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Executive Summary
The report is a critical analysis of the marketing initiatives undertaken by Netflix in the international streaming space and how the marketing strategy can deal with emerging market issues in the future. An analytical framework like PESTLE and Porter's Five Forces, STP and the extended marketing mix (7Ps), the report evaluates the effectiveness of the marketing strategies used by Netflix and its capacity to adapt to the changes in the market. As the analysis points out, personalised digital marketing, effective production of content and data on a global level, coupled with data-driven decision making, make Netflix successful. The company is, however, confronted by several challenges such as rising competition, high content production expenses and changing consumer media consumption and patterns. Finally, the report concludes with a recommendation of increased data-driven marketing, the likelihood of expansion of localised content strategies, and the development of a flexible subscription model.
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[bookmark: _Toc224671175]1. Introduction
Marketing is an essential component in organisations adapting to the varying market conditions and remaining competitive in the evolving industry. Rapid technological advances and changing consumer behaviour in the digital entertainment sector have changed the marketing strategies greatly, coupled with escalating competition. Netflix is one of the most successful streaming applications in the world, which has mainly used data-driven marketing, customisation of suggestions and global content to reach and maintain subscribers. Nevertheless, the growing rivalry of other platforms like the Disney+ platform and the Amazon Prime Video has put more pressure on Netflix to keep being innovative in how it approaches marketing. Thus, this report critically analyses the current marketing practices used by Netflix and impacts on its future marketing practices by analysing how its marketing strategy will need to change in the face of emerging industry issues and future market trends.
[bookmark: _Toc224671176]2. Critical Evaluation of Netflix’s Marketing Activity
[bookmark: _Toc224671177]2.1 Concept and importance of marketing in Netflix
Marketing assists in creating value, presenting organisations with the ability to attract and keep customers to their own competitive edge in vibrant markets. Marketing practices serve the purpose of assisting companies to determine the customer requirements, design appropriate products and establish sustainable relationships with the customers (Cameron and Green, 2015). Marketing in the digital streaming field is a particularly crucial consideration, as the switching cost among consumers is relatively low, and the rivalry among the platforms is intense. Netflix proves that marketing is significant, as this company invests in personalised recommendations, digital advertising and promotion of its content in the global markets, considering values of innovation, integrated streaming experiences, and customer centricity. Likewise, Netflix applies data analytics to prescribe content based on viewing behaviour to enhance user retention and engagement (Abishek and Judi, 2025). Nevertheless, the given strategy involves a lot of technological spending and ongoing data analysis.
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Figure 1: Key components of Netflix’s marketing strategy 
(Source: Chourasia, 2025)
[bookmark: _Toc224671178]2.2 Analysis of the micro and macro marketing environment
Industry competition and Porter’s five forces
The micro marketing environment is the immediate forces of competition that determine the performance of organisations in each industry (Burnes, 2014). 
	Force
	Impact on Netflix

	Competitive Rivalry
	High competition from global streaming platforms such as Amazon Prime Video, Disney+, HBO Max and Apple TV+.

	Threat of New Entrants
	Moderate due to high capital investment, technological requirements and strong brand competition.

	Bargaining Power of Suppliers
	Moderate because content creators and production studios can influence licensing costs.

	Bargaining Power of Buyers
	High because customers can easily switch between streaming platforms.

	Threat of Substitutes
	High due to alternative entertainment options such as YouTube, social media and gaming platforms.


Threats of entry to the streaming market are moderate because of the high cost in terms of finances in terms of technology infrastructure, marketing, and content production (Gao, 2025). It takes massive capital to build a global streaming service, especially to license content and to sustain digital distribution platforms. Such barriers to entry give low chances of small firms entering the market. Nevertheless, the giant companies that are technologically active and have substantial financial bases can venture into the industry. For example, Apple has launched Apple TV+ and grown fast by means of strategic alliances and original content (Goncharenko et al., 2023). 
The power of suppliers influences the competitive environment, as content creators and film studios are the holders of valuable intellectual property. In the case of big studios possessing popular franchises, they can charge streaming services more in the form of licensing fees. Disney and Warner Bros. have, in recent years, started up their own streaming platforms instead of selling content to their enemies. It has led to Netflix having limited access to third-party content and increased its affiliation with costly original productions (Wang and Weng, 2022). Although original contents enhance the differentiation strategy adopted by Netflix, they raise production expenses.
The degree of buyer power in the streaming market is comparatively strong due to the possibility of customers switching platforms easily. Subscriptions are usually cancellable at any point in time by streaming services, and this raises consumer bargaining power. Consequently, businesses must keep on providing entertaining content and attractive rates (Iordache et al., 2022). Netflix manages this issue with the help of individualised recommendation systems and investing in multiple international programming as an approach to enhance customer engagement and retention.
Lastly, the threat of substitutes is high as consumers can use other substitute entertainment sources like YouTube, game services and social media. These media are competing with time and attention of the users, and not just with subscription money. The use of digital entertainment is ever-growing, and Netflix has had to keep on innovating its marketing and content approach (Sevaslidou et al., 2024). Thus, the Five Forces analysis created by Porter shows that Netflix is a business that is functioning in a highly competitive environment where marketing innovation should be done continuously to maintain the competitive edge.
Analysis of the macro marketing environment
The macro marketing environment is a major factor affecting the organisational marketing policies. As per Aaker (2015), organisations should be aware of the macro environment by continuously monitoring it to realise marketing performance opportunities and threats.
	Factor
	Evaluation

	Political
	Government regulations, censorship policies and international content regulations influence marketing strategies in different countries.

	Economic
	Global economic conditions, subscription affordability and inflation affect consumer spending on streaming services.

	Social
	Changing consumer entertainment preferences and the rise of on-demand digital consumption influence demand for streaming services (Kaur and Ashfaq, 2023).

	Technological
	Advancements in streaming technology, artificial intelligence and data analytics shape personalised marketing and content recommendation systems.

	Legal
	Data protection laws, copyright regulations and intellectual property rights impact marketing practices and content distribution.

	Environmental
	Increasing expectations for sustainable business practices and digital energy consumption influence corporate reputation and branding.


Political: In the case of global online businesses like Netflix, politics and regulations are a significant aspect of the external marketing environment. The governments in all countries have diverse content regulations and censorship policies that may determine the kind of content that can be provided by streaming platforms (Buchanan and Badham, 2008). Indicatively, Netflix will be forced to adjust its marketing and content practices based on specific markets as their countries have restrictions on certain political or culture content. 
Economic: Economic conditions play a role in determining the marketing performance of sources of subscriptions. Any alteration in the worldwide economic factors, like inflation and income depressions, can diminish the purchasing power of consumers on non-essential services like digital entertainment. As an example, the increased cost of living in most countries has forced the consideration of multi-streaming subscriptions by some customers (Chalaby, 2024). Consequently, Netflix has initiated a cheaper option of advertising-based maintained service, which aims to appeal to price-sensitive people. 
Social: The high rate of digital consumption and rising popularity of on-demand entertainment have altered consumer behaviour at a tremendous rate. Youths are more likely to enjoy the personalised and flexible viewing as opposed to traditional television broadcasting. Netflix has had a reaction to these social shifts, creating customised content suggestions and investing a lot in its original programming that entices different global audiences (SS, 2025). However, the trending content puts pressure on consistent content innovation that can raise production expenses and competitive dangers.
Technological: Good technological advances are one of the greatest sources of marketing innovations at Netflix. Developments in artificial intelligence, data analytics and streaming technology permit the corporation to research consumer viewing habits and provide individual recommendations. Bieling et al. (2015) argue that data-driven marketing helps organisations to enhance customer interactions by sending pertinent content to individual customers. Netflix uses this strategy in its recommendations system that offers films and series according to the preferences of the users. 
Legal: The marketing environment affects Netflix due to legal aspects, as digital platforms are forced to adhere to the laws of copyright, intellectual property protection legislation and data confidentiality regulations. Policies like the General Data Protection Regulation (GDPR) make businesses work with consumer data in a responsible manner, which could influence the way Netflix's incoming data is gathered and used to produce marketing materials (Celestin, 2024). 
Environmental: Green marketing is emerging as a crucial factor in business marketing. Even when streaming services use less physical space than traditional media industries, digital infrastructure, including data centres, uses a considerable amount of energy. Nevertheless, with consumers increasingly being environmentalists, businesses like Netflix are faced with the challenge of being responsible in their work to continue enjoying a good brand image.  
Competitor strategies in the streaming industry 
The contention in the streaming market has heightened as leading platforms embark on intensive expansion of subscribers in aggressive growth plans. Netflix is at the present the biggest streaming service worldwide with over 300 million subscribers, and Amazon Prime Video has almost 200 million, and Disney+ has over 130 million subscribers worldwide (FlixPatrol, 2025).
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Figure 2: Streaming services by subscribers around the world
(Source: FlixPatrol, 2025)
These competitors are now paying more attention to the production of exclusive content, strategic partnerships and hybridised forms of subscriptions, including advertisement and subscription income. Indicatively, Amazon Prime Video is spending heavily to produce original content and is incorporating the streaming services into its overarching e-commerce system. Likewise, Disney+ uses entertainment franchises with recognised names globally to create some brand loyalty (Gökmen, 2022). Pertaining to this, the rivalry in the market is intensified due to these competitive tactics, and Netflix must keep innovating its marketing as well as its content offering to maintain its competitive stance.
[bookmark: _Toc224671179]2.3 Target Market: Market Segmentation, Targeting and Positioning (STP)
STP Evaluation 
Market segmentation, targeting and positioning (STP) is one of the marketing frameworks that have become imperative to organisations to enable them to determine desirable groups of customers and strategise to provide services that appeal to them (Danciu, 2013). 
	Element
	Netflix’s strategy
	Example

	Segmentation
	Netflix segments the market based on demographics, geography, psychographics and viewing behaviour.
	Young digital consumers, global audiences, binge-watchers, and genre-specific viewers.

	Targeting
	Netflix targets digitally active consumers who prefer on-demand entertainment and personalised content experiences.
	Millennials and Gen-Z audiences are using smartphones, tablets and smart TVs.

	Positioning
	Netflix positions itself as a premium global streaming platform offering diverse original content and personalised viewing experiences.
	“Watch anywhere, anytime” with personalised recommendations and exclusive originals.


At Netflix, market segmentation is made through analysing demographic, geographic, psychographic and behavioural attributes of viewers. Demographic segmentation dwells on age groups and income level, especially the younger age groups that are more inclined towards digital streaming services. Geographic segmentation enables Netflix to personalise the content to the various countries and cultural orientations (Liu et al., 2025). An example can be given on Netflix, creating local original content in other regions like Korean dramas and Spanish series to attract both their local audiences and global audiences. 
Targeting is a process in which companies choose the most appealing market segments to be served. Netflix mainly reaches its customers through digitally oriented consumers, as they are more flexible and on-demand consumers of entertainment instead of traditional TV broadcasting. The platform specifically targets the audiences of millennials and Generation Z who widely consume digital content via smartphones, tablets and smart televisions (Wang et al., 2022). 
Positioning is the way a firm distinguishes its brand among consumers compared to its competitors. Netflix has positioned itself as a high-end streaming service across the globe, which offers convenient access to a wide range of entertainment material, wherever they go. The hits like Stranger Things and Squid Game show that Netflix can develop internationally recognised entertainment that can strengthen the brand image. Nevertheless, the growing competition among platforms like Disney+ and Amazon Prime Video threatens the positioning advantage of Netflix, as the listed competitors invest in exclusive content and digital marketing as well (Gökmen, 2022). Netflix thus needs to keep the marketing strategy and content offering unique, to retain the unique branding position in the international streaming market. 
Evaluation of Netflix’s marketing mix strategy 
Marketing mix offers an organised approach within which organisations create value for consumers and gain a competitive advantage. The 7Ps, which are referred to as the extended marketing mix model incorporates product, price, place, promotion, people, process and physical evidence. As argued by Foreman et al (2014), marketing mix analysis enables companies to determine the level at which their strategies satisfy the needs of customers and address competitive forces. 
[image: The seven PS of marketing.]
Figure 3: Seven Ps of marketing mix
(Source: Kobero and Swallehe, 2022)
The most essential aspect of the marketing strategy developed by Netflix is product, as the company offers digital streaming services, granting users the opportunity to watch films, television series and original content (Hayes, 2014). Netflix has diversified the product with heavy investments in unique original content like Stranger Things and Squid Game that appeal to audiences throughout the world and build brand presence. Nevertheless, this rising turnover poses a threat to finances due to the probable lack of viewer interest in new releases.
Price is a significant factor in Netflix's competitive strategy since the affordability of the subscription has a direct impact on its adoption by consumers. There are several pricing levels offered by Netflix, which are determined by the quality of a video and the number of screens at the same time. In recent times, the company has launched advertisement-based subscriptions as a method of winning price-sensitive customers and to increase its market base (Yashoda et al., 2023). Although the idea behind the tiered pricing enhances accessibility and market segmentation, it can result in customer dissatisfaction with the product due to frequent changes in prices, which decreases the perceived value.
Place denotes the manner through which the service is offered to the customers. In contrast to the existing media channel distribution medium, Netflix uses only digital platforms that can be accessed by using smart televisions, smartphones, tablets and computers. This is because this digital distribution plan enables Netflix to entertain viewers in over 190 countries all over the world. Netflix is highly valued because the content can always be accessed from any place (Tahir et al., 2024). However, internet connectivity can expose the quality of services in areas with low digital infrastructure.
One of the elements of the marketing strategy at Netflix is promotion. The firm applies digital advertising, social media marketing, and content trailers to market new releases and keep the viewers connected. Another application of data analytics used by Netflix is to personalise the promotion recommendations that the user receives depending on his or her viewing history (Ding, 2024). This focused element of promotion enhances the level of marketing since it gives up-to-date recommendations on content. Nevertheless, excessive use of online promotion can reduce the exposure of the platform to the audience that is not as active on the online platforms.
The people are the personalities that are the employees, creators and partners who participate in the service delivery. Netflix cooperates with movie companies, actors, and production houses across the globe by creating various content that attracts various people. The firm is encouraging the organisational culture that is based on creativity and innovation. Although the strategy of working with international talent helps improve the quality of content, international relational management may make the process more complicated.
Process can be defined as the systems and procedures involved in the delivery of efficient service. Netflix makes use of powerful algorithms and data analytics to suggest personalised content to users. This process enhances customer experience through lessening search time and raising the content relevancy (Hsiao, 2024). However, suggestions made based on algorithms can occasionally narrow the process of discovering content through the possibility of recommending similar categories.
Physical evidence with digital services means the interface and visual experience that customers interact with. Netflix offers a usable platform design, which is easy and simple to use, adding to the length of viewing time. The convenient design of the platform and branding help to provide a good user experience. Nevertheless, when other competitors keep enhancing their digital interfaces, Netflix must keep inventing new ones to sustain its competitive edge.
[bookmark: _Toc224671180]2.4 Selection of media: Key channels/methods of communication
Digital marketing is an important tool that has helped organisations to communicate with customers on online platforms and offer personalised marketing experiences. As per Kim and Mauborgne (2014), digital marketing merges technology that is incorporated to digitally enhance customer engagement and performance to market. In the streaming sector, where the taste of the audience is constantly going through changes, data-driven marketing enables companies to comprehend the behaviour of the audience and provide them with tailored information. One example of this practice carried out by Netflix is the collection of viewing data and analysis of user behaviour to tailor recommendations and promotion messages to the users. To illustrate, the film or series recommendation system by Netflix recommends movies and series according to the personal viewing activity, which raises customer attention and consumption. 
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Figure 4: Netflix's ad revenue growth is outpacing the competition
(Source: Lebow, 2024)
The digital channels that the company utilises to market the new releases and reinforce brand awareness are social media, email marketing, and online trailers. These online campaigns enable Netflix to access the global market and create high levels of engagement with respective content (Ding, 2024). Nevertheless, there are other issues associated with data-driven marketing relying on data, which incorporate privacy concerns as well as ethical application of customer data. Legislation, including the GDPR, demands that organisations handle consumer information with a moral sense. Hence, as digital and data-driven marketing approaches can strengthen Netflix's potential for personalising experiences and improving marketing performance, the company needs to balance technological innovation and responsible data management to retain consumer trust and stay within the limits of regulation.
[bookmark: _Toc224671181]2.5 Measuring marketing effectiveness 
Market effectiveness analysis 
Subscriber growth is among the most critical metrics that show whether Netflix is effective in its marketing team. The success of its global marketing and content strategies is notable since Netflix already has over 260 million paid subscribers across the globe (Joonas et al., 2023). The number of subscribers indicates how successful the promotional programs, brand positioning, and content marketing events are in attracting new users. Nonetheless, the growth has been retarded in certain mature markets because of the growing rivalry provided by platforms like Disney+ and Amazon Prime Video. Customer engagement is another metric that matters as it determines the amount of activity on the site (Tang and Wei, 2023). Netflix takes viewing hours, completion rates and content popularity as measures of success of the marketing and recommendation algorithms in attracting audiences. 
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Figure 5: Key components of Netflix’s marketing strategy
(Source: Alagar, 2025)
As an illustration, Netflix's content marketing strategy proved to be working, given that highly popular original productions like Squid Game accumulated billions of viewing hours worldwide. The level of high engagement has assisted in increasing customer loyalty and lowering subscription cancellations. Retention of customers and churn rate are key opportunities that depict the marketing performance (Adekunle et al., 2023). Since streamers can cancel subscriptions without difficulties, the customer base needs retention to achieve long-term profitability. Netflix implements personalised recommendations and targeted promotional messages to stimulate constant viewing and decrease the rates of churn. Furthermore, the brand awareness and campaign performance are tracked in the company using digital marketing analytics on social media networks and online advertisement networks. Nonetheless, determining marketing performance within the streaming sector may be complicated since success cannot only be assessed in terms of subscribers, but also through long-term retention and content quality (Shukla et al., 2025). Thus, Netflix should constantly measure various marketing indicators it needs to measure how well its strategies performed and preserve its competitive edge in the international streaming market.
Key marketing challenges and strategic issues 
The streaming market has turned into a competitive entity worldwide and poses some strategic threats to Netflix's marketing endeavours. Competition in the industry is growing, and it is one of the major challenges. Though Netflix still dominates, the other big competitors, including Amazon Prime Video, Disney+, HBO Max and Apple TV+, are growing at an active pace and putting resources into exclusivity. This fast expansion of competitors intensifies the competition in markets and makes Netflix concentrate on constant investment in innovative marketing and novel programs to keep the competitive aspects (De Zilwa, 2024). The other significant problem is that the cost of content production is increasing. To create a distinction between itself and other market players, Netflix has allocated large portions of capital towards creating original content. The company is reported to be spending more than 17 billion dollars every year in the production of content, which includes movies, television programs and international programs (Tang and Wei, 2023). Although this business approach makes Netflix stronger as a brand and has acquired new subscribers, it puts financial strain on the company as the successful content needs to create enough audience engagement to compensate for production expenses. 

Figure 6: Key marketing challenges of Netflix
(Source: Self-created)
The marketing strategy of Netflix has the challenge of changing consumer behaviour and media consumption patterns. Contemporary viewers are becoming more active users of content on a variety of digital platforms, as well as short video resources such as YouTube, TikTok and gaming platforms. These substitutes are directly competing in terms of time and attention of consumers, and not just in terms of the subscription that a consumer has used (Wang, 2022). Netflix thus must keep on creating new marketing strategies, such as personalised recommendations, interactive product and social media interactions to prevent boredom of the audiences. Sharing of passwords and loss of revenue are other strategic problems that have historically led to the ineffectiveness of the Netflix revenue model, which is based on subscription. Users were sharing accounts across several households, meaning sharing accounts across multiple households, which limited the possible growth of subscriptions. In retaliation for this, Netflix came up with even more rigid account-sharing rules as well as paid sharing offers to promote further subscriptions (Zhang, 2024). Even though this approach has contributed to the growth of the number of subscribers in certain localities, it poses a threat of developing customer dissatisfaction if customers feel that the policy has limited them. Moreover, regulatory pressures and data privacy are new challenges facing data-driven marketing approaches. Applying personalisation in making recommendations and enhancing marketing output relies on consumer data, which Netflix heavily depend on. Nevertheless, the legislation, like GDPR, forces companies to use personal data in a responsible manner (Kotter, 2009). Lack of adherence to these regulations may attract fines and loss of reputation. 
[bookmark: _Toc224671182]Conclusion addressing Shortcomings
In this report, the marketing activities of Netflix were critically evaluated against the background of a very competitive global streaming market. This analysis has established that Netflix has created a solid marketing strategy that is augmented by customised online marketing, international content creation, and an effective business model based on subscriptions. PESTLE analysis, Porter's Five Forces, STP and the marketing mix framework were used to explain how Netflix is adjusted to the macro and micro environmental conditions. The research, however, found several challenges such as high competition in the industry, the increasing cost of content production and altered behaviour of consumers as regards media consumption. Such concerns point to the fact that Netflix must never stop experimenting with its marketing approaches and embrace data-based knowledge that can help it maintain a competitive edge in the long run.
[bookmark: _Toc224671183]Recommendations for Improving Marketing Strategy
Netflix needs to enhance its data-based marketing services to advance customer personalisation and engagement even more. Besides, with advanced artificial intelligence and predictive analytics, Netflix can get to know more about viewer behaviour and suggest what is more relevant. In addition to this, Netflix ought to proceed with expanding its approach of localisation of content in emerging international markets. Creation of the regional films and series will help to attract new fans and enhance the cultural appeal. To illustrate, the global hit of Squid Game proves the role of global content strategies in raising subscribers and brand awareness. Besides, Netflix needs to advance its hybrid business model, which integrates advertising-based offers with the classic premium plans. This would be able to attract price-sensitive customers and would result in additional advertising revenue. Furthermore, Netflix must press on with other new marketing communication techniques, such as social media interaction, interactive content and collaboration with content providers.
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Increasing competition in the global streaming industry


Rising cost of original content production


Changing consumer behaviour and fragmented media consumption


Strong competition from substitute entertainment platforms (YouTube, TikTok, gaming)
Password sharing and revenue loss
Data privacy regulations and compliance requirements
Maintaining customer engagement and retention
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