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Executive summary
Netflix's “strongest important competitiveness has always been its company philosophy”, which was a “key factor in its growth”. Netflix only “keeps people who are extremely productive” since they have noticed that “slow people with bad effectiveness reduce the efficiency of people”. “Management at Netflix” presented a “highly good donation of salary during an endeavour to recruit the best workers” as well as “increase production”. Many countries “struggle with a lack of innovative content”. Because of this, “expensive subscriptions have become less common in various nations”. The company “relies heavily on its clientele in North America”. Netflix has indeed made a name for itself internationally. By “developing competitive agreements with regional markets”, they might well be “able to expand the number of subscribers” they have and therefore capture more of the regional sector. In this regard, the fact that several people simultaneously access a unique Netflix subscription is just another factor influencing the decline of Netflix users.
Netflix had about "221 million customers as of Q1 2022". Even though it's a significant sum, the sector was completely taken aback when this quantity was revealed. When contrasted to white Americans, who are only "sixty-one per cent inclined to possess a Netflix membership", "Hispanic Americans remain seventy per cent greater probable to possess one". With the use of segmentation variables, "Netflix provides individualised programming to more than 100 million customers every day". The "target audience for Netflix across India is youthful, tech-savvy consumers as well as everyone with access to the internet". "Subscribers receive access to hundreds of films", "television programmes", as well as "Netflix Original productions". Netflix "charges its subscription to maximise the amount of money it spends on entertainment". In 2020, this "firm reported an operating income of eighteen per cent", whereas, in 2019, it "anticipates delivering a net income of twenty per cent". Recommendations are made for the improvement of this company in India which will allow the company to shine in this nation by attracting more consumers with their effective business strategy.
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[bookmark: _Toc]Introduction
Netflix is an American internet streaming service that provides a variety of videos, movies, skits, reality programmes, comedy, nature films, and series compilations through individual client subscriptions. It is a worldwide platform that gives consumers the option to quickly and easily access a variety of entertainment material. Following the demise of Blockbuster in 2010, Netflix introduced streaming services to its web platform in 2007, which resulted in an increase in customers (Jain, 2023). As a result, the firm saw an increase in the number of members it had, and by 2013, it had over 40 million active users overall. The platform offers an original graphical user interface that allows viewers to move freely across the screen (Biddle, 2022). As with any streaming platform, Netflix relies on a broadband connection to function; as a result, customers need a steady network to help prevent interruptions in the viewing experience, time-wasting, and lagging of the material. Netflix provides a range of membership plans, including monthly, quarterly, and yearly plans, to accommodate each user's comfort level and viewing interests. One of its distinctive characteristics, which sets it apart from other video streaming services, is that it provides memberships depending on a variety of criteria, including age, genre, and price something that most of its rivals do not. In addition, the platform offers users the option to filter out inappropriate content from the rest of the selection of content by checking viewer discretion. In other words, parents are not required to worry about their kids viewing any stuff that is not even appropriate.
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Figure: The new latest Netflix logo png for 2023
Source: (eDigital Agency, 2022)

[bookmark: _Toc1]Netflix Business Model 
Before extending its business to include granting third-party content licences and fostering content production and development, Netflix began as an online DVD rental and selling firm (Kariuki, 2022). The business is now implementing a cooperative model that enables outside partners to invest in content production in the entertainment sector. Reed Hastings and Marc Randolph, two American technological enthusiasts who worked as programmers and tech-marketing executives, established Netflix in 1997 (Netflix, 2023). Through his expertise in programming and software development, Reed Hastings played a crucial part in creating the programmes and the Netflix Application. Even though it intended to sell DVDs, the continually evolving information technology had a big part in modernising Netflix. Depending on customer choices, Netflix provides a variety of categories, including those for business, politics, religion, comedy, music, action, and horror. Users of Netflix may also create their own profiles, which will allow Netflix's distinctive user experience to keep track of their preferences. Although it was founded in 1997, Netflix had a staff of thirty people and was completely functioning by the end of 1998. They also had a collection of roughly 1000 films that they could rent out. By the year 1999, Netflix began testing its initial subscription plan, which cost $20 per month and included no additional charges. Users could purchase an infinite number of memberships by paying a little premium (Sull and Turconi, 2021).
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Figure: Netflix business model
Source: (Sampathkumar, 2022)
[bookmark: _Toc2]Internal and external analysis
Internal analysis
The competitive advantage of Netflix
Netflix's corporate culture, which played a major role in its expansion, is its most significant competitive advantage. Due to their observation that sluggish individuals with poor performance lower the performance of others, Netflix exclusively retains highly effective individuals (Anderson, 2019). Netflix administrators made a very high compensation offer in an effort to entice the top candidates and maximise productivity. The idea of "celebrating" failure is promoted to employees. They understand that betting is an educational process that, in the end, will advance the industry rather than being a question of personal achievements and failures. Additionally, certain cultures value free communication, information sharing, and defiance of authority. This all results in a fantastic workplace climate that encourages individuals to express themselves freely. The company's additional benefits are a result of this. In the nations where it was available in 2018, Netflix provided a wide range of material, with an average of 1,300 television series and 3,000 films. Netflix is able to draw in new customers and outperform rivals because of the variety of TV shows and movies it offers. Netflix puts a lot of money into its original programming. In 2018, the business created over 2,000 hours of unique programming (Sull and Turconi, 2021). The corporation can ultimately save a lot of money on licencing fees by producing original material, therefore it's a fantastic idea. The business has more control over the calibre of the content it offers, which is an additional advantage of producing its own unique content. Additionally, the corporation increases customer loyalty and sharpens its competitive advantage in the streaming market by producing unique materials of greater quality. Higher subscriber numbers and higher revenues are driven by original content. Since there are many Netflix subscribers, media companies find it to be a desirable distribution method. Recent years have seen a sharp increase in the consumer base size of the business. Additionally, more than 167 million additional people become Netflix customers by 2019 (Haider, 2020). Greater financial success and more revenue are the results of a wide client base. In the world of internet entertainment, there is fierce rivalry (Havard, 2021). Netflix has helped expand its client base from all over the world since it is a brand that values and prioritises its customers. In an effort to draw clients, it has boosted the number of its regional language programmes. Additionally, Netflix UI supports numerous viewers, each of whom has a unique history and set of suggestions. Netflix does not require consumers to sign long-term commitments and is simple to unsubscribe or re-subscribe to at any moment, in contrast, to paying TV companies (help.netflix.com, 2023).
Weaknesses
According to Sull and Turconi, (2021), despite its strong income and daily growth Netflix nevertheless have to pay a significant cost of operations. Costs for licensing, marketing production and R&D are most included in the category of expenses. Up from $9 billion in 2017, Netflix spent $15 billion on content production, acquisition and licencing in 2019. In order to enhance its offering, enhance the user experience, and bring new viewers Netflix spent $1.5 billion on innovation in 2019. This amount includes human expenditures, software, and hardware. 62% of Netflix's annual income in 2019 came from its cost of revenues, which came to about $12.4 billion. 33% of revenues go into gross profit, which is just $7.7 billion. Despite being accessible in 190 nations, Netflix primarily depends on the US and Canadian markets for a sizable amount of its net revenue. In 2019, they generated almost half of their sales. Despite the fact that the company's sales rose in 2019 from almost all areas, it will still need to enhance its penetration of the Latin American, Asian, and European regions in order to raise its revenue from these markets.
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Figure: Number of original content titles released by Netflix from the 3rd quarter of 2017 to the 4th quarter of 2022
Source: (Stoll, 2022) 
External analysis
The strong rivalry in the entertainment and media sector puts a lot of pressure on businesses, driving them to develop aggressive measures to keep clients. Traditional broadcasters, other video-on-demand services, and DVD sellers all pose a serious threat to Netflix. In the US market, Netflix's main rivals are Amazon, Apple, AT&T, Comcast, Disney, and Hulu(Lee, 2019). Since there is significant room for expansion in the US market, new businesses are drawn to it. A major challenge to Netflix is the arrival of new firms in this field. With their user-attractive tactics, they may add a breath of new air, uniqueness, and novelty. For instance, Netflix's domestic growth was hurt by the 2019 debut of Disney+ as it barely met its subscriber projection in the third quarter of 2019 (Malik, 2022). The technology underlying its streaming service must function properly for Netflix to compete, and its brand must be improved to appeal to a broad spectrum of users. In addition, the business must make sure that consumers can connect with the brand in various contexts, such as while looking for movies to watch.
The competition is far fiercer in India than it is in the US, where Netflix appears to be the market leader. It was challenging for Netflix to compete when it entered the Indian market since there were already well-established rivals there that had devoted followings. Several well-known Indian TV networks, like Hotstar, Sony Liv, Sun NXT, Voot, and ZEE5, must contend with Netflix in the Indian market. With 128.5 million subscribers and a 70% market share of online video app downloads in India, Hotstar is a formidable rival. In addition, Netflix has competition from traditional TV providers like Tata Sky, DishTV, and Sun NXT as well as from Indian video players like ErosNow, ALTBalaji, and YuppTV that specialise in original programming (Agarwal, 2021). Amazon Prime Video and YouTube are two more prominent international online video providers. Due to Netflix's low market share in India and lack of a well-established brand, the danger of new competitors is significantly greater than it is in the US market. Numerous businesses are looking to access the Indian market, which is still a potential market today. A new competitor that has a solid plan will pose a serious challenge to Netflix. Competition in the Indian market offers relatively low costs compared to Netflix, making it simple for subscribers to migrate to another platform at a low cost, making the danger of substitution stronger than in the US market.
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Figure: Netflix paid subscribed growth
Source: ( Dean, 2021) 
[bookmark: _Toc3]Netflix's position in the Indian market
In 2016, Netflix entered the Indian market, almost 20 years after its founding in 1997. A basic membership plan was carefully introduced by Netflix to draw both experienced Indian customers and new users in order to have a seamless introduction to the renowned world of Bollywood. However, the business had several difficulties when it first entered the market, particularly with the advent of regional businesses offering items that were fiercely competitive and with the lack of reliable internet access in rural Indian villages. The American online entertainment powerhouse saw its sales increase by around 62% in 2017, from 193 million to over 300 million by 2020, despite the cheap entry-level membership (Sull and Turconi, 2021). A significant portion of the Indian market is dominated by free movie streaming services, making it challenging for businesses with a subscription model like Netflix to be successful. Since the company's launch in 2016, the whole video-on-demand market for Indian movies and films has been steadily expanding. Furthermore, according to recent surveys, Netflix is preferred by the majority of Bollywood film studios because of its strong security measures, even if most consumers still choose the less expensive Indian choices. Due to the software's versatility, for example, usernames and passwords are protected from outside threats when using Netflix video streaming capabilities. Netflix's strategic goal is to improve global new subscriber growth and boost market share in India (Xavier, 2022). With its film selection, Netflix hopes to maximise licence revenue while attracting and retaining viewers. The firm has made it clear that it focuses on "TV shows, movies, documentaries, and stand-up comedy, but not televised sports, news, or user-generated material." This ought to make Netflix stand out from the competition and draw in additional subscribers. Netflix has made it plain that it will use its content budget to produce movies and television series of the highest calibre. In the Indian market, Netflix established a target of acquiring 100 million users, however as of March 2019, Netflix has just gathered more than 15 million. In India, Netflix still has a modest market share when compared to other major rivals like Hotstar and YouTube. Following its debut in India, Netflix encountered a number of difficulties-from social to political to infrastructure-related-that prevented it from sustaining growth or making the same kind of effect it made in the US market. Netflix in India is also dealing with censorship as a problem. Uncensored movie viewing is uncommon in Indian society because the nation is typically conservative (Kalra & Jamkhandikar, 2019). Due to the unfavourable publicity surrounding uncensored films, Netflix lost the great majority of its customers. Netflix in India also has to cope with the problem of piracy. Pirated films, movies, and other media are fairly simple to find in India. Password sharing is a pretty prevalent practice here. It is rather typical for a single client to register an account and then tell their friends their password to reduce the cost of each subscriber's membership individually. As the second company to enter the market, Netflix must contend with regional rivals when it comes to membership prices. Local competitors to Netflix with stronger market positions include Hotstar, Eros Now, and HOOQ. They also charge lower membership prices. These businesses also provide a sizable selection of Bollywood films, Indian soap operas, and live sports, particularly cricket. As a result, users frequently leave Netflix since it struggles to keep them as valuable customers.
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Figure: Netflix users in India
Source: (Khan, 2020)
[bookmark: _Toc4]Netflix's corporate-level strategies
By using a horizontal expansion strategy, Netflix widened the scope of its commercial activities and its access to the world market (Recke, 2021). Since 2010, Netflix has been expanding internationally. Implementing this expansion plan will help Netflix achieve one of its objectives: expanding the company's reach into new regions abroad. A key factor in increasing revenues and market share is how Netflix's generic approach retains competitive advantages to draw in and keep more users in existing areas. By producing its own original content, Netflix implemented backward integration as part of its vertical strategy (Recke, 2021). This allowed them to reduce their long-term licencing costs while also maintaining and gaining new viewers both of which are crucial given the current rise in competition.
The commercial strategy used by Netflix has so far been a big success. In contrast, it is getting more and more expensive to compete in the blockbuster competition for content production and acquisition against an expanding number of rivals like  Apple, Disney, Amazon, and Google (D’Arma et al., 2021). All of these companies provide online downloading and streaming platforms, either now or in the near future.
Netflix has decided to perform a 360-degree review (www.performyard.com, 2022). This is a time for self- and peer-reflection. There are regular, unofficial evaluations. Coworkers give advice to employees on what they should Start, stop or Continue doing with this new method. The evaluations first began anonymously to avoid embarrassing situations, but they later moved on to signed comments and, finally, face-to-face 360 reviews. As per Netflix, if individuals are told the truth, they can cope with anything.
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Figure: 360 feedback the essential guide for managers
Source: (Garvey, 2019)
[bookmark: _Toc5]Review of Netflix's Indian rivals
Local rivals like Hotstar, ErosNow, and HOOQ are battling for market dominance in India in the streaming media sector alongside Netflix. Though Netflix is renowned for being a cost leader and offering material at a lower cost, the majority of internet service providers in India are often driven by advertisements and either provide viewers free access to their services or have access to a larger selection of content. In order to thrive in India, Netflix will need to promote more original programming. In order to review Netflix's competitive advantages, disadvantages, threats, and opportunities in the Indian market this section uses Porter's five forces analysis.

	Forces
	Rates
	Reason behind rates

	Bargaining power of suppliers
	High
	Obtaining suppliers for a particular material that will be streamed by Netflix is one of their biggest problems right now. Bollywood film and television sales are quite strong in India. The majority of people like seeing movies at cinema theatres (CinemaExpress, 2023). These movie companies are hesitant to release their films on those platforms, and they want their audience to visit a theatre instead. On the other hand, there are already a lot of major companies in the industry, including Hotstar, Eros Now, HOOQ, and ALTBalaji. As a consequence, the provider enjoys a huge competitive advantage in India.

	Bargaining power of customers
	High
	Customers of Netflix in India are quite powerful negotiators. In contrast to the cost the regional player charges, Netflix's subscription costs are quite high (Verma, 2022). Some of them provide free memberships that include extensive regional content. In India, Netflix is at a competitive disadvantage due to the low pricing and the abundance of content. Changing subscribers without paying any fees is quite simple for customers. As a result, many users do not continue their memberships once the trial time has ended.

	Competitive rivalry
	High
	Competitors put a lot of pressure on Netflix to maintain its market dominance and market share. Companies like Hotstar, Eros Now, HOOQ, and ALTBalaji are Netflix's most obvious rivals because they may provide just as much or even more material than Netflix. However, India has the largest Television network in the world, surpassing that of all other nations (Gaur, 2021). In order to maintain its market share, Netflix must always be creative.

	Threat of substitutes
	High
	Local subscription cable networks are another fierce adversary of Netflix in addition to its main rival. Due to the limited Indian content and exorbitant membership costs offered by Netflix, many quickly abandon the service after the free trial period. For Netflix in India, this is starting to cause problems.

	Threat of new entrants
	Low
	Due to the significant financial expenditure needed to build the necessary technological infrastructure in order to offer streaming services, this is one of the less dangerous challengers for Netflix in the market. This makes it difficult for new competitors to enter the market. By exploiting this obstacle, Netflix has a significant advantage.
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Figure: Porter’s five forces
Source: (Mishra, 2020)
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The Netflix company's 2016 entry into the Indian market caused it to carefully consider a number of elements that may help it break into more competitive market segments and take over the video streaming market. For instance, taking a close look at the majority of the company's primary rivals motivates the business to create more extended elements that will increase its subscriptions and market shares in the Indian market. 
The bulk of overseas platforms is free, which makes it difficult for Netflix to diversify its language and content offerings and increase its subscriber base. For instance, Google has made similar modifications to YouTube user accounts to enable diversity and user integration regardless of their ethnic, cultural, or religious connections because India has a variety of cultures and languages (Koehler Leman et al., 2020). Due to a lack of comparable market adaptations to compete with the global titans, Netflix finds it challenging to reach these communities. The more local content Netflix acquires, the better able it will be to compete with regional rivals and capture a larger market share. Make contact with local media outlets, assemble up-and-coming content producers, and give them a stage. Local support for new content would be one of the numerous advantages of choosing this choice. Locals will pay attention to a firm if they observe that a large corporation like Netflix is prepared to help independent content producers.
Businesses may now communicate freely and across borders thanks to globalisation (Xie et al., 2019). For instance, few cross-border restrictions and regulations are anticipated to apply to interactions between sales organisations in the United States of America and logistics companies in India (Pananond et al., 2020). In order to increase its market penetration, Netflix should plan its sales initiatives and include other businesses in its goods. There is a chance to obtain a variety of products since local manufacturers, for instance, sometimes have close proximity to locations with a lot of material.
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Figure: Netflix subscription plans in India
Source: (Agarwal, 2021)
[bookmark: _Toc7]SWOT analysis
Netflix has experienced “significant growth throughout the seasons and now boasts 222 million customers worldwide” (selectra.in, 2022). With “paid subscriptions in more than 190 nations”, it is among the top “digital infotainment providers worldwide”. 
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Figure 1: “SWOT analysis”
(Source: Author)
Strength
Strength
By “displacing several of the most-watched entertainment demonstrations”, Netflix has established a “strong brand identity and emerged as a cultural icon”. The company’s growth has been “tremendous in its current history”. 
Netflix seems to have a “global audience and is accessible in numerous Southeast Asian countries”. In a “marketplace that seems invariably changing”, it has given them an advantage (Accounting, 2019).
“Creative types have a variety of alternatives thanks to Netflix's original films as well as TV shows”. The “authorities find the network's multimedia aesthetic to be just as enticing as its creative programming”.
The company is highly flexible. “Continually responding to user tastes as well as commercial needs”. As per www.case48.com (2022), Netflix “modifies its offering” and it “represents the cause of Netflix’s current popularity”. 
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Figure 2: “Netflix worldwide Expansion”
(Source: Carolina et al., 2022)
Weakness
The “majority of companies have weaknesses in conjunction with significant capabilities”. Businesses may come up with “solutions to solve their concerns”. According to businessmavericks.org (2022), even though Netflix “provides a reputed corporation, numerous issues might prevent it from expanding”.
Netflix's “limited copyright seems to hurt its revenue”. The “business's liabilities are also growing”.
Consumers want “additional alternatives and personalised purchasing”. Sadly, as opined by Bureau (2021), “Netflix's price structure is restrictive”, offering just “Basic”, “Standard”, as well as “Premium levels”. The “decline in the frequency of prospective memberships” has been attributed to the “absence of other possibilities”.
Because Netflix “shortages qualified customer care representatives”, “consumer contentment suffers as well as assistance quality suffers” (selectra.in, 2022).
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Figure 3: “A brief history of Netflix price hikes”
(Source: Carolina et al., 2022)
Opportunities
Numerous network operators, like “Google”, “Amazon”, and “Facebook”, as well as others, “profit greatly from advertisements”. According to Accounting (2019), by “switching to a marketing strategy centred on advertisements”, Netflix may increase its income.
Because of its “considerable brand awareness”, Netflix might benefit from the “current currency's significant growth for OTT services”.
Since Netflix has consented to accept contracts for unique content that is available exclusively through Netflix, the company might “introduce new merchandise categories like computer games”, children's strips, and others (www.case48.com, 2022).
The company can decide to “create original concepts that function better than competing OTT networks” (Carolina et al., 2022). Netflix recently “abandoned the traditional advertising-based business strategy”, which allows the company to “provide top-notch service quality”.

Threats
The "transcription of fresh original programmes as well as videos has been impacted by covid19 outbreak". Like most of the media industry, Netflix has been hit by the outbreak. As opined by businessmavericks.org (2022), whenever the circumstance returns to ordinary, the ailment would progressively get better.
Regulatory requirements in some countries would limit their ability to grow or even outright prohibit their operations. For example, “several nations' bans on well-known companies like YouTube videos as well as Battleground” cause them tremendous damage.
“Content infringement negatively impacts Netflix” in a big way. The company is put at risk since many viewers opt to observe the classic program's bootleg copy, which again is freely available (Carolina et al., 2022).
In India, “Hotstar”, “Amazon Prime Video”, “VOOT”, “AltBalaji”, “Sony Liv” and “Zee5” are the main competitors of Netflix which are “constantly threatening the operations and business” (Bureau, 2021). 

[bookmark: _Toc8]STP analysis
“Netflix's international income increased from about $1.7 billion a generation later to $30 billion throughout 2021” (www.start.io, 2022). It “revealed a 200,000 membership drop from the preceding quarter”, Netflix's “initial dip in ten years” (www.pdfagile.com, 2022).
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Figure 4: “Netflix’s annual revenue from 2002 to 2021”
(Source: www.start.io, 2022)

Segmentation
The “financial industry at Netflix has always been looking for signs of shifts in development as well as consumer characteristics”. As opined by prezi.com (2022), “more than 2.7 million Australians employ Netflix to watch films as well as TV episodes”. Whereas “younger audiences make up the majority of Netflix's viewership” (“Generation Z seventy percent as well as younger generations sixty-five percent”), “elderly customers likewise make up a sizable portion of its user base”. In reality, “since around 2020”, the “populations of Netflix viewers include thirty-nine percent of Baby Boomers as well as fifty-four percent of Gen X” (www.start.io, 2022). “Nearly seventy percent of Netflix's intended audience” is less than professionally qualified, with “several or no university experiences". “Netflix subscribers formerly made up the overwhelming majority of the US population”, however, as per www.edrawmind.com (2022), this seems certainly longer true. According to the “immensely different characters of clients”, who “fluctuate over periods in terms of age”, “money”, “geography”, and “watching pleasure”, there “exist numerous approaches for marketplace segmenting throughout the online streaming industry”.
Targeting
With around “100 million customers in 190 nations enjoying upwards of 125-million-hour shifts of TV shows and films daily”, Netflix has become the “greatest widespread online entertainment platform around this same globe” (www.start.io, 2022). The “target audience for Netflix is separated into categories dependent on psychographic”, “behavioural”, as well as “demographic classification”. “Emerging adults”, “teenagers”, and “low-income households are Netflix's primary target audiences”, as per the demographic data. Additionally, as instructed by www.edrawmind.com (2022), “Netflix productions and TV shows draw viewers from a range of ethnic perspectives” because of their “varied assortment of regional and worldwide blockbusters”. Depending on how people utilise the “video streaming app”, “reinforcement intelligence is employed to understand more about Netflix members” (www.edrawmind.com, 2022). The data would then be saved by Netflix which also utilises it to “categorise customers into groupings based on their behaviour and so provide a better-individualised customer encounter”. Netflix has a “wide-ranging geographical as well as age clientele” (www.studocu.com, 2022).
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Figure 5: “Netflix growth in the Asia-Pacific region”
(Source: www.start.io, 2022)

Positioning
By “offering a highly individualised”, “efficient”, “original material”, “higher assortment”, and still “reasonably priced streaming app unlike every one of its rivals”, Netflix hopes to emerge as the “top option and distinctive for its users” (embapro.com, 2022). Netflix provides customers with “legal assistance to a sizable collection of films as well as TV series”, the “best-personalised recommendation system”, and “uninterrupted operation without commercial breaks”. As opined by www.pdfagile.com (2022), customers can watch “elevated-definition TV and film clips from wherever”, with such a streaming app that is available around the clock. A “broad assortment of devices”, notably “PCs”, “TVs”, “smartphones”, and “gaming platforms”, are compatible with the application. Subscribers can customise their “online accounts and settings” using Netflix "logins” (www.studocu.com, 2022). The "account manager" can “alter”, “permit”, or even “prohibit individual users’ thanks” to that same user data. In “order to maintain viewers' interest”, Netflix provides “separate and premium shows as complete episodes rather than individual episodes”.
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Figure 6: “Positioning of Netflix”
(Source: www.studocu.com, 2022)
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Figure 7: “Positioning of Netflix”
(Source: www.studocu.com, 2022)

Mind map
Market segmentation includes the division of a” mainstream market into equivalent segments of shoppers that effectively respond to incentives”, “advertisements”, “price”, and other elements of the “overall promotional combination” (www.studocu.com, 2022). There must be a “minimum number of major disparities between purchasers inside every group as feasible”. As a result, as per prezi.com (2022), “each industry could use a unique marketing plan”. Netflix aims to deliver the “maximum available HD videos as well as outstanding recordings”, despite a “patchy infrastructure”. Both the “webpage as well as the smartphone app remain reachable”. On Netflix, users may check out the “films and TV series” they've streamed recently (embapro.com, 2022). According to their STP strategy, Netflix can make use of this “data to determine the classifications that customers prefer” and “suggest content that they might witness throughout the upcoming”.
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Figure 8: “Mind map of Netflix”
(Source: www.edrawmind.com, 2022)
[bookmark: _Toc9]Netflix's Competitive Strategy
Creating “original programming that cannot be accessible on competitors' apps or services” is how Netflix “plans to increase and maintain its marketplace dominance” (edubirdie.com, 2022). In “comparison to standalone digital internet companies”, Netflix would have a little bit “greater influence over the customers’ thanks to the creation of this material and its loyal fan base”. This is because viewers who “get enamoured with a particular programme might remain their membership active instead of turning it around again” (Bowman, 2021). Additionally, this gives Netflix a “comprehensive insight into how past and present Netflix users behave as consumers in comparison to prospective users”. As more than just a result, as mentioned by Moore (2019), “Netflix may satisfy its own market dominance without risking easy loss”. Netflix said that it will increase the “cost of its regular membership in the United States” throughout the "regular season from $13 to $14". Except for “HBOMax, this company has become significantly more premium” than any of its “rivals as a result of that change” (edubirdie.com, 2022).
[image: image12.png]
Figure 9: “Pricing power of Netflix and its rivals”
(Source: Author)
The majority of other “providers are approximately half as expensive as Netflix”, while the single one that even “closely relates has been HBOMax (while ad-free Hulu remains approaching)” (www.notesmatic.com, 2021). Considering HBO has established a “strong reputation in luxury programming during the past four decades as well as consistently wins the maximum Emmy accolades among broadcasters”, HBOMax has gained profit potential much like Netflix. As per Weerasundara (2021), “because of the superiority of its material”, Netflix has been able to demand greater than its competitors, providing it with competitiveness. It's important to note that Netflix, “this same industry leader in video programming”, does indeed have a significantly greater user base compared to any of its competitors, “providing it with an additional edge because it might distribute its programming budget among several users” (Bowman, 2021).
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Figure 10: “Netflix and its rivals”
(Source: Mundhra, 2022)
“Netflix must have battled with cash flow”, however, according to thesocialtalks.com (2022), the firm recently informed “shareholders that it would be extremely nearer to having a consistently favourable net income”, “projecting knock-free liquidity for 2021”. Although, as explained by Arun (2022), Netflix “has historically struggled with income since the architecture of its operation necessitates substantial upfront expenses”, its efficiency has grown “dramatically in subsequent times”. The situation then improves, with the “administration anticipating gains of three percentage stages every year coming ahead”, and “delivering the business profitability of twenty-nine percent by 2024” (www.notesmatic.com, 2021). That and its ability to charge more also suggest that broadcasting has a financial perimeter. The “socialites are always attempting to develop their following as well as create revenue” (Moore, 2019).  Well with aid of a significant first-mover benefit, Netflix has existed for some time and is continuously depressing the start button.
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Figure 11: “Estimated number of SOVD subscribers globally from 2020 – 2027”
(Source: www.start.io, 2022)

Along with these advantages, as instructed by thesocialtalks.com (2022), the “business' media content emphasis and worldwide approach set it apart from broadcasting imitators” since it currently “boasts a sizable catalogue of unique linguistic material that fosters internationalisation”.

[bookmark: _Toc10]Recommendations
Considering there is indeed a “sufficient core demographic for the majority of enterprises”, India has indeed given “fantastic potential for any firm”. In India, as per Mundhra (2022), Netflix has made a respectable foundation and may succeed in “acquiring the entirety of its 100+ million members” there. The next step they undertake will determine whether or not they continue to expand tremendously. Netflix hasn't been successful in India for some factors, including “high prices”, “fierce competitiveness”, and “little supervision over material reproduction”. The nation has to address it as quickly as possible. 
There is no denying that “Netflix is pricey whenever it pertains to its high prices”. With some of this price, “Netflix reportedly placed technological limitations”, such as the use of just “portable apps or a restricted number of machines”. “4 out of 5 Indian internet customers acknowledged giving their OTT login information to acquaintances or relatives” (Mundhra, 2022). The agony is made worse by how “effortlessly distributed Netflix IDs become in this cutthroat industry”. Conversely, for several people, as instructed by Nikhil Mehta et al. (2021), “Netflix could not represent the natural alternative when it regards purchasing a membership”. The “Rupees 200 scheme has been somewhat helpful”, however, there “remains no proof that it was effective”. Specials are widely available in “India's bustling online innovations”. “Devaluation as well as cash-backs” were widely used by “Amazon”, “Sony”, as well as other companies in India as more than just a “strategy to gain market dominance”. “Devaluation has undoubtedly been a successful strategy for Indian marketplaces”. Netflix may run advertisements that might cause “consumers to feel pressured to make a purchase”.
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Figure 12: “OTT video streaming apps in India”
(Source: Mundhra, 2022)

In addition to “price limitations”, Netflix material is “typically copied by other content aggregation websites” (Rodríguez Ortega, 2022). Users cannot permit simple information duplication when subscribers have “tight device-based constraints”. Better exposure to “material deters people from purchasing a Netflix membership”. Additional safeguards might have been implemented by Netflix to stop content duplication. The "Bollywood film URI - The Surgical Strike" provided a fantastic illustration of how to “prevent infringement by employing a videotape that could be accessed through pirate networks” (Nikhil Mehta et al., 2021). They “utilised this torrent-downloaded footage as a tool to demonise criminality”. Netflix might “experience significant summary relief after addressing valuation as well as information duplication issues”. Netflix must determine which parts of India it could seek for “development over a lengthy period”.


[bookmark: _Toc11]Conclusion
The move to join the Indian market might encourage Netflix to take on a more lucrative challenge given that it presently has a sizable portion of online content consumers under its grip. A clear indicator that the number of people producing and consuming internet material would undoubtedly increase is provided by India's soaring population numbers. In this sense, it is necessary to invest in more varied platforms that are focused on people and mesh well with Indian cultures, dialects, and diversity. Netflix's dedication to constant platform development has been a major contributor to its growth. The biggest difference is due to technological advancement. A huge audience may be attracted with the help of outstanding content, but the whole user experience is equally crucial. Many consumers prefer Netflix to other streaming platforms because of its wide collection of movies and TV shows. Additionally, depending on customers' requirements, Netflix memberships should be available on a variety of schedules, including daily, weekly, monthly, quarterly, and annual schedules. Netflix is different from other services that stream videos. It usually focuses on certain categories and interests instead of a collection of companies, as is the case with Starbucks and HBO, among other businesses. As a result, the business should mix up the categories and produce and distribute material widely.
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