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Executive Summary 
In this report, it is analysed that the company should incorporate the use of the competitive based pricing strategy instead of continuing their premium price strategy for the Indian Market. The company wants to accomplish 100 million subscribers in the India, in this context price is the important element. The company should effectively estimate about their competitor’s strategy and then the management should decide the price of their annual or monthly subscription. Apart from this, the company should take use of the social media strategies to effectively create awareness among the targeted audience in the effective way. In India, the major competitors of the company are: Amazon Prime and Hotstar. 
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[bookmark: _Toc71665909]1.Introduction 
Strategic management is the process which incorporate planning, monitoring, assessment, etc to effectively meet with the organizational objectives. It can be understood that change in the business environment can resultant in the strategic for success. Strategic management incorporate three stages, such as: formulation, evaluation, strategy implementation, etc. For this report, the selected case study is the “Netflix” (Crews, Colson and Elson, 2020). The company was founded in the year 1997. The company launched their services in the May 1998, The company to the world’s leading streaming video on demand (SVOD). As of 2019, the company the company has the 167 million paid subscribers and the value of the company is $157billion. In this report there will be discussion about the company’s organization’s overview, strategic management, PESTLE analysis, Porter’s five forces, strategy formulation, strategies will be suggested, corporate strategic direction, stakeholder analysis, and recommendation will be discussed. 
1.1 [bookmark: _Toc71665910]Organization overview 
The company was founded on August 29, 1997 and it was launched in the May 1998. Netflix has the huge global presence but there are some countries or areas in which the Netflix does not operates, such as: North Korea, China, Syria, etc. It belongs from the Tech & Entertainment industry. The company has the major licensed such as: Disney’s Marvel Avengers, NBC’s The Office and Warner’s Friends, etc. The product line of the company incorporates two major products such as: streaming media and video on demand. In the year 2020, the company incorporated the revenue of $25billion from the global markets. The net income of the $2.761billion and total asset of $39.28billion (Statista, 2021). Total equity of the company was $11.065billion. Currently, the company has total number of employees around such as: 12,135. Although, the company has the following subsidiaries such as: Netflix Streaming Services, Inc, Netflix Studios, Netflix Entertainment Brasil, Netflix Pty. Ltd, StoryBots, Inc. etc.
1.2 [bookmark: _Toc71665911]Strategic management 
· Ted Sarandos is the Co-CEO and Chief Content Officer at Netflix. 
· Global operations of the TV are managed by the Bela Bajaria. 
· Global business development units are managed by the Maria Ferreras. 
· Bryony Gagan is the vice-president of the company. She also handles business and legal affairs.
· Chief legal officer of the company is the David Hyman.  
· The company runs under the leadership of CEO. Reed Hastings (ir.netflix.net, 2021). 
From the perspective of the strategic management, it is the process of setting goals, procedures, objectives for giving company a competitive advantage. The major competitive advantage of the Netflix is their quality of content because it helps them to charge more prices than peers. This is the major competitive advantage of the company in the effective way (González-Chans, Membiela-Pollán and Cortés-Cuns, 2020). 
[bookmark: _Toc71665912]2. Strategic analysis of the Netflix’s business environment 
Business environment is an environment which constantly changes for a business. For better understanding of this business environment and the changes occurring, it is essential that strategic analysis of the business is conducted, as per Abu Amuna, Al Shobaki and Abu-Naser, (2017). For understanding the Netflix’s business environment, which includes macroenvironment and microenvironment, several analyses conducted, such as Porter’s five forces and PESTEL Analysis, which will give a better understanding of the Netflix’s business macroenvironment. It will also enable the company to balance the methodical approach. Strategic analysis will also help in evaluation of business’s competitive advantages. 
Change is an inevitable truth, especially in today’s dynamic business environment, which is ever changing, can affect a business either way, that is, positively and negatively. Thus, it is important that the business is aware about the ever-changing business environment, so that Netflix can adapt to these changes, and sustain in the business market for a longer period of time. These changes can be adapted with the help of strategic business decisions. For business like Netflix, PESTEL analysis would enable the company to analyse factors including political, socio-cultural, economic, technological, environmental, and legal, which will affect the business’s market growth, position and direction (Yüksel, 2012). 
[bookmark: _Toc71665913]2.1 PESTEL Analysis
Political factors
Political factors include all the factors which is influenced by political system of a country where the business is operating, or is considering to start operating (Jelassi and Martínez-López, 2020). The company and its services are available in more than 190 countries, as it is a Multinational company. These countries have their different rules and regulations according to the political system, hence, influencing the regulatory work they have to follow in each country. Additionally, the company is not available in China, North Korea, Syria and Crimea (Netflix, 2021a), as these countries’ political system restricts entry or operation of any American company within the country, except for China. China is a market which can increase the subscriber of the company, but Netflix has not entered China due to the censorship policies of the country. Thus, Netflix may have presence in majority of the countries around the world, but it is not able to penetrate these countries’ market due to political environmental factors (Jelassi and Martínez-López, 2020). 


Socio-cultural factors
Socio-cultural factors such as language, values and beliefs, influence any company’s business environment. For Netflix, it is essential that it gives a special attention to this factor, as the company is operating in a dynamic environment, which consists of social and cultural diversities, varying from region to region, country to country (Jelassi and Martínez-López, 2020). Netflix ensures that all the social and cultural diversities are considered, and the internet platform includes content in not only in a few languages, but consists of content including shows, movies, documentaries and others, in native languages of the country it is operating in, so that these diversities could be catered to. This inclusion of diversities gives the company an advantage of capturing a higher viewership and higher number of subscribers around the world.
Economic factors
Netflix’s business operation is something which caters to people who want to enjoy leisure time. Thus, the economic factors of the country and people will determine whether they will be willing to spend on Netflix or not (Jelassi and Martínez-López, 2020). Economies with higher income level will be more willing to spend money on platforms like Netflix. It explains the reason behind the company having more than 74.38 subscribers from US and Canada alone (Statista, 2021). Economic factors have been influenced by the coronavirus pandemic, hitting the economies and employment rates in various countries (Ruiz, et al, 2020). Though it affected many businesses, the pandemic did not affect Netflix; as a matter of fact, the subscribers and viewership of the platform has increased. But it maybe affected later on, when people do not have saving left, they would be forced to choose between essential things or a leisure object such as Netflix. Although this scenario might not arise, as the economies are slowly recovering, and life is going back to the way it was prior to pandemic (Jelassi and Martínez-López, 2020). 
Technological factors
Technology is considered to be the core of Netflix’s business. The business runs with the help of latest technologies and remains up-to-date with the recent technological advancement to provide their customers with the best available video streaming services possible. The company uses user interface and other technological techniques to enhance the customers’ experience and satisfaction with the platform (Yüksel, 2012). Additionally, the company uses compressing system, which enables a viewer to watch the platform’s content while using very less amount of internet data, which makes it more preferable amongst people who have limited data services. The company constantly makes changes into their technology, so that they can provide the viewers with best experience while streaming content on Netflix (Jelassi and Martínez-López, 2020).
Environmental factors
Sustainable practices have become an important factor, which also influences the business. Netflix is aware of the environmental factors influencing business; hence, they engage in several activities which encourages sustainability and promotes environmental wellbeing (Jelassi and Martínez-López, 2020). Netflix is a digital business, which does not require a huge amount of raw material in order to provide their services, but the company uses a large amount of electricity, which is primarily produced using non-renewable resources, which affects the environment, as it leads to depletion of resources from nature (Yüksel, 2012). The company invested in renewable energy projects in 20 countries, including numerous projects in US itself. The company, in addition to this, will also ensure that its carbon emission is zero by the end of 2022, so that the climate temperature rise around the world could be restricted below 2°C, which has been decided in the Paris Agreement (Netflix, 2021b).
Legal Factors
These factors include various things such as legal framework in the environment a business is operating in. It also includes adherence of the laws and regulations of the countries. It is most commonly observed that digital companies often violate privacy and user data for their benefit. Netflix, on the other hand, ensures that the privacy of their subscribers is maintained and the user data is also protected against any kind of breach (Yüksel, 2012). The laws related to Information technologies is still evolving, hence, it is also essential that the company remains up-to-date with all the laws being passed related to the industry, also including censorship laws, as it is one of the laws affecting the company’s operations. 
[bookmark: _Toc71665914]2.2 Porter’s Five Forces Model
Porter’s five forces model enable a business to evaluate factors such as suppliers, customers, competitors, threat of new entrants and threat of substitutes, so that a business’s competitive advantage can be evaluated in respect of the industry in which the company operates in (Dobbs, 2014). The following are the forces evaluation, which will give insight about Netflix’s position in the industry and also reflect upon the competitive advantages being enjoyed by the company.
Threat of new entrants
The threat of new entrants in the industry is moderate, as many of the big companies such as Apple, Amazon, Hulu and others, have already launched or are going to launch soon. The industry requires a larger sum of investment by the new entrant, as a new enterprise would have to either acquire big players in similar content categories, or produce new content, which will also cost money to the new entrant (Sadq, 2013). Thus, investment is a barrier in this industry, which reduced the risk of new entrants. But new entrants could disrupt the industry by offering better content at lower prices, which may pose a threat to Netflix. 
Bargaining power of Suppliers
The suppliers in this industry are not the traditional suppliers, but include production houses, who allow Netflix to stream their shows and movies in the platform in exchange of earning soe return. These suppliers are gaining advantage over Netflix, as there are several streaming platforms available now, which they can go to and get their content at better terms which is suitable to them (Gregory, 2021). Hence, it can be said that the power of supplier is considerably higher. But the company also holds significance, as it does not allow several movies to have the normal 90 days window, before removing it from the traditional cinemas, and starting to stream it on the platform. 
Bargaining power of Customers
There is no contract between Customers and Netflix, and any customer might stop the subscription, whenever they want. Further, the customers do not have much influence over the price of the service, as Netflix charges and earns more than any other online streaming platform. Thus, it could be said that the bargaining power of the company is higher as compared to its customers (Sadq, 2013). Though, it has been observed in Indian market, that people are price sensitive in India, which gives them more power as compared to the company. Due to the bargaining power of the customers, the company introduced its cheapest subscription plan, using which, people can stream the content of Netflix on their mobile phone, at a price as low as $2.73.  

Competitive Rivalry
The competitive advantage of Netflix is lower, due to high competition in the streaming business. There are numerous businesses similar to that of Netflix, which enable people to stream content at much cheaper price, such as Amazon Prime, Hulu, Apple Tv, amongst many other platforms (Dobbs, 2014). Platform such as Amazon prime also provide additional services such as free delivery and music streaming platform, which might make it more attractive to the audience. Hence, Netflix would have a higher threat of suffering loss due to higher competition in the industry.
Threat of Substitution
The threat of substitution or substitute product is low, as the company is a disruptive business, which disrupted the typical broadcasting business, and gave public a new offering of streaming the content which they wanted to watch. It has given the company sustainable competitive advantage in the market. Additionally, people are switching more and more to online streaming platforms (Sadq, 2013). Thus, the threat from substitution is negligible or low, as there is no known substitute available for the services being offered by the company. 


[bookmark: _Toc71665915]3. Strategic management process 
A strategic management process effectively aims at defining the organization’s strategy. Strategic management process can be defined as the process by which managers make an effective choice of strategies. This part will incorporate discussion about the company’s Netflix’s goal to attract 100 million subscribers in the Indian market (Sull and Turconi, 2021). It is important for the company to decide that which strategy the company should adopt to attract the targeted audience of the Indian market. It is the biggest concern for the company to decide that they should continue their premium price strategy or they should focus on adopting other pricing strategies to fascinate the Indian market. In this market (Indian market) the majority of the population belongs from the age group of 20 years to 35 years. The income category of the targeted population belongs to the middle-income group and above. As, this age group is highly fascinated from the company’s quality of the content and Indian users also shows their positive response towards the application due to their diversified content and shows. So, it is the major challenge for the company in the Indian market is that to decide weather they should follow premium price strategy or the company should decide other strategies? In the blow part, there is the suggested strategy which will help the company to decide effective ways for fascinate the Indian users.
[bookmark: _Toc71665916]3.1 Strategy for the Netflix 
For the developed countries such as: US, UK, Australia, etc. For these kind of countries, the company’s premium price strategy can help the management to fascinate the targeted audience. However, it is important for the management to understand that India lies under the developing country. The targeted age group (20 to 35 years) and income segmentation of the targeted group (middle class and above) may be cannot become attracted through the premium price strategy of the company. In the Indian market, there are various other competitors which provides mobile subscription services, such as: Amazon Prime, Hotstar, etc (Kumar, Gupta and Dixit, 2020). These competitors have the low prices and they also offer various other benefits as well. For example: while purchasing a membership of the Amazon Prime users also get the benefits of free delivery if they shop from the Amazon’s application (primevideo.com, 2021). On the other hand, Hotstar provides benefits such as: if user purchases the membership of the Hotstar then they can even watch ad-free channels of the “Star television” network in the application (hotstar.com, 2021). As, these are the major benefits which helps the competitors (like: Amazon and Hotstar) to fascinate the users.
 So, on the bases of this it is suggested that the company should set the competitive price strategy for the Indian market instead of keeping the premium prices in the Indian market. The primary reason behind suggesting to set competitive price strategy to the Netflix is that this pricing strategy will help the company to effectively set their prices on the bases of the competitor’s charges (Havard, 2021). It can be estimated that for the Indian market, the premium price strategy of the company cannot work in the effective way because Indian users will tend to move towards the competitors instead of adopting the prices of the company. For example: here, the psychology of the people operates. If Indian users are getting other global subscription-based services of the competitors then there are higher chances that customers will tend to focus on the prices of the competitors. However, by lowering the prices Netflix can effectively gain the attention of the Indian audience. So, it can be evaluated that for increasing market share in the Indian market, price is the major element. Apart from this, it can be estimated that Indian users are also fascinated with the quality of the content produced by the company. The users post various positive comments over the social media channel of the company and users also provide various type of suggestion in the form of feedback (Crews, Colson and Elson, 2020).   
The major benefit of following competitive price strategy is that it will help the management to gain competitive (Wayne, 2020). Now, here an argument can arise that why users will become fascinated from the Netflix’s operation even if the company has lower their prices for the Indian market, then still how the management can be sure that they gain competitive advantage because other competitors are providing additional services to their customers. For example: Amazon prime offers subscription based served with free delivery facility (primevideo, 2021). Hotstar provides subscription-based services with free selection to watch add free channels of the Star television network (hotstar.com, 2021). The answer is that Netflix do not have any additional services to offer which the entire product line of the company is devoted in the entertainment and media industry only. However, the user knows that the company quality content and when users will see that only Netflix’s subscription-based services is available in the low prices then users will be definitely become fascinated from the company’s operation. It will resultant in getting the competitive advantage in the effective way (Goyal, 2020). Apart from this, it is also suggested that the company should design measures for developing those kinds of content which can be supported by the Indian audience and the management should avoid those type of content which can resultant in spreading religious hate among the community. For example: Indian audience are extremely serious for their Gods and they usually do not tolerate or forgive those media houses or films which spread religious hate about their community. Thus, it is suggested that the Netflix should develop those kinds of content which can be easily accepted by the Indian audience. In this way, the management will able to gain the competitive advantage as compare to their competitors. Deciding price on the bases of the competitor prices is suggested instead of utilizing the strategy of the premium price (Wayne, 2020).
[bookmark: _Toc71665917]3.2 Formulation 
Step 1: in the above part, it is decided that the company should focus on setting competitive price strategy (Crews, Colson and Elson, 2020).
Step 2: the management now conduct an analysis of their competitor’s performance and their product lines. As, it will give insight to the company about the competitor’s behaviour and their strategies to fascinate the users. 
Step 3: after analysing about the strategies of the competitors, the company should mark about the specific steps that they keep them away from the competitors. For example: the company can decide to adopt specific kind of content that can be supported by the Indian audience (Havard, 2021).
Step 4: now, the management should decide that they can lower their cost of operations or how they can maintain their profitability in the Indian market. Despite of providing lower prices in this market as compare to the foreign market. The company may require to lower their operational cost in order to adopt the competitive pricing strategy in the effective way. As, failure in maintaining the difference of the competitive price and operational cost can resultant in putting adverse impact on the company’s operations (Song, 2021).
[bookmark: _Toc71665918]4. Strategy implementation 
In this process, the company can take use of the Ansoff’s matrix. As, this strategy can be used in the planning process. The primary reason behind selecting this matrix is that it will help the management to identify which overreaching strategy the business should utilize and then which tactic the management should utilize in the marketing activity (Potter, 2018). This strategy implementation is also knows as the product/market expansion Grid. Apart from this, when it comes to managing the risk then this matrix can effectively help the company to capture new market place in the effective way (Kumar, Gupta and Dixit, 2020). Below is the Ansoff’s matrix for Netflix:



	In the existing market, if the Netflix launches any new show then the company should market it over the different social media platforms. In the existing market, it is important that the company should focus on promoting more licensed content
New Product
Existing market
Existing Product 
The company should their existing video content or series in those market where the company has the existing product 




New market 
In the new market with existing product, the company should target the smartphone users. 
The company should develop  new content in the multiple languages so that new audience can be fascinated of different reason. 

From the above Ansoff’s matrix various different situation has been analysed. For example: it is analysed that if the company wants to launch new product in the existing market, then it is important that the company should aim at acquiring licensed content (González-Chans, Membiela-Pollán and Cortés-Cuns, 2020). If the market and product both are new then the company should focus on the developing videos into multiple language so that large number of audiences can be fascinated by the company. Now, in the above part, it is analysed that the company should utilize the competitive price strategy and the company already has the operations in the Indian market. Thus, it is suggested that the company should decide measures through which they can capture major market share. For example: the company can analyse about the type of content producing by the competitors and then on the bases of their content, the company can decide that which type of content the management should focus on in order to fascinate the user’s attention (Yunus and Sijabat, 2021).  
[bookmark: _Toc71665919]4.1Corproate strategic direction 
The corporate strategic direction of the company is required to be gather on gaining the competitive advantage only. As, if the company will gain competitive advantage, then it will help the company to gather market shares in the effective way. The head of Indian market is required to focus on the corporate strategic direction because it will empower the company to work in the systematic way for accomplishing common objectives. Although, the primary objective of the corporate strategic direction is that to enable employees for focusing on the same objectives (AUDITYA and HIDAYAT, 2021). It is important that project leaders should also give idea to the distinctive activity that can create a competitive advantage. Corporate strategic direction also ensures owners and management can communicate the importance of employees work and their contribution to achieving business objectives (Paek and Lee, 2018). 
[bookmark: _Toc71665920]4.2 Stakeholder Analysis of Netflix
Stakeholder is a term which is popularly used for the group or individuals having an interest in the company and its better performance (Ackermann and Eden, 2011). These interest groups have varied level of influence, interest, participation and involvement in the operations of the company. Thus, stakeholder analysis enables a better understanding of the involvement level of each group, and how communication is to be established, so it is in the best interest of the company (Rześny-Cieplińska, Szmelter-Jarosz and Moslem, 2021). 
Customers: Customers can be considered to be the most important stakeholders of the company, as they will get impacted by the decisions being taken by Netflix (Ackermann and Eden, 2011). This group is also responsible for being the major income source for the company. They are also responsible for the good image of the company, as they often share content related to the company and the content they are watching, resulting in promotion of the platform and the content being streamed on the platform. This group has high influence and should be managed closely by the company to ensure they are constantly satisfied by the company’s services.
Employees: Employee is another group which holds a very important place in the company, as they are responsible for making the company what it is at the present time, and will also be responsible for future success of the company (Rześny-Cieplińska, Szmelter-Jarosz and Moslem, 2021). This groups include people working on running the platform, either through technical work and operations within the company, along with people who are creating content for the platform. This group also has high influence and involvement in the company and needs to be monitored closely. 
Suppliers/media house: These are supplier of the content being streamed on the platform; hence, this group has higher level of influence on the company and its operations. This group, too, need to be kept in observation and monitored closely, so that the influence they have over the company and its operations can be known (Ackermann and Eden, 2011). It is also important to monitor this group, as this group will determine whether the content will be popular, affecting the profitability of the company directly.   
Investors: This group has their money invested in the company, it is essential that the company keeps them informed, but has a lower influence and do not need to be monitored closely by the company.
Regulators/Government: Although streaming services are not monitored closely by any regulator, it is still important that the company has all the license agreements in place to avoid any kind of conflict with the regulators (Rześny-Cieplińska, Szmelter-Jarosz and Moslem, 2021). Additionally, the company should also be aware of the legal requirements, so that it can avoid legal complications, too. 
Distributors: Distributors of the company include various electronic company selling devices, on which, the services are availed. Additionally, the internet service providers also considered distributors of Netflix, as they enable the customers to watch the content. 
Influence

	Customers 
	Supplier/ Media houses


	Distributors 
 
	Employees
Investors. 
Regulators



                                                 Interest
                                                                Source: By Author
[bookmark: _Toc71665921]Recommendation
Additionally, the company should have longer contracts with production houses, so that the shows, movies, documentaries and others could be retained on the platform. One of the major reasons for the company’s success was wide range of content available for the viewers to choose from, so that they can choose what they want to watch (Ng, Ding and Yip, 2013). But, as other companies and production houses are starting their own streaming platform, it is a possibility that the big players on this platform might leave and it would impact the subscribers of Netflix. Thus, longer contracts will ensure that the company retain its most popular content, and have time for new content to become more popular to gain higher subscription number. 
As observed in the case of India, the company should consider lowering its prices, so that it can attract more subscribers in India, as people of India are price sensitive, and reduced prices of the platform subscription can attract viewers into purchasing subscription of Netflix (Hinterhuber and Liozu, 2012). It will attract a higher number of subscribers to the platform, and lead to company achieving the next “100 million” subscribers from Indian market. 
It is also advisable that the company introduces content in regional languages of India, as it is country which has diverse languages in each of its state. Thus, is recommended that the platform includes more diverse content, focusing on the diverse need of the India market, so that the company can capture a great number of subscribers from the regional areas of India, who prefer to watch content in their regional language.   
[bookmark: _Toc71665922]Conclusion 
It is concluded that in order to gain the major market shares in the Indian market the company is required to shift their premium pricing strategy. As per the case study, it can be evaluated that the company wants to target 100 million subscribers in the Indian market. However, it can be estimated that in the Indian market the targeted age group of the population is between 20 years to 35 years and the income category of the targeted audience lies under the middle-income group and above. In this context, it is suggested that the company should aim at focusing on the corporate price strategy because this price strategy will help the company to evaluate the price of the existing market players and the Netflix can decide the price of their subscription services. Once the company has lowered their prices then the company should utilize the digital marketing strategies for the promotion of their product or services in the effective way. With the help of social media marketing tools, the company can create awareness among the targeted audience regarding the new price chart. In this way, the company can effectively fascinate the audience and they can gain the competitive advantages. 
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