






Executive summary

This study is based on the case of ‘Netflix goes to Bollywood’. Netflix is spreading its service all over the world with great confidence and success. They are now the giant name of online video streaming business. Netflix entered into the Indian market in 2016. They made $420 million investment to produce content and be competitive in the market. However, unlike other international market, Netflix has faced several challenges in this market. Regional language, price sensitive consumers, fierce competition from rivals, numerous numbers of platform for entertainment, demanding audience and many more are there in Indian market. On the contrary, cheaper internet price, availability of mobile device, and large numbers of audience have enormous opportunity for Netflix to grow in Indian market. To attract 100 million customers in Indian market, Netflix has to develop strategy that can help achieve its objective. For shaping the strategy, this study has scan competitors, micro, and macro environment using value chain analysis, resource based firm views, Pestle analysis, SWOT analysis, Ansoff product/market mix. After analysing all the aspects, this study has suggested strategies that need to be adopt for attracting customers in Indian market. 
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Introduction
 “Strategic management dictate possibility to plan strategy in advance and then carry out strategy over time, it is identification of the purpose of the organization and the plans and actions to achieve that purpose”, (Lynch, 2018). To be competitive, organization must need to have purpose and to gain that, need to plan and implement actions over time. Organizations need to develop strategies to meet objectives based on their resources, capabilities, internal, external environment, competitors and stakeholders. In that context, this report is going to analyse strategic situation for ‘Netflix’ and different market analysis tools to develop strategy further to expand their market. 

This study is based on the case of ‘Netflix goes to Bollywood’. Netflix is spreading its service all over the world with great confidence and success. They are now the giant name of online video streaming business. Netflix entered into the Indian market in 2016. They made huge investment to be competitive in the market. However, unlike other international market, Netflix has faced several factors in this market. Regional language, price sensitive consumers, fierce competition from rivals, numerous numbers of platform for entertainment, demanding audience and many more are there in Indian market. On the contrary, cheaper internet price, availability of mobile device, and large numbers of audience have enormous opportunity for Netflix to grow in Indian market. In other international market, Netflix has chosen premium price approach, stick with only drama series or movies than any other content, operate alone in most of the market, but in this case, facts and situations are different.
 Thus, this study is going to analyse facts and figures of Netflix to give answers of questions like -whether Netflix is going to stick with the approach that they are using for other market, should they use premium price strategy, whether they should operate alone or consider to include diverse content such as news or sports. To find out the answer, this study is going to analyse Netflix’s, competitors, micro and macro environment, porter five forces to shape strategy, PESTLE analysis to scan macro environmental factors to develop strategy for Indian market. 
Indian audience consists of diverse range as there are officially 22 languages. There are established media intermediaries in every regional language. Moreover, big entertainment companies like Zee5, AltBalaji, and Hotstar all have shows and movies in different regional languages such as Bangla, tamil, telegu, Malayalam, Punjabi, hindi and many more, (Indian OTT platform, 2019). However, Netflix initially targeted English speaking audience and offer service at affluent part of India. After entering into the market, Netflix has realised initial strategies need to be reconsider to attract 100 million customers in India. In the next part of the report, brief description on competitors and strategic tools of Netflix’s has presented. 

Competitor analysis 

There are limited choice for viewers initially as broadcasters used to schedule what and when `Zweek for another episode, but that scenario changed, due to streaming video pioneers like Netflix, Hulu and Amazon prime. Video streaming business has given authority or power to viewers but that only possible because of the advancement of internet over the decades. Netflix , Amazon, Hulu, Disney+ are most common players in the video streaming business in US market. Disney or NBC universal enter this streaming video business with a large library of content however, Netflix took series of opportunities by licensing popular content including Disney’s Marvel Avengers, Warner’s Friends from major media companies. In addition Netflix created its own content and eventually become industry leader from DVD rentals to online streaming before entering their giant competitors like AT&T, Disney and Comcast. In 2019, AT&T, Disney and Comcast, these three collectively valued $215 billion. Previously these three media giants had licensing contracts with Netflix but terminating those contract which accounted nearly 40% of the viewing time on Netflix, they have launched their own streaming services. 

In 2019, Netflix has 167 million subscribers around the world and enterprise value 157 billion. Comparing Netflix’s enterprise value with the collective value of its competitors is quite remarkable. However, Walt Disney launched Disney+ in 2019 and within five months it had crossed 50 million subscribers. Netflix started offering online video streaming in 2007 and it took nearly 12 years for them to reach 167million paid subscribers around the world but for Disney+ it will need only 11 months to reach this number for one single US market. 



Competition in India

Indian market has fierce competition. 
	
	Price 
	Audience number 
	Advertisement 

	Erosnow (2015)
	1.42
	16 million1
	With ad premium cintent 

	AltBalaji (2017)
	1.43 (3months)
	13 million
	Without ad 

	
	
	
	



In addition to that, creating content, ErosNow has spent about $50 million to original content, hotstar $17 million. 

Key factor for success 
Key success factors are common to all the major organizations in the industry and do not different one from another. However, it is important to identify key success factor and concentrate on it to deliver success. According to Lynch, (2018), “KFS are resources, skills and attributes of the organization in an industry that are indispensable for the success of the organization. For Netflix, analysing its success on global market, found out 
-Original content 
Netflix original content is the key success factor them. As an online video streaming provider, Netflix started its operation with licensed movies and TV shows but in few years they realized the demand of their own content on the platform. Unlike Disney, Netflix didn’t started with large library of content rather took the opportunity of creating the content of their own. “In 2020, alone Netflix spend $17 billion to produce original series and movies”, (Todd, 2020). 

- Easy internet accessibility 
Globally, Netflix has opportunity to have easy accessibility of Internet which accelerate their demand of online videos. For Indian market, Netflix has huge opportunity as internet is easily accessible. On an average, Indian people spend 70 minutes per day on internet and 70% of their consumption is for entertainment purpose. According to a KPMG report, (2019), “out of a population of 1.3 billion, India had over 600 million internet subscribers and over 300 million online video viewers and Indian people mainly consumer videos on mobile devices”.  
-Advertisement free 
Netflix or any other OTT platform has its acceptability to the mass audience because of advertisement free content. Traditionally, TV viewers are annoyed by the time it took to viewing advertisement between programs. Because of Netflix, and other OTT platform, Customer gain the power of control to watch as it was previously controlled by TV broadcaster. This is a key success factor. Although OTT platform has opportunity to offer their service with less subscription fee but with advertisement, Netflix firmly stick the factor of not to add advertisement on their platform. According to Todd, (2020), “Netflix could generate more than $1 billion per year in additional revenue by offering a free service running advertisement but the company denied it would ever advertising rather they want to concentrate on viewers satisfaction”

-Affordable subscription price
Netflix offer affordable subscription price that masses can afford. It is the most important success factor. However, compare to western economy, Indian economy is struggling one and individuals disposable income is not high enough. In that context, Netflix has reconsider its pricing approach that Indian consumers can afford. Netflix exclusively offer mobile friendly version of the platform which is not accessible via any other device is only for $1.49 dollar per month. 

-No commitment 
Netflix don’t lock users into long terms contracts and it is easy to cancel their subscriptions or res-subscribe at any time. According to a report, “Approximately 2% of Netflix subscribers cancelled their membership in 2020, compare to 5% for Hulu and Disney+”








Value chain analysis 
	Key activities 
	Performed by 
	Upstream 



Downstream 

	Raw material production (Content creation)
	
	

	Wholesale (Licensing)
	Netflix 
	

	Corporate function (Content aggregation 
	Netflix 
	

	Finished products (content series, films)
	Netflix 
	

	Distribution (Data)
	Internet service providers 
	

	Use Phase (Content consumption)
	Iphone, smart tvs, 
	



Inbound logistics 
Content creation is the first task that Netflix does and inbound logistics define for them to negotiate with content producers and obtaining license for showing content to their platform and in another way co-ordinating and assembling productions teams, a cast, a director for producing original content. In India, according to Netflix estimate, 13% respondents mean to prefer their content but compare to that estimation only 6% respondents favoured their content in English. Netflix already spend $70 million in local content and planning tom spend $420 million by the end of 2022 and license local content. India has 22 official regional languages and 30% of respondents favoured content in regional languages. 

Operations 
Operation for  Netflix is content available is a way that is accessible, inviting and personalized. What audience would like to watch finding out using their algorithm is a competitive edge. At its launch to Netflix offers all of its original series and approximately 100 Bollywood titles. Netflix was estimating to get their next 100 million subscribers from Indian. In reality, they had in 2017, 500,000 subscribers and in 2019, only 2,million. Netflix subscription cost $7.16 to $11.46 per month which is similar to a movie ticket cost. In addition, Netflix also launch mobile-only subscription plan exclusively in India price $2.85. 

Outbound logistics 

In this phase, it is all about reaching the end users with the finalised content. In 2016, Netflix got lucky opportunity to have ‘Jio’ which provide cheapest broadband and 4G service to Indian customers which able them to access fast data for the first time and within six months Jio had 100 million subscribers. As Indian people has easy access to data and availability of budget smartphones, Netflix able to reach their end user with convenient. According to the estimation Indian consumers use 70% of their data for entertainment purpose and spend 5 hours per day on an average. 

Sales and Marketing 
Netflix has face fierce competition and hence it needs to give its best effort to advertise their get the attention of the audience. Disney owned Hotstar, Amazon, zee5, Altbalaji, are growing numbers of their competitors investing millions to get the attention of the audience. This is all depend on the content of the platform. Viewers wants entertaining content at cheaper price in India hence Netflix needs to offer their marketing based on that.  

Secondary service 

Technology 

In 2019, Netflix has spent $1.5 billion on technology to enhance its user experience, improve contents and attract new viewers. This spend happen mostly on hardware and software. Netflix has able to build a robust set of technologies for its business which include video-compression algorithm, skipping trailers, distribution across different device and auto resume and they all are best in their class. Rather than consisting their researcher in single department, they scattered them within the origination and worked with team to identify, inform which content to license, optimize streaming and other technological aspects of the user experience.  

[bookmark: p128]Human resources 
Netflix has flexible corporate culture as they believe this business needs flexibility, innovative ideas, and co-operation of each other. To be innovative and competitive in the market, any organization need to listen to each other (employee-management). Netflix has participative management corporate culture. Employees are expected to give their frank feedback to their colleagues on regular basis. Netflix asked their employees to provide their feedback on as many as colleagues they want . Netflix consider their employees as leaders than employees and valued them at every level. This help Netflix to make great decision as it set context so that other have information about everything and in addition also create sense of transparency. 

Procurement 
For making original content, Netflix enhanced the pace and size of the production deals with major Hollywood producers and directors and celebrities like Beyonce and Ricky Gervais as well as former U.S. president and first lady Barack and Michelle Obama. However, from 2014 to 2019, company catalogue  of licensed content shrank approximately 50%. 


Resource based view of the firm 

“Managers must actively need to manage firm’s resource portfolio and need to involve acquiring and developing quality resources and these various resources then combined to create the capabilities needed to implement a strategy”, (Hitt, et al, 2016). Resources must be acquired, developed and configured to create capabilities . Capabilities can become routinized over time because knowledge is adopted and translated into organizational routines, (Hitt, et al, 2017). Capabilities need to operate in dynamic competitive landscapes and frequent change. Portfolio of resources and capabilities need to update and change frequently to refresh and create new ones. 

Resources and capabilities of Netflix. 

Resource based view can explain Netflix’s distinctive capabilities that can contribute to the developing and sustaining competitive advantage. According to (Barney & clark, 2009), Netflix’s distinctive capabilities or internal resources must need to four characteristics and those are valuable, rare, inimitability means difficult to imitate and organizational support to gain competitive advantage by utilising these resources. 


Own original content 

Netflix’s original content is one of their main resources. Due to fierce competition globally, Netflix need to have their own content considering their audience demand. Along with the licenced content, Netflix made huge investment on original content. In 2013. Netflix made ‘House of cards’ which cost $100 million. Compare to 2018, in 2022 Netflix has increased their investment on original content by 30%. This investment on original content and these contents are Netflix resources and capabilities that will help them to differentiate from their competitors. In India, Netflix initially targeted English-speaking audience and has plan to increase their investment 6-folds from 2017 to 2022 on creating and licensing local content. This will become huge capability for Netflix to attract more Indian audience. 

Video algorithm /technological resource 

Audience demand different content and if one can provide content according to the demand, they become the best player in the market. Netflix has video algorithm using that, they can understand what audience wants watch and create drama or shows based on that. This algorithm give Netflix advantage of understanding its customer choice. 
Pioneer advantage 
Netflix has broken the pattern of consumption of dramas, movies and shows. As there are no annoying ads like traditional TV programs or cable tv , viewers found out that as more flexible to watch programs on Netflix. Hence subscription numbers has risen for Netflix and cable subscription has decreased. 

Flexible corporate culture 
Flexible corporate culture can lead to better organizational performance. Netflix got five specific values for defining their corporate culture those are integrity, excellence, respect, inclusively and collaboration. All over the organization has freedom of collecting different  views from colleagues to rate any decision or proposal from 10 to 10 and reason for their rating. This practice in Netflix is not about agreeing with other colleagues before moving forward, it is about building the group decision Netflix don’t believe in top down approach of management. Communication among employees is key for Netflix for moving forward. It has been found out that without adequate communication among departments or employees, organization will have great difficulties exchanging and sharing crucial information about their audiences, (Cristehensen, 2008). Further, it has been emphasized without communication organizations’ ability to detect and learn about major difference in environments, perspectives and difficulties extremely hampered. Therefore, Netflix’s approach of communicating with each other before moving forward is one their best resources. 

Swot analysis 
SWOT analysis help us to understand company’s current strength and weakness and future threats or opportunities. To be competitive in the market, Netflix must need to overcome their weakness and strengthen their resources to take future opportunities and face threats. SWOT brief discussions are in the following table

	Strengths 
· Netflix has original rich content 
· Strong brand positioning 
· Global presence and acceptance 
· In the context of Indian audience, Netflix has contents based on regional languages. 
· Cheaper subscription price 
· Mobile version of the platform -high adaptability as they continuously modify their service according to the demand of the audience 
· Algorithm for making future content based on audience preference. 
	Weakness
· They are facing fierce competition in international market like India. 
· They lack regional language contents
· Netflix has limited copyright which hampering their revenue. Their debt in the market is increasing. 

	Opportunities 
· OTT platforms are still in high demand in several market worldwide
· They have opportunity of product expansion 
· By strategic partnership with local market, Netflix can strengthen its global presence 
	Threats 
· Local market regulation
· Content piracy 
· Fierce competition or threat of new entrants every day. 





Porter five forces 
This model of industry analysis helps to identify industry attractiveness in terms of five “competitive forces 1) extent of rivalry between competitors, 2) threat of entry, 3) threat of substitutes,4) power of buyers and power of suppliers, these five forces together determine an industry’s structure and its attractiveness”, (Regner, 2019). 

Extent of competitive rivalry 
According to Regner, (2019), “ where there are numerous competitors or power, there is danger of intensely rivalrous behaviour as competitors want to dominant in the market. There are several factors that need to consider to measure the extent of competitive rivalry. Such as low growth markets, a company can only gain on the cost of the rival and has face fierce competition. In addition, high investment in the business also highly rivalrous. 
Netflix is facing fierce competition both in all over the world and in Indian market. Amazon, Disney+ , they are Netflix prime competitors in the US market. Amazon prime to extend their offer not only give access to dramas and movies but other benefit like faster deliver (same day or 1 day, music and books) all including for one price.

Threats of a new entrants 
For Indian market, Netflix already faced fierce competition as there are ALTBalaji, YuppTV, ErosNow all with their original and local content. India estimated potential of $5 billion in revenues by 2023 but within a few years it become a battle ground for the video streaming business. From 2012 to 2018, SOVD market increased from 9 to 32. When Disney owned Hotstar entered the market, withing a year, they were able to increase their customers ten-fold. Hence, Netflix has severe threat of new entrants in this market. In addition, TV broadcasters also coming in SOVD and able to gain market rapidly as they have better understanding of the market along with international streaming video players and Indian telecommunication companies. Indian consumers has great demand for online video. there are 300 million online video viewers. To serve that demand new entrants are obvious to this market. Therefore, Netflix need to be strategic enough to face the competition. 

Threats of substitution 	
Indian consumer spend on an average 70% of their data on entertainment videos while 87% of the time spent on online watching videos on their mobile phones. In another study, it has found out that 80% of Indian consumer has up to three video apps. Internet is available at cheaper price which makes it more convenient for Indian consumer to have easy access to online videos. Based on this number, it is easy to realise extent of threats of substitution on the Indian market for Netflix is very high. In addition, in other markets around the world, they are facing similar situation. 

Bargaining power of suppliers 
High supplier bargaining power has ability to increase the competition in the industry and lower profit and growth for Netflix in India. Suppliers for Netflix are producers, directors or production houses, celebrities. Netflix is the name of a brand now for OTT platform, media people has great desire to work with them. Media industry has already understand the pace and size of Netflix which is quite strong, hence bargaining power of supplier is equal for the organization in this industry. 

Bargaining power of customer 
Due to competitors presence and availability of various content in the market, customer bargaining power is very high. Customer can easily cancel subscription of Netflix and can move to other OTT platform. For Indian audience, they have on an average three apps installed on their mobile for watching online videos. In that context, Netflix needs to adopt a strategy that make their customer more loyal to their service than others. 





Pestle analysis 

Political factors 

In every market worldwide, Netflix has to face certain government rules or policies to roll on the market. These includes tax, trade policies, censor policies, restricted access on the market. Compare to other market, Indian government policies and regulation can be tricky for Netflix as local media giants are operating in the market. In some market, due to Government rules, entire content of Netflix is not available in all countries and its viewer that cause loss to Netflix.  Considering this fact, as a foreigner, Netflix needs to have clear understand of the government rules and regulation to operate in the market.

Economic factors 

Economic factor consists of exchange and interest rate, inflation rate, post Covid effects on economy. For Indian market, Netflix needs to buy local language content from suppliers, in that case fluctuating exchange rate can influence the decision of the purchase. Adding to that, after pandemic, world is struggling to overcome the loss of previous years, higher prices on everything raises the cost of the living which affecting individuals income. Netflix revenue growth can be hit by this. As production cost of the content, employee cost, everything goes up, it is obvious that Netfllix need to charge higher subscription fee to their customer. 

Social factor 

This factor determine the preferences of the consumer and their need based on demographic, customs, culture, cultural trends, population and more. For Indian market, Netflix need to understand its social values which is quite different compare to western societies. Indian values, norms, customs has great impact on their preference of viewing. India has rich diversified culture with many languages, different customs and various rituals to follow. There is a huge gap between the audience of rural and city dwellers.  According to Lotz, (2021) “Netflix may use different strategies in different places that are aligned to the difference in competitive environments”.  Initially, Netflix targeted English speaking audience in India but due to fierce competition, it needs to adopt changes and develop content based on the regional demand and languages. 

Technological factors 

It has enormous technological influence to get hold on the Indian market. Due to ‘Jio reliance’, In 2016, Jio 4g and broadband service at 75% cheaper than their competitors that give access to millions of Indians  fast data that make easier for Netflix to offer their service. In addition, Indian consumers are tech-savvy and do spend most of their time on mobile for entertainment, that is great opportunity for Netflix to tailor their service according to that. On other hand online video streaming rely on automation processes for search and discovery and algorithm that guide these computer-coded instruction have also been relevant, ( Colbjørnsen, 2021). 

Legal factor 

Legal factors refer to the laws of a country or state that company must need to follow for operating in a particular market. Some aspects are consumer law, health and safety, labor laws, discrimination laws, copyright, and more can have influence on Netflix to operate in the Indian market. 


Netflix’s’ strategy for Indian market

Pricing strategy 

Netflix exclusively focus on streaming business as their strategy is to offer commercial-free, unlimited viewing on any internet connected screen for an affordable monthly fee but without a commitment. They are focused, passionate about only running business online streaming videos. However, its competitors has adopted diverse approach to make foothold on the market. However, in India, Netflix may need to reconsider its strategy to gain competitive advantage. 

Analysing micro and macro environment, it has been found out that, Indian consumers are cost conscious compare to other international market. “Netflix constantly testing their pricing models what pricing strategies work best for their members around the world and trying find features and what tiers they can add to make that both revenue positive but also a consumer friendly and consumer fair kind of approach”, (Lopez, 2018)
In addition, competitors are offering similar platform at cheaper price. In that case, it will not be suitable for Netflix to stick with premium price strategy in Indian market. Further, Hotstar, video streaming platform, offering customer, content more cheaper with advertisement. Netflix can adopt such strategy by offering customer content with advertisement that will help to expand the market as sometimes it can unaffordable for customers to pay full price. 

Content strategy 

Netflix offered diverse selection of content such as TV series, documentaries, and stand up comedy but didn’t broadcast sports or news. Netflix is producing regional language content such as ‘Sacred Games’ which is Mumbai based organized crime series that create more demand for the platform. According to, Zachs, (2016), Netflix is taking number of initiatives including the development of more kids and family-oriented content as company producing more and more regional contents for Indian audience. For driving its growth, Netflix has spent $15 billion to produce, purchase, and license content in 2019,  which is $6 billion more than in 2017 for worldwide market and for Indian market it has spent $420 million by the end of 2020. These number can reflect extent of investment on producing original content for audience worldwide. Like US market, Netflix can signed deal with major Bollywood producers and directors to create original content for Indian audience. However, like their competitors Netflix need to add games or news to their content which can enhance the number of subscription for the platform. 

Working with other partners 

Indian market has fierce competition. AltBalaji made collaboration with YUPP tv. Amazon prime collaborate with Dish tv to bring Prime video app and original content to TV and direct-to-home subscribers for its new hybrid set-top-box aligning linear programming and online streaming content. Netflix can consider to work with other local partner like Amazon, that will help them to understand Indian audience with more convenience and can provide more related content to the audience. 








Ansoff Product mix Present 
New 
New ccustomer
Present customers 
Product or service 






	Market penetration 
Netflix current products on current market 
	Product development 
New content for current market 

	Market development 

Current content for new market 
	Diversification 

New content on new market 




The market option matrix identifies Netflix’s product and market option available to them to develop. This matrix will consider new product development or new market development and also explore possibility of diversification and help to develop strategies that need to be focused on. 
Market penetration strategy 
For Netflix, retaining their existing customer is the most important. In this spectrum, Netflix needs to have competitive product to keep their existing customers which  lead into product development strategy to follow. Netflix content needs to be attractive and entertaining enough to keep their existing customer. 
Product development strategy 
This spectrum of the matrix refers to the new development of the product not minor variation of the existing product and it is for to use excess capacity, to counter competitive entry, to use new technology and to maintain company’s stance as a product innovator, (Lynch, 2018). As Netflix is offering online entertainment videos, their contents need to be competitive and new, hence they need to focus on product development strategy. Netflix was initially operating in Indian market with their existing product but to attract 100 million more customers in India, they must need to develop regional content and focus on pricing strategy. This is most suitable option for Netflix considering Ansoff market/product option mix. Competitors are offering diverse content to Indian audience. Compare to that, Netflix is considering to invest millions on creating local or regional content. In addition, they are also invest in buying content for Indian audience also considering to get on news or sports as competitors are offering similar products to the market. 

Market development strategy 
From global point of view, Netflix has opportunity to develop their markets in different regions of the world. Currently, Netflix is operating in 190 countries around the world. In initial stage of entering into Indian market, Netflix was targeting only affluent part of the country but soon expand the market with their existing product to attract more subscribers. According to a report by Business standards,(2022) “even if Netflix globally lost 200,000 subscribers in first quarter of 2022, Indian audience engagement is upwards as it is led by local content initiatives as well as affordable subscription packs, prompting a wider response”. 
Diversification 
This will happen when Netflix will move on completely new market with new products. For Globally, they are operating alone but for Indian market, they might need to do forward integration of diversification process. Forward integration happen when organization take over similar activities of their own nature. In this Netflix has consider to partner with local entertainment content provider to be competitive in the market. 

Conclusion 

This case study has analysed fact and figures for Netflix to be competitive in the market. Netflix needs  to modify its strategic approach for Indian audience as competitors are adopting such to attract customers. It is feasible for Indian market to make partnership with the local media giants to be effective and to reach more customer. It has also been suggested that regional content is key option for Netflix to get good grip in the market and pricing needs to be affordable for Indian customers. 
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