1. The Five Forces Model and Netflix Applications
Existing competitors (extremely high): facing fierce content and price wars from giants such as Disney and Amazon.
Supplier Power (High): Traditional studios (such as Warner, NBC) withdraw the rights to classic series, highlighting the strong advantages of content providers.
Buyer power (high): The conversion cost of user unsubscribes is extremely low and highly price-sensitive.
Threat of substitution (high): Compete with short videos (TikTok), video games, etc. for users' screen time.
New entrant threat (middle): Although capital barriers are high, vertical fields and regional streaming platforms continue to enter the market.
Strategic enlightenment for decision-makers
Based on the above high-pressure environment, Netflix's leadership has made two major transformation decisions:
Vertical integration: Investing heavily in original content (such as Stranger Things) directly weakens reliance on external vendors and establishes an exclusive IP moat.
Business model innovation: Launch ad-supported subscription packages and limit password sharing to resolve profit squeezes caused by buyers' bargaining power and fierce competition, and open up new revenue.
Advantages and limitations of the model
Advantages: It provides a global view and helps enterprises dig deep into the root causes of industry profitability, so as to achieve active defense (such as Netflix shifting from buying copyrights to self-made).
Limitations: The model is too static to adapt to the rapidly blurring competitive boundaries of the scientific and technological community. ignores the cooperative value of strategic alliances; and it does not cover the key role of "complements" such as high-speed broadband and smart TV proliferation in industry growth.

2. VRIO Framework (Resource-Based View)
By evaluating the value, rarity, inimitability, and organizational capability of resources, it determines whether a company can achieve sustainable advantage.

Example: Apple has built strong barriers and gained high profits thanks to its highly difficult-to-replicate hardware and software closed-loop ecosystem.
Advantages and Disadvantages: It can accurately identify a company's core competitiveness, but it is too static and easily affected by disruptive external technologies.
Value Chain Analysis
Breaks down company activities into primary activities (such as logistics, production) and support activities (such as technology) to find opportunities to reduce costs or differentiate.
Example: Zara connects local manufacturing (primary activity) with a real-time store data network (support activity), achieving a three-week rapid product launch.
Advantages and Disadvantages: Highly practical, it can accurately pinpoint inefficiency pain points; however, it is more complicated to apply in modern purely digital or service-oriented companies.
3. An outstanding business strategy must deeply align with consumer behavior. Companies can consolidate an absolute market advantage by integrating the following four pillars:
Customer Insight (JTBD Theory): Break away from traditional audience segmentation and uncover the real situational needs that lead customers to 'hire' a product to solve problems 
Strategic Pricing (Behavioral Economics): Replace simple cost-plus pricing with 'perceived value' and 'price anchoring,' allowing consumers to pay a premium for the experience
Blue Ocean Innovation: Avoid the homogenized red ocean competition and create a new market space through meaningful differentiation 
Emotional Communication (Framing Effect): Go beyond product functionality and use value-based resonance to position the brand as an extension of consumer self-identity 
4、Modern enterprises have shifted from a single 'shareholder supremacy' approach to fully integrating social responsibility and stakeholder value. This is not only a moral demand but also a strategic cornerstone for long-term profitability: 

Value Reformation: Abandoning short-sighted financial gains, and instead creating long-term value for the entire ecosystem, including customers, employees, communities, and investors.

Risk Mitigation and Capital Attraction: Practicing ESG and sustainable development (CSR) can effectively mitigate supply chain risks, cater to the trend of consumers 'voting with their wallets,' and gain the favor of institutional investors.

Activating Talent and Culture: A socially oriented corporate culture can provide meaning to work, significantly enhancing modern employees' loyalty, productivity, and innovation.

Defending the 'License to Operate': Enterprises must act as 'corporate citizens,' actively addressing global challenges such as environmental issues to maintain the rights conferred by society for their legitimate existence and operations.
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