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On March 11, 2020, the announce by The World Health Organization (WHO), that the COVID 19 virus had exceeded alarming levels, having first appeared in late 2019, therefore, declaring it a pandemic. Afterward, governments and regulatory agencies worldwide began putting tight containment measures in place to control the outbreak. Quarantines, social isolation, and restrictions on movement are all examples of the regulatory standards used in different countries, both partially and fully, in some areas. The pandemic affected millions of businesses; while most businesses were affected negatively, some were affected positively, resulting in increased productivity and expansion. For Netflix, the COVID-19 pandemic had both positive and negative effects.
[bookmark: _Toc112615675]2. Impact of COVID-19 Pandemic on Netflix
People seek solace, pleasure, and engagement through 'at-home' entertainment choices these days and more especially during the pandemic period. The longer the COVID restrictions have been in places, such as travel restrictions and curfew, the higher the demand for streaming services that may be accessed online. During the COVID-19 epidemic, one of the few industries considered a "winner" was online streaming services such as Netflix. Netflix exceeded the expectations of Wall Street analysts and its organizational projections during the first half of the year 2020 by adding over 26 million subscribers worldwide (Rahman and Arif, 2021, p. 101).
The communications regulator Ofcom reported that adults in the United Kingdom spent forty percent of their active time in front of a screen during the lockdown period. According to the findings of Adobe's 2020 Streaming Video Report, sixty percent of Americans subscribed to a minimum of one streaming service during the pandemic period, especially in the first half of 2020 when the Covid-19 restrictions were enacted and the pandemic was at its peak (Jeannotte, 2021, p. 100097).
[bookmark: _Toc112615676]3. General analysis of the Company
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Netflix is the industry leader among all the streaming services, claiming 200 million customers globally, including 73 million subscribers in the United States alone, significantly surpassing its competitors in this regard (Krejčí and Staňková, 2021, p. 55). Therefore, with the increased demand for online streaming services, Netflix greatly benefited by attracting the most subscribers. In 2020, Netflix gained the highest number of subscribers it has ever acquired. 
COVID-19 has greatly accelerated both the demand for streaming video services and the growth in the number of subscribers (Kotler and Armstrong, 2013). To give just one illustration, Disney+, which debuted its service in November 2019, had already reached 60 million subscribers by mid of 2020, hitting its 2024 target of 60 to 90 million subscribers, four years ahead of plan (Krejčí and Staňková, 2021, p. 55). Netflix benefited not only from the fact that certain high-profile theatrical content was flowing straight to streaming during the pandemic period but also from the exclusivity period for theatrical releases was shortened to only a few weeks.
[bookmark: _Toc112615678]3.2 Positioning Strategy
To take advantage of the increased demand for streaming services, Netflix used a differentiation positioning strategy, which helped in attracting a broader consumer base. Netflix focused more on offering original content than streaming content from third parties. This ensured that the company offered unique content not available on other platforms (Abdullah and Artanti, 2021, p. 83). The differentiation strategy used by Netflix was very effective in attracting new subscribers because millions of people were indoors and, therefore, demanding unique content they could not get on other platforms. 
Netflix has continued to provide users with new content during the pandemic, which has allowed the company to maintain its position as the industry leader. While Netflix still offers third-party content, its focus on unique content is more empathized, attracting a new market share. Netflix has a substantial viewing library that contains thousands of titles, strong recommendations, and the satisfaction of its members (Akser, 2020, p. 6). Such content shortages happen due to filming and production constraints imposed during the pandemic. Despite the disruptions caused by the pandemic, Netflix has released fifty projects since the onset of the pandemic, and the company plans to distribute more programming in the coming years.
However, it has not been all rosy as production operations have been affected by the pandemic to a larger extent, thus affecting the ability of Netflix to release some content as they would want to. Netflix benefited in the short run after the pandemic was declared, but as time went by, the company's operations were adversely affected (Rahman and Arif, 2021, p. 99). The favorable effects disappeared almost immediately after the coronavirus restrictions were maintained. The production schedules started to get thrown off, and both performers and infrastructure became unavailable, leading to a significant reduction in the amount of commissioned and produced content. During the crisis, Netflix halted all production, and big programs were on hold. In addition to its great differentiation strategy, Netflix also ensures that it targets different groups of people in the societies, increasing its consumer base. By targeting different groups, Netflix gained a competitive advantage over other streaming services that target a specific group (Kotler and Armstrong, 2013). 
Netflix is now accessible in more than 190 countries. It uses big data analytics to monitor every customer's activity to develop more original content and track their interactions with the service (Abdullah and Artanti, 2021, p. 87). This strategy has ensured that the streaming company continues to have a competitive advantage and benefit as the pandemic continues. Its user-friendliness and dependability have contributed to its rise to the position of leading streaming platform in its category. As COVID-19 restrictions change, Netflix also implements new mechanisms to maintain its acquired customer base. 
However, the restrictions imposed to curb the spread of the pandemic have continued to loosen up, affecting the high profitability that Netflix has been enjoying throughout the pandemic period (Lozic, 2021,84). Because of the coronavirus, any lingering concerns about whether or not a business must undergo digital transformation to ensure its continued existence have been answered. Most customer and employee interactions will need to occur digitally in a world without physical contact. 
During times of imposed shutdowns and restricted operations, the only option to continue running a business successfully has been to do so digitally, with very few exceptions. Many businesses have been forced to either switch to digital or remain in the dark. Netflix, which had already been in the digital world, significantly benefited as it already had solutions to the new demand that increased due to the pandemic (Pisal, 2021). This requirement for digital compliance is not new; it has only been brought into more explicit focus due to the pandemic (Akser, 2020, p. 9). A significant shift toward the digitization and automation of the economy had been well underway before the pandemic. 
Netflix is among the pioneers of digitization in the media; its existence before the pandemic was not as widely known as it is today. While the profits are not as high as in the initial months of the pandemic, Netflix has greatly benefited from the increased income. The demand for indoor leisure activities greatly contributed to the growth of Netflix (Nhamo, Dube, and Chikodzi, 2020, p. 291). Even after most people have resumed their outdoor activities, Netflix still enjoys a broad customer base, attributed to the brand awareness created during the initial months of the pandemic.
Netflix stated that it gained more than 15.7 million users during the first three months of 2020. This growth occurred around the same time when Covid-19 was declared a pandemic and countries went into lockdown (Rahman and Arif, 2021, p. 101). When the company announced its earnings for the first quarter of 2020, it had added 2.3 million customers in the United States and Canada, bringing the total number of subscribers to 69.9 million (Ahelegbey, Cerchiello, and Scaramozzino, 2022, p. 102101). 13.5 million people worldwide joined the Netflix platform during this period. The company generated total revenue of $5.77 billion for the first quarter,
However, due to social distancing and stay-at-home regulations, Netflix and its competitors, which include different traditional broadcasters, are not exempted from the current obstacles of filming new episodes during these uncertain times. The increased subscriptions and watching hours pressured Internet connectivity in some regions. Due to this pressure, Netflix whittled down the frequency band in Australia, Mexico, India, and many other countries in response to requests from local authorities (Azhar et al., 2021). After experiencing a severe interruption in its customer service and content creation operations, the company hired an additional 2,000 remote agents to manage better the rise in customer calls resulting from the increased demand for content (Mahendher et al., 2021, p. 154). 
[bookmark: _Toc112615679]3.3 Customers 
By analyzing Netflix customers, the pandemic has adversely affected a large number of Netflix's initial customers, making them unable to pay for their subscriptions. While Netflix has gained new subscribers, a significant number of Netflix's subscribers, who had been loyal consumers before the pandemic, were negatively affected by the pandemic, causing them to pause their subscription renewal. As many workplaces closed down, not all jobs could be performed locally in the comfort of the house (Kotler and Armstrong, 2013). This means many people whose jobs could not be undertaken from the house lost their income. 
Reduced income led to reduced consumer spending, with consumers cutting off non-essential spending, which includes entertainment bills. Netflix, therefore, lost some of its loyal consumers due to the pandemic. The pandemic has greatly impacted consumer spending, even for consumers who maintained their jobs. The effect on consumer spending habits and reduced purchasing power has adversely affected Netflix as it is considered a luxury.
The pandemic has dramatically diverse effects on countries and individuals, but it has also had a very uneven economic influence. As the first wave of the epidemic moved through countries at the beginning of 2020, consumer spending, a significant indicator of economic activity, completely collapsed (Nhamo, Dube, and Chikodzi, 2020, p. 279). Consumers were suddenly pressured to alter their behavior, businesses were compelled to adapt their business models, and legislatures were required to revise their legislation. 
Employees who can work from home have been able to keep their jobs and incomes and build up more savings, despite being forced to reduce spending due to lockdowns, travel bans, and health fears. On the other hand, others have been forced to give up their jobs and incomes or close their businesses and have struggled to make ends meet. With such effects, Netflix has lost many of its loyal subscribers. The pandemic resulted in increased uncertainties which influenced consumers to hold money (Lozic, J., 2021, p. 81). Even with increased new subscribers, Netflix has lost many of its long-term consumers. This explains why Netflix's profitability continues to reduce as the Covid-19 restrictions loosen.
[bookmark: _Toc112615680]3.4 Competitors 
The pandemic has significantly affected the media, both traditional media, and digital media. With the increased demand for media streaming services, the sector has attracted many investors, thus increasing competition for Netflix. There have been new entrants in the media streaming sector, which threatens Netflix. Additionally, the existing media streaming companies such as Disney+ have intensified their operations and put in numerous strategies to attract customers. This has necessitated Netflix to also strategies on how to remain competitive at a time when the competition has dramatically increased.
The traditional media channels have also not been left behind in leveraging the increased demand for streaming services. As a result, numerous traditional media channels responded to the pandemic by creating new entertainment products that would attract consumers to their channels. This has affected Netflix, pushing the company to diversify its content and include much of the entertainment content offered by the traditional media channels. For Netflix to retain its customer base, the company needs to keep an eye on what its competitors are offering. 
Before the pandemic, Netflix was the market leader in media streaming services. However, with the emergence of the pandemic, the industry has attracted a lot of new entrants who have become a threat to Netflix. Traditional media channels have also threatened Netflix due to their content change and other mechanisms they have implemented to match the increased market demand. With increased competition, Netflix has been forced to re-strategize in different areas, including diversifying its content (Mahendher et al., 2021, p. 159). Additionally, the company has been forced to engage in increased marketing operations, which have increased the marketing budget for Netflix.
Traditional broadcasters have not been left behind because people have sought trustworthy news sources during the pandemic. There has been a tremendous growth potential for traditional media due to the increased demand for the consumption of news, which in return poses a threat for Netflix (Revati Devaki and Babu, 2021, p. 11308). The traditional broadcasting companies have been pushing the boundaries even further. Therefore, the pandemic has increased market competition for Netflix, requiring the company to strategize to gain a competitive advantage.
Covid-19 pandemic resulted in increased competition for Netflix from established competitors such as Disney+, and Home Box Office, among others. Social media platforms such as YouTube have also gained popularity due to the pandemic, thus increasing the threat to Netflix. Social media platforms offer content free of charge; this has been a significant threat for Netflix, with consumers complaining that Netflix has high charges. As a result, Netflix has been receiving many demands to lower its subscription charges. 

The number of people who subscribed to Netflix reached 222 million in 2021. In total, Netflix added 18.2 million subscribers in 2021, almost equivalent to half of the number of people who subscribed in 2020 (Rahman and Arif, 2021, p. 97). This indicates that the positive effects of the pandemic on Netflix were only short-lived. However, the company has been bracing for a challenging road ahead as the spike in interest during the epidemic begins to subside due to increased competition. 
The pace of growth was something investors hoped would begin to pick up again. However, the company's 2022 estimate contained unfavorable information, which caused a drop in share price of about 20 percent during after-hours trading (Revati Devaki and Babu, 2021, p. 11308). Although retention and engagement are both doing well, acquisition revenue has not yet returned to its levels before COVID. The lack of acquisition growth is to blame for both the COVID overhang and the macroeconomic difficulties experienced in some areas of the world, such as Latin America.
In the streaming industry, Netflix will experience increased levels of competition, and the rapid growth of its subscriber base will continue to bloom before coming to a standstill. However, given that it was the first company to offer streaming services and is widely regarded as a leader in both technological advancement and product development, Netflix is in an excellent position to continue to hold the top spot in the worldwide market once Covid-19 has passed.
[bookmark: _Toc112615681]3.5 Collaborators 
The pandemic has opened up new collaborations for Netflix. The increased demand for media streaming services has attracted many partners to the company. With increased subscribers, it became easier for Netflix to partner with many smart Television companies. This was an opportunity for the smart Television companies to increase their sales as consumers sought devices they could use in media streaming (Akser, 2020, p. 9). As a result of the increased subscribers, Netflix has been able to partner with some of the big smart T.V. companies and ensure they offer 4k content to its subscribers. Such collaborations have resulted in improved content quality, contributing to increased subscribers as consumers are attracted to quality. 
With an increased subscription rate, Netflix has attracted gaming and sports companies who are willing to reach a broad consumer base through Netflix's subscribers (Nhamo, Dube, and Chikodzi, 2020, p. 279). The pandemic increased demand and pushed Netflix to diversify its content, with many consumers demanding gaming content. To serve the increased demand, Netflix engaged in more partnerships to offer a variety of genres that consumers can choose from. Some of the partners that Netflix has collaborated with due to its increased content demand include Wii, X-Box, and PlayStation, among other gaming brands. 
During the pandemic, Netflix also created alliances with different Television network companies. With the increased demand, Netflix also strategized to reach new markets, including consumers who did not have devices that could facilitate streaming. As a result, Netflix collaborated with Samsung to integrate its streaming platform into the Samsung Galaxy devices (Mahendher et al., 2021, p. 154). This collaboration has dramatically increased Netflix’s consumer base. Consumers without a smart Television can use such devices to stream Netflix.
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The political climate among different countries has been significantly affected by the pandemic. The travel bans and restrictions from one country to the other intensified rivalry within different countries; travel bans from the United States to China increased the rivalry between the two countries, thus sabotaging the efforts of Netflix to enter the Chinese market. Due to U.S. policies, China has not allowed Netflix to operate in the country for a long time. The increased rivalry vandalized Netflix's efforts to enter different markets. The pandemic affected the world's economy, reducing consumer purchasing power (Sheth, 2020, p. 281). Increased unemployment and reduced wage rates are some economic factors that adversely affect Netflix.
[bookmark: _Toc112615683]4.  SWOT Analysis
[bookmark: _Toc112615684]4.1 Strength
The pandemic has resulted in the exponential growth experienced by Netflix. Apart from gaining an increased number of subscribers, the brand visibility of Netflix has also increased, which indicates more expected future growth. The company has also acquired a global customer base by entering new markets in over 190 countries. This has enabled Netflix to be in a better position when bargaining for exclusive content.
[bookmark: _Toc112615685]4.2 Weaknesses 
The pandemic brought in the need for Netflix to diversify its content due to the broad customer base. This has resulted in increased debt as the need to fund more content increased. 
[bookmark: _Toc112615686]4.3 Opportunities
With the increased consumer base, Netflix has the opportunity to leverage the numbers in negotiating for Advertisements. The company can increase its income by adapting an advertising-based business model.
[bookmark: _Toc112615687]4.4 Threats
Even with the increased demand for media streaming, Netflix has been unable to meet the demand in some regions due to government regulations. For instance, in China, with great growth potential, Netflix has been unable to serve the demand due to the regulations set.
[bookmark: _Toc112615688]5. Porter five forces
[bookmark: _Toc112615689]5.1 The threat of New Entrants
The pandemic has attracted a lot of new investors to the digital streaming platform. Before the pandemic, Netflix had remained in a position of control because it possessed a pervasive distribution network on a global scale and a positive public image. However, the pandemic attracted new industry investors, possibly a threat to Netflix.
[bookmark: _Toc112615690]5.2 Threat of Substitutes
The pandemic led to an increase in entertainment services. With evolved digitization, entrepreneurs in the industry provided substitutes that include YouTube channels that offer entertainment services. Due to the low costs involved, social media has also been a substitute that many consumers find more convenient as an entertainment source.
[bookmark: _Toc112615691]5.3 The bargaining power of suppliers
Netflix specializes in content that must be produced at a high cost, and there are few suppliers of this type of content. With the increased demand for content due to the pandemic, the suppliers also raised their costs, leading to increased production costs for Netflix.
[bookmark: _Toc112615692]5.4 The bargaining power of customers
The pandemic led to the emergence of many media streaming services, increasing customer bargaining power. Media services, especially social media, also changed their content to offer content close to what Netflix offers. With a variety to choose from, the pandemic has led to the increased bargaining power of the customers. 
[bookmark: _Toc112615693]5.5 Competitive Rivalry
The pandemic has increased competitive rivalry for Netflix because competitors such as Disney and Amazon introduced new strategies of offering more services at a lower cost. This was a strategy to win the increasing demand and respond to the reduced consumer purchasing power due to reduced income. 
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From the analysis, the pandemic has resulted into increased demand for Netflix services. This offers increased opportunities for the company to diversify its products and increase its customer base.it is also an opportunity for the company to reach put to new markets by producing content that match then needs of the new identified markets. The pandemic has also resulted into increased competition for Netflix as a result of new entrants and increased substitutes. To maintain its consumer base, Netflix needs to strategize on maintain quality of its content which is one of its greatest strength. Additionally, Netflix needs to review its subscription costs since the competitors offer lower costs. This will ensure consumers do not go for the substitute services offered by the competitors. 
[bookmark: _Toc112615695]7. Conclusion
The pandemic has had both positive and negative effects on Netflix. The demand for streaming services has increased as a result of the pandemic, therefore, resulting in increased growth and expansion for Netflix. The company has increased its subscribers, and this has also led to increased partnerships and collaborations. Netflix has had more benefits from the pandemics than disadvantages and challenges. 
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