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[bookmark: _Toc123227797]1.0 Introduction
Strategic management is a relatively new field that has grown substantially over the last fifty years. During this time, the field has become more consolidated while simultaneously broadening the breadth of issues studied and research approaches employed. To explain the factors underpinning organisations' competitive edge and performance, several theories and techniques addressing various study subjects have been established (Guerras-Martín et al., 2014). Like every single organisation currently operating in the changing business environment, Netflix, one of the renowned OTT platforms, has also created a path of growth and development by adopting the principles of strategic management. The story of Netflix was initiated in the year 1997 when Reed Hastings and Marc Randolph got the idea of renting DVDs by mail. The founders tested the concept by mailing themselves a specific DVD, which arrived in its intact format; from this, the idea of Netflix was born (Netflix, 2022). 
After the ideation, the platform initiated its business from the year 1998. However, due to being an international platform, the journey of Netflix in India, especially with the association with Bollywood, was not very smooth (Sull and Turconi, 2021). Additionally, according to a case study by Sull and Turconi (2021), there are still several fundamental but strategic questions associated with the growth and popularity of Netflix among Indian users. Henceforth, it is essential to explore and evaluate which elements or strategies Netflix should stick to and which areas Netflix should change for achieving the desired future growth in India. The aim of this report is to evaluate the central issues faced by the firm, along with exploring the strategic management approaches by which the organisation dealt with the issues. Apart from this, the report will also demonstrate how it achieved a competitive advantage by selecting some particular strategic management approaches. 
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[bookmark: _Toc123227823]Figure 1: Netflix goes to Bollywood
(Source: Sull and Turconi, 2021)
[bookmark: _Toc123227798]2.0 Company history and development journey
Netflix is one of the oldest OTT platforms that believes in providing entertainment to the world. According to Netflix, 'whatever your taste, and no matter where you live, we give you access to best-in-class TV series, documentaries, feature films, and mobile games’ (Netflix, 2022). After initiating its business launch in 1998, the subscription services debuted in the year 1999, through which the firm offered its members ‘unlimited DVD rentals without due dates, late fees, or monthly rental limits’. In 2000, the firm introduced a personalised movie recommendation system based on the ratings given by the members on past titles for accurate prediction of future choices. Along with this, the company made its initial public offering or IPO at a selling price of $1 per share under the NASDAQ ticker NFLX (Netflix, 2022). The worldwide membership of Netflix reached 5 million by the end of 2006, and it hit the milestone of 100 million in 2016 and 200 million in 2021 (Netflix, 2022).
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[bookmark: _Toc123227824]Figure 2: Worldwide subscribers of Netflix 2022
(Source: Stoll, 2022)
By the end of 2000, despite having around 300,000 subscribers, the firm was not considered one of the most profitable business entities. The company founders and CEOs flew to Dallas to create a merger with Blockbuster.com; however, the company rejected the offer. However, as mentioned by Sull and Turconi (2021), after the launch of Netflix's IPO in 2002, the subscription number of the platform reached 4 million by 2004, and the value was worth $1.5 billion by the end of 2006. Blockbuster.com was not able to reach any of the milestones achieved by Netflix. In contrast to the services offered by Amazon, Walmart, or Disney, who provided movie-rental service at a purchase of $200 set-top box and up to $3.99 for rent, Netflix established a virtual platform, which streamed content in a real-time manner, rather than forcing viewers to wait for download completion. 
Due to the bankruptcy of Blockbuster.com in the year 2010, Netflix got the opportunity of accelerating the acquisition of subscribers when it added around 40 million US streaming subscribers to its services by the end of 2014. Along with this, the platform also became an attractive channel of distribution for different media companies (Sull and Turconi, 2021). Moreover, for the further differentiation of the content as well as minimisation of its reliance on licensed content, investment was made in Netflix's original programming. ‘The firm seeks to employ the best and emphasise honesty, quality, respect, inclusion, and cooperation,’ according to the Netflix culture summary. Netflix executives, on the other hand, thought that five unique values are associated with their corporate culture, for example, encouraging independent decision-making by the internal associates, sharing information broadly, openly, as well as deliberately, keeping a dream team including the highly effective people, and avoiding rules (Sull and Turconi, 2021). While focusing on the competitors like Amazon and Apple, as well as other larger media conglomerates, it can be stated that the OTT platform only focused on its services associated with the streaming-video business. The strategy of Netflix can be summarised that 'Netflix is a global Internet entertainment services network offering movies and TV series commercial-free, with unlimited viewing on any Internet-connected screen for an affordable, no-commitment monthly fee. Netflix is a focused passion brand, not a do-everything brand: Starbucks, not 7-Eleven; Southwest, not United; HBO, not Dish’ (ir.netflix.net, 2022). 
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[bookmark: _Toc123227825]Figure 3: Revenue generated by Netflix in 2022 2nd quarter
(Source: Stoll, 2022)
[bookmark: _Toc123227799]3.0 Central issues currently faced by the firm and their impact on the company journey
The above storyline of Netflix's growth seems to be a perfect example of a business expansion in the international market, despite having many challenges and obstacles in the external environment. However, according to Sull and Turconi (2021), the story was very different in real for the firm, especially while experiencing the SVOD battle during the expansion in India's developing market. Sull and Turconi (2021) reported that by the year 2017, it was understood that the OTT platform had fewer domestic subscribers but a more international one; however, the company did not provide attention to all the internal markets equally. As a result, Netflix delayed its worldwide expansion and only reached India in 2016. 
At the time of its introduction in India, it offered all of its original programmes, as well as a slew of Hollywood movies and TV shows and about 100 Bollywood titles (Bhagat, 2016). The overall scenario of the increasing popularity of Netflix in India was also triggered by the Jio-effect, a subsidiary of Reliance Industries in the telecommunication sector, who launched Jio 4G as well as broadband services at a 75% cheaper rate, through which millions of Indian viewers and consumers got the access of faster data (Financialexpress, 2020). Due to all of such dynamics, the country became one of the most vulnerable battlegrounds for video streaming platforms, and it was estimated that the market would reach up to $5 bn in revenue by the end of 2023 (Samtani and Jindal, 2018). However, despite having several opportunities for growth and expansion in the Indian market, Netflix experienced a number of challenges while dealing with the battle in the country, some of which are given as follows:
· Cut-throat competition: In India, there was already a range of SVOD platforms that launched their own SVOD services before or along with Netflix, like Sony Liv, Sun NXT, Zee5, Hotstar, Voot, and so on. Indian broadcasters focused on delivering video content according to the awareness and preference level of consumers as well as the size of their television or movie libraries (assets.kpmg, 2019). The above-mentioned platforms mostly follow a freemium business model, with a combination of various free and paid content. Among all the above, Netflix experienced a major threat from one of the fastest-growing Indian broadcasters, Zee5, who reached 26 million visitors by the end of 2019, starting its journey just 1-year before in 2018 (communicationcrafts.in, 2019). Not only in Tamil, Hindi, and nine other regional languages, this platform also offers Indian content in 17 other foreign languages, like Malay, Bahasa, German, Russian, Thai, and so on (economictimes.indiatimes, 2019). While considering international video-streaming content, YouTube can be considered one of the major competitors of Netflix, as from early 2008, this Google-owned video-streaming platform remained in the position of the most popular one, along with 274 million monthly users only in India, according to 2019 report (Samtani and Jindal, 2018; communicationcrafts.in, 2019). According to the statement of Shaw (2021), due to the absence of monopolistic businesses in the online video platform, the market shares of Netflix dropped from 64.6% to 48.1% in 2021. 
[image: relates to Netflix Is Losing Market Share. But Is It Losing Customers?]
[bookmark: _Toc123227826]Figure 4: Decreasing market share of Netflix
(Source: Shaw, 2021)
· Huge amount of investment and production cost: Due to the presence of a very less percentage of English-speaker in India, only 13%, among them, around 6% of the viewers prefer watching their online video content in English (assets.kpmg, 2019). Therefore, it becomes essential to dub the English video content in multiple regional languages, which can be considered a practical strategy for the OTT platforms or SVOD platforms for expanding their appeal across the country. Evidence suggests that in 2019, ErosNow invested around $50 million in creating 100 new original shows for Indian consumers in regional languages, whereas Hotstar spent around $17 million in creating only seven original shows in the regional languages (Singh, 2019). During the initiation, Netflix planned to only target the English-speaking population in the country; however, the OTT platform spent $420 million in the year 2020 for producing and creating licenced local content, along with $70 million in the development of Indian local content (Sanjai, 2020). 
· Challenges in terms of infrastructure: According to the statement of Ratna (2022), despite having cheaper availability of data, when compared with the rest of the world, it is necessary to mention that India has a very slow internet speed. It is also evident that amongst the entire Asia-pacific nations, the broadband services of India are the slowest, as around 45% of the Indian internet users managed to watch online videos with a connection speed of 1-3 Mbps, whereas 30% of the viewers have less than 1 Mbps. Very few per cent, which is less than 1%, used the internet with a speed of 50 Mbps. Therefore, unlike YouTube and Amazon, Netflix did not provide the facility of downloading videos at such a slower speed on the internet. A number of business analysts revealed their belief that offering Indians to download online movies or videos at a low speed would provide Netflix with the opportunity for massive expansion (Damani, 2022). 
· Premium pricing strategy: As mentioned earlier, most of the other SVOD platforms, like Hotstar, Zee5, Sony LIV, and others, follow the freemium business model, which is not associated with Netflix. Hence, the premium pricing strategy or subscription model of Netflix can be considered another roadblock for the international OTT platform. As mentioned by Ratna (2022), India has one of the price-sensitive markets, and therefore, Indian viewers might not purchase a subscription to any platform until n unless it becomes affordable for them. According to the report 2021, where the subscription plan of Netflix ranged from INR 499 to INR 799; Disney + Hotstar has a VIP subscription of INR 399; Amazon Prime Video has a subscription charge of INR 999, and so on. In this case, it is essential to state that Amazon provided the opportunities of several other host services under the Amazon Prime scheme, and therefore, Netflix reached a disadvantageous position due to being the only OTT platform (Startuptalky, 2022; Lidhoo et al., 2021). On the other hand, as reported by Kumar et al. (2020), Netflix took lesser support from the advertisement and promotional scenario; therefore, in order to fund the production of content like Sacred Games, it charged the Indian viewers a range of INR 500 to INR 800 per month. Amazon Prime, while compared with Netflix, charged only INR 129 per month for offering the online streaming of its different prime services. 
· Cultural sensitivity: As mentioned by Ratna (2022), India is one of the most sensitive nations in terms of religion and culture. The government and the judiciary were in favour of establishing some kind of regulating framework or screening mechanism to protect religious, cultural, or unethical/objectionable online video content. There have been instances where OTT services have gotten into difficulty on these accounts. In reality, the discussion over regulating the OTT platform had clearly split the country into for and against voices. According to the argument of Manoj Gairola, Editor-in-Chief of the News nation channel, ‘since regulations are in place for other media, such as cinema, television, and even newspapers, they should be there for OTT platforms as well. There has to be some kind of level playing field. Either there should be regulations for all or none’. Henceforth, censorship plays a significant and touchy issue in this country (Gill, 2021; Sharma, 2021). 
· Government regulations: The online video streaming market in India within the year 2030 will reach US$4.5-5bn, according to the report of Boston Consulting Group, which indicates a range of lucrative opportunities for all the existing SVOD platforms, such as Amazon Prime, Netflix, or Hotstar. However, as mentioned by Jonnalagadda (2018), despite having the opportunity for immense growth, the conflict or tussles between regulatory and legal aspects might limit their freedom over time. Recently, instead of the lack of any specific regulatory protocol in India regarding online content development, Netflix experienced a legislative issue while a dissent was recorded in the series named Sacred Games, as it was reported that the scene offended the former Prime Minister of India, the late Rajiv Gandhi. 
[bookmark: _Toc123227800]4.0 Concept of strategic management
According to Nag et al. (2014), ‘the field of strategic management deals with the major intended and emergent initiatives taken by general managers on behalf of owners, involving utilisation of the resources, to enhance the performance of firms in their external environments’. Based on this statement, it can be mentioned that strategic management is the fundamental concept of the broader general direction of contemporary organisations, which is applicable to both private and public sector firms. By adopting the principle of strategic management, an organisation can focus on multiple ownership, which does not only include shareholders but also includes stakeholders, like the general public and employees (Nag et al., 2014). The strategies are mainly delivered by the utilisation of different resources, like a human, financial, technical, and non-technical. Based on the availability of resources, the firms can also acquire new resources for the betterment of the operation. Along with this, in order to deal with external threats, organisations mostly develop their strategies according to the demands of the external environment or marketplace. In general, Avdiu and Gashi (2017) mentioned that strategic management is not only associated with the managerial or administrative groups; it involves the organisation as a complete entity, especially for dealing with the fundamental issues which might affect the future paths of the organisation.  
According to Lynch (2021), the prescriptive definition of strategic management is ‘the pattern of major objectives or goals and essential policies for achieving those goals, stated in such a way as to define what business the company is in or is to be in and the kind of company it is or is to be’. On the other hand, Lynch (2021) also provided an emergent definition, which states, 'the strategy of the firm is the match between its internal capabilities and its external relationships. It describes how it responds to its suppliers, its customers, its competitors, and the social and economic environment within which it operates’. The primary purpose of strategic management is to add value to the organisational process, which is dependent upon six different key elements, like sustainability decisions, approaches to delivering strategies, competitive advantages, exploitation of linkages between the environment and the organisation, vision, and purpose. 
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[bookmark: _Toc123227827]Figure 5: Prescriptive model of strategic management
(Source: Taken from the lecture notes)
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[bookmark: _Toc123227828]Figure 6: Emergent model of strategic management
(Source: Taken from the lecture notes)
According to the statement of Abou-Moghli (2018), contemporary firms dealing in the current complex situations have realised that the emerging number of markets will play a significant role in making inexpensive resources available in the last few decades. Henceforth, every organisation requires developing appropriate business strategies in order to ensure that the necessary skills and competencies are retained and managed for making the transition successful. Avdiu and Gashi (2017) mentioned that a proficient and adequate strategic alliance supports the firms by providing appropriate mechanisms to hedge the potential risks by enabling faster entry into new markets, combining facilities as well as expertise, enabling diversification of the products, and lowering the amount of total investments. Lasserre (2017) reported that the approaches of strategic management adopted by different firms are supportive in driving the success of businesses within various diversified market environments. Evidence suggests that strategic management is often considered a crucial process of gaining competitive advantage through active participation, support, involvement of top managerial bodies, and commitment, which all are required for the integration of adequate business practices (Lasserre, 2017). Along with this, Mamai and Yinghua (2017) stated that strategic management approaches are also beneficial in the protocols of risk mitigation and control through collaboration, diversification, insurance development, awareness development, risk perception, and so on. 
[bookmark: _Toc123227801]5.0 Strategic analysis by using different theories
[bookmark: _Toc123227802]5.1 The Culture Web Model 
Matching with the cultural essence of different countries often becomes challenging for those companies that operate as a part of the international business paradigms (Khan and Law, 2018). As mentioned in the earlier section, due to the presence of cultural sensitivity in India, Netflix experienced various issues regarding the concepts and messages of the video content. In order to deal with this aspect, the international OTT platform has incorporated The Cultural Web Model. The Culture Web can be defined as a tool applied for mapping the organisational culture, along with offering a way of observing and understanding the distinctive influences which might affect organisational culture. The Cultural Web Model represents The Cultural Paradigm, which is the core of the model, and this is supported by six different cultural influences, stories, rituals and routines, symbols, organisational structures, power structures, and control systems (leadershipcentre.org.uk, 2022). 
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[bookmark: _Toc123227829]Figure 7: The Cultural Paradigm
(Source: leadershipcentre.org.uk, 2022)
The Culture Web Model is supportive in analysing where the company is positioned at present and what should be the target destination of the corporate culture in future. Along with this, as mentioned by (leadershipcentre.org.uk, 2022), it can also support identifying how to achieve a high-performing culture based on the weaknesses, as it is proved that every weakness can be an opportunity for further improvement. Therefore, while expanding its roots in India, Netflix focused mainly on the stories, rituals and routines, power structure, and organisational structure. Based on the test and preferences of Indian customers, Netflix designed a number of shows and series through which one can learn about Indian culture, for example, Selection Day, Leila, Sacred Games, Delhi Crimes, Taj Mahal 1989, Bombay Begums, Ray, Jamtara, and so on (Justformoviefreaks, 2022). 
Apart from this, the international platform also incorporated three primary departments in its organisational structure, functional, geographical, and production team. The geographic department obtained information regarding the local, regional, or national interests from distinctive data sources, and the production team helped in producing the video content according to the demands of Indian customers (van Es, 2022). However, the company, in every operational country focuses on the decentralised structure or flat organisational structure, where the employees have ample freedom of expressing their viewpoints. The unitary structure or U-form organisational structure followed by Netflix is not aligned with the power-distance score of the Hofstede model of India (77) (Hofstede-insights, 2022) (Shown in Figure 8). Henceforth, it can be mentioned that despite having an adequate power structure, the company should focus on further revision according to the cultural dimensions of the countries. 
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[bookmark: _Toc123227830]Figure 8: Hofstede score of India
(Source: Hofstede-insights, 2022)
[bookmark: _Toc123227803]5.2 Core Competency 
Core competencies can be defined as a range of skills and abilities by which various resources are deployed by organisational activities as well as processes, especially for achieving competitive advantage in such ways that rival firms cannot obtain or imitate (Arora et al., 2008). This aspect can differentiate an organisation from its competitors in terms of available skill sets and experience instead of focusing on financial or physical assets. A core competency can support the development of new services and products, along with providing potential access to a wide range of markets. Sukel (2018) mentioned that this approach should make crucial contributions in terms of perceived benefits associated with the end products. For example, the core competency of Honda Motor depends on its engine as well as its propulsion system, whereas Sony retains its core competency in the concept of miniaturisation (shrm.org, 2022). Similarly, Netflix has its core competency in both digital and physical content, along with the development of original content as well. It is evidenced that the online platform, range of original series and movies, and other services are very difficult to imitate by the other SVOD platforms, which means that the platform plays the role of the biggest core competency for the international firm. 
The core competencies of the organisation can be reflected through its core strategic strength. For example, Apple's greater proficiency in the product development process, BMW’s better manufacturing know-how, Walmart’s superior cost-cutting skills, Coca-Cola’s better marketing and merchandising knowledge, Amazon’s strong distribution and logistics networks, and so on can be considered as some of the core strategic strengths, which make the firms as an inimitable one for the competitors. According to the statement of Carr (2014), in the case of Netflix, when in 2011, the organisation announced its testing protocols in the waters of original content, the CEO Reed Hastings felt hesitant while acknowledging the combination of creativity as the core competency of the firm. He mentioned that it is not possible for a tech firm or a firm run by a tech CEO to understand whether a script can be a big hit or not. However, the company spent around $100 million on its first episodic drama series, named House of Cards, in 2013. Carr (2014) reported that establishing its footstep in the world of original content creation was essential for Netflix to catch up to HBO as well as to beat Amazon and Hulu. However, the firm still requires a huge effort in terms of creative skill and expertise. 
[bookmark: _Toc123227804]5.3 McKinsey’s 7S framework
McKinsey 7-S Framework is one of the popular strategic tools through which business owners or managers can assess the organisational performance level. The 7-S associated with this tool is required to be focused as well as aligned to successfully change the existing processes, along with regular enhancement of the performance standard. Among the seven elements, three elements, strategy, structure, and system, are known as Hard elements, whereas the rest four, shared values, skills, style, and staff, are considered soft elements (Suwanda and Nugroho, 2022). Netflix, to deal with the highly competitive market, inadequate infrastructure, cost sensitivity, and other issues, followed the principles of the 7S framework from the initial time of its journey. 
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[bookmark: _Toc123227831]Figure 9: McKinsey’s 7S Framework
(Source: Demir and Kocaoglu, 2019)
Strategy: According to the statement of Granados (2015), the OTT platform delivers streamed digital and original content to different platforms, like computers, smart TVs, tablets, smartphones, and so on, in order to retain its competitive position in the SVOD industry. The transition from a content distributor to an original content maker made its journey more attractive and competitive in the industry (Smith, 2015). Another advantageous strategy of Netflix is its licensed content, which is essential in markets like India; however, the firm does not charge any additional cost from the customers until it is exclusive.
Structure: As mentioned earlier, the flat organisational structure of Netflix includes three primary departments, functional, geographical, and production teams. As mentioned by McCord (2014), although the organisational structure in different countries is associated with the focus on decentralisation, the top managerial and administrative level has a centralised one. The motto of the company is highly aligned but loosely coupled. The fast, as well as flexible nature of the firm, supports maintaining the level of coordination among the range of departments. Apart from this, the Streaming and Partnership Team works for creating and managing global partnerships with Internet Service Providers, multichannel video programming distributors, and consumer electronic companies, which enable the OTT platform to deliver more TV shows and movies across a range of devices. All of the departments maintain collaboration for designing, building, as well as optimising the Netflix experience. 
Systems: There are five primary systems which are integrated with the daily functional activities of the firm. The activities are acquisition, packaging, exhibition, distribution, and sales. The content acquisition of Netflix includes direct purchasing from the distributors and studios, revenue sharing protocols, as well as licencing agreements. The skills and expertise of the Netflix team in terms of negotiation, extensive monitoring of customers' preferences, and others make the acquisition process easier. The company owns a merchandising technology, which includes a powerful catalogue-browsing method, which is often considered a direct tie to the company's success. Along with this, the firm also applies the extensive application of big data analytics as well as powerful algorithms for offering a quick as well as instant personalised experience to the subscribers according to their viewing preferences. 
Shared Values: The shared values of the firm are relied on in its vision, mission, and culture, as these three aspects support the staff in understanding the direction, purpose, and long-term goals. The company reflects five core shared values, including integrity, excellence, respect, inclusion, and collaboration. The core philosophy which the company believes in is people over process. Specifically, the people associated with the operation have greater skills and competency levels, and by aligning with the shared values, they have created a dream team. Some other shared values which are real in terms of Netflix's operational approach are judgment, communication, curiosity, courage, passion, selflessness, innovation, inclusion, integrity, and impact (Slab, 2022).
Skills: Netflix always ensures that the majority of the staff associated with the operation will act according to the best interest of the organisation. The organisation transitioned to social performance software from the standard performance review in the infancy stages, and then the firm progressed to integrate face-to-face 360-degree feedback as a consequence of transcending the Crisis of Autonomy. According to the statement of Hidayati (2022), the new face-to-face performance management strategy created a sense of urgency for reducing any kind of skill gap among the staff. The company demands highly skilled, talented, competent, and sensitive people in the team who can work by aligning with the unique culture of Netflix. 
Style: The corporate lifestyle of Netflix shows a collectivist culture associated with a resource-based view as well as systematic innovation. The organisation always follows The Freedom and Responsibility Culture of Netflix, which is subjected to demonstrate systematic innovation and is also oriented with a wide variety of dominant logic of competitiveness, innovativeness, risk-taking, autonomy, and proactiveness. The current culture of the organisation can be considered a well-styled tool for maintaining staff control as well as encompassing Stewardship Theory, along with the minimisation of agency cost in such a non-process-driven model of business. Apart from this, the firm also achieved AGES Framework (Architecture, Governance, Entrepreneurship, Stewardship-approach), which is suitable for providing sustainable competitive advantage as well as ongoing innovation (Demir and Kocaoglu, 2019). 
Staffs: According to McCord (2014), Netflix has already been mentioned as one of the leading firms that have 'reinvented HR', as per the statement of Sheryl Sandberg, the Chief Operating Officer of Facebook. The company has also been identified for their innovation integrated into the human resource management system, which is known as talent management. The above-mentioned Culture Web Model can relate back to their HR strategy, through which a trustworthy, creative, friendly, enthusiastic, rewarding, and goal-oriented environment has been made. Most of the staff are well-educated, well-skilled, and well-trained as well (Zennie, 2015). Apart from this, the Stewardship Theory encourages innovation, which acts as a motivating factor for the staff to show their level of creativity. However, based on the report of McCord (2014), since Netflix only targets those staff having professional excellence, it is often criticised as a discriminatory factor by the researchers. 
[bookmark: _Toc123227805]6.0 Evaluating the ways of achieving competitive advantage through the particular choice of strategic management
Based on the above description of the current strategic management frameworks followed by Netflix, it can be stated that there are several gaps as well as inconsistencies present in the current strategies followed by Netflix. For example, from the McKinsey 7-S model, it can be understood that the company highly relies on the internet or digital infrastructure of the country where it starts its operation of online video streaming (Globaldata, 2022). As mentioned earlier, India does not have an effective internet infrastructure; therefore, high-quality video contents often become inaccessible to Indian viewers. According to Reardon (2014), the highly dependent characteristics of Netflix on the internet can be problematic for the firm, which is associated with the core competency factor of the organisation. Rayburn (2014) mentioned that there are many Internet Service providers firms or ISPs, who create a slow lane for platforms like Netflix and a fast lane for those demanding less data while streaming online. Apart from this, although Netflix's service allows watching downloaded videos in an offline mode, the Basic plans offered by the company do not include this. It might affect the popularity and subscriber number of Netflix in India and other developing countries. 
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[bookmark: _Toc123227832]Figure 10: Declining global membership numbers of Netflix due to high dependency on digital infrastructure
(Source: globaldata, 2022)
Netflix can also be a victim of online or internet piracy in the countries like India. Evidence suggests that there are various such websites or applications, which, despite being illegal, can be accessed by the viewers, especially to watch the same movie or TV series without paying a penny. For example, in 2013, after the release of Netflix's first original content, House of Cards, it was reported that there was a huge fan base of actor Kevin Spacey among Indian customers, although Netflix had not initiated its journey at that time (Bort, 2014). Additionally to this, based on the Culture Web Model and McKinsey 7-S framework, it can be mentioned that Netflix always looks for employees or staff having a passionate, curious and innovative mindset, for whom the firm offers more than the average payment structure and additional perks. However, the demanding culture of the corporate firm might create a sense of job insecurity among the members, which might influence creativity as well as innovation level due to the presence of high stress and anxiety. On the other hand, as mentioned by Putter (2018), always looking for only highly skilled and talented people might go against the working ethos because providing equal opportunity to all qualified candidates should be integrated into the operation. Moreover, since the journey of OTT or SVOD platforms is a very new concept in India, especially after Covid-19 impacts, therefore, the company might experience obstacles while finding the right talent in the economically developing nation. 
Apart from the above, while comparing the culture, it can be mentioned that Indian culture is completely different from than USA, and therefore, expanding business functions in India was difficult for the firm, as it created chaos due to the absence of understanding the cultural sensitivity. As mentioned earlier, Netflix follows a decentralised flat organisational structure for every country, which can be again considered a problematic one, as Indian people strictly follow the adherence to power distance or hierarchical management. As mentioned by McCord (2014), according to the Agency Theory, the continuous market expansion of the firm and establishment of different brick-and-mortar offices across the world might maximise the agency costs, as they require focusing on the processes like monitoring, governing, and aligning staffs with the shared values of Netflix. It is more challenging while operating in India, as the firm is already experiencing huge investment and production costs for gaining a competitive market share, as mentioned earlier. On the other hand, while considering the video content and libraries of Netflix, it can be seen that the firm has a dependency upon offering different big-titled shows or movies like Transformers Trilogy and others, especially for maintaining competitiveness. However, the disappearance of such blockbuster shows and movies might create inconsistency, which would make the firm less competitive. 
[bookmark: _Toc123227806]7.0 Recommendations
After evaluating the strategic aspects of Netflix, some recommendations can be provided to the firm for maintaining its competitive positioning in the Indian SVOD market. 
Strategy 1: Identification and execution of own competitive strategy
Netflix should act in a more defensive mode for obtaining the trust and reliance of the Indian viewers. One of the first competitive strategies for the Indian market will be price cuts or the introduction of low-priced ad-supported versions. According to the statement Reed Hastings in the recent year, providing the opportunity for the subscribers to enjoy a lower priced but ad-supported version has relied on the preference of the consumers, but the CEO does not have any trust in such complexity of the subscription model. Therefore, based on the framework of Bowman's Strategy Clock, the company should focus on the 3rd position (Hybrid model), through which it can offer a lower pricing strategy with the option of differentiation.
Strategy 2: Distribution as well as a diversified business model	
By acquiring some leading internet service providers and generating strategic partnerships with different large tech-product developers like Apple, Xiaomi, and so on, Netflix should focus on expanding its business reach. Since the company still shows unwillingness for compromising its subscription-only business model as well as ad-free brand promise, therefore, developing strategic partnerships can make the way more transformative and easy for the firm, along with enhancing its competitive advantages up to a certain fold. 
Strategy 3: Adoption of a consumer culture lens for assessing the rivals	
The competitive strategies followed by Netflix might not be applicable to all of its competitors, as HBO and Hulu have some distinctive types of characteristics compared to Disney or Zee5 in India. Therefore, it is necessary for the firm to recreate or regenerate new strategies, which can be effective against all of the colossal competitors who have shaped the direction of online video entertainment in the US and all the other countries. According to the statement of Ilhan (2020), Netflix requires understanding the peculiarity of extending competition, along with assessing the consumer culture perspective, for example, the consumer practice intersections, cultural meanings and marketplace. 
[bookmark: _Toc123227807]8.0 Conclusion 
On a concluding note, it can be stated that Netflix has already achieved the position of a highly innovative and progressive firm, as it accelerates the progression of different SVOD platforms by acquiring various market-disrupting technologies. The current report is associated with a specific case study, where the overall scenario of Netflix when it started its journey in Indian cinema or Bollywood has been described. It was found that the transition period of Netflix was not a smooth one, as transforming the business model from a DVD renting platform to an original video content creator was highly risky and critical for the entire team. At that time, a number of other SVOD platforms had also started their journey in India, and therefore, the level of competition was higher for Netflix. Apart from the competition, there were several other factors working as central issues faced by the firm, for example, huge investment and production costs, government regulations, infrastructure challenges, premium pricing strategy, and cultural sensitivity. However, the company, in order to achieve its competitive advantages and position in the industry, followed a number of strategic models and approaches, like The Culture Web Model, the Core competency framework, and McKinsey's 7S framework. However, by analysing the strategic approaches of the firm, it can be stated that there are still several gaps present which can create competitive threats for the firm. Therefore, the company should focus on introducing a low-cost ad-based model, a distinctive business approach through strategic partnership development, and the adoption of a consumer cultural lens strategy.
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