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[bookmark: _Toc224220741]1. Introduction
This report analyses macro marketing environment of the video streaming business with special focus on the external forces that influence competition and strategy making. It contrasts Netflix as an innovative organisation and Disney+ as a copycat organisation, and the role of key environmental changes in creating opportunities and risks, and how both companies are strategic in their responses to remain competitive.
The video streaming market is growing at an accelerated rate with viewers moving towards digital on-demand content streaming, as opposed to the conventional television (JENEI et al., 2025). This increase has heightened competition among giant platforms, with companies not just competing based on price but also content quality, platform speed and user experience. The industry is marked by a great degree of content innovation, the constant technological advancement and evolving watching behaviour such as mobile viewing and personalised entertainment tastes (Medvedeva et al., 2024). This has seen the industry gain strategic significance in the broader digital economy (Chalaby, 2024). It is a dynamic one and firms have to keep reinventing their services, content strategy and platform capabilities to be relevant and competitive in the saturated global industry.
The macro-environment analysis is critical as it helps organisations to comprehend the external forces which might influence the customer demand, competitive positioning as well as long term strategy. Social and technological factors are particularly important in video streaming industry since they influence audience behaviour and service delivery. This analysis will discuss the macro-environmental forces, analyze the strategic responses of Netflix and Disney+, and give a general conclusion.

[bookmark: _Toc224220742]2. Task 1: Critical Analysis of the Macro Marketing Environment
[bookmark: _Toc224220743]2.1 Macro Marketing Environment
[bookmark: _Toc224220744]2.1.1 PESTLE Framework
PESTLE is a well-known strategic model that analyses the macro-external environment within which organisations exist (Torres-Nunez et al., 2024). It takes into account six dimensions.

Figure 1: Component of PESTLE framework. Source: Torres-Nunez et al. (2024).
This framework helps companies to evaluate external forces that they cannot directly control and to determine changes that could impact on strategic planning, market opportunities and organisational performance.
[bookmark: _Toc224220745]2.1.2 Justification for Selected Macro Factors
Social and technological factors play a critical role in the video streaming industry since they determine the demand and supply of the service. Viewing habits, on-demand viewing, binge-watching, and anticipation of customized entertainment are social trends that have reconfigured the audience behavior (Mikos, 2016). Meanwhile, technological capabilities like streaming infrastructure, recommendation systems, AI-enabled personalisation, easy interfaces and mobile access have become a key focus of platform competitiveness (Nwanna et al., 2025). The two are thus strategically crucial, as they have a direct impact on user engagement, retention of subscribers and capacity of firms to create sustainable advantage in the fast changing digital market.
[bookmark: _Toc224220746]2.2 Analysis of Macro Factor 1: Social Factor
[bookmark: _Toc224220747]2.2.1 Impact on the Pioneer Organisation — Netflix
Netflix has grown greatly due to social changes in media consumption. A significant change is the shift in the planned television watching to on-demand entertainment whereby people can watch content at their own convenience in various devices (JENEI et al., 2025). This change has promoted the development of the binge-watching culture, where the audience watches multiple episodes of a show at once. Being at the forefront of streaming, Netflix also early on adjusted to these social trends, providing a rich digital content library and dropping whole seasons of original content at once (Yuan, 2023).
Moreover, contemporary consumers demand more and more individualized and convenient entertainment. Netflix is meeting this demand by using algorithms to suggest content based on the unique viewing preferences (Etlioglu, 2025). These functionalities enhance user interaction and promote increased viewing duration, which contributes to the first-mover advantage of the company and assists in creating high customer loyalty. Such changes in behaviour are also noted in industry statistics: streaming has become a significant portion of the global television viewing, and Netflix has gained over 260 million subscribers globally, which proves the prevalence of on-demand viewing patterns (Spangler, 2026).
By the same token, social factors are problematic. Following the availability of more streaming platforms to the audience, subscription fatigue and declining attention span could erode viewer loyalty (JENEI et al. (2025). Consumers are more and more switching services based on content, so Netflix has to invest in appealing programming constantly to ensure vigor and stay in competition (Yuan, 2023).
[bookmark: _Toc224220748]2.2.2 Impact on the Follower Organisation — Disney+
In the case of Disney+, social trends in the digital industry of entertainment offer both opportunities and challenges. The fast development of streaming platforms indicates a more general cultural transformation into easy and domestic entertainment and a loose viewing schedule (JENEI et al. (2025). This transformation has been an advantage to Disney+ especially as more families are favoring on-demand content and family-friendly content that can be enjoyed in a variety of devices (Luo, 2024). It also leverages robust brand communities and franchise fandom, attracting viewers who are already loyal to the familiar Disney entertainment brands like Marvel, Star Wars and Pixar (Julianksliang, 2023).
With Disney+ being a player in the streaming industry, the early success of the Netflix business model has enabled it to learn. The firm had a clear picture of what consumers wanted in the streaming industry and that was quality content, easy user interfaces and personalised suggestions. This learning edge has helped propel the subscriber base, with Disney+ winning over 150 million subscribers in a few years after its inception (Stoll, 2025).
In spite of these opportunities, Disney+ is also at risk of social factors. The expectations of the viewers are dynamic, and strong competition among the streaming services puts the pressure on providing steady and quality content (Parrot Analytics, 2024). Consumers can subscribe to several services at the same time or switch the platform more often based on new releases. As a result, Disney+ needs to keep changing its content approach and user interface to retain subscribers and hold its own in the highly competitive streaming market (Luo, 2024).
[bookmark: _Toc224220749]2.3 Analysis of Macro Factor 2: Technological Factor
[bookmark: _Toc224220750]2.3.1 Impact on the Pioneer Organisation — Netflix
Netflix has had significant opportunity because of technological change, as the streaming business relies on the quality of platforms, suggestion software and smooth digital delivery (Chen, 2024). Early research in streaming infrastructure, user interface design and data analytics enabled Netflix to leapfrog more traditional broadcasters, and create a powerful first-mover advantage. Its personalisation based on AI and its recommendation algorithms facilitate better content discovery, obtain greater viewing time and customer satisfaction, which boost differentiation (Etlioglu, 2025). Technology also facilitates the same streaming quality on all devices, which is essential in an industry where convenience and ease of use are significant factors in retaining subscribers (Wu, et al., 2024). In late 2024, Netflix claims to be among the most popular entertainment services in the world, with 283 million paid subscriptions around the world, which demonstrates the level of platform-driven growth (Spangler, 2026).
There is also strategic pressure brought by technology. With more streaming technology standardised, platforms can be replicated by rivals, now with personalised recommendations, mobile optimisation and better content delivery (Chalaby, 2024). Meanwhile, Netflix needs to keep on spending heavily on product development, content delivery systems and service improvement to maintain its lead. This pressure is supported by broader industry trends streaming has reached 47.5% of all TV viewing in December 2025, indicating the spread of digital consumption and the escalating intensity of platform rivalry in a technologically saturated market (The Nielsen Company, 2026).
[bookmark: _Toc224220751]2.3.2 Impact on the Follower Organisation — Disney+ 
Technology is both an opportunity and a threat to Disney+. Being a later entrant, Disney+ has had the advantage of the platform model developed by Netflix and of entering a market in which the demand among consumers towards streaming was already established (Luo, 2024). This minimized doubt and enabled Disney to base its service on established technological anticipations, such as multi-device usability, natural interfaces and customized distribution. Disney has also reposed on its broader digital platform as the powerful content portfolio to bolster the platform attraction. Disney noted over 120 million Disney+ Core paid subscribers and 174 million Disney+ Core and Hulu subscriptions by the end of fiscal 2024, which suggests a significant platform and bettering the direct-to-consumer scale (Stoll, 2025).
Still, Disney+ is relatively less mature and technologically embedded in platforms than Netflix. A longer history of algorithmic recommendation, user-data analysis and streaming optimisation gives Netflix a more established digital advantage (Etlioglu, 2025). In spite of the fact that the direct-to-consumer business of Disney has become more profitable, they still have to struggle to invest in infrastructure, platform development and digital integration to compete with more established streaming giants. As a result, technology provides Disney+ with an avenue to enhance competitiveness, but it also reveals the difficulty of keeping up in a market where technological capacity is the key factor in long-term flexibility and retention (Luo, 2024).
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[bookmark: _Toc224220753]3.1 Pioneering Organisation’s Strategic Responses — Netflix
[bookmark: _Toc224220754]3.1.1 Strategic Response to Social and Technological Changes
Being the first streaming service, Netflix has been formulating strategic reaction to social and technological shifts in a bid to sustain growth and competitive edge. The rise of on-demand viewing and binge-watching as social trends have affected the content distribution strategy of Netflix immensely (Matrix, 2014). The company introduced the binge-release strategy, which involves releasing whole seasons of TV series at once so that viewers can binge-watch at their own speed (Mikos, 2016). Netflix also invests in variety and globally created content to adapt to the evolving audience preferences and cultural variety within foreign markets (Damasio et al., 2025).
Netflix leverages sophisticated recommendation algorithms and data analysis to customise the experience of watching the movie to every individual and is technologically advanced (Etlioglu, 2025). These technologies scan through viewer behaviour and preferences in order to recommend relevant content to enhance the engagement and viewing time. There is also constant innovation of the platform, such as streaming quality, mobile access, and user interface design, which improve the user experience (Wu et al., 2024).
Moreover, Netflix has sought massive international growth and more originality productions as ways to reinforce its image as a digital entertainment pioneer (Medvedeva et al., 2024). The strategies will enable the company to reach new subscribers, retain and maintain competitive edge in a fast changing streaming market.
[bookmark: _Toc224220755]3.1.2 Application of Porter’s Generic Strategies 
The competitive strategy of Netflix can be properly explained in terms of Porters Generic Strategies, the concept of broad differentiation, in particular. Porter argues that organisations differentiate by providing unique products or services that deliver better value to customers to a broad market (Islami, Mustafa and Topuzovska Latkovikj, 2020). Netflix adheres to this model and provides a unique streaming experience based on technological advances and content variety.
The platform stands out with customised user experiences based on recommendation algorithms, a substantial library of original content and a worldwide streaming platform, which allows viewing content on various devices (Etlioglu, 2025). These aspects boost customer relations and brand appreciation across the globe. Instead of the price, Netflix concentrates on providing differentiated value in the form of innovative digital services and uncommon content offerings (Chen, 2024).
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Figure 2: Porter’s Generic Strategies Matrix – Netflix positioned in Broad Differentiation. Source: Own Contribution.
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The strategic value of Netflix is strong due to technological innovation, globalized and differentiated content. The strategy is, however, associated with costly production and technology investment. Growing rivalry with other streaming services, a possible copying of platform features and increasing subscriber turnover, can erode the advantage (Damasio et al., 2025). The only way to ensure sustained success is through constant innovation and strategic responsiveness to changing market conditions.
[bookmark: _Toc224220757]3.2 Follower Organisation’s Strategic Responses — Disney+
[bookmark: _Toc224220758]3.2.1 Strategic Response to Social and Technological Changes
Being a relatively new player in the streaming market, Disney+ has modeled its strategy based on reactions to the changing demands among the audience and the technological shifts in the digital entertainment industry. In contrast to early entrants, Disney+ was later introduced to the streaming market when the subscription video-on-demand (SVD) platforms had already proved to have high consumer demand (Julianksliang, 2023). This enabled the company to create its service with better insight into viewer behaviour, especially a rising demand on convenient and on-demand entertainment that could be consumed at home via various digital devices (Luo, 2024).
Socially, Disney+ is more about family-oriented content consumption and the connection people develop to familiar entertainment brands (Jiang, 2024). The platform exploits developed intellectual properties like Marvel, Star Wars, Pixar and vintage Disney content to gain loyal fan bases. Such content assets will promote long term use and make Disney+ stand out of the other streaming platforms.
Disney Plus has invested in technology to build a modern streaming infrastructure that can support quality digital delivery to smartphones, tablets, smart televisions and computers (Nwanna et al., 2025). The package with the broader Disney media ecosystem also adds value to the platform, linking streaming content with other, more expansive entertainment experiences (Jiang, 2024). This approach has allowed Disney+ to grow at a fast pace without compromising its direct-to-consumer streaming business or its legacy media business.
[bookmark: _Toc224220759]3.2.2 Application of Ansoff’s Growth Matrix
The growth strategy of Disney+ can be seen through the Growth Matrix developed by Ansoff that focuses on how organisations seek to grow with various product and market strategies. With Disney+, the company uses the product development strategy mainly by launching a new digital streaming platform which provides exclusive entertainment to the already existing audiences who are used to the Disney brand (Charles, 2016). The company turned its traditional media assets into a digital subscription product by crating Disney+ and creating original streaming content.
Simultaneously, Disney also seeks to develop the market extending the reach of Disney+ into the global markets where digital entertainment volume is still growing (Medvedeva et al., 2024). This will allow the firm to access new markets and build on the entertainment brands popularity globally.
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Figure 3: Ansoff Growth Matrix – Disney+ positioned in Product Development. Source: Own Contribution.
[bookmark: _Toc224220760]3.2.3 Critical Evaluation
The Disney + enjoys the advantage of a very well-known brand portfolio and extensive access to well-known entertainment brands, which promotes high retention rates among the audience (Luo, 2024). Nevertheless, the fact that it entered the streaming industry late implies that it will have to compete with established platforms. Moreover, to support the growth of the subscriber base, it is necessary to invest constantly in the quality of content, and the dependence on franchised programming can reduce the diversity of content in the long run (Stoll, 2025).

[bookmark: _Toc224220761]4. Conclusion
As shown by the analysis, the video streaming industry competes on the basis of social and technological forces. New possibilities have emerged with social change: on-demand viewing, binge-watching, and an increased desire to have convenient, individualised entertainment. Concurrently, these tendencies also bring risks, such as changing audiences, subscription burnout and high stress to hold the attention of viewers. Technological advances also offer valuable opportunity by platform innovation, suggestion systems and better online access and raising the risk of imitation and investment requirements. The impacts, however, are not the same on both firms. Early adaptation is more advantageous to Netflix as the first mover, but plays less well to Disney+ as a latecomer as it learns about the market and is under more pressure to enhance long-term differentiation.
The strategic comparison shows that Netflix and Disney Plus have reacted differently to maintain a competitive performance. Netflix has been broad differentiated around original content, personalisation, platform innovation and global brand strength. Disney+, by contrast, has placed more emphasis on product creation and market growth, leveraging existing franchises and brand loyalty to create its streaming platform. Despite both companies having significant advantages, Netflix seems more well-off as a whole with its technological refinement, global presence and a more integrated streaming system that is more difficult to imitate by rivals.
In general, the video streaming industry success hinges on the capacity to understand the environmental change and strategically react to it. Companies which constantly adapt with changing customer behaviour and technological change are better positioned to secure market relevance, enhance competitive edge and maintain growth in an ever-increasing and rapidly changing digital entertainment environment.
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