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Part 1
International Expansion
The globalization of the world has made it possible for business to operate in any part of the world. However, it not an easy task to launch a product a new country and it thrives. One needs to conduct an in depth study and analyze the environment, culture the economy, and the political factors that determines the success of any given business. With a good study and the right strategy, going international reaps handsome revenue for businesses and companies that are willing to undertake the risk. This paper will discuss the strategic moves that propelled Netflix’s successful international expansion. It will also highlight some of the causes of failure for some companies that have tried to go international. 
Netflix growth across the globe is a major stride in the success of the company. The company is now operating in more than 190 countries with over 130 million subscribers. Of the total number of subscribers more than half are outside the United States which the country where the company was established. Its globalization strategy was faced by unique challenges but it managed to overcome them (Lobato, 2019). The expansion of Netflix has an element of what can be termed as exponential globalization strategy. This refers to the carefully coordinated and well planned cycle of expansion that was executed rapidly to many countries and subscribers. This approach has enabled the company to expand at a greater rate than all its competitors. 
Another key strategy that helped the company establish itself in other countries is that it did not enter all the market at once. The first market were selected carefully with geographical and psychic distance being highly considered. For instance, choosing Canada as one of the initial international expansion saw the company sail at ease since Canada shares many similarities with USA. Netflix therefore faced close to zero challenges in Canada while the management continued to learn the trick to venture into foreign markets. 
The second phase of expansion was rolled out in close to 50 countries basing its entrance on the lessons learned during phase one. The markets were selected on the basis of their degree of attractiveness, for instance the presence of many consumers, shared similarities, and the presence of broadband internet. During this phase, Netflix continued to learn about global markers and how to partner with local stakeholders (Davis & Zboralska, 2019). Rolling this phase was made a success through technological investments in analytics and big data. The use of big data and analytics helped Netflix assess the potential markets. Netflix would also gather information on mobile experience, credentials and authentication, and also user interface to improve mobile experience for its subscribers. 
Netflix has clearly shown that it is crucial to develop country-specific knowledge for a company to succeed in ay local market. The knowledge accrued must be deep and broad, extending across customer, technical, institutional, cultural, political, and competitor domain. Netflix became sensitive to different culture and would respond effectively to their difference since the marketing team had an in depth knowledge of the local cultures before rolling out the network in any country. 
Although Netflix and other companies like Facebook and Twitter has thrived in almost all countries they have been rolled out, there are other companies that have failed terribly in their quest to operate in new countries. One of such companies is Walmart as it tried to expand in Europe and especially in Germany (Czinkota et al., 2011). The core reason of that failure was the inability of the company to understand the cultural variation between Germany and the United States. The labor laws in Germany and the hours for business are also quite intricate in Germany hence halting the operations of Walmart. Another cause of failure is setting shops outside the cities where the Germans were not willing to drive to in search of Walmart services. Other major causes of failure in the international market include missing the connection with the local people, ineffective execution, and the high cost of operation in the international market. 


PART 2
Hypothesis Testing
The hypothesis here is to determine whether the average time in queue is lower than the industry standard of 2.5 minutes (150 seconds). Therefore, the null hypothesis (H0) is that “the average time in the queue is not lower than the industry standard of 150 seconds”. Thus the alternative hypothesis (H1) is that “The average time in the queue is lower than the industry standard of 150 seconds”. To test for the hypothesis, we use a one-sample t-test at a significant value of 95%. As shown on the table 1.1 and 1.2, the p-value was greater than 0.05 (p-value=0.538 t=-0.616  
0.538>0.05) and thus we failed to reject the null hypothesis. Conclusively then, the average time in the queue is not lower than the industry standard of 150 seconds. Since the analysis shows that the average time taken in the queue is not lower than the recommended or standard time of 150 seconds the company should allocate more resources to improve its average time in queue.
To determine whether the average ST with service protocol PE was lower than with the PT protocol, we used a significance level of α=0.05. The null hypothesis (H0) was that “The average ST with service protocol PE was not lower than with the PT protocol”. The alternative hypothesis (H1) on the other hand was that “The average ST with service protocol PE is lower than with the PT protocol”. Since the PE was lower mean of 149.28 than PT (212.16), we performed a Levene test (table 1.3 and 1.4). From the analysis, there was statistically significant evidence that the average ST with service protocol PE is lower than with the PT protocol (t=-0.6834,p=0.00 0p<0.05). It’s clear that the new protocol (PE) served its purpose in improving the quality of call center operations.

 
Table 1.1 and 1.2 showing one sample t test output
	One-Sample Statistics

	
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Queue Time
	1674
	147.92
	137.971
	3.372




	One-Sample Test

	
	Test Value = 150

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	QueueTime
	-.616
	1673
	.538
	-2.078
	-8.69
	4.54



Table 1.3 and 1.4 showing ANOVA’S Lavene test
	Group Statistics

	
	Protocol Type
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Service Time
	PE
	853
	149.28
	185.894
	6.365

	
	PT
	821
	212.16
	190.580
	6.651
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