizing opportunities, agility and working better than the rivals. The focused strategy and corporate culture of the company have helped in gaining strong market growth (Kumar, et al., 2020). In this case, the focus is also made on the corporate culture of the company as it plays out in action and incorporates data on how effectively the company stands up to its stated values. 
According to, Sandhu, (2020), a great question can be raised on Netflix’s intersection of strategy and culture due to its rise in sharp action questions. It can be questioned that does Netflix needs to empower Indian managers for making decisions on their rights in the market. Based on the market entry factor of the company it can be stated that the company has great growth potential in the Indian market. Along with opportunities, there are plenty of challenges which are faced by the company. Netflix has placed itself as a high-end service that conflicts completely with the low disposable income of Indian customers. A rich library of original content has been developed by the company that attracts a vast majority of the customers (Sull and Turconi, 2021). Indian customers also prefer local shows and movies along with the rich content which has been missing from the Indian market (Khanna, 2017). 
Based on the case study the central question that is posed is if Netflix can adapt itself to the Indian market and differentiate itself from the other competitors by also following the global strategy. The case also incorporates the financial data of Netflix along with its major competitors. Based on the case historical free cash flow and future cash flow of Netflix can be projected. All that can be compiled and analysis of ways in which Netflix can fund its future growth can be analysed. Till now the company has relied completely on debts for funding its content but that can’t be considered sustainable for its operations. In SVOD wars the competitors can easily outlast Netflix with their vast financial resources. 
As per, Foxman, (2020), if the Current statistics are observed, Netflix has around 94 million customers globally. Among all of them, around 40 million of those customers originate from different countries other than the United States. The company has also launched its services in India so that it can connect with a wide range of audiences. Observing the operations of Netflix in India, plenty of arguments can be formed against the decisions made by the company towards developing new methods. Due to the wrong decisions made by the company it has entered plenty of difficulties. It is hard to understand if Netflix will be able to face all the situations and get over all the difficulties so that they can fulfil the needs of Indian consumers (Elkins, 2019). One of the biggest issues which needed the attention of Netflix is the changing consumer demand in the Indian market. Not just starting the services but it was also important for Netflix to understand if the Indian market was ready for adjusting to the sophisticated subscription models, like subscription video on demand (SVoD). The worldwide Internet streaming video provider also needed to focus on how they would gain a sizable market share in India, a nation that was still dealing with basic infrastructure problems, such as poor Internet penetration (Agrawal and Naresh, 2020). 
[bookmark: _Toc110864382]Evolution of Netflix Business Model
In the words of, Kelley, (2021), the history of Netflix is observed back to 1997 when an idea was incorporated by Reed Hastings of the USA and the rental services were started in 1999. In the initial stage, the company started as a subscription-based DVD mailing service. Here the customers paid a certain amount for renting the videos on DVDs. The business is now developing a cooperative model that enables outside partners to invest in entertainment sector content creation. Reed Hastings and Marc Randolph, two American tech aficionados who worked as programmers and tech-marketing executives, formed the Netflix company in 1997. Through his expertise in programming and software development, Reed Hastings played a crucial part in the creation of the programmes and the Netflix Application. Netflix was revolutionised by the continually evolving information technology, even though it was created to sell DVDs. Depending on user choices, Netflix includes a variety of categories including drama, comedy, musical, horrors, religious material, action, children's content, business, political and documentaries (Nafees, et al., 2021). 
While using the app users of Netflix can also personalise their profiles which helps the services to a distinct user interface. This assists the app in remembering the preferences or running movies of customers so that they can restart from the same place. Despite being founded in the year 1997, Netflix completely started its operations at the end of 1998. At the initial stage, the company had a staff of thirty people with a collection of roughly 925 films which they could rent (Sull and Turconi, 2021). In the year 1999, Netflix tested its first membership plan. This plan allowed viewers to enjoy unlimited streaming for a small additional fee and cost $22 per month with no further charges (Lobato and Lotz, 2020). This strategy helped the company in gaining a strong position in the market as the customers could keep movies if they wanted and could also make a list of movies they wanted to watch. The subscription service was seen to be an immediate hit among the customers. As the company grew by the end of the year 2000, the company got around 300,000 subscribers but still, the company was not much profitable. As the company went public in the year 2002, the prospectus of IPO described Netflix as the largest online entertainment subscription service providing access to 600,000 subscribers. The company had more than 11,500 movies and the value of the company increased.  
[bookmark: _Toc110864383]Position of Netflix in the Indian market
Netflix entered the Indian market in 2016, approximately 20 years after its launch there in 1997. At the time of entry, Netflix had around 2 million subscribers and it entered the Indian market seeing its 1.3 billion people as their next 100 million subscribers. To enter the renowned world of Bollywood smoothly, Netflix carefully introduced a basic subscription plan to draw both experienced Indian customers and new users (Sundaravel and Elangovan, 2020). However, the corporation had many difficulties upon its entry, particularly with the advent of local businesses offering fiercely competitive goods and a lack of adequate internet access in rural Indian communities (Sull and Turconi, 2021). 
Despite having a cheap entrance subscription fee, the American entertainment streaming giant saw an increase of 62% in sales in the year 2017. By the year 2020, the number of followers increased from 193 million to over 300 million. Free movie streaming services predominate over a sizable portion of the Indian market. This made it extremely difficult for subscription-based services of Netflix. Since the company's launch in 2016, the total video-on-demand business was constantly increasing in the Indian movie and film sector (Makin and Bowers, 2020). 
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(Figure 1: Netflix users in India)
(Source: Dazeinfo, 2020)
The image above shows the users of Netflix in India from 2016 to 2020. It can be observed that after entering the Indian market the subscriptions steadily increased and the growth % went all-time high in the year 2018. With 374% growth, the company had 6.1 million subscribers at the end of 2018. In 2022 the number of subscribers for Netflix is 38.1 million but the growth from the past year is just 13.9% which is too low. The company is not able to reach many customers and attain great numbers. The % of growth is predicted to grow lower by the year 2023 which is not a piece of good news for the company. The services of Netflix were priced at $2.85 per month for attracting Indian customers (Nijhawan and Dahiya, 2020). India has been a price-sensitive market which created a major challenge for Netflix to enter the market. It was very much hard to make people pay the amount and buy the services. As most of Indian customers reside in local areas, they prefer content more in their local languages. This has made it a great challenge for Netflix to procure such content. 
According to, Lad, et al., 2019), the persistent drive of the management to dominate the market helped the company to grow its revenue in the Indian market. The management wanted to make Netflix grow through all the diversifications based on local languages, political inclinations, cultural aspects, and other globalisation services instead of intensifying competition from various competitors. As one of the current leaders in embracing globalisation, the Indian government makes it easier for American businesses to enter and exit the Indian market more rapidly than their Chinese counterparts do. Additionally, according to recent surveys, most Bollywood film studios prefer using Netflix due to the platform's strong security features, even though most customers continue to choose the less expensive Indian options. For instance, the adaptability of the software used to create the Netflix video streaming tools ensures that user accounts are secure from outside threats (Babones, 2018). 
[image: ]
(Figure 2: Netflix prices compared to other companies in India)
(Source: Ruparel, 2019)
The image above shows how Netflix is operating through different factors and how the company is differentiated from competitors based on price, revenue model, the parent firm, active customers and paying customers. It helps in understanding the position of Netflix in the Indian market. The sharing facilities which customers have led to fewer subscriptions for the company. Customers don’t want to buy the subscription as they already have easy access to passwords from friends and family. Only a single person buys the subscription, but it is shared with plenty of people. This has affected the way in which subscriptions are sold by the company. If the company puts more ban on password sharing it might lose the existing customers. the highest number of customers in the Indian market are with Hotstar due to their regional content and also the availability of sports models (Lotz, 2021). 
[bookmark: _Toc110864384]Competitive Profile Matrix of Netflix against Hotstar, YouTube and Amazon Prime
The following matrix highlights the external dangers and opportunities that Netflix is currently exposed to as it looks to penetrate newer markets in India. The matrix includes weight, score, and rating columns in this regard. In order to compare Netflix's competitive skills with those of two other competitors, Amazon Prime, YouTube and Hotstar, external criteria are plotted against internal aspects, such as organisational strengths and shortcomings. 
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(Figure 3: Netflix prices compared to other companies)
(Source: Unde, 2019)
The image above shows the features and prices of different platforms in the Indian market. The degree of competition seen in the Indian market must be met for the company to effectively expand to other foreign markets, including India. The performance of the business depends on the size of its customer base and the availability of substitute goods and services in the market to its clients. In India, Hotstar dominates the market for subscription video streaming, while Netflix is competing with other media businesses like Amazon and Hotstar (Shields, 2022). However, Netflix has a solid technological foundation backed by a solid brand name and reputation, making it simple to enter and capitalise on new countries like India.
[bookmark: _Toc110864385]Strategic audit of Netflix going to Bollywood 
The SAF Framework for suitability, acceptability, and feasibility will be used to conduct Netflix's strategic audit.
To finally corner the market and drive-up subscription rates, Netflix's entry into India was based on a variety of market methods. The company's usage of going it alone without considering any collaboration or partnership was one of its tactics. Through this strategy, the corporation could reach such English-speaking audiences, the majority of whom reside in cities and large towns (Sull and Turconi, 2021). The advantage of this strategy was that Netflix could independently bear the cost of risk and cost-share its production. It was difficult, though, if it solely catered to consumers who spoke English, leaving behind non-English speakers and others who didn't frequent town centres. That lessens its ability to compete.
The business used its cost plus a premium, a common pricing technique, to enter the Indian market. This indicates that it specifically catered to middle- and upper-class consumers (Arora and Ahuja, 2021). Additionally, the business did not have any short-term or commercial contracts, and it based much of its success on its efforts to stay competitive. A standard pricing plan has the advantage of allowing Netflix to fend off its rivals in the market, boost its market visibility, and ultimately grow profitability. Based on customer categories' exposure, education, and propensity for international material, the company also targets such people. However, these tactics exclude low-income customers who have access to the internet; as a result, they are unable to fully enter the market.
	
	
	Amazon Prime
	Hotstar
	Netflix

	Success factors
	Weight
	Rating 
	Score
	Rating 
	Score
	Rating 
	score

	Market share
	0.12
	2
	0.24
	4
	0.48
	3
	0.36

	Inventory system
	0.05
	4
	0.20
	2
	0.10
	3
	0.15

	Financial position
	0.08
	1
	0.08
	4
	0.32
	2
	0.16

	Product quality
	0.10
	2
	0.20
	4
	0.40
	3
	0.30

	Customer loyalty
	0.03
	2
	0.06
	3
	0.09
	4
	0.12

	Sales distribution
	0.08
	2
	0.16
	4
	0.32
	3
	0.24

	Global expansion
	0.09
	1
	0.09
	3
	0.27
	2
	0.18

	Advertising
	0.10
	2
	0.20
	4
	0.40
	3
	0.30

	E-commerce
	0.15
	2
	0.30
	3
	0.45
	4
	0.60

	Customer service
	0.07
	4
	0.28
	2
	0.14
	3
	0.21

	Price competitiveness
	0.10
	4
	0.40
	1
	0.10
	3
	0.30

	Management experience
	0.03
	2
	0.06
	4
	0.12
	3
	0.09

	Totals
	100
	22.7
	3.19
	3.01


(Figure 4: Strategic Audit of Netflix)
(Source: Created by the author)
[bookmark: _Toc110864386]Evaluation of Netflix competition in India
For understanding the evaluation of Netflix's competition in India, it is necessary to conduct a five-force analysis. Porter’s five forces competition can be helpful in knowing about the market in an easier way. According to Porter's thesis, there are five key factors which help in understanding the competitiveness in a particular market. The five factors that help business organisations comprehend how to survive in a competitive climate are thoroughly examined by Porter's theory. However, additional research reveals that this theory is primarily focused on the idea that the five forces regulate how competitive any specific product is in a market where there is competition, and that any good that must live must compete against the five facets. By studying all the five factors it will become easier to know about the competition faced by Netflix in the Indian market. Supplier power, Buyer power, the threat of substitutes, and the threat of new entrants are the five forces. Understanding all the factors is important to make sure the company performs in a better way (Parnami and Jain, 2021). 
[bookmark: _Toc110864387]Porters Five force analysis
Supplier power- This characteristic identifies an organization's potential for dominating and controlling the supplies in a certain market. Even after the existing competitors or new one’s supplier power remains intact. It can be stated that the products of an organisation are stronger in that market the lower the number of providers. For instance, the introduction of Netflix to the Indian market increased competitiveness in the country's film business. Studies also show that to counteract this trend, businesses like Netflix need to constantly invest in gaining a diverse range of media content so that they can be successful in preventing new competitors from exploiting similar content on their free platforms.
The threat of new entrants- The need for readiness for the entry of businesses which has similar kind of items into the same market can be described through this force. For instance, after entering the Indian market in 2016, Netflix had challenges due to the dominance of recent movie industry newcomers like Amazon Prime, HBO, and Disney Hotstar. Indian entrepreneurs are rapidly expanding in content creation, film production, and marketing thanks to businesses throughout the world adopting information technology. One of the main elements influencing the surge in new entrants in the Indian digital cinema entertainment industry is the ongoing global expansion of the e-commerce sector (Sull and Turconi, 2021). It is also easy to collect a greater number of movie rights which provides better access for entrants to the market. 
Competitive rivalry- Competition is a necessary evil in the market. Competition affects the operations of a business, but it also helps in increasing the quality of content and forces companies to perform better. The pressure which is put by the businesses on one another to provide the greatest goods in terms of quality or quantity is known as competitive competition. Recent research indicates that the ability of rivals to control the market is the primary motivator of a competitive rivalry. The introduction of YouTube in 2008 altered content creation, making Netflix's situation more difficult. According to empirical studies, YouTube is the most popular media medium with around 300 million monthly users in India alone.
Buyer power- The term buyer power can be often looked at as how easily consumers may affect the prices of commodities. For instance, the market influence of Netflix is currently fuelled by the rising number of customers, including those who are abandoning more conventional entertainment platforms. The members located in various regions of its Indian market are what drive Netflix's sales and revenue. To expand its customer base, the business offers other services to its clients, like DVD rentals sent via mail. To increase the commercial threat to Netflix, users may cancel their subscriptions while seeking for alternative video providers due to the low switching costs. Because of the complexity of the market, Netflix might not be able to adjust its prices (Kumar, et al., 2020).
The threat of substitutes- There are plenty of competitors in the market who are ready to provide similar kinds of products at similar or lower prices. In the business sector, replacements are interchangeable goods available on the market. In other words, these products frequently have characteristics that effectively serve consumer wants. In the market, alternatives are essential because they let customers form preferences for a certain good or service. Customers are more likely to interact with a variety due to the constant availability of replacements. As they get similar content at better offers, they make a decision on different factors. The quality of content and the money involved in the subscription are two important factors which are considered by the customers. In this situation, Netflix is harmed because several businesses provide the same material for cheaper client subscriptions. Because of this, companies with fewer replacements tend to produce more durable products than those with many substitutes (Sull and Turconi, 2021). 
[image: ]
(Figure 5: Hotstar: The star of the Indian video streaming market)
(Source: Ruparel, 2019)
The image above shows the position of Netflix in the Indian market. Currently, it can be observed that Netflix is in the fifth position in the Indian market with around 38.1 million subscribers. A great market position is captured by Amazon Prime Video and other companies in the Indian film market. This has created a challenging position for Netflix as it plans to expand in the Indian market and gain more growth.
[bookmark: _Toc110864388]SWOT Analysis
According to Netflix’s India SWOT analysis, the company is in a good position to take root in the Indian market. Even after that, there are plenty of challenges lurking in the position of the company's growth. 
Strengths- Netflix has a strong presence in the global market and it can easily enter a market by adapting to the local languages. The platform has a great user experience, great content, and a tried-and-true membership plan. If the company can plan better strategies it can grow in the Indian market as they have great western and local content. The financial position of Netflix in the global market is also good which can help them in developing plans to enter the new market with much more effectiveness. The social media presence is also great as the company is known for its tagline “Netflix and Chill”. This has helped the company gain a strong market position (Foxman, 2020). 
Weaknesses- The constant cost of memberships and dependence on the internet may be Netflix's weaknesses in India. It is easy to access content provided by Netflix on free platforms making it hard for the company to operate. The subscription fees may need to be changed to give them a competitive advantage over their rivals because the subscriptions are fixed. It is challenging for Netflix to modify the numbers in a way that benefits or, more accurately, aligns with the needs of its target audience because of the fixed cost of memberships. The needs of customers are increasing in terms of sports and local content which is a major weakness for Netflix. 
Opportunities- With its unique programming, Netflix India also boasts many opportunities. The fact that Netflix creates original content will go a long way toward ensuring that the company establishes itself in India. Here Netflix will need to focus on Indian audiences and start producing local and regional content which will be a major challenge. Netflix has the sources and ability to create its own content. This strategy is a major opportunity for Netflix to capture more of the Indian market. The company also has an opportunity as it can gain a strong market presence with its marketing tactics. 
Threats- The issues faced by Netflix in India are increasing and they include needing to surpass well-established rivals like Eros Now and Hot Star. In addition to rival streaming services, Netflix must contend with evolving technology (Agrawal and Naresh, 2020). Since well-known rivals of the company have been in the Indian market for a longer period than Netflix, they have a greater awareness of the market. In addition to the threat posed by competitors, Netflix is also concerned about the threat posed by evolving technologies. For Netflix to gain more growth it will need to understand the needs of customers and develop strategies according to those needs (Sull and Turconi, 2021). 
[bookmark: _Toc110864389]Steps taken by Netflix to stay ahead of the competitors
Digitalisation- Adopting contemporary digital technologies allows an organisation to transform its business model and create new prospects and revenue streams. Through web-based and mobile applications, Netflix investigates international markets. as a powerful media business. Using digitalization tactics, Netflix has been able to examine a variety of market users and develop a deep market penetration. Using big data and analytics, the business has been able to stay one step ahead of its rivals. However, they must contend with a broad worldwide expansion and hefty maintenance costs for their digitization efforts.
Globalisation- The process by which individuals, nations, and organisations connect and integrate on a worldwide scale is known as globalisation. Due to contacts and integration between governments, Netflix, a multinational corporation, can explore international markets. Two important advantages of Netflix's globalisation. One is to support maximising technical advantages that will enable assessing the competitiveness of certain markets while expanding into new ones. For instance, it can employ this technology to enhance its goods and services and broaden its range of offerings. Additionally, the corporation gains from globalisation in that it may examine the world market, grow its market, product line, and clientele, and thereby increase profitability. Globalization, ethics, and Netflix's capacity to manage diversity have all been major obstacles. Considerable difficulty is also posed by global market competitiveness (Lobato and Lotz, 2020).
E-Commerce- Commodities can be bought and sold online through systems that let buyers send money while sellers deliver the products that were ordered. Most transactions with Netflix take place online because its main products are accessible there. With the help of e-commerce platforms, Netflix can do business and engage with customers in meaningful ways while maximising market profits and income to maintain its position as the market leader and remain competitive enough with rivals. However, Netflix continues to encounter difficulties like the cost of starting an online store, the volume of rival online sellers, problems with infrastructure upgrades, and the availability (or scarcity) of qualified employees.
Artificial intelligence- A specially created, computer-controlled system known as artificial intelligence, or AI, can organise tasks and operations with intelligence-like characteristics that are like those of humans. To help secure user accounts and payment methods, Netflix includes AI capabilities in the development of its platforms. Netflix has greatly improved thanks to the value of AI because it can now use it to effectively foretell the number of customers that would be present in future regions, particularly as they are expanding to India. 
[bookmark: _Toc110864390]Factors considered by Netflix while entering the Indian market
Demographic factors- India had a general preliminary population density of 415.67 people per square kilometre as of 2019, up 1.02 percent from 411.48 people per square kilometre in 2018, and up 1.04 percent from 2017. Such statistics strategically show that the population of the nation is rising, which increases the potential market for businesses like Netflix. As a result, before entering India, the corporation established a solid reliance on population estimates to determine the size of its potential customer base.
Challenges from film producers- In India, numerous film producers are defining the market competition for streamlined businesses (Nijhawan and Dahiya, 2020). The nation is renowned for having numerous movie and film production businesses that create films in a variety of genres and distribute them internationally. Netflix thus has the chance to create a common platform for its users to streamline their content on their PC as well as mobile phones.
Legal restrictions- India is one of the nations with few restrictions on multinational businesses' access to conduct business there and to expand their operations. The nation only requires a few regulatory standards to define how outside competitors can access the market. As a result, Netflix found it simple to investigate and grow its business in India.


[bookmark: _Toc110864391]Recommendations for Netflix
There are various strategies that can be implemented by the company if they want to grow in the Indian market. Adopting all the strategies can help Netflix in capturing a large segment of the Indian market. Given the multiple obstacles that Netflix must overcome in India to consolidate and establish itself, that goal will still be to raise its margin relative to rivals. Pricing should be their final resort to be able to accomplish this and maintain stability. As they attempt to increase the margin, they ought to think about utilising pricing as a last-ditch option. This would make sure that the customers continue to use the services of Netflix by getting comfortable with its pricing. 
Taking a page from its rivals, Netflix decided to offer some of its content to users for free while limiting access to the hottest and most recent items to subscribers who pay for them. Like this, Netflix can use advertisements to increase its revenue by luring more users. The company will need to practice pursuing market penetration strategies which will help them in quickly connect with the customers. The company will need to constantly develop its services and quality of content so that it can get the customers hooked to its services for a longer period (Sull and Turconi, 2021). The company can also develop more of its original content for users in India so that it can be consumed quickly by local people. This will help the company in getting more advantages in the Indian market.
Adding local content and local languages will help Netflix because most foreign platforms are free, and the lack of diversity in terms of content, language and other factors prevents Netflix from increasing the number of subscribers. For instance, Google has made these improvements to YouTube user profiles to accommodate users' diversity and integration regardless of their racial, cultural, or religious affiliations due to India's numerous cultures and languages. However, because Netflix lacks comparable market modifications to compete with the global giants, it is challenging for it to reach these groups.
The company can start working more on projects with customer tastes. In the Indian market, there has been a great demand for sports content. Most of Netflix's competitors are high in demand due to their connection with sports. Netflix will need to develop more content and show content which is related to sports. This will help the company in attracting a large segment of Indian customers. Collaborating with local and international producers for content can also be beneficial for Netflix. Companies are now able to communicate freely across borders because of globalisation. For instance, there are likely to be few cross-border restrictions and regulations between sales organisations in the United States and logistical companies in India. To increase its market penetration, Netflix should strategically plan its sales initiatives and incorporate other businesses' products. Local producers, for instance, frequently have proximity to locations with a wealth of content; as a result, there is a chance to access a variety. 
The advertisements of Netflix are great, but it can also customize its advertisements as per local customers. This will help them in connecting with the customers and showing them how the company offers content better than most of its competitors. The company will also need to enhance its market presence. Most Indian customers have access to the Internet due to the availability of cheap Internet by Jio. The company should take advantage of customer access and develop new strategies to connect with all the customers. Stopping the sharing feature will only lead to more challenges for Netflix in future but the company can adopt features such as limited sharing rather than completely banning the sharing. The company can make sure the services are provided only on limited registered devices for those who purchase subscriptions. This will help them in controlling the activities and increase the number of subscribers. 
Netflix can collaborate with influencers to develop better promotions. The company can invite influencers to create content related to the new movie releases they are planning to launch. This will help them in developing better connections with the consumers. Netflix can enhance its subscriptions by providing better offers and also developing more attractive content. Currently, the movies released on Netflix are copied and shared on other platforms which make it hard for the company to attract customers. They need to enhance their security and make sure the content published cannot be copied by others. This will ensure that people watch Netflix’s content only on their app which will increase the traffic.
Netflix should also make sure that they communicate with their viewers in a better way. They should inform that they will not add advertisements while watching the movies. If advertisements are introduced in the app it would lead to a decline in subscriptions. The company needs to make the watching experience of customers smooth so that they can enrol more number of customers towards subscriptions. 


[bookmark: _Toc110864392]Conclusion
The decision to enter the Indian market might encourage Netflix to take on a more lucrative challenge as it presently owns a sizable portion of online content enthusiasts. The case analysis helps in knowing about the issues faced by Netflix in the Indian market and the way in which the company can gain more progress. The analysis focuses on different factors of the company which have been used to enter a new market. The competition faced by the company in the new market is also analysed using different tools such as porter’s five forces analysis and SWOT analysis. Based on the analysis more focus is made on strategies which can be adopted by Netflix to grow into the Indian market. 
A subscription to Netflix is expensive in the Indian market. The company will need to work on new strategies so that it can enhance its market growth. The competition in the market is also growing which is due to most factors such as price, content, languages, and others need to be altered by the company. There are also various factors which were considered by Netflix while entering the new market. Still, the company faced plenty of issues and needs better recommendations so that the company can grow its operations. 
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