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1. Introduction
This marketing plan provides a fresh opportunity for Netflix to utilise a new digital marketing campaign to reach an untapped audience while continuing to highlight its current service of streaming existing films and television shows via subscription. Internationally, Netflix has been successful largely due to its ability to know exactly what its viewers want from a worldwide perspective using data analysis coupled with original content creation and, of course, its overall image as a digitally savvy brand. Unfortunately, because of all the platforms streaming content are now available, there is an increasing number of competitors in the market and nearly 90% of the audience under 35 years old has become saturated. As a result, the cost of acquiring a new subscriber continues to rise and the need for Netflix to develop an alternative revenue stream exists.
This new digital marketing campaign will focus on an audience segment of adults age 50–65 who led active, digitally engaged lifestyles. For the most part, adults in this group fall into the 'senior' category but have largely been ignored in digital entertainment advertising as younger adults have traditionally been the focus. However, with the population of adults aged 50 and over continuing to grow, the group's spending power is also increasing, and they are becoming more digitally savvy than ever before. Therefore, through this marketing campaign, Netflix seeks to reintroduce itself to this age group and deliver content that fits their needs at all levels of their life. The marketing plan is broken down into four primary sections: rationale, target and positioning, digital channels, and success measurement. All these sections are supported by current academic research and industry best practices. Consumer loyalty and low primary churn rates are very valuable factors regarding the lifetime value of consumers for an organisation. The customer lifetime value of an individual is progressively more dependent upon the retention of high-value customers than upon the total number of consumers (Venkatesan & Kumar, 2021). For Netflix, this means that it must pinpoint those consumers who demonstrates consistent good viewing behaviour, and who gives a strong sign for potential future engagement. People over the age of 50, more specifically those 50 to 65 years old, tend to value quality, storyline, and social relevance of video/media content; therefore, Netflix could be strategically leveraging their viewing behaviours to market this demographic at its extensive library of documentaries, dramas, bio-series, and foreign programming. In terms of development, Netflix has aggressively invested in leveraging data analytics, Artificial Intelligence (AI) and Machine Learning (ML) in enhancing its approach to recommending movies/media to consumers. According to Wang & Xu (2022), retailers must make use of data-driven approaches to enhance their marketing mix to efficiently allocates resources, and to optimally respond to changings behaviours of consumers. Therefore, Netflix can build a highly target digital marketing campaign that does not contain any fundamental differences in product offering. The descendent works/research supports the concept of Integrated Marketing Communication (IMC). That is, IMC is that the message that a modern company conveys must be consistent and irreconcilable across all the points including but not limited to advertising/media, marketing online/messages, website, bricks and mortar, and promotional sales and incentives, while also accommodating to the ever-changing identities of consumers (Weitz & Wensley, 2020). By embracing older consumers in the IMC strategies, Netflix reinforces its brand messaging of inclusion, diversity and personal relevance of their offerings, as supported by values-based marketing frameworks (Jacobsen, 2023).Recent research on Netflix's continued growth, as well as its innovative approach to leadership (Joonas Et Al 2023), indicates that the importance of continually expanding into underserved markets and creating innovative products will increase, due to growing competition; therefore, focusing exclusively on younger consumers may impede future growth opportunities. Thus, the campaign has been designed to respond proactively to the rapid changes occurring in both the market and within the way consumers are behaving.
2. Targeting/Segmentation and Positioning
a. Targeting/Segmentation Strategies
For this campaign, we will use a multi-dimensional segmentation strategy that is typical of today's digital marketers. This strategy will use a combination of demographic, psychographic, and behavioural variables, rather than just using age. Rather than relying solely on age as the basis for developing an understanding of the target audience, we will use both demographic and psychographic variables to develop a more well-rounded understanding.
As an example, the definition of the target demographic for this campaign is adults age 50-65 with middle and upper middle class income levels; many still work in professional/managerial positions, others are semi-retired and financially secure. In terms of psychographics, the target audience is interested in personal development, cultural enrichment and well-being; are curious about new experiences; are often interested in travel, history, heath and global perspectives. Regarding behaviour, they are current users of streaming services and digital devices, however, they may prefer to have an intuitive interface and curated content over having too many choices available to them.
As detailed through the use of these segments, the target audience is comprised of digital confidence, lifestyle-driven individuals between, and including, the ages of 50 to 65 who are looking for content that will enhance their lives and help them to discover the best version of themselves and not content that consists solely of escapism or trends. This demographic should not be regarded as "elderly" or "senior"; we must ensure that our marketing communications do not incorporate stereotypes that would be damaging to the Brand Image.
b. Positioning Strategies
The positioning strategy will focus on positioning Netflix as the premier source for storytelling that can suit every stage of life. The marketing campaign does not change the way Netflix is positioned; it extends the current brand promise, which is to deliver depth, diversity, and relevance. According to the customer journey framework suggested by Hsu and Barnes (2022), it is critical to provide an ongoing, consistent value experience for customers, through all stages of their journey, from getting to know Netflix to developing a strong long-term relationship with the brand.
The marketing plan states that Netflix is a trusted resource to discover, learn and entertain. This approach sets Netflix apart from its main competitors, who primarily market products to consumers aged 18–34 or offer large amounts of volume-based content in many categories (e.g., music or movies). This will strengthen consumer's emotional connection with the Netflix brand, thus increasing perceived brand relevance.
3. Digital Channels Used for the Campaign
The digital marketing campaign takes an integrated approach to digital marketing communications, so that all digital channels work together to communicate a single, consistent message. Esiri (2022) states that integrated digital communication is vital to expanding audiences and enabling brands to grow sustainably, particularly in the digital environment. Therefore, Netflix's marketing plan will emphasise digital media channels that are effective for the target audience and consistent with Netflix's data-driven capabilities.
Email marketing has a key role in the marketing campaign. Research conducted by Venkatesan and Kumar (2021) has shown that sending personal email campaigns increases a customer's lifetime value because they improve customer engagement and retention. Netflix has a wealth of behavioural data that enables it to send customised recommendations for the 50–65-year-old segment based on viewing habits and preferences. The emails to the 50–65-year-old segment of potential customers will focus on curated content grouped by categories such as documentaries, travel series, historical dramas, and award-winning films. The style for all communications will be informative, respectful, and affirmative. It will focus on ease of use and relevance.
The second component of the marketing strategy is Social Media Marketing. This will focus on older adults using platforms with the highest penetration levels. Facebook and YouTube are particularly important since they allow for long-form content and storytelling. Research comparing social media engagement with Netflix content shows that how content is communicated and presented on different social media platforms affects how users interact with the content and view the brand (Rumaldo-Calderón et al., 2022). Therefore, will focus on using narrative depth and behind-the-scenes features as well as testimonials when sharing content through these types of channels, as opposed to creating fast-paced or meme-type videos that appeal to younger adults.
Content Marketing will also be a main element of the campaign that utilises Netflix's owned media. Owned media channels, including our Netflix app interface, website, and editorial content provide the highest levels of control and credibility. The effectiveness of using owned media to build brand audience by developing trust and maintaining engagement is well established (Kolesnyk, 2022). In addition, through the Netflix app, it can create curated collections of content along with editorial descriptions which help guide users to relevant content within the app. This approach supports the findings of Nurazizah et al. (2025) which indicate that content marketing is the primary contributor to brand image through the engagement of the customer.
Another key competitive advantage for Netflix is its focus on international and regional content. Studies of OTT platforms indicate that a significant number of subscriptions are influenced by Regional and International content from diverse regions due to the increased interest in cultures from different regions (Chaudhary & Kansal). Global storytelling reflects the interests of the target audience in culture and learning, which resonates strongly with them. All digital channels will be coordinated to ensure that there is consistency of the message across all media, in keeping with the principles of integrated marketing communication (IMC) as defined by Weitz & Wensley (2020) and Corcoran (2023). This coordinated approach provides the customer with a cohesive brand message.
4. Measurement and Effectiveness
Measuring the effectiveness of the marketing plan is critical. In a highly competitive and data-saturated environment, Netflix must evaluate its campaign efforts and be able to continue improving. The evaluation framework contains performance, engagement, retention, and brand metrics, which together provide an overall view of the campaign's success.
Customer acquisition metrics for the marketing plan will include subscription growth in the 50-65 age demographic and also will include tracking which touchpoints contributed to the sign-up, and analysing how efficiently each campaign message delivered cost-effective sign-ups. Engagement metrics will look at email open rates, click-through rates, and viewing behaviours related to the categories of content being promoted through the campaign, which will give Netflix insight into how relevant and impactful their message is.
Retention metrics are particularly important, since Netflix is strategically focused on their customers' lifetime value. Therefore, churn rates, number of times they use the platform, and length of time they hold their subscriptions will be tracked to show long-term effectiveness. According to Venkatesan & Kumar (2021), sustained engagement with customers drives profitability, therefore retention is an important success factor.
Whereas behavioural data alone, such as the metrics mentioned above, can help provide insight into success, brand-related metrics can provide additional information to assist in making hiring decisions with respect to new propositions. Thus, surveys and feedback tools could be utilised to measure the perceived relevance and perceived inclusivity of Netflix products, as well as general satisfaction with the brand in the target demographic. In addition, by employing Net Promoter Score (NPS) as a measure of advocacy and the potential for word-of-mouth recommendations, Netflix could receive more quantitative feedback on how successful their campaign messaging is.
Netflix will utilise advanced analytics and machine learning to provide real-time insight into the campaign, maximising the ability to optimise the campaign mix on an ongoing basis. As Wang & Xu (2022) note, an organisation must be agile in reallocating its resources to respond to changes in the market. Therefore, Netflix can make decisions regarding when to send their campaign messages and how to allocate resources for channel investment based on real-time performance metrics. In addition, mapping the customer journey, will help to identify potential friction points and improvement opportunities throughout the lifecycle of subscribers (Hsu & Barnes, 2022).
5. Conclusion
The marketing plan presented above has outlined a complete digital marketing campaign that aims to grow Netflix's subscription base by capturing the rapidly growing number of new subscribers who are aged between 50 and 65 years old, and who lead an active lifestyle. The reason for this campaign is to take advantage of the demographic trends that support the theory of customer lifetime value and to maximise the potential for this generation. By using a carefully designed segmentation and positioning approach, the campaign intends to increase Netflix's relevance while maintaining the integrity of its existing brand.
The integrated use of the various digital channels utilised in the campaign, including email marketing, social media, and owned media content, supports the best practices of IMC and value-driven marketing as articulated in Weitz & Wensley (2020) and Corcoran (2023). The focus on measurement and data-driven methodologies ensures the campaign is both accountable and sustainable.
This strategy contributes to the long-term growth of Netflix by broadening its audience base, fostering stronger customer relationships, and enhancing its position as a global and inclusive entertainment brand. By emphasising this target demographic, Netflix will continue to be the leader in the streaming industry; the streaming market will only continue to get more competitive and mature.
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