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[bookmark: _Toc102307192]Introduction
The report is based on the title Strategic Management. In this report, the chosen case study is 'Netflix goes to Bollywood'. A detailed external and internal analysis of the company is done. In this regard, different models and frameworks are used. The central issues are described. Apart from that, there is a detailed root cause analysis of the stated issues. Additionally, there is an evaluation of how Netflix has responded to the issues that have been faced in the Indian market. The choice of strategic management of the organisation is assessed, and a judgement is made on how the company has obtained a competitive advantage. Netflix is one of the most popular OTT streaming platforms. The headquarters of the company is in California, and it was founded in 1997. At present, it has a presence in more than 190 countries (Netflix.com, 2022). The key products of Netflix are streaming media, video-on-demand, pay television, and others. However, the firm started as an online DVD retailer. 
In 2000, it succeeded in gaining 300,000 subscribers. Within 2002, it emerged as the largest online entertainment subscription service in the USA with a whopping 600,000 subscribers (Netflix.com, 2022). In the case of reaching more customers, Netflix started investing more in original programming in 2013. The multinational giant entered India in 2016 to capture the media industry of the country. The Bollywood film industry of India has excellent worldwide recognition, which was the main target of Netflix. At present, the OTT platform has around 222 million worldwide subscribers. It made a revenue of $29.7 billion in 2021 (Netflix.com, 2022). 
[bookmark: _Toc102307193]Internal and external analysis
PESTLE analysis:
Political factors
The President is the head of the USA, and it has a stable political environment (Carothers and O'Donohue, 2019). The country maintains a good relationship with the other countries. It has helped Netflix to expand to different markets easily. 
The political landscape of India is somewhat unstable. It has troubled Netflix as political parties use to criticise some of the contents. Moreover, India is the largest democracy in the world and attracts high FDI every year. However, corruption is one of the key concerns of the Asian nation (Carothers and O'Donohue, 2019). 
Economic factors 
The USA is the largest economy in the world. It indicates a high per capita income. Based on this, Netflix has succeeded in adopting the premium pricing strategy. The GDP growth of the country was lowered drastically in 2020 due to the Covid-19 pandemic but it revived well in 2021. 
India is the sixth-largest GDP with decent economic growth (Tregub, 2018). Being a developing nation, the majority of the people belong to the middle-income section. As a result, it was not easy for Netflix to rely on the premium pricing strategy. The company was forced to bring a mobile-based plan in India at $2.85 per month (Netflix.com, 2022). 
Social factors
The USA has a population base of around 332 million, which makes it a big consumer market (Yang et al., 2019). The income standard of people is high, which makes it easier for Netflix to gain decent subscribers even after adopting premium pricing. Diversity is a strength of the USA. 
With a 1.4 billion population, India is the second-most populous country in the world. As a result, Netflix has succeeded in obtaining a huge customer base in this market. People of India always prefer their own language and culture. Due to this, Netflix has failed to attract the people initially as there was no local content on the platform (Netflix.com, 2022). 
Technological factors
The USA is one of the most advanced nations in the world in terms of technology, and there is a presence of different technological giants in the land (Netflix.com, 2022). This has helped Netflix to merge with various firms to improve its business. 
India is the third-most technologically advanced country in the world. It possesses an excellent IT infrastructure, which helps the operating firms (Sahoo, Gupta and Srivastava, 2021). The use of the internet was limited for the people due to the high cost. As a result, it caused immense trouble for Netflix. At present, most people have access to free internet. 
Legal factors 
The different states of the USA have separate legal schemes and government structures. The government has always emphasised equal treatment for the people. Netflix obeys all the employment regulations of the country and treats its employees with dignity and respect. 
In India, the legal landscape is excellent and is one of the main reasons behind high FDI (Agarwala and Saha, 2018). The management of the US companies follow the Companies Act 2013, Payment of Bonus Act 1965, Industrial Disputes Act 1947, and many others. 
Environmental factors 
The USA is one of the most beautiful countries in the world with diverse geographic conditions (Bennett et al., 2019). Due to many breath taking natural attractions, the country attracts huge numbers of tourists every year. However, climate change is one of the major environmental issues in the country. Due to this, Netflix has adopted different measures within its CSR ground so that the issue can be addressed.
Pollution is the main environmental challenge in India. New Delhi has a high rate of air pollution. The government is adopting different measures to deal with the existing environmental hazards. It has been seen that Netflix has opted for the use of natural resources while operating in the country (Netflix.com, 2022). The different CSR initiatives of the company also state that it is deeply concerned about the problem. 
Porter's five forces:
The threat of new entrants 
Netflix has an excellent customer base and market share in the USA (Netflix.com, 2022). Due to this, the new companies will not be a huge concern for the organisation. Therefore, the threat is low.
In India, the OTT platform has succeeded in gaining a high number of customers at present because of the quality content it has. Therefore, a new company cannot be challenging for Netflix. Hence, the threat is low. 
Bargaining power of suppliers 
In the USA, Netflix has a list of suppliers such as Warner Media, NBC Universal, and Disney (Budzinski, Gaenssle and Lindstädt-Dreusicke, 2021). They will not bargain with the company as partnering with this popular OTT platform is highly advantageous. As a result, the threat is low.
The organisation has succeeded in creating an excellent market in India. It has tied with suppliers such as Airtel Digital TV, Vodafone, and Videocon d2h. This makes the threat low.
Bargaining power of buyers 
The people of the USA always prefer quality over price. As a result, Netflix has gained success with its premium pricing strategy (Netflix.com, 2022). The subscribers will not bargain if they can receive quality content. The threat is low.
It is not possible for most Indians to subscribe to an OTT platform with a high subscription rate. In this respect, the quality of the contents will not matter. Due to this, Netflix had to bring low-priced plans to India. The customers can easily switch if they find better quality content at a lower price on other platforms. Therefore, the threat is high. 
Threat of substitutes 
There is a presence of different alternatives to the shows and movies on Netflix. Hollywood movies can be in strong opposition to Netflix shows. This makes the threat high. 
In India, people are highly addicted to the cinema. The Bollywood film industry has an excellent prevalence in the country (Raghuvanshi and Saha, 2021). Additionally, the regional film industries are also dominating in the last few years. Hence, the threat is high. 
Competitive rivalry 
In the USA, Netflix faces tough competition from Disney Plus, HBO, Apple TV Plus, and others. They produce quality contents, which makes the threat high. 
The US firm has to deal with different OTT platforms such as Amazon Prime, Hotstar, ALT Balaji, and others (Raghuvanshi and Saha, 2021). Therefore, the threat is high. 
SWOT analysis:
SWOT analysis is a strategic planning frame that can be used by the company managers to get a successful situation analysis of the company. A Netflix SWOT analysis framework can assist them to realize their internal strategic factors such as strength and weakness, and also their external strategic factors such as opportunity and threats.
Netflix maintains its intimidating presence in the business sector only by reviewing the SWOT analysis regularly and improving itself. So, a Netflix SWOT analysis will be of great use for this company.
Strengths 
The brand image of Netflix is its biggest strength. Moreover, it has a worldwide reach. The quality content has helped Netflix to reach a huge number of people worldwide (Netflix.com, 2022). 
Weaknesses 
The restriction on the copyright has exerted a negative impact on its earnings and the debts of the organisation are mounting. The company has always been criticised due to its poor customer service. Netflix has poor employee retention, which has adversely affected its brand image. 
Opportunities 
Netflix has the capability of creating a strong brand recognition while addressing the current demands in the OTT industry. It has the opportunity to make a strategic alliance with different firms in various markets to acquire more customers. 
Threats 
The Covid-19 pandemic has lowered the incomes of different people worldwide, which has resulted in the lowering of the subscriber base of Netflix. The increasing competition in various markets can be considered a major threat to the OTT platform as they are offering better content at a cheaper rate. 
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Competition
The level of competition in a market defines whether a company can get success easily or face significant difficulties. The Indian OTT market is a highly competitive market in nature (Nijhawan and Dahiya, 2020). For that reason, Netflix faced extreme difficulties in making its position in the market initially. It is found that there are many domestic players and international players in the OTT market of India. It made the competition highly intense for Netflix. Netflix had many shortcomings such as it did not possess a large library of content. It did not include events such as sports events, which has a big craze in India. These factors worked negatively in the initial growth of the organisation in the Indian market. It is found that Indian consumers usually consume a massive amount of content from the OTT platforms (Gupta, 2021). For that reason also, Netflix encountered significant difficulties in its initial stage in India. The strategy of providing a positive user experience through ad-free content also helped Netflix overcome the level of competition.    
Pricing
It is a well-known fact that the pricing strategy directly affects the profitability earned by an organisation (Karray and Martín-Herrán, 2019). The premium pricing strategy of Netflix was one of the central issues in expanding in the Indian market rapidly. It is found from the economic factors of PESTLE analysis that the majority of the Indian population can be categorised into a middle-income level. For that reason, it can be considered a major obstacle to the growth of Netflix in the Indian market. It is also observed that the bargaining power of the buyers in India and the threat of substitution are high, which are big difficulties in maintaining a premium pricing strategy. This was the reason why Netflix could not achieve massive growth in the first year in India and only had a subscriber base of 500,000 people. However, using strategies such as a cost-plus pricing model, low rate for mobile-only subscriptions and selecting the niche market of well-off citizens helped the organisation overcome this initial obstacle and achieve growth in the Indian market.
  
Merging and acquisition
Mergers and acquisitions are great business strategies for entering a foreign market (Kiessling, Vlačić and Dabić, 2019). It is observed from the external business environment analysis in India that the population of India is immense. For that reason, without mergers and acquisitions, it is difficult for a foreign company to reach maximum people in India as a potential consumer base. This is an existing problem for Netflix too, as it is observed that their raid growth comes to a halt in recent years. This issue can greatly impact the market share of the company in the Indian entertainment market. However, it is observed that as the company does not have any mergers or acquisitions, the centralised decision-making power helped the company achieve flexibility and implement innovative ideas quickly to gain as much market share as possible. The mobile-only plan is a great example of the adaptability and flexibility in the decision-making process of Netflix.  
Content in the local language
It is found that Netflix gets frustrated in India due to regional content issues. According to external analysis, it is found that the People of India always prefer their language and culture. Therefore, it can be said that content in the local language had become a central issue for Netflix in India as the majority of Indian citizens prefers national content and local language-based content more than international ones (Bollywood, 2022). Therefore, this issue had not allowed Netflix to engage and attract a larger customer base in India. Additionally, cultural Diversity is very high in India. Since people belong to different cultures and prefer to watch videos or content in their local language. For instance, despite Hindi being the national language in India, several people prefer their state language content to watch than Hindi. Therefore, due to high cultural diversity in India Netflix had ​​found it difficult to increase and attract a large customer base. In order to mitigate these issues, Netflix implemented a strategy to target well-off consumers and well-educated in large cities who primarily watched international content. 
Limited use of the internet
Despite the large base of internet users in India, the penetration rate of the internet in India is only 50% (Statista, 2022). This data indicates that half of the Indian citizens have no access to the internet. Despite India being the third largest technological advanced country, the external analysis found that the use of the internet was limited in India due to the high cost. Thereby, this central issue of limited use of the internet has also created trouble and difficulties for Netflix to establish their business in India. This issue was faced by Netflix at the initial stage when the OTT platform just entered India. Besides, before 2016, the internet cost in India was high and there was no free access to the internet. Thereby, it can be said the organisation has faced difficulties in terms of attracting a mass number of people at its initial stage. However, in mid-2016, the Reliance Jio launched a low-cost internet service for the Indian people which become advantageous for Netflix (Bollywood, 2022).  
Employee retention
According to the internal analysis, Netflix has a poor employee retention rate, which hurts its brand image. It became a central issue for Netflix because they have kept only highly skilled people in their workplace. It is found from the case study that, Netflix was forced to lay off one-third of employees and keeps only the most talented ones (Bollywood, 2022). However, when the business up again in the further years, the company faced employee turnover because lay-offs had discouraged employees' morale and affected their job security. In order to address this central issue, Netflix implemented strategies to attract the best candidates and managers of the company made a good-faith estimate of the highest compensation each staff who could make at peer firms. 
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Root cause analysis is the process, by which an organisation systematically analyse the core reasons for the issues that they have faced during their business operation. The root cause analysis also helps them to find an approach, by which they can address the problems. In this report, the problems faced by Netflix in terms of operating business in the USA and India are analysed with some tools of root cause analysis, which are 5 Whys and Fishbone analysis. 
5 Whys root cause analysis
From the case study of Netflix, it is known that the company has faced issues rated to pricing strategy. As per the 5Whys root cause analysis, the reason behind that is India is a price-sensitive market (Perry and Mehltretter, 2018). It is because; the leading players in the country have depended upon lower fees for the subscription. The reason behind this is most of the users in India prefer content in the local language. It is because; most of the users live in smaller cities. From the above analysis, it is known that the main reason for pricing issues of Netflix has risen due to the culture of India, in which people live in smaller cities and prefer local language content, due to which they are not ready to pay for higher subscription fees (Choursia, 2020). 
Another issue, which is found in the case study, is related to competition for Netflix in the market. Based on the 5Whys root cause analysis, it can be said that the main reason for the competition in the market is the existence of different other organisations' domestic streaming entrants. It is because; several companies like AT& T or Disney have been able to sign up 10 million customers on the first day (Foxman, 2020).  It is because; the companies have seen the growth opportunity for them. The reason behind that is the acceleration of online video is continued (Netflix, 2022). It was possible due to the availability of the cheapest mobile and broadband internet along with the lack of advertisement. It is because; people in India do not like the advertisement in this sector. 
The next issue, which is found in the case study of Netflix, is its content in the local language. Depending upon the 5 Whys root-cause analysis, it can be stated that existing organisations like YouTube and Amazon Prime Video have continued their businesses in India with local content (Choursia, 2020). It is because; YouTube has been one of the most popular video streaming applications in the market in India. It is because; it has almost 274 million users in a month in India. The reason for that is that Indian people can attach them to the content and enjoy it. As the existing organisations have been focused on attracting customers through their local content; therefore, the major reason for this issue on Netflix is the focus on existing organisations for attracting the people. 
The limited use of the internet has been found a key issue. Based on the 5 whys model the reason behind the key issue is the lack of internet providers in the initial stage of the introduction of the organisation in the Indian market. This is because, here Jio which has started providing high-speed internet at a low price has not launched in India publicly (Economic times, 2018). This is because in the telecom field several players were there who were unable to provide high-speed data at a low price which has impacted the service. This is because; in India, most people could not afford to spend a huge amount on internet connection and entertainment. This is because most of the customers in India are from small cities with below standard income levels. 
Employee retention is another significant issue and based on the model the reason behind this is Netflix has not used forced ranking. This is because in the case of performing this organisation needed to evaluate the regular performance of employees that could have affected the culture of the organisation. It is because Netflix generally recruits skilled employees (Job Netflix, 2022). It is because they aim to develop an innovative and responsible team. It is because innovation is the basic factor behind the success of Netflix. It is because the organisation has developed a competitive advantage with their innovation.
Fishbone analysis
 (
Effect
Competition
Price
Local content language
Limited use of the internet
Employee retention
Lack of advertising
Cheapest mobile and broadband internet
Price sensitive market
Staying in smaller cities
Attracting local customers
Existing companies provide local content
Attracting domestic subscribers
Less offers from the network providers
Not using forced rankings
Regular evaluation of team members
)
Figure 1: Fishbone analysis
(Source: Created by author)
From the above analysis, it is known that there are several issues that Netflix have faced during their business in India and the USA. The issues are competition, price, local content language, limited use of the internet, and employee retention (Islam, 2021). In terms of competition, Netflix has faced intense competition both in the market of India and the USA as in India, YouTube and Amazon Prime videos were there (Netflix, 2022). On the other hand, in the USA market, Netflix faced competition from HBO max AT&T and Disney + (Islam, 2021). 
Apart from that, pricing strategy has been an issue for the company.  It is because; India is mostly a price-sensitive market. Besides, existing organisations like Amazon Prime Video have lowered their pricing strategy. Hence, Netflix is also forced to revisit its premium pricing strategy for the Indian market (Foxman, 2020). It is important for the company, as from the fishbone analysis, it is found that most of the Indian customers of Netflix stay in smaller cities. Hence, for capturing the market, the company has also faced an issue with placing its pricing strategy (Netflix, 2022). 
As per the case study, the third issue of the company is providing the content in the local language. It is an issue, as due to it, Netflix is not able to attract foreign customers through similar content. For instance, through the content in India, they cannot attract the people in the USA market (Frey, 2021). From the fishbone analysis, it is found that most of the existing organisations like Amazon Prime or YouTube have captured the market with local content. It is effective for those organisations to attract local customers (Netflix, 2022). Hence, Netflix has faced the issue primarily to utilise the content for both the countries, as in India mostly English and Hindi are used in content; whereas, in the USA the contents are provided in English only. 
Limited use of the internet has been another issue for Netflix in its primary stage of business in India. It is because; at the start of 2016; there were no such internet providers, which offers Reliance Jio (Choursia, 2020). Hence, the company has difficulties attracting a mass number of people at that time. 
Employee retention has been another issue for Netflix. From the Fishbone analysis, it is found that the HRM is not obsessed with forced rankings, due to which their focus on collaboration was less as well (Netflix, 2022). Besides, the leaders of the company were responsible similarly, as they evaluate team members regularly through a 'keeper test', which has demotivated the employees in the long-term and forced them to leave the organisation.  
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The pricing of the Netflix content has created trouble for the Indian market. This is because from the models it has been identified that most of the users are from the smaller cities and their extent to spend on entertainment is low. Thus the organisation has taken the strategic move to reduce the pricing of the content. Netflix has reduced the price of the plans with the cheapest plan of 149 INR and the premium plan is of 649 INR (Cornish and Nicolaou 2022). However, to maintain its quality position that the brand the premium one the organisation has used premium pricing so that even after reducing its plan price the pricing is far higher than the competitors. However, in order to compete with the address the reason behind the issue the organisation has taken the significant initiative. Moreover, in terms of strategic moves, the organisation has used the cost-plus model for its original contents (Castillo, 2018). This is a strategic move here because using this model the organisation was able to create the scope of earning more and showcasing the content to attract customers while reducing their own price. This strategic step has helped the organisation to earn profit even after reducing its plan prices in India and other countries. 
Competition is the key issue that is developed for Netflix. Hence, here the 5whys and the fishbone model have helped to identify the reasons behind the high competition development for Netflix. Hence, this has helped to deploy the existing strategy and develop a competitive advantage to minimise the competition. From the case study, it has been found that Netflix in order to manage its issue regarding high competition has increased their transparency in their process. This is because from the models it has been analysed that the other players have significantly operated in the market in India due to the availability of the mobile and internet at low prices (Cornish and Nicolaou 2022). Hence, people are highly aware of the core strategic activities and to manage that and showcase them as a responsible organisation Netflix has the strategy to enhance transparency.  
Moreover, Netflix has taken the strategy of not using advertisements (Netflix, 2022). This is beneficial for the organisation to gain a competitive advantage as the Indian customers like to watch shows add free. This strategy has been taken by the organisation to address the reasons behind increasing competition only by meeting the customers' needs with quality and innovative content the organisation can gain a competitive advantage in future. Apart from that, Netflix has significantly taken the strategic move to control the competition by not merging with other small or large organisations. This is because to provide proper service significant control in the organisational process is important. This has worked for strategic advantage for the organisation to address the reasons behind the competition.
From the 5 Whys and Fishbone model analysis of the issues, it has been found that the users more like to watch content in local languages along with foreign hits. Identifying the reason behind the issue regarding providing content in the local language considering the culture too Netflix in terms of strategic moves has started incorporating the Bollywood content in their plan (Netflix, 2022). This has significantly addressed the reasons behind the need for content in local languages. However, Netflix had the strategy to target well-off and educated customers who are comfortable watching the English content. Hence, initially, their targets were only the high-end customers. However, in order to capture the larger size of the market and gain a competitive advantage in the competitive market, the organisation has taken the strategy to incorporate the prime Bollywood content including several originals to attract a larger Indian clientele. Moreover, they have included an extensive library of featured films, documentaries, anime, hit TV shows and more (Netflix, 2022). Here the combination of using reduction of the price of plans with larger variations of contents has developed to address the issue to minimise its impacts on their customer base.  
Limited use of the internet was a key issue for the organisation in its initial stage in the Indian market. Hence, the organisation has taken the strategic move considering the reasons identified with the help of the models and streamed content in real-time so that the users do not face forced to wait for complete download and enjoy the content. Moreover, the organisation has strategically used the growth of Jio in the Indian market. This is because in the last half of 2016 Jio has started providing high-speed internet service at the cheapest affordable price (Economic times, 2018). Hence, the organisation strategically used this consequence by introducing their strategic plan with proper marketing so that the customers with free unlimited data at a low price can get attracted to their business and purchases their plans. This way the organisation has significantly taken strategic moves to manage the issue by addressing the key reasons. Moreover, recently Netflix has partnered with Jio for their mobile-only subscription in the case of post-paid connections (Choudhury, 2020). 
Here based on the case study analysing the issues using the models it has been found that the issues regarding employee retention is a key one and the basic reason behind this is the management of Netflix did not efficiently manage their employees. Moreover, they did not forcefully want to use ranking for the employees. Hence, to combat and manage the issue Netflix has significantly incorporated their strategic move by keeping the highly effective and skilled employees so that managing the employees can be easy and the organisation can plan their further moves accordingly (Jobs. Netflix, 2022). Here models and the identified reasons from this have deployed the strategic move of the organisation by highlighting the core issues so that the organisation can consider those implicate their strategic moves. Moreover, the organisation has significantly managed the freedom and responsibilities for the organisation in the strategic move so that the organisation has created the scope of employee retention by proving proper balanced work-life and culture. 
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The effective strategic management of Netflix helped the organisation successfully expand its business in India and gain a decent competitive advantage in the Indian entertainment market over its competitors. One of the major strategies of Netflix in the Indian market was keeping the price affordable to the standard of the Indian market. It is a well-known fact that India is a price-sensitive market (Sharmelly and Ray, 2018). This strategy helped Netflix attract the attention of the mass of India. Due to the cheap price of the subscription, Netflix gained a substantial market share in the Indian entertainment market. It provided the organisation with a high level of competitive advantage. 
The mobile-only subscription plan of Netflix proved to be a great strategy for increasing its customer base. It was a major differentiation strategy adopted by Netflix, which provided them with an immense competitive advantage (Sundaravel and Elangovan, 2020). It came with a few restrictions but it could reach a large number of potential subscriber base than its competitors in the Indian market. This strategy pulled Netflix out of the high level of price competition among its competitors. Also, the pricing strategy of Netflix in India is designed in a way, that the price of one month of subscription to Netflix is almost equivalent to the price of a movie ticket. This pricing strategy proved to be highly effective in the Indian market for gaining a massive market share. Also, the strategy of changing to a niche market did not let its market share down and effectively keep the premium pricing strategy. It was a major competitive advantage for the company over its competitors.  
The strategy of using the cost-plus model also helped Netflix in achieving a high level of competitive advantage in the Indian entertainment market. The cost-plus pricing model can be defined as a simple strategy of pricing, where a fixed amount of cost is added for providing a unit of extra value (Challoumis, 2019).  It is a great strategy for increasing the consumer base, as everyone can get services as per their choice and affordability. This was a very convenient option for viewers of both normal content and Netflix original content. It helped Netflix in reaching every part of India, which was a significant competitive advantage for the company. The company also adopted a cost-reduction strategy in the market to gain the attraction of potential consumers. Due to intense pricing competition among the competitors of Netflix in the market, they could not use this strategy to attract new customers. It was a great psychological strategy that helped Netflix gain a decent competitive advantage over its competitors. 
The approach of Netflix to provide its customers with ad-free content proved to be a great strategy for gaining a competitive advantage in the Indian market. Ad-free content is preferred by the viewers for having a positive experience (Despotakis, Ravi and Srinivasan, 2021). Users are generally found to be unwilling to pay extra costs for ad-free content too. For that reason, this strategy of Netflix proved to help in gaining a high level of competitive advantage over its competitors. As Netflix did not get itself involved in the race for ad revenue, the company did not need to depend on it for increasing its profitability. The management of Netflix understood the user convenience and took it as one of the major differentiation strategies for providing its consumers with a positive user experience. It was well received by the Indian consumers too, which helped them achieve rapid growth in the market.    
Netflix also avoided mergers and acquisitions actively, which did not let their control go array. It helped the company in taking appropriate and quick decisions for providing customers more convenience or adopting new strategies for gaining quick expansion in the market. If controls are in the hand of a centralised body, the decision-making process gets faster (Awan, Kraslawski and Huiskonen, 2018). This factor provided a major competitive advantage to the company over its competitors. Netflix is more flexible and adaptive as it has relatively less risk of internal conflict regarding the decision-making process. For this reason, this strategy can also be considered as a major contributor to the competitive advantage of the company.   
The strategy of providing content in international languages as well as local languages was also a fruitful strategy for the company in gaining a decent competitive advantage over its competitors. About 88% of the urban population and only 3% of the rural population in India can speak English (Statista. 2022). It shows that there are many people in India who use native languages. This factor was picked up by Netflix and used strategically by providing Bollywood content. It was a major competitive advantage of the company over its international competitors in the Indian entertainment market. 
Netflix also understood the nerve of its Indian consumers and provided a real-time streaming service. It provided the consumers with immense convenience, as they do not have to download the full content and exhaust their data packs. This strategy was a useful one for providing the company sustainable competitive advantage in the Indian market, as the users can control their usage of the data pack as per their convenience. Reliance Jio in India has a huge consumer base and it provided a fixed limit internet usage plan per day (Mukherjee, 2019). For this reason, this strategy of Netflix proved to be more fruitful for letting its consumers use data on Netflix every day as per their choice. This factor also contributed to the competitive advantage of the company.    
The organisational culture of Netflix also helped the company immensely in achieving efficiency in its operations, which lead to the company achieving a sustainable competitive advantage in the market. The strategy of Netflix of keeping the highly effective people for its operations increased the productivity of the organisation to a great degree. It helped the company achieve rapid growth in the Indian entertainment market with ease. 
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The report has discussed the strategic management of Netflix. Here the internal and external analysis has been performed using SWOT analysis from which the innovative and quality content has been identified as a key strength and the restriction in copyrights, poor customer service and employee relations are identified as weaknesses that are leading reasons to develop opportunity and threats. The external analysis has been done using PESTLE and Porter's five forces analysis. From the external analysis, the highly competitive market and the strategic moves which are developing obstacles have been identified here. Afterwards, based on the analysis and the case study the key issues have been identified. The issues include pricing of content, high competition, providing content in local languages, limited use of the internet and employee retention. 
From the analysis of the issues using the models, the key reasons behind the development of issues have been identified which include several key strategic values that the organisation has maintained from the initial stage and the adverse market condition. Hence, based on the identified reasons the strategic development of the organisation has been discussed where the taken strategies are highlighted which have been taken by the organisation to address the identified issue and overcome the challenges. The identified strategies include reduction of plan price, use of the cost-plus model, maintaining transparency, not using advertisements, avoiding merger and acquisition, the inclusion of Bollywood content with a huge variety, use of growth period of Jio, skilled employee recruitment and maintenance of freedom as well as responsibility in employee management culture. Lastly, the competitive advantage achieved by Netflix sings the strategies has been discussed here. As a whole, it can be concluded that Netflix has taken several strategic moves to stay out of the curve. 
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