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[bookmark: _Toc42330551]Executive Summary 
This report aims to provide a systematic analysis of the internal environment within Netflix. The Netflix digital streaming service has dominated the digital industry, theoretical evaluation will be undertaken in the form of Porters Value Chain to gain further understanding and knowledge of the internal organisational structure. Providing focus into the internet of things (Boumphrey, S. and Brehmer, Z, 2018) as a driver for digital disruption the internal strengths and weaknesses, Business Model Canvas and Online Value Proposition (OVP) will be taken into consideration to provide assimilation of the digital entrepreneurship concept.
Based on the evaluation of the above theoretical perspectives this will provide further insight and understanding as to how Netflix can implement the frameworks in order to respond to the effectively disruption within the marketplace in which the organisation resides while incorporating improvements to existing processes and resources.
The evaluation conducted on Netflix’s internal environment this has provided insight into how the company can adapt and evaluate the ever-changing dynamic digital market by being frontiers of the digital age. However, the models which have been assessed provide a clouded judgement due to not investigating further into the negative impacts which can have an adverse effect on the organisation’s operations.
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1. [bookmark: _Toc42330552]Introduction

This report aims to provide a systematic analysis of the internal environment within Netflix. The Netflix digital streaming service has dominated the digital industry for the past 20 years, shed new light into how consumers interact with digital content and have become an innovation powerhouse.  
Therefore the analysis will gain leverage from the timeline presented in Assignment 1 Part A and how Netflix’s approach from DVD delivery service to core online streaming and content creation within such a limited amount of time and how the organisation which has caused such disruption, can sustain and evolve to new dynamics within digital media. 
Theoretical evaluation will be undertaken in the form of Porters Value Chain to gain further understanding and knowledge of the internal organisational structure. Providing focus into the internet of things (Boumphrey, S. and Brehmer, Z, 2018) as a driver for digital disruption the internal strengths and weaknesses, Business Model Canvas and Online Value Proposition (OVP) will be taken into consideration to provide assimilation of the digital entrepreneurship concept. 
Based on the evaluation of the above theoretical perspectives this will provide further insight and understanding as to how Netflix can implement the frameworks in order to respond to the effectively disruption within the marketplace in which the organisation resides while incorporating improvements to existing processes and resources.




 
2. [bookmark: _Toc42330553]Main Findings 


2.1 [bookmark: _Toc42330554]– strengths and weaknesses 

Through the evaluation of the opportunities and threats of the Netflix organisation it can be assimilated Netflix has caused disruption within how consumers now watch and enjoy content through the introduction of online streaming (Morgan, 2019) and providing one of the largest digital libraries of feature movies and television programs incorporating ad-free consumption and original content creation which heightens USP and position within the market (Nelson-Field, 2020). 	However, with the strengths Netflix boasts, weaknesses have arisen such as the limited regional content which alternatively limits demographic reach and penetrative measures of new customers while encompassing a standard global pricing strategy which does not factor currency rates and inflation in the different countries of operation, therefore profiting from the influx in currency dispersion (Wood, 2005) which provide a negative outlook for consumers. 

2.2 [bookmark: _Toc42330555]– porters value chain 

Porter, (1997) depicts that the Value Chain Analysis as a set of activities utalised by an organisation by aiding in the recognition of primary and supporting activities which create added value to the business. Through this analysis it can be identified if these activities reduce/incur costs or increase differentiation and measurable added value in accordance with Jurevicius, (2013). 
Regarding Netflix and the theoretical insight the Porter’s (1997) Value Chain provides (see appendix1) it can be deemed that the ‘technological development’ supporting function provides a crucial role in how the organisation operates due to the digital requirements necessary to function. 
 	Drawing homage from the internet of things as a driver for digital disruption, the need for utalisation of connecting technologies and an easily understandable interface for ease of access for consumers who desire simplicity (IEC, 2011) Therefore providing significant contributors to the procurement procedures section of the value chain due to the nature of the resources necessary to operate and the relevant knowledge and understanding of changes within the digital industry (Filos, 2006).


2.3 [bookmark: _Toc42330556]– Business Model Canvas 

Osterwalder, (2013) theoretical analysis of the Business Model Canvas provides key indications and insight into the customers an organisation serves, value propositions which are offered and the channels used to promote this and how revenue streams can and have been acquired. Each segment provides a significant contribution to the overall perceived value a business creates and delivers to its consumers (McKinsey & Co, 2015).
Taking into account the Netflix organisation, the key features which reside within the Business Model Canvas include the key activities and key resources Netflix utilise through technological development and content creation to create viable value propositions inclusive of ad-free content and extensive content library. (See appendix 2)
The model provides valuable insight into the organisations structure and operations, however, according to Emilio et al, (2018) the model provides an optimistic outlook on the Netflix’s procedures, and does not take into account the limitative aspects such as the weakness, threats, and underlying areas for improvement the organisation can take to reach prosperity. 
2.4 [bookmark: _Toc42330557]– online value proposition 

The ‘Online Value Proposition’ model (Chaffey, 2019) is an analytical tool which evaluates new ventures an organisation can take in order to provide a comprehensive USP and analyse customer value. 
 	Netflix has embraced features of this adaptation of consumer demand functions through developing from postal DVD services to digital online services providing incentives and values propositions for customers with offerings including an extensive content library, which is advertisement free and on-demand both online and off. 
 	Through the adaptation from physical copies to online content, this provided a digitalisation disruptor, through consumer communities forming to provide new insight and knowledge while encompassing innovation factors to provide convenience offerings to add value to the brand, therefore through the online consumer community, Netflix has been able to form relationships with the company, incorporating value factorings such as recommendations thusly heightening the consumer decision journey (McKinsey, 2015).  
3. [bookmark: _Toc42330558]Conclusion 
Based on the analysis conducted above, the Netflix organisation has attracted an extensive fellowship in the years leading to its online streaming platform inception and has positive connotations when customers engage and experience what digital products the service has to offer. However, being at the forefront of digital innovation and custom content this leaves room for interpretation about the future of the brand and how Netflix essentially can compete with itself and leaders of technological innovation. 
Regarding the Porter’s (1985) Value Chain analysis this demonstrated the vitality of technological research and development both internally and externally to the organisations operations, Netflix has and is exceeding consumer needs within the digital industry however does not have additional incentive offerings such as competitors Amazon Prime, therefore providing indicators and drivers for change within the organisation model and structure. 
Further insight into (Osterwalder, 2013) Business Model Canvas certifies that the main factors to Netflix’s key activities and key resources Netflix utilise through technological development and content creation to create viable value propositions inclusive of ad-free content and extensive content library.
Chaffey’s (2019) online value chain evaluation deems that the shift from physical DVD copies sent through postal services to online streaming content has provided one of the most innovative leaps in technological history, this provided a digitalisation disruptor, through consumer communities forming to provide new insight and knowledge while encompassing innovation factors to provide convenience offerings to add value to the brand while the connected consumer disruptor has heightened brand to consumer relationships. 

4. [bookmark: _Toc42330559]Recommendations 
Overall, based on the evaluation conducted on Netflix’s internal environment this has provided insight into how the company can adapt and evaluate the ever-changing dynamic digital market by being frontiers of the digital age. However, the models which have been assessed provide a clouded judgement due to not investigating further into the negative impacts which can have an adverse effect on the organisation’s operations. 
Therefore, the recommendations for this report include… 
1. Combine resources from the Business Canvas Model and the VIRO Model to provide a comprehensive outlook on business value and customer perception. 
2. Integrate components from Porters Value Chain analysis and the resources and capabilities model to gain further understanding and knowledge of imitable services and customer satisfaction. 
3. Look into the leasing of Netflix original content to provide a wider demographic customer base and brand perception, conduct a stakeholder analysis to identify which stakeholders to target. 
4. Further investment into technological advancement and the wider recognition of disruptors including the internet of thigs, digitalisation and the connected consumer to gain new and focused customer segmentation bases and comprise a coherent business model.





5. [bookmark: _Toc42330560]Appendices 

[bookmark: _Toc42330561]Appendix 1 – Porters value chain analysis

Outbound Logistics

· Inseparability of delivery and consumption of services. 
·  Information systems e.g. social media.
 
Firm Infrastructure 
·  Support systems and functions. 
·  Additional departments; owner, administration and management.
·  
·  
Supporting activities
Primary activities
Margin
Human Resource Management 
·  Workforce planning systems. 
·  Monitoring of clients feedback through the social media, stakeholder expectation, corporate personnel.   
·  
Technology Development  
·  Utalising connecting technologies for ease of the consumer.
·  Easy interface for ease of access for consumer. 
·  
·  
Procurement
· Resources necessary to operate: consumers and negotiation of prices with digital brands.  
· Relevant knowledge and understanding of industry changes.  
·  
·  
Inbound Logistics 

· Customer focus.  

· Connection between client and provider.

Operations 

· Social media presence

· Advanced functions and capabilities 
 

Sales & Marketing

· Attracting new brands.  
 
· Attracting new clients.  
 
 
Service

· Post purchase approach to service.
· Client feedback with likes. 
 
 






































[bookmark: _Toc42330562]Appendix 2 – Business model canvas



	Key Partners 
-. Content owners
-. Internet service   providers 
-. Producers and Directors 
-. Investors 
-. Influencers
-. Regulators 
	Key Activities
-. Technology and Development 
-. Content licencing and creation 
-. Marketing 
-. Analytics 

	Value Propositions 
-. Content library 
-. Ad free 
-. On demand 
-. Simple pricing 
-. Personalisation 

	Customer Relationships
-. Self-service 
-. Social media 
-. User support 
-. Recommendation system 
	Customer Segments
-. User segmentation: 
Technology 
Viewing behaviours 
Browsing behaviours 
-. Ad targeting: 
Geo-demographic 
Macro  

	
	Key Resources
-. Strong brand
-. Website/App
-. Content 
-. Algorithm 
	
	Channels 
-. TV, Desktop, tablet, mobile 
-. Social media
-. Support channels 
	

	Cost Structure 
-. Marketing 
-. Technology 
-. Admin 
	-. Revenue costs: 
-. Customer service 
-. Streaming deliver 
-. Operation costs 
	Revenue Streams 
-. Subscription fee 
-. Other minor revenue 
-. Future prospects: licencing own content 
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