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Executive Summary

[bookmark: _GoBack]Marc Randolph and Reed Hastings founded Netflix in year 1997 with just one main vision, which is to provide a home-movie service that would definitely satisfy customers more than the traditional in-store renting model. But as it encouraged challenges, Netflix also experienced several major strategy shifts, ultimately developing a business model and an operational strategy that were highly disruptive to retail video rental chains. As the years goes by, Netflix started using social media platforms in order to attract and interact with their fans and subscribers on a daily basis. Their main top three social media accounts based on the number of likes and followers are Facebook, Twitter and Instagram, and each one of the platforms has its very own advantages and disadvantages. Adding together the challenges and limitation that Netflix has to deal and settle with, a lot of developments and implementations were suggested.

[image: Image result for netflix logo]
1.0	Introduction
1.1	What is Netflix?
	Netflix is the world’s leading American internet entertainment service with over 109.25 million subscribers recorded in the third quarter of 2017. It is available in 190 countries, where 130 countries had just been added recently. Subscribers can enjoy more than 125 million hours of movies and TV shows, which also includes documentaries, featured films and original series.
Figure 1: Number Netflix’s subscribers in millions
[image: ]
Source: www.statista.com
Netflix started in year 1997 as a company which pioneered in “renting DVD-by-mail” concept by charging a flat monthly fee instead of charging the DVDs ordered individually. Their new concept somehow made the corner video rental store phenomenon to drift out of the market, and by 2005, they had a total of 4.2 million DVD-by-mail loyal rental subscriber base.
	Besides that, subscribers can enjoy unlimited viewing of their contents without having to watch any bothersome ads or commercials. That is just one thing people hate the most when watching movies, series, or just about anything online. They are so convenient that subscribers can watch as much as they want, anytime, anywhere, on nearly any internet-connected screen.


1.2	Background of Netflix
	As mentioned previously, Netflix started in 29th of August 1997, and was founded by two technology enthusiasts named Marc Randolph and Reed Hastings, who happened to have previous experiences of setting up websites and managed to run them successfully. Later, they had the idea of creating a website where people can easily buy or rent DVDs to be watched at home or any other places possible. Reed Hasting invested $2.5 million in this business in order to get it started in a massive way, and that was just the beginning for both of them and Netflix.
During 2007, they made a daring announcement saying that in addition to their DVD-by-mail rental program, they are also adding up the ability for the subscribers to stream movies and TV shows directly to their PCs. A year later, Netflix partnered up with LG Electronics Inc. to introduce the very first Blu-ray disc player that can be connected to the internet for streaming Netflix provided content, and that was when the network Blu-ray disc player was born. It was not only convenient, but it was a way to attract more ‘customers’ into the streaming alternative.

1.3	Where is Netflix available?
Figure 2: Netflix’s global coverage map
[image: The Ultimate Netflix Guide: Everything You Ever Wanted to Know About Netflix netflix availability map]
Source: www.money.cnn.com
Netflix is growing bigger and bigger by day, and they pretty much covers all parts of the world. They are accessible in 190 countries, excluding China (due to general censorship), Crimea, North Korea and Syria (due to the restraints being set in place by the US Government).
1.4	How does Netflix works?
Like any other internet entertainment services, Netflix can be accessed through many channels and internet connectable devices, which covers Blu-ray disc players, game consoles, media streamers, smartphones, Smart TVs, and even tablets. However, Netflix is a service with fee, despite their free 30 days trial. A cost is needed in order to stay ads and commercials free.
Figure 3: Netflix’s subscription costs in US dollars
[image: Image result]
Source: www.netflix.com
Table above shows Netflix’s 2017 monthly fee structure (before November 1st 2017) in dollar ($). Basic plan costs $7.99 per month for new subscribers that only want SD resolution access, and is limited to one (1) device only. Standard plan costs $9.99 per month ($10.99 after November 1st 2017), with up to 1080p resolution, and can be viewed on two (2) devices at the same time. Premium plan costs $11.99 per month ($13.99 after November 1st 2017), with up to HD or UHD 4K resolution, which allows viewing on up to four (4) devices at the same time.

2.0	Main Body
2.1	Netflix’s benefits of using social media
	Social media has been described by Kaplan & Haenlein (2010) as a group of internet based applications that build on the ideological and technological foundations of the web 2.0, which allows the creation and exchange of user-generated content (UGC). It is recorded that the top three most popular social networks in the UK are Facebook, Twitter and Instagram, and these are exactly the online platforms being used by Netflix to reach their target market and users. By using all these platforms, Netflix can post or update their status, replying to users’ comments or tweets in all matters, tag as well as mentioning other users, among other activities.
	Furthermore, social media has changed the business setting for organisations, and in this case, for Netflix, providing both on-going opportunities and challenges to them (Hanna, Rohm & Crittenden, 2011; Kietzmann, Hermkens, McCarthy & Silvestre, 2011; Mangold & Faulds, 2009). Social media surely brings numerous benefits and advantages to organisations, even for Netflix too. First of all, it enables Netflix to have an active and committed relationship with their users at all times, to always hear their users’ thoughts and complaints on the services provided, and to respond as soon as possible to their users’ requests. Next, social media also allows Netflix to have instantaneous approach to real-time data, and to seek information of their users, as well as receiving feedbacks about their products and services. Lastly, it is a cost efficient way of communication for Netflix as users can see Netflix’s replies to other users’ questions which can be their own question. It means that users can have prompt response from Netflix just by going through others’ replies. As a result from these benefits and advantages, Netflix uses social media for different kinds of functions like engaging directly with their users, finding innovative ideas, develop marketing plan and strategies, receiving feedbacks on their products and services and responding to their requests with fast speed and at a very small cost.
Nonetheless, social media has also challenged Netflix in other ways (Veil, Buehner & Palenchar, 2011). Social media has set up a space where users are allowed to share information about Netflix at high speed and express their ideas about them, while Netflix can’t control over what is being said about them (Effing & Spil, 2016; Pang, Hassan & Chong, 2014). The lack of control in the social media context has increased Netflix’s vulnerability and consequently, the frequency and severity of business crises (Gruber, Smerek, Thomas-Hunt & James, 2015).

2.2	Netflix’s social media platforms
	Netflix has been heavily using their social media platforms like Facebook, Twitter and Instagram to interact with their users as they only have one prime goal on social media, which is to be the entertainment’s biggest fan. They proudly declare themselves as a multiple nominee and the winner of “The Best in Social Media” in Creative Use of Technology from the 8th annual Shorty Awards. The Shorty Awards is an annual awards showing recognition to people and organisations that produce real-time short form contents across famous social media platforms like Facebook, Instagram, Tumblr, Twitter, YouTube, and other social webs as well.
	Netflix’s game plan is to release all episodes at once, resulting in their brand’s social media marketing team to take their strategy on a next level. Their point of doing so is to plan and structure campaigns in a way that allows the continual flow of fans or users’ engagements from the beginning till the end. Netflix does an excellent job on social media platforms, and this can be proved by the number of fans, followers and likes they have on their pages, with 109.25 million loyal subscribers on Netflix.com, more than 42 million likes on Facebook, 4.55 million followers on Twitter Netflix US and a total of 6.2 million followers on Instagram page.

2.2.1	Facebook
Figure 4: Netflix’s Facebook account
[image: ]
Source: www.facebook.com
As mentioned above, Netflix’s Facebook page has more than 42 million likes, and from there, it is obvious that Facebook is Netflix’s official social media platform. It is such a huge amount that in just one year, they gained a million of new US Facebook users, and about seven million new global or international Facebook followers. With that amount, they can easily target their audiences and market themselves in the internet entertainment service industry. It is said that Netflix uses geo-targeting for their Facebook pages. Geo-targeting is basically a method of deciding the exact geo-location of a website visitor, and then deliver different kinds of relevant contents to the visitors, mostly based on their locations, separating them into cities, countries, IP addresses, regions, states, and even zip codes. These method definitely helped Netflix in offering only the utmost relevant details and information to their targeted audiences.
It is also said that every three-and-a-half hours, Netflix will post some new contents somewhere on the internet. However, the frequency for Netflix’s Facebook pages differ than any other of their social media platforms. The US Facebook page is kept active and original at all times. They have all sorts of posts on their page, ranging from a weave of gifs, images and also videos, everything closely related to the current streaming episodes and movies. They use hashtag like #NowOnNetflix for new movies and TV series, so it would be easier for their users to find them, besides dedicated and inspired movie title hashtags like #Narcos and #Defenders.
Other than Netflix posting various gifs, images and videos, as well as having numbers of hashtags, their “behind-the-scene” contents help Netflix in keeping their fans or users always in a ready mode whether during the TV series’ or movies’ premier, throughout the airing, and even after the show ends. “Humour” is Netflix’s special trademark. They are so famous for their funny replies and contents, which makes them very likeable, and hence the number of likes they have on their Facebook page. Netflix also communicate with their fans or users on a regular basis through their comments and direct messages. Ultimately, Netflix’s social media strategy is that they make the effort to always listen, in spite of how busy they are in making the best for their fans and users. As they always say, “When we aren’t posting, we’re listening.”
2.2.2	Twitter
Figure 5: Netflix’s Twitter account
[image: ]
Source: www.twitter.com
The second most famous social media platforms by Netflix is Twitter. Netflix runs quite a number of pages, dividing them into multiple regional accounts, but it is clear from the picture above, Netflix US has the most outstanding number of fans, with a current total of 4.55 million followers. Brazil is reported to be one of the most promising markets by 2020 with expected number of subscribers to grow from 3.25 million to 24.4 million subscribers. Netflix’s Twitter account somehow works differently from their main Facebook account. It is not solely about hashtags and the #NowOnNetflix news. Most people know that Twitter’s feed are far much faster and more content-consuming than any other social media’s feeds. Netflix is very diverse, yet they are still able to maintain their relevance for their fans and users’ contents consistently.
Not just that, Netflix takes more of a “close friend” stand that shares some insights, mix with often innovation-related subjects, and as expected, a good sense of humour, like how they are on Facebook. Everyone is a friend of Netflix on Twitter, and this friendliness gives them outstanding results. They don’t usually play safe, but they are not afraid to push the boundaries with their jokes. The two photos below shows Netflix’s tweets and interactions with their users.


Figure 6 and 7: Netflix’s tweets and replies on Twitter
[image: ]	[image: ]
Source: www.twitter.com
Netflix do receive a lot of retweets and likes from their audience for their humorous tweets and replies, as they really work hard on keeping the right balance between their cross-promoted and exclusive contents. By doing so, it helps Netflix to keep their audience happy and fully entertained, possibly, most of the time with what they are being served. Referring back to the “cross-promotion”, Netflix receives a lot of coming tweets and mentions from famous featured actors, artists, and even celebrities from all over the world. In this case, Netflix applies the “influencer marketing rules”, and they really did a good job in controlling them all.
The main reason as to why most people love Netflix’s social practices on Twitter is due to the fact that they act as everyone’s “close friend”, with whomever, either the normal Twitter users, or even the big names like some actors and celebrities in the industry. Such relationship is want makes Netflix grow bigger and stronger in the market, and is able to keep their brand and good name in the internet entertainment service industry. A busy account is what makes the audience thrilled, but not too much, as some might think it is a bit irritating. That is why the US Twitter account is kept active all the time, posting tweets for about 2 to 5 times daily, but loads of retweeting. Netflix truly understands their audience, not only in the sense of their favourite TV series or movies, but also in a much broader lifestyle sense. They effectively use these knowledge that they earn and have to promote, entertain and engage with their audience. 

2.2.3	Instagram
Figure 8: Netflix’s Instagram account
[image: ]
Source: www.instagram.com
The number three top social media platforms for Netflix is Instagram. It works the same as Twitter, Netflix on Instagram also has multiple regional accounts. On their main Instagram account, they tend to post for about 2 to 4 times a week, keeping it at par, and less active than their Twitter account. Netflix’s contents and posts on Instagram is pretty much the same as the ones on their Facebook account, which includes high-quality, photo-shopped gifs, images and videos. They are mostly related to the latest TV series and movies that are used to capture their users’ attention and to notify them that there is always something new and exciting on Netflix.
Figure 9: Netflix’s post and comments on Instagram
[image: ]
Source: www.instagram.com
Occasionally, Netflix will share promotional graphics on their social media accounts, but even during that moment, they still add some funny comments or jokes just to keep their fans and users fully entertained. Most people could really take in and enjoy Netflix’s contents, mainly because of the same language being used and they could relate to their senses. Netflix’s social media strategy functions the same on all of their platforms, and that is to entertain their audience. It absolutely works well as they receive high level of engagement on all of their posts.

2.3	Netflix’s challenges or limitations of using social media
	All these years, Netflix has been doing well in both their main website and also their social media platforms. But in my personal point of view, Netflix has their challenges and limitations too. Their website is fine, they are always updated with the latest TV series and movies for their fans and users to watch, but somehow, their social medias are not really that interesting, especially Facebook. I’m fully aware of the vast number of fans and likes Netflix has on Facebook, but it seems a little bit dull, might be due to those people who only uses Facebook to interact with Netflix. The use of words by Netflix on Facebook are rather reserved than the others and that the contents are most likely the same for all three social media platforms (Twitter and Instagram). There is really nothing special or specifically made for Facebook, which I feel resulting in less number of people spending on their Facebook page. Netflix also uses the same strategy to respond to their users, by replying individually, which then become repetitive because some fans or users just won’t bother to read other comments. Moreover, as mentioned before, Netflix is using geo-targeting on their Facebook account to ensure that only the right group of people in the right group of regions will see the advertising for the shows that they can watch. That is why some countries or regions will never be able to see Netflix’s advertisements for TV series and movies that are not on that specific Netflix regional account.
	The next challenge and limitation that Netflix is currently facing is their target market. It is a bit confusing as they use different kinds of dialects and languages and they don’t equalise them on all of their social media platforms. It looks like they target more of the millennials than the other groups. It can be seen on Twitter and Instagram by the choice of words being used by them in their posts and replies. The way Netflix write and reply to their fans and users in order to be relatable and to fit in the society, is more in a way that the younger people or the millennials would fully understand, but not to the understandable of the older group of people.
Netflix is very famous for their “binge watching” and it has been so successful that literally, everyone knows about it. But in my personal opinion, it has some negative aspects. Netflix promotes the idea of staying at home all day just to binge watch TV series. The idea then grows to making people cancel plans or dates just so that they can stay in and finish watching whatever they are watching that time. It has become so common that you can see people posting gifs, images and videos on social media relating to this matter. The downturn of this idea is that it leads to anti-social and extremely lazy behaviour, and might also be the cause of any health related issues. People nowadays are spending more of their time binge watching TV series than doing basic life activities, for instance, exercising, relaxing and even socializing. Netflix is pushing people towards a society where everyone is so distracted by the screens and social media that they don’t even pay attention to what is going on at the moment.

2.4	Comparison between Netflix’s social media platforms
	Based on the top three of Netflix’s social media platforms, I would definitely want to compare between Facebook and Twitter. These two have the most users of the internet. A high number of likes on Facebook page doesn’t really tell that Netflix has a larger and greater engagements with their fans and users. Some are being told to like the page, or it is just a thing for them to like famous entertainment pages, but they don’t actually look back into it afterwards. Unlike Twitter, their posts flows together in people’s feed and are more happening than they are in Facebook. Netflix on Facebook is quite limited because they still have to be careful with some of their contents and words used, due to the high number of older generations using the platform, but different from Twitter, Netflix are targeting more of the millennials and younger generations as they are more likely the prime to their business these days. It is a lot easier to interact and communicate with their fans and users on Twitter because of the platform itself. Twitter is a platform where Netflix can update their status on TV series and movies, as well as posting related gifs, images and videos frequently without having to hear complaints on their overflowing posts. While Facebook in the other hand is a platform where users seldom update their status as that is how the people of Facebook use it. Anyhow, there is a possibility that the Facebook era might shifts out of the market, and Twitter will need to take control of it.


3.0	Recommendations
	A lot of things can be recommended to Netflix in order for them to have a better service to be given out to their users and subscribers, and for them to have a better future if they want to survive on a long run in the internet entertainment service industry, because this industry is growing big by day and there are abundant of new comers who will be very competitive sooner enough. In sense of development and implementations, Netflix can simply focus on their original content, as well as having exclusive partnerships, where they will be able to expand on successful ventures into original content and then form exclusivity partnerships to differentiate their product offerings to drive viewership through exclusivity. Netflix can also add premium videos via pay-per-view add-on. They can continue to offer services at the same monthly fixed price, but also offer premium viewing options that can be purchased separately on a pay-per-view basis. Besides that, looking at the current trends, it is better for Netflix to discontinue their DVD-by-mail service and further expand into international market instead. They can gradually terminate their DVD-by-mail infrastructures like employees, mailing and also warehouse, while expanding into potential successful international markets. But in order to start all of these development and implementations, Netflix will have to continue their R&Ds (research and development) and their exploration on the original and exclusive content sphere. They will also need to do frequent market research on media habits of emerging market as the market constantly spreading and making changes all the time. Other than that, Netflix can also implement pricing segmentations and start focusing on online distribution. Despite the fact that they might terminate their DVD-by-mail service, they could initially introduce a new type of rentals such as video game rentals or educational rentals such as books over the internet. Netflix can internationalise themselves by catering the global market because video game rentals has a high potential of growth in the near future. They should focus on improving and deciding their target market so it would be easier for them to start any development and implement them.


4.0	Conclusion
Figure 10: Netflix’s share price in US dollars
[image: ]
Source: Thomson Reuters
Netflix’s steady growth of share price in US dollars from year 2007 to year 2017 proofs it all. All these years, they have done a great job on dealing, maintaining and sustaining their social media accounts. They always listen to their fans and subscribers and they do care about what those people say and think about them. Netflix has a very rational and systematic kind of strategy aimed to fully entertain their fans and subscribers, possibly most of the time, and this helps Netflix to deliver a very clear, direct and targeted message to their targeted market, all over the social media platforms. They have also successfully used the “influencer marketing” to promote their name and content. Even Netflix’s campaigns have been carefully planned and structured in order to preserve a continuous and high number of engagements. Not just that, Netflix is always there to lighten up their fans and subscribers’ days and nights by having a great sense of humour, using the right words and language, and also providing the perfectly tailored based offerings, and all of those result in a phenomenal way. Seeing how incredible Netflix’s marketing plan and strategies are, which brings them success in all aspects, it is somehow important for other companies too, mainly the internet entertainment service industry to also find their unique and creative voice on all of their social media platforms in order to attract their own fans and subscribers, and perhaps being exclusive with their very own content.
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