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Executive Summary
Netflix positions its marketing in the form of a core strategic competency that is inculcated across content, analytics, technology, and the experience of customers. Data-driven personalisation is responsible for driving high retention, engagement, and global growth of Netflix’s customer-base, which spiked over 302M globally at the end of 2024. While value creation and competitiveness are strengthened with the help of algorithmic marketing, efficiency is balanced with emotional connection as it remains critical for the sustenance of long-term customer trust. 
In order to explore the marketing operations of Netflix, within the intense competition, prevalent on a global scale, thereby reflecting towards the volatility of the business landscape. Implementation of the frameworks like the 7Ps, VUCA, STP and the PESTLE, it has helped towards providing a detailed analysis with reference towards shaping and developing the strategic decisions of Netflix associated with the marketing operations. The study has been responsible for highlighting the segmentation of Netflix driven through the insights obtained from the data. Additionally, it has also played a vital role towards the identification of the challenges revolving around the emotional engagement of the customers and effective differentiation strategy. 
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1. [bookmark: _Toc217396142]Introduction
Marketing is a strategic operation conducted by an organisation, which goes beyond the promotion of inculcating the creation of value, management of customer relations, alongside maintaining long-term competitiveness. As defined by Kotler, marketing is the technique of creating, communicating, and delivering values to its customers by organisations, while simultaneously managing relationships with its customers in such ways that prove to be advantageous for both the stakeholders and the organisation (Mammadova, 2023). Similarly, the CIM or the Chartered Marketing Institute describes marketing to be a management procedure that is responsible for the identification, anticipation, alongside satisfying the requirements of customers profitably (Cim.co.uk. 2023). These definitions reflect the concept of marketing that has been focused in this module, which prioritises the requirements of customers along with the creation of value at the organisational decision-making’s centre. 
An effective management of the changes of marketing is increasingly critical in the contemporary digital and highly competitive environments. The rapid technological innovation, digitalisation, the evolution of customer behaviours, and the heightening of competitive intensity necessitate the companies to adapt their marketing strategies continuously (Sudirjo, 2023). As has been outlined in the outcomes of module learning the drivers of marketing change involve both extraordinary internal factors, which comprise of organizational culture, leadership, economical conditions, power dynamics, political influences, and developments in technology. The departments of marketing play a vital role in responding to these drivers by converting market intelligence into strategy actions, maintaining long term competitive advantage, alongside supporting organizational robustness.
In order to evaluate the changes of marketing within a dynamic digital context, Netflix offers an appropriate case-study. The company operates in the industry of global streaming as Netflix has been dealing with market saturation, fatigue of subscription, strong competitive rivalry, and continuous pressure to innovate the company’s value-proposition (Hsiao, 2024). The extensive usage of Netflix pertaining to data personalisation, data-driven marketing, and the channels of digital media focuses on the strategic necessity of marketing in the management of change, in addition to the sustenance of customer interactions happening across the global markets. 
By building on Assignment-1, this report identified the major challenges that affect the marketing effectiveness of Netflix, which comprise of pricing pressures, intensified competition, alongside the necessity of enhancing customer retention and their differentiation. Such issues demand the requirement of a critical evaluation of the marketing activities of the organisation via the perspectives of change management. 
Firstly, the report critically evaluates marketing activities of Netflix by considering the marketing environment, selection of media, target demographics, and the measurement of performance. It then formulates a conclusion by basing on the drawbacks of the current strategy of marketing, which is then followed by feasible recommendations that highlight the marketing department’s strategic importance in the management of marketing changes across Netflix.
[bookmark: _Toc217396143]Task-1: Primary Findings that involve the Critical Evaluation of the Marketing Activities of Netflix
[bookmark: _Toc217396144]1.1 Concept and Necessity of Netflix’s Marketing
Within Netflix, marketing operates as a core strategic competency that shapes customer retention, organizational competitiveness, and long-term value creation directly. Instead of operating as a discrete promotional department, marketing within the organisation is demonstrated across content strategy, data analytics, designing of customer experience, alongside technological infrastructure (Joonas, Mahfouz and Hayes, 2023). Such an approach showcases the conceptualisation of Kotler who perceived marketing to be a procedure through which the creation, communication, and delivery of values are carried out by organisations to its customers while managing relationships via ways that sustain profitability. This viewpoint closely resonates with the concept of marketing that has been introduced in Week-2 that positions customer requirements, value-creation, and satisfaction at the heart of the organisational decision-making procedure. 
A defining feature of the marketing strategy of Netflix involves its sustained data-analytics investment that acts as a foundational resource for the company. Netflix has prioritised the systemic collection and analysis of first-party customer data quite increasingly in order to inform the decisions of marketing across the whole customer journey. The marketing strategy is basically customer-centric, as it continuously uses and analyses the viewer history of the subscriber, searching behaviour, duration of engagement, rates of completion, and promotional responses in order to generate deep behavioural insights (Sharma et al., 2024). 
[image: ]
Figure-1: Scope of Customer Centricity
(Source: Sharma et al., 2024)

Such a strategy permits a shift to behaviour based micro-segmentation from demographic segmentation, thereby positioning its marketing as an evidence based strategic operation instead of an intuition lead activity. The sophisticated recommendation engine of Netflix plays a vital role in driving approximately 80% of the total viewing on the platform, which in turn significantly spikes the engagement of viewers alongside the improvement of perceived relevance and convenience (marketingino. 2025). 
With the help of AI-driven personalisation and data analytics, Netflix offers tailored notifications, recommendations, and content displays, and in the process improving the perceived convenience and relevance of the platform (Joseph, Akintola and Offiong, 2025). This resonates with Kottler’s marketing viewpoint regarding the delivery for value, where costs are outweighed by perceived benefits. However, the heavy dependence on quantitative metrics generates significant challenges as the company risks marginalising quality of customer experience aspects, such as brand meaning, cultural resonance, and emotional connection, which in turn, create tension between human-centred judgement and efficiency-driven systems (Ismail et al., 2024). While inculcating marketing with the user-experience and the supporting of value-co-creation, algorithmic personalisation may also limit serendipitous discovery, minimise perceived autonomy, and contribute to the fatigue of choices, and in the process, undermine the potential trust and long-term retention of customers. 
In addition, the marketing of Netflix plays a crucial role in the promotion of global original content with the help of culturally adapted campaigns, which highlight its changing agent and cross-functional role. Overall, the marketing operations of the organisation as a retention mechanism and value-creation are linked closely to the effective technological management changes alongside the evolution of the expectations of its subscribers. Considering the aspect of performance, Netflix has been continuously showing the remarkable growth outcomes and the retention of customers, which demonstrate the impact of its analytical strategy and integrated marketing. Netflix also added almost 19M subscribers in the final quarter of 2024, which propelled its total paid global user-base to over 302M, and also reported a customer churning rate at approximately 2%, which is majorly lower than its industrial competitors (Chmielewski, 2025). Such metrics not only highlight the capability of Netflix to be capable of user-retention alongside the maintenance of high-engagement levels, but also customise data-driven experiences at the core of the company’s value-proposition. 
[bookmark: _Toc217394614][bookmark: _Toc217396145]1.2 Micro and Macro Marketing Environment
[bookmark: _88m0tq1gm7dn][bookmark: _Toc217394615][bookmark: _Toc217396146]1.2.1 Macro Environment: VUCA and PESTLE
The marketing strategy operation followed by Netflix mostly takes place within the increased VUCA environment, especially marked through uncertainty, volatility, ambiguity and complexities. The presence of these dynamics helps in shaping the strategic decision-making process, followed by the generation of the market responses, driven through data. 
· Political
The worldwide regulation of the “digital streaming platforms” by the Governments occurs through the prevalence of the content quotas, censorship rules and the broadcast standards on a national level. The presence of the regulations maintains the uniformity associated with the incorporation of a uniform marketing campaign, followed through the requirement of localisation related to the promotional activities. 
· Economic 
[image: ]
Figure 2: Revenue generated by digital streaming
(Source: Business Research Company, 2025)
There has been a shift associated with the consumer behaviour, which has also been affected through inflationary activities and minimised discretionary spending, towards live digital streaming. However, a significant increase of 23.1% growth within the market by the year 2029, highlights the popularity of the internet usage within the past few years (Business Research Company, 2025). 
· Social
The viewing habits of the people have undergone an influence through the presence of the changing cultural dynamics, which has motivated Netflix to establish the presence of cultural authenticity within the marketing strategies of the brand (Yuan, 2023). 
· Technological
[image: ]
Figure 3: Netflix digital devices
(Source: Liu, Xu and Zhou, 2024)
The advancements associated with technologies like “machine learning” and AI have catered towards seamless marketing operations, which has helped towards stressing the fact that 80% of Netflix watches on various devices which have been showcased by the above figure, have been referred by the recommendation algorithms (Liu, Xu and Zhou, 2024). 
· Legal
The prevalence of the data protection laws calls for the requirement of a careful adherence with reference to the strategies associated with segmentation and personalised marketing. 
· Environmental
It is the responsibility of the streaming sector to ensure the incorporation of the narratives revolving around the sustainability (Heuman and Rampazzo Gambarato, 2023). 
[bookmark: _qyj3i0lwmzep][bookmark: _Toc217394616][bookmark: _Toc217396147]1.2.2 Micro Environment
· Competitive Rivalry
The digital streaming sector faces an intense level of rivalry. This is due to the prevalence of the major brands like “Disney+” and “Amazon Prime Video” which is responsible for curating differentiated experiences for the customers by developing exclusive content. 
· Substitute threat
The prevalence of contents like social media and the gaming platforms results towards the intensification of the competition, thereby aiding towards the complicacies associated with the positioning of Netflix as default preference for entertainment. Additionally, it has been observed that the younger population has mentioned about their preference towards playing online video games and staying active on the social media platforms, rather than bingewatching Netflix (Dixon, 2025). 
· Supplier power
The power of the suppliers has increased owing to the escalation of the production costs. It calls for the requirement of an effective marketing strategy for ensuring a high ROI. 
· Consumer power
Consumers have a high-power owing to the fact that they possess the flexibility of cancelling the subscriptions, suggesting the importance of relationship management for the brand (Yum and Kim, 2024). 
· Buyer power
The prevalence of low switching costs results towards a high buyer power which has resulted towards the amplification of the churn risks, thereby mitigating the personalised recommendations and the strategies associated with retention. 
[bookmark: _6dccu1trr7jm][bookmark: _Toc217394617][bookmark: _Toc217396148]1.2.3 STP Analysis and Target Market
1. Segmentation
Netflix has adopted the use of a STP strategy, driven through data, which is in real alignment with the behaviour of the consumers on a real-time basis. 
· Geographics
[image: ]
Figure 4: Market size 
(Source: Grand View Research, 2023)
The local markets are responsible for providing the information regarding the choice of language and content, thereby enabling the implementation of the localisation feature. On a global scale, the estimated 12.8% CAGR growth rate has represented the intense popularity by the year 2030. The North America accounts for contributing towards a 37% market share (Grand View Research, 2023). 
· Demographics
[image: ]
Figure 5: Demographics 
(Source: Fabric News, 2024)
The presence of a direct correlation has been observed associated with the age of the people and the frequent usage of the streaming platforms. The major demographics falls within the age-group of 34 years, thereby including people from both the boomers and the Gen Z (Fabric News, 2024). It has reflected towards the significance of the income as the major factor towards designing the plan, thereby facilitating effective marketing messaging. 
· Behavioural
The advancements associated with the rapid technological integration caused an upsurge related to the popularity of the streaming platforms. A study by Arun, Rahman and Sowmyya (2021) has highlighted the fact that the youth are inclined more towards streaming owing to the presence of seamlessness, ease of sharing, accessibility and an improved reliability. 
· Psychographics
It can be mentioned that personalisation has become the soul of modern marketing aspects. An integration of improved technologies driven through the combined approach of the AI, like the use of machine learning has resulted towards reshaping the sector, thereby catering towards the choices of the people (Lemmens et al., 2025). Additionally, the development of the promotional content is also shaped through the factors like the “social identity”, “genre affinity” and the “cultural values”. These preferential factors become highly beneficial for the organisations in catering towards the development of content which is considered to be highly effective, relevant and facilitate engaged campaigns associated with marketing. It also plays a vital role towards creating a stronger network which will help towards addressing the specific requirements of the company. Danciu (2013) has highlighted how the evolutions within the marketing strategies will be effective for bringing about a change, acting as a major driver. 
2. Targeting
The evolution within the marketing dynamics have caused a major uplift from a possible limitation. However, it has been observed that they failed towards capturing the temporal aspects regarding the responses obtained from the customers with reference to the marketing interventions (Wang et al., 2025). Another study has mentioned how effective targeting helps in shaping the customer orientation, thereby aiding towards an improved economic performance for the organisation (Foreman et al., 2014). Netflix has shifted its focus towards an enhanced retention strategy on a global scale, assisted through the multiple segments. 
3. Positioning
Netflix has been successful towards becoming an innovator and an original content creator within the entertainment industry. It has resulted towards enhancing the brand’s popularity among the customers which has allowed them to stream series like the “House of Cards”, “Black Mirror”, “Emily in Paris” and “Stranger Things” to a greater extent (Hodgson, 2023). However, it has been observed that the peers within the industry are highly capable of imitating the business strategies, replicating the value propositions, thereby motivating the company to introduce a differentiation associated with the marketing strategies. 
[bookmark: _o199elhlkvio][bookmark: _Toc217394618][bookmark: _Toc217396149]1.2.4 Marketing Mix (7Ps)
· Product
Netflix has been considered to be the largest platform which helps in streaming, thereby serving almost 193 million subscribers. The product strategy of Netflix has been influenced through the implementation of the SaaS. The products delivered by Netflix has helped towards meeting the cultural moments (Netflix, 2025). There is a presence of differentiation which arises mostly from the localised and original content, thereby helping towards catering the diverse markets (Sharma, 2024). 


· Price
Netflix has implemented a strategy of “tiered subscription planning” which supports the premium plans, supported by the advertisements. 
· Place
The distribution of the products of Netflix is entirely global, taking place mostly through the digital platforms. Additionally, the people are provided with the flexibility to access the products through various devices. Furthermore, Netflix has also announced the launch of more distribution centres on a regional scale (Netflix, 2021). 
· Promotion
The prevalence of the intense hyper connection among the businesses on a global scale, it has become difficult for the organisations who still follows the conventional marketing strategies fail to keep up with the evolution of the customer dynamics (Reynolds, Higgins and Israeli, 2026). Hence, the promotional activities of Netflix are digitally driven through the data. It can be mentioned that Netflix makes the use of the social media platforms for targeting the desired customers. Additionally, the integration of the recommendation algorithms and the search optimisation processes to ensure that the audience stay engaged. Additionally, the visibility is improved through forming effective partnerships with the influencers and the content teasers, thereby providing a reason for a cultural buzz. For instance, the social buzz revolving around the promotion of the series, “Emily in Paris”, has helped the brand towards gaining a 13% increased associated with the “Earned Media Value”. There were almost 22,000 posts on the various social media platforms which has resulted in the generation of 112.3 million responses from the people on a global scale (Semeraro, 2024). 
· People
The marketing ecosystem of Netflix consists of the data scientists, creative producers, regional experts and the technologists. It is evident within the cross-functional collaboration, thereby reflecting towards the analytical insights and creative sensibilities. 
· Processes
The personalised recommendation systems serve as the major anchor which helps towards the implementation of the marketing strategies. Implementing the data analytics also helps in catering towards the audience responsiveness. 
· Physical Evidence
The identity of the brand is reinforced through the effectiveness and the consistency of the UI designs. It has been effective towards the translation of the technicalities of the platform, thereby helping in catering the public and facilitating an improved reliability of the brand (Xiao, 2023). 
[bookmark: _we0iwhaa8lc][bookmark: _Toc217394619][bookmark: _Toc217396150]1.2.5 Selection of the Media Channels
· Social media platforms
As per the advertising President of the brand, Netflix have been successful towards the maintenance of a continued momentum associated with supporting the plans via the ads, thereby aiding 40 million active users on a global scale (Netflix, 2025b). Additionally, Netflix has also invested heavily towards “performance marketing”. Running the campaigns which are backed through data helps Netflix towards optimising its advertising operations while launching a new product. This can be reflected through the promotional activities while launching the series, “Squid Game”, enabling an immersive experience for the public. The promotion has been effective towards the conversion of the anticipation towards the engagement of the customers on a global scale (Jonwal, 2025). 
· In-platform promotional activities
The Ads Suite is considered to be the in-house advertisement platform for the brand. The control of their ad technology has helped towards an effective deliverance of a better performance and new tools, which has helped towards facilitating enhanced creative formats. Additionally, the designing of the ad’s suite has been effective to help the company in harnessing the power of the magic which is delivered by the Netflix. Furthermore, the beneficial aspects provided to the company consists of matching the available data and insights for studying the behavioural insights of the Netflix audience (Netflix, 2025b). 
· SEO marketing
With reference to the increased competition associated with the digital landscape, Netflix has been motivated with the inclination towards adopting the digital marketing strategies, through which the company can achieve success for the long-term, which ranges beyond binge watching. Through the implementation of effective SEO strategies, Netflix will be able to harness the power of a leadership position, thereby helping towards achieving a sustained growth within the digital ecosystems. Wheoever, it is also essential for the company authorities to ensure a detailed navigation of the evolution taking place within the atmosphere of digital marketing (Baranidharan and Kulkarni, 2025). 
In conclusion, the above channels have been proven to be highly influential in attracting the customers on a global scale, especially who are inclined towards the consumption of the newly release digital content. However, it has also been mentioned that a high reliance towards the deliverance of the algorithmic aspects helps in catering towards the availability of opportunities regarding storytelling. 
[bookmark: _kngxysjql2ml][bookmark: _Toc217394620][bookmark: _Toc217396151]1.2.6 Measurement of the Marketing Success
The successful assessment of the marketing performance can be analysed through the employment of extensive suite by the company. With reference to the internal analysis, the growth of the subscriber base has been considered to be a major factor towards highlighting the success of the performance. The strong levels of customer retention achieved by the brand has been showcased through the lower churn rates (Cameron and Green, 2015). The effectiveness with how the content developed by Netflix emotionally resonates with the customerbase has been assessed through the integration of the engagement metrics which included the session frequency, viewing hoursd and the rates of completion. 
The above tools have been effective towards offering the robustness of the quantitative control. However, they may fail in integrating the qualitative dimensions like the emotional loyalty of the customers and maintaining the brand trust levels among the customers. The assessment of the sentiment score among the customers can be effectively analysed through the integration of the metrics like the NPS. The NPS, or the “Net Promoter Score” can be defined as the metric which has been effectively designed through which the company authorities are able to gain a better understanding of customer loyalty (O’Brien and Downie, 2024). However, despite the way it has been proven to be highly effective towards capturing the emotional aspects, it has failed in focusing more on the current reporting strategies. The competitive positioning of the brand is affected through the impact created on the culture, on a long-term basis. Hence, it can be highlighted that the metrics implemented have been proven to be immensely valuable for the brand in establishing guidance for the optimisation of the revenue, thereby facilitating a strong operational control. An enhanced resilience or the optimisation of the revenue is also responsible for highlighting the presence of a shift within the cultural landscape. 



[bookmark: _Toc217396152]Task-2: Conclusion
The critical evaluation of the marketing activity of Netflix reveals several interlinked shortcomings that restrict the long term effectiveness of the organisation. Instead of reflecting poor execution, these weaknesses evoke from structural pressures that are generated within a highly competitive, saturated, and digitally mature market. One major issue that has been identified from the report is subscription fatigue due to the increase in economic pressures alongside a rapid increase of competing platforms minimising the willingness of customers to sustain multiple subscriptions. The retention-focused marketing conducted by Netflix struggles in this environment, which occurs mostly due to an increase in prices, and not because of generating novelty or excitement, as there is justification of increased costs because of increased communications.
The surge in the costs of customer acquisition further increased this challenge due to the low barriers of switching and intense rivalry implying that appealing to new subscribers necessitates a higher investment in marketing with unpredictable returns.While this move reinforces the focus of the company on retaining its customers, it also simultaneously constrains the potential of growth as it places a greater dependency of revenue on the existing customers. 
This report also highlights the over dependency of Netflix on their expenses on exclusive content. The differentiation of the organisation continues to be tied to a continuous investment in original content, which its marketing continuously promotes to sustain engagement. However, the escalation of budgets do not ensure long term loyalty of customers, thereby exposing the company to minimal returns. In addition, it has become problematic for Netflix to sustain differentiation as computers also have been replicating similar content. Also, fatigue of algorithm minimises the discovery of content, thereby potentially we can long term satisfaction and perceived autonomy, and these issues cumulatively indicate the requirement for the refinement of organisational strategy.
[bookmark: _Toc217396153]Task-3: Recommendations
This portion of the report proposes model-driven and feasible recommendations that would strengthen the future marketing strategy of Netflix in response to the identified issues stated in the previous section. Firstly, guided with the help of the SOSTAC framework, Netflix should be focusing heavily on relationship marketing via non-price loyalty mechanisms such as early access to content and long-term subscription recognition in order to improve the customer lifetime value and emotional engagement (Tarmidi, D. and Irgandi, 2022). Secondly, by offering a greater transparency of personalisation from an STP perspective, via clearer communications and optional recommendation controls would be beneficial in enhancing trust while also reducing algorithm fatigue (Van Buggenhout et al., 2023). Thirdly, with the implementation of Ansoff’s market development strategy, Netflix should be capable of developing local community-based marketing by forging a partnership with regional cultural organisations and creators in order to strengthen differentiation and authenticity of its content (Lotz, 2021). Fourthly, financial risk reduction alongside sustaining variety can be obtained with the implementation of a more balanced approach of investment where there is a combination of original content with licensed and co-branded partnerships (Sudirjo, 2023). Lastly, the adoption of ethical digital metrics of marketing such as perceived value and trust, would result in a more holistic control of performance alongside long-term alignment of strategy that would go beyond the churning rate (Rosario and Cruz, 2025).
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