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[bookmark: _Toc124208933]Executive summary:
Netflix is seeking to expand its presence in India, and one potential strategy it may consider is merging with or acquiring established local brands. To effectively execute this strategy, the company will need to conduct a thorough internal and external analysis of its own organization and the Indian market. This may include a value chain analysis to understand the company's resources and capabilities, as well as tools like Porter's Five Forces model to assess the market attractiveness. A SWOT analysis and PESTLE analysis can also help Netflix evaluate its strengths and weaknesses, and inform the development of both deliberate and emergent strategies. As part of this process, Netflix may need to consider merging with other established brands in the market to establish themselves in the Indian market. The strategic management of Netflix will be crucial in helping the company navigate the Indian market and achieve profitability in this key market.
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[bookmark: _Toc124208934]Introduction:
Subscription Video on Demand (SVOD) is a popular form of entertainment that allows users to stream a wide range of video content, including movies and TV shows, over the internet on a subscription basis. This service has become increasingly popular in recent years due to the convenience it offers users, as well as the wide range of content that is available (Sull and Turconi, 2021). SVOD services are offered by a number of companies, including international players such as Netflix and Amazon Prime, as well as local providers in various countries around the world. These services typically offer a subscription package that allows users to access a wide range of content for a fixed monthly fee (Kumar et al., 2020). In addition, many SVOD services also offer additional features such as offline viewing, the ability to watch content on multiple devices, and the option to purchase or rent individual movies or TV shows. Around the world, the demand for SVOD has grown significantly in recent years. In the United States, for example, the number of people using streaming services such as Netflix, Hulu, and Amazon Prime has increased steadily in the past decade (Pérez, 2020). According to a report from the Pew Research Centre, as of 2021, around 69% of adults in the United States used a streaming service, up from just 32% in 2010. This trend is expected to continue, with analysts predicting that the number of streaming subscribers will reach over 200 million in the United States by 2025 (Wayne, 2018). 
The demand for SVOD is also increasing in other countries around the world. In Europe, for example, the number of streaming subscribers has increased by around 50% in the past five years. In Asia, the demand for streaming services is also growing, with countries such as India, China, and South Korea leading the way (Pérez, 2020). The increasing demand for SVOD is being driven by a number of factors, including the convenience and flexibility it offers users, the wide range of content that is available, and the relatively low cost of subscription compared to traditional pay-TV services. In addition, the rise of on-demand streaming has led to the development of new business models, such as the release of entire seasons of TV shows at once, which has proven popular with viewers (Grece, 2021). Overall, the demand for SVOD is expected to continue growing in the coming years, with more and more people turning to streaming services for their entertainment needs. This trend is being driven by a range of factors, including the convenience and flexibility offered by these services, the wide range of content that is available, and the relatively low cost of subscription.
Therefore, the purpose of the following study is to understand the market entry of Netflix in Bollywood and therefore, to understand that the synthesis of the relationship between the external and the internal context is taken into consideration and the impact on the management in the following. Other than that, evaluation of the competitive and the development report is also consideration which can help in the context of understanding the strategic management issues which the Netflix can face while operating in India. Finally, analysing both the internal and the external factors and other things into consideration there are factors which will be relied upon which can be considered for the implementation strategy. 

[bookmark: _Toc124208935]Streaming services in India:
Video streaming services have become increasingly popular in India in recent years, driven by the growing adoption of smartphones and the increasing availability of affordable internet services (Daidj and Egert, 2018). According to a report from KPMG India and the Indian Film and Television Producers Council, the number of streaming subscribers in India is expected to reach over 500 million by 2025, up from around 200 million in 2021.
There are a number of video streaming services available in India, including both international players such as Netflix and Amazon Prime, as well as local providers such as Hotstar and Voot. These services offer a wide range of content, including movies, TV shows, documentaries, and other programming, and typically charge a monthly subscription fee (Tiwary, 2020). The demand for streaming services has increased significantly in India in recent years, with the number of subscribers expected to reach over 500 million by 2025. Both international players like Netflix and Amazon Prime, as well as local providers like Hotstar and Voot, are competing for a share of the Indian market. According to JustWatch, Netflix and Amazon Prime each captured about 20% of the market in Q2 of 2020, while the cooperation of Disney+ and Hotstar reached 17% (Nagaraj et al., 2021). However, the Indian streaming market remains fragmented, with a number of local brands still accounting for nearly half of the market. The COVID-19 pandemic has also led to an increase in the production of Indian-made original content by streaming services, with Netflix releasing 18 Indian-made originals in 2020 and Amazon Prime planning to release 14. Disney+ Hotstar, a brand that combines Disney's global streaming service with Hotstar's Indian programming and cricket league broadcasting rights, has also said it will host seven movies that were originally intended for release in cinemas (Fitzgerald, 2019).
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Figure 1: Streaming services analysis in India
Source: Nagaraj et al., 2021
One of the key drivers of the growth in video streaming in India has been the increasing availability of affordable internet services. With more and more people gaining access to the internet, the demand for streaming services has increased significantly (Singh et al., 2021). In addition, the proliferation of smartphones in India has also contributed to the growth of video streaming, as these devices provide an easy and convenient way for users to access streaming content.
The competition among video streaming services in India is fierce, with each service seeking to differentiate itself from the competition through the quality and range of its content. Many of the services also offer original programming, which has proven popular with viewers.
Overall, the video streaming market in India is expected to continue growing at a rapid pace in the coming years, driven by the increasing availability of affordable internet services and the proliferation of smartphones. With a wide range of services available and a growing demand for streaming content, the future looks bright for the video streaming industry in India.

[bookmark: _Toc124208936]Revenues of the Indian streaming services:
The OTT video market in India has seen significant growth in recent years, driven by the increasing adoption of smartphones and the availability of affordable internet services. The pandemic has also contributed to the growth of the OTT video market, as more people turn to streaming services for entertainment while being confined to their homes especially after the Covid (TM et al., 2021). According to Statista, the revenue of the Over-The-Top (OTT) video market in India is expected to reach $2.52 billion in 2022 and is projected to have an annual growth rate of 9.17% in revenue from 2022 to 2026. This means that by 2026, the projected market volume of the OTT video segment in India may reach $3.61 billion (Dhiman, 2021). The number of users on OTT video platforms in India is also expected to increase, with an estimated 440 million users by 2026 (Nafees et al., 2019). The average revenue per user (ARPU) in the OTT video segment in India is projected to be $7.35 in 2022. The SVOD will be the primary driver for majority of the revenue within the country. Therefore, which in increasing at a rate of around 31% in the year 2019 to $2.8 billion in the year 2024 (Foxman, 2020 ). 
[image: ]
Figure 2: Revenue of Indian Streaming market
Source: Foxman, 2020

[bookmark: _Toc124208937]Key trends of the Indian streaming services:
One of the main trends is the increasing adoption of smartphones and the availability of affordable internet services. This has led to a significant increase in the number of people using streaming services in India, with the number of subscribers expected to reach over 500 million by 2025 (Van der Voet, 2021). The proliferation of smartphones has also made it easier for people to access streaming content, as these devices provide a convenient way to watch movies and TV shows on-the-go.
Another trend is the growing demand for original content. Streaming services in India, both international and local, are increasingly producing their own original programming in an effort to differentiate themselves from the competition. This trend has been accelerated by the pandemic, as many traditional sources of content, such as cinemas, have been shuttered (Singh et al., 2021).
A third trend is the increasing competition among streaming services. With a number of international and local players vying for a share of the Indian market, companies are seeking to differentiate themselves through the quality and range of their content. Many streaming services are also investing in marketing and promotion in an effort to attract and retain subscribers.

[bookmark: _Toc124208938]Key success factors of Netflix:
There are a number of key success factors that have contributed to Netflix's success as a streaming service. Some of the main factors include:
1. Original content: One of the key factors behind Netflix's success has been its focus on producing high-quality original content. This includes popular TV shows like "Stranger Things," "The Crown," and "Orange is the New Black," as well as movies and documentaries. This focus on original content has helped to differentiate Netflix from its competitors and attract a large and loyal subscriber base.
2. Wide range of content: In addition to its own original content, Netflix also offers a wide range of licensed content, including movies, TV shows, and documentaries from various studios and production companies. This helps to ensure that there is something for everyone on the service, and has contributed to its popularity (Sull and Turconi, 2021).
3. User-friendly interface: Netflix's user interface is designed to be intuitive and easy-to-use, which has helped to make it a popular choice among users. The service's recommendation algorithms also help users to discover new content that they may be interested in.
4. Global expansion: Netflix has successfully expanded its operations to a number of countries around the world, which has helped to drive its growth and increase its subscriber base (Blair et al., 2022). The company has also invested in local content in various countries in order to appeal to local audiences.
5. Marketing and promotion: Netflix has invested heavily in marketing and promotion in order to attract and retain subscribers. This includes targeted advertising campaigns, as well as partnerships and sponsorships with various organizations and events.Top of Form
Bottom of Form

[bookmark: _Toc124208939]Internal analysis of Netflix in Bollywood:
[bookmark: _Toc124208940]Value Chain analysis:
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Figure 3: Value chain analysis of Netflix
Source: Burgess and Stevens, 2021
Due to the increased use of smartphones and the expansion of reasonably priced internet connections, Netflix has seen substantial growth in popularity in India in recent years. The value chain of the company in India entails a variety of tasks and procedures required for the creation and delivery of its service. 
The production and purchase of content is one of the primary activities in the Netflix value chain in India. This entails obtaining or creating motion pictures, television programmes, and other media that are appropriate for the Indian market (Burgess and Stevens, 2021). The popular TV dramas "Sacred Games" and "Delhi Crime," as well as motion pictures and documentaries, are just a few examples of the unique material that Netflix has heavily invested in creating in India. In order to cater to local consumers, the business has also licenced content from Indian studios and production groups. 
Marketing and promotion are two additional key primary activity in Netflix's value chain in India. This entails attracting new customers to the service through sponsorships, partnerships, and advertising (Kannisto, 2019). Additionally, Netflix spends money on customer relationship management (CRM) in an effort to keep its current members and enhance the overall user experience.
Logistics, which deals with the storage and distribution of material to users, as well as technology and IT support, which are required for the service's operation, are support activities in Netflix's value chain in India (Burgess and Stevens, 2021). To keep up with competition and consistently improve the service, the business also invests in research and development.  

[bookmark: _Toc124208941]Resources, competencies, and capabilities of Netflix in India:
Resources:
The content library is one of Netflix's most important assets. The business has made significant investments in purchasing and creating a wide variety of films, TV series, and other types of content for its service. Popular original programming and a large variety of licenced content from different studios and production companies are included in this (Lobato, 2019). 
The technology and IT infrastructure that Netflix uses are also significant resources. The business has created a sophisticated platform for consumers to access its streaming service that can handle enormous traffic volumes and give a high-quality streaming experience. In an effort to enhance its recommendation algorithms and assist consumers in finding new material, Netflix has also made investments in artificial intelligence and machine learning technology (Guadiana, 2020).

Competencies:
The capacity of Netflix to create original material of a high calibre is one of its primary strengths. As a result of the company's reputation for producing programming that is well-written, well-acted, and visually appealing, subscribers have been drawn to and kept (Türkmen, 2020). In order to ensure that there is a wide variety of content on the service, Netflix has been successful in licencing content from other studios and production firms. 

Capabilities:
Netflix's user-friendly interface and recommendation algorithms are another strength. With an intuitive and simple to use user interface, the company has developed its service to be user-friendly (Rataul et al., 2018). Its recommendation algorithms can also assist users in finding fresh information that they would find interesting.

[bookmark: _Toc124208942]External analysis of Netflix in India:
[bookmark: _Toc124208943]SWOT analysis:
	Strengths
	Weakness

	· Strong brand recognition and reputation globally
· Large and diverse library of content
· Strong financial resources to invest in original productions
· Strong distribution and marketing capabilities
	· High subscription fees compared to local competitors
· Limited availability of local content compared to local competitors
· Limited understanding of local tastes and preferences

	Opportunities
	Threats

	· Large and growing market for streaming services in India
· Increasing demand for high-quality, original content in India (Sundaravel and Elangovan, 2020).
· Opportunities to partner with local studios and production companies
	· Competition from local streaming services with established presence in India, such as Jio and Hotstar
· Potential regulatory challenges or restrictions (Nafees et al., 2021)
· Competition from other global streaming services also entering the Indian market, such as Amazon Prime and Disney+



Table 1: SWOT analysis of Netflix in India

[bookmark: _Toc124208944]PESTLE analysis:
	Political
	· India has a federal form of government and a complex regulatory environment, which can impact the ability of foreign companies like Netflix to operate in the country.
· The Indian government has introduced various regulations related to foreign direct investment in the media and entertainment sector, including limits on the percentage of foreign ownership in a company and requirements for local content (Nafees et al., 2019).
· India has a history of censorship and content regulation, which can impact the types of content that are available on streaming platforms like Netflix.
· Relations between India and the United States, where Netflix is based, could also potentially impact the company's operations in India.

	Economic
	· India has a large and growing economy with a population of over 1.3 billion people.
· The middle class in India is expanding, and there is increasing demand for high-quality, foreign content.
· However, the Indian market is also highly competitive, with a large number of local and global streaming services vying for market share (Nafees et al., 2019).
· The high cost of subscription fees and data plans may be a barrier to adoption for some users.

	Social
	· India has a diverse culture with multiple languages and a rich history of film and television production.
· Attitudes towards streaming services and online content consumption may vary across different regions and demographics within India (Van der Voet, 2021).
· Social and cultural norms may also impact the types of content that are popular or acceptable in the Indian market.

	Technological
	· India has a high level of internet and mobile phone penetration, which has enabled the growth of the streaming industry.
· However, there are still significant disparities in internet access and infrastructure across different regions of the country (Jain, 2021).
· The adoption of newer technologies, such as 5G and artificial intelligence, could also impact the streaming industry in India.

	Legal
	· As mentioned earlier, India has a complex regulatory environment with various laws and regulations related to foreign investment, content regulation, and data protection (Sundaravel and Elangovan, 2020).
· Netflix will need to ensure compliance with these laws and regulations in order to operate in the Indian market.
· Intellectual property laws and licensing agreements may also be relevant to Netflix's operations in India.

	Environmental
	· Sustainability is becoming an increasingly important concern for consumers, and companies like Netflix may face pressure to reduce their environmental impact.
· India is vulnerable to the impacts of climate change, and the streaming industry may face challenges related to energy consumption and carbon emissions.



Table 2: PESTLE analysis of Netflix

[bookmark: _Toc124208945]Market attractiveness evaluation of Netflix:
To understand the market attractiveness evaluation of Netflix the use of Porter’s five forces model is taken into consideration as they are the most dynamic and also the powerful tool. Therefore, in the words of Bajaj, (2022) the five forces which could be used for understanding the attractiveness of Netflix in the Indian market are:
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Figure 4: Porter’s five forces
Source: Bruijl and Gerard, 2018

Threat of new entrants:
The streaming market in India is highly vulnerable to new competitors. The entry barriers are relatively low for new businesses, and there are already many regional and international firms contending for market share. In order to compete with well-established firms like Jio and Hotstar, Netflix will need to stand out from the crowd and establish a powerful brand (Morris, 2022).

Bargaining power of the suppliers:
In the streaming market, suppliers have little negotiating power. With its extensive and varied library of programming, Netflix is able to work out advantageous agreements with studios and content producers.

Rivalry among existing competitors:
Intense competition exists among the current rivals in the Indian streaming sector. The industry is characterised by fierce competition and quick changes, with many firms striving for market dominance (Sakal, et al., 2022). To be competitive, Netflix will need to constantly innovate and adapt.

Threats to substitute:
In the streaming sector, the threat of alternatives is moderate. While there are other ways to pass the time, such cable television and movie theatres, streaming services are a good alternative because of their ease and diversity (Bruijl and Gerard, 2018). In order to stay competitive, Netflix will need to consistently provide top-notch content.

Bargaining power of buyers:
In the streaming sector, consumers have strong negotiating leverage. Customers can effortlessly transition between various platforms and have access to a large variety of alternatives. To draw and keep users, Netflix will need to provide competitive pricing and value.



[bookmark: _Toc124208946]The link between stakeholder expectation and purpose of organization:
[bookmark: _Toc124208947]Mendelow’s Stakeholder analysis:
The stakeholder analysis of Mendelow’s there are four matrices which needs to be taken into consideration and they are applicable in the case of Netflix as well and they are:
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Figure 5: Mendelow’s Stakeholder analysis
Source: Cherla et al., 2021

High influence, high interest:
Shareholders: Shareholders have a high level of interest in Netflix because they have a financial stake in the business's success. They also have a moderate level of influence since they can cast votes on important decisions and hold the management of the firm responsible by owning shares.
Customers: Customers have a high level of interest in Netflix because they pay for the service and anticipate high levels of value and quality. They also have a high level of influence because they can choose whether to subscribe or cancel, and they may also have an impact on the company's reputation through reviews and recommendations (Flew and Lim, 2019).

High influence, low interest:
Regulators: Although they are in charge of ensuring that relevant laws and regulations are followed, regulators have a moderate level of interest in Netflix and a high level of influence because they have the authority to impose fines and other limits on the firm.

Low influence, high interest:
Employees: Employees have a high level of interest in Netflix because their employment and working conditions directly affect their well-being, but they also have a moderate level of influence because they can voice concerns and push for change within the company and possibly affect the company's reputation through their public statements and actions (Cherla et al., 2021).
Society: NGOs, advocacy groups, and other stakeholders can voice concerns and promote change through public campaigns and engagement with the firm. As a result, society is highly interested in Netflix because of its broad impact on a variety of dimensions of social and environmental well-being (Fleischman et al., 2021).

Low influence, low interest:
Content producers: Content producers have a high level of interest in Netflix because the success of the company depends on the calibre and popularity of the content it streams. However, they also have a moderate level of influence because they can negotiate with Netflix about their terms and may be able to secure distribution with other platforms if they are dissatisfied with their relationship with Netflix (Markham et al., 2019).




[bookmark: _Toc124208948]Ethical issues, sustainability, CSR and their impact on the strategic development:
The company's supply chain may experience ethical problems with labour practises, data protection, and content regulation. Netflix, for instance, might come under pressure to make sure that its programming doesn't harm cultural sensibilities or transgress Indian censorship regulations. In addition, the organisation may need to handle issues relating to the gathering, handling, and protection of client data (Mathur, 2018). Additionally, Netflix may need to think about the ethical ramifications of its manufacturing and sourcing methods and make sure that it is not causing labour exploitation or environmental destruction.
CSR initiatives may also be taken into consideration when formulating Netflix's India strategy. The business can feel compelled to show that it cares about both the environment and society, therefore it might decide to develop programmes like carbon offsetting, sustainability reporting, or community involvement (Mathur, 2018). These activities may be a source of difference and a tool to forge closer ties with stakeholders in addition to helping to reduce negative effects and improve the company's reputation.

[bookmark: _Toc124208949]Organization culture, leadership structure and the impact on the strategic implementation:
A company's operating style is influenced by its common values, beliefs, and practises, which are referred to as organisational culture. The company culture at Netflix rewards risk-taking, innovation, and customer pleasure (Grover et al., 2022). The company's success has been greatly influenced by its culture, which has also enabled it to upend established markets like the media and entertainment. 
A company's organisational structure describes how it is set up and how work is distributed among personnel. Because of Netflix's flat organisational structure, there aren't many tiers of management, and staff members have a lot of autonomy (Corritore et al., 2020). The company is now more adaptable and change-responsive thanks to this structure. 
The success of Netflix is also greatly influenced by its leadership. The company's culture and strategy have greatly benefited from the leadership of Reed Hastings, the CEO. He has promoted an innovative work environment and urged staff members to take chances and think creatively (Agnihotri and Bhattacharya, 2021).


[bookmark: _Toc124208950]Strategies for Netflix to sustain the competitive advantage:
[bookmark: _Toc124208951]Strategic Choice development:
[bookmark: _Toc124208952]Ansoff Matrix:
In the words of Schawel and Billing, (2018) Ansoff Matrix is a tool that aids businesses in examining the connections between their target markets, existing products, and both. Using the Ansoff Matrix, a company targeting an existing market can think about methods like boosting sales of current items or launching new ones. The Ansoff Matrix, on the other hand, can be used to assess methods like selling current items in the new market or introducing whole new products if the firm is going after a new market.
Market Penetration:
Increasing the sales of current items to current markets is the goal of this strategy. This might have required Netflix to advertise its streaming service to the already-tapped Indian market in order to grow its market share (Mahadevan, 2020).

Market Development:
Selling existing items to new markets is the goal of this strategy. This could have meant first launching Netflix's streaming service on the Indian market in the context of the company's entry into India (Schawel and Billing, 2018).

Product Development:
This tactic entails providing fresh merchandise to already-established markets. This might have required Netflix to produce original material exclusively for the Indian market in order to appeal to Indian consumers and set itself apart from its rivals.

Diversification:
New items are being introduced to new markets as part of this strategy. This might have required Netflix to introduce a different service or technology to the Indian market in addition to its streaming offering (Mahadevan, 2020). Although this tactic entails more risk, it also has the potential to yield greater benefits.



[bookmark: _Toc124208953]Deliberate strategy: Market expansion:
To understand the deliberate strategy of the market expansion of the Netflix in India below is the table which could be used for understanding using SMART analysis (Latham, 2020). Therefore, below is the table which is representing the same. 
	Specific
	To be effective, Netflix's market strategy in India would need to be specific and clearly defined. This could include a specific goal for the company, such as increasing its market share in India by a certain percentage within a certain time frame. This goal would need to be specific enough to provide clear direction and focus for the company's efforts.

	Measurable
	The goal should be measurable, so that the company can track its progress towards achieving it. For example, if the goal is to increase market share, this could be measured by tracking the number of subscribers or the percentage of the market that the company has captured.

	Achievable
	The goal should be attainable, meaning that it is realistic given the resources and capabilities of the company. This would involve assessing the company's strengths and weaknesses and determining whether it has the necessary resources to achieve the goal.

	Relevant
	The goal should be relevant to the company's overall expansion strategy in India and should align with its overall business objectives. This would involve considering the current market conditions and competition, as well as the needs and preferences of Indian consumers.

	Time Frame
	The goal should have a clear timeline for achievement, with specific milestones and deadlines in place. This would help to ensure that the company stays on track and makes progress towards achieving the goal.


 



[bookmark: _Toc124208954]Emergent strategy: Netflix should be using advertisement to drive profitability:
As a streaming service, Netflix has never featured commercials and instead relies on subscription fees for income. But as the business seeks to grow in India and increase profitability, it might think again about its promise to remain ad-free. There are a number of ways that introducing adverts into Netflix's business model could aid in the company's expansion and financial success in India.
Selling ad space on its website is one way Netflix may use advertisements to boost profitability in India. Netflix might increase its revenue by allowing other businesses to advertise their goods or services on its streaming service (Sull and Turconi, 2021). This may be especially enticing to businesses trying to connect with Netflix's affluent and highly engaged audience. 
Netflix could also employ commercials to promote its own programming, which would help it become more profitable in India. The company has made significant investments in creating unique, high-quality TV episodes and films, and these works play a significant role in the company's value proposition. Netflix may enhance revenue by promoting its original content through adverts, which would increase streaming service subscribers.
Netflix might utilise adverts to lower its pricing segment in the Indian market in addition to utilising them to increase profitability. The company could be able to cut the cost of its subscription service and make it more affordable for a larger spectrum of Indian consumers by introducing adverts into its business model (Stoldt, 2022). Price-conscious customers who might be reluctant to pay for a subscription service in the absence of a cheaper, ad-supported tier may find this to be particularly alluring.
Overall, Netflix might potentially use commercials as a strategy to increase profitability and expand in the Indian market by re-evaluating its commitment to remain ad-free. The company may reach more customers and expand its market share in India by selling ad space on its platform, pushing its own content through commercials, and possibly providing a lower-priced, ad-supported tier.

[bookmark: _Toc124208955]Merger with other brands in the market:
One potential strategy for Netflix to expand in the Indian market could be to merge with other brands in the market. There are several potential benefits to this approach, as well as some potential risks and challenges.
One potential benefit of merging with other brands in the Indian market is the opportunity to access new customer bases and distribution channels. By merging with a company that already has a strong presence in India, Netflix could potentially reach more consumers and expand its market share more quickly. In addition, the combined company could potentially have a wider range of offerings, which could be appealing to consumers and drive growth (Asmar et al., 2022).
Another potential benefit of merging with other brands in the Indian market is the opportunity to access new technologies or intellectual property. By merging with a company that has developed innovative technologies or holds valuable patents, Netflix could potentially gain a competitive advantage and drive profitability.
However, there are also risks and challenges associated with merging with other brands in the Indian market. One potential risk is the potential for cultural differences or misunderstandings, which could negatively impact the integration of the two companies (Nafees et al., 2019). In addition, there may be regulatory challenges or hurdles to overcome in order to complete the merger. Finally, there is always the risk that the merger may not be successful in achieving the desired outcomes, such as increased market share or profitability.
Overall, while merging with other brands in the Indian market could potentially offer a number of benefits for Netflix, it is also important for the company to carefully consider the risks and challenges involved and ensure that it has a clear plan in place to address them.

[bookmark: _Toc124208956]Choice for the best fit strategy and the implementation:
Merging with other brands in the Indian market could potentially offer the opportunity to access new customer bases and distribution channels, as well as new technologies or intellectual property. However, there are also risks and challenges associated with this approach, such as cultural differences, regulatory hurdles, and the risk of the merger not being successful. 
Re-examining its pledge to be ad-free could also offer potential benefits for Netflix, such as the opportunity to sell ad space on its platform, promote its own content through advertisements, and potentially offer a lower-priced, ad-supported tier. However, this approach could also have drawbacks, such as the potential for negative consumer reactions to the presence of advertisements on the platform or a decrease in the perceived value of the service.

Therefore, from the understanding of the market of Netflix in India it could be suggested that merging with other brands in the market could be strategy to reach majority of the consumer. The primary reason being they will be able to tap into the price conscious consumers of the Indian market and also can take the opportunity of the distribution channel of those brands and therefore, offer their services and bring in more consumers in the market. 

[bookmark: _Toc124208957]Recommendation:
These are some of the recommendations which could be suggested for Netflix for implementing the strategies and they are:
· Collaborating with and partnering with local production companies and creators to produce content should resonates with the Indian audience.
· Offering a wide range of content, including Indian films, television shows, and documentaries, as well as international content, should appeal to a diverse audience of the Indian market.
· Focusing on offering a seamless and user-friendly streaming experience, including through the availability of the service on a variety of devices and through localized payment options can be used to reach more customers in the market. 
· Exploring the possibility of merging with or acquiring established local brands, in order to access a larger customer base and further penetrate the Indian market (however, these moves would need to be carefully evaluated in terms of their potential impact on the business and operations, as well as on regulatory and legal considerations).

[bookmark: _Toc124208958]Conclusion:
In conclusion, Netflix's expansion into the Indian market presents both opportunities and challenges for the company. In order to succeed in this dynamic and competitive market, it will be important for Netflix to implement effective strategies that take into account the unique characteristics of the Indian market and the company's own strengths and weaknesses. One potential strategy that Netflix may consider is merging with or acquiring established local brands, which could help the company tap into a larger customer base and further penetrate the Indian market. However, any such moves will need to be carefully evaluated in terms of their potential impact on the company's business and operations, as well as on regulatory and legal considerations. Ultimately, the successful strategic management of Netflix will depend on its ability to effectively navigate the Indian market and leverage its core competencies to achieve profitability in this key market.
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