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Netflix is a streaming service with 223 million subscribers internationally and offers a huge library of visual content for entertainment purposes. It has used customer-centric strategic development as its keyway to create the competitive position it holds today in the streaming service market. 

In today’s market it has many strengths, weaknesses, opportunities, and threats: 
· Strength: Netflix is unique in offering a highly personalised service in comparison to competitors such as Disney+ and that allows for consumers to feel valued and wanted by the service. 
· Weakness: The new strategic move to remove password sharing through new ‘household’ fees has set them apart from competitors as it is the only service to take active steps to stop households sharing one account. 
· Opportunity: Many other streaming services have moved into the live sports market and Netflix is in a strong position to takeover that market if they were to introduce that feature into their service especially offering sports that are popular within the UK.
· Threats: The number of streaming services available to consumers is continually growing and there is a new risk in the form of free traditional TV channels launching their own streaming services with a huge library of free content cumulatively available to consumers, this threat is increased due to the current cost of living crisis. 






















Table of Contents
Abstract	1
Strategy of Netflix	3
Competitive Strategy of Netflix in Today’s Environment	4
Strengths	4
Weaknesses	5
Opportunities	6
Threats	6
Conclusion	7
Recommendations	8































Introduction

Netflix is a streaming service that revolutionised the way we watched TV and film and now holds over 223 million subscribers internationally (Taaffe-Maguire, 2022). It offered a new way to watch movies and series pioneering what we now as streaming services whilst carving a strong brand identity which has become its main marketing tool. 

Since 1998 Netflix has set out to ensure the companies development strategy was completely customer-centric, therefore, enabling consumers to get the best experience from the streaming services and creating a loyal customer base. This dominant market position Netflix has developed has allowed consumers to create a strong connotation with Netflix and the streaming sector, therefore, referring to Netflix by name whenever discussing any streaming services. 
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Netflix has set out a mission to entertain the world regardless of individuals preference or location through TV series, documentaries, films, and mobile games where the consumer is in complete control of what they are watching and when (Netflix, n.d.).  

Since Netflix was established the customer’s experience has always been the motivation of development through improving and innovating the way each consumer will view the content Netflix provides. In today’s economy it is key that customers feel valued and listened to by the companies they have chosen to use, additionally, businesses have a strong desire to maintain high levels of loyal, long-term customers as these customers are more profitable that new customers who are likely to switch services (Galbraith, 2011). This customer loyalty has been successfully established by Netflix through the customer-centred development strategy used throughout the growth of the platform which is shown Figure 1. This demonstrates that regardless of the current climate internationally, Netflix has been able to retain the same level of subscription through customer loyalty.  

(Katz, 2021)
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How Netflix has achieved such high levels of customer loyalty and retention is presented in the innovations in which it has made since 1998 when the company launched the first ever DVD rental website where customers were able to rent unlimited DVD’s without return dates and therefore no late fees. This was different to competitors at the time Blockbuster who were only maintaining in person borrowing of DVD with $1 per overdue return fees and did not make the move to postal delivery until 2004 for only 2 rentals a month (Keating, 2007). 

As Netflix became more popular in the United States of America the company made transition to a more user-friendly method of providing the service – streaming. In 2007, the company introduced streaming and the first glimmer of how we know Netflix today. This was to aid customers and reduce the steps necessary in order to watch a favourite film or TV series, additionally the streaming platform was added to consumer’s favourite consoles such as the Xbox 360 to place Netflix in the eyeline of consumer at all times and to ensure seamless integrations into consumer’s everyday habits subconsciously building the foundation of the customer loyalty that remains today (BBC , 2018). 

As the streaming service became a family favourite for movie watching, Netflix made the move to go global expanding out of the United States of America and into Canada, Latin America and the Caribbean whilst also developing the company’s first ever original series ‘House of Cards’ which was released in 2013. This move to create original content has enabled Netflix to create a brand that is known for exclusive series and movies as well as removing the licensing restrictions on a proportion of the content available on the service. 3 years later, Netflix completed the expansion into a total of 190 countries and content in 37 languages bringing around a whole host of new customers who needed to feel as though they were important to Netflix (Bitran, 2022). Netflix did this by continuing to improve features within the streaming service like introducing the ‘skip introduction’ button for those who were binge watching series in order for customers to reduce wasted time rewatching the opening credits or recap to an episode they have just finished watching, this button is pressed around 136 million times a day and saves viewers 195 years collectively in time (Johnson, 2022). 

Additionally, to continue innovating and providing consumers with reasons as to why they should remain Netflix customers, the streaming service has introduced immersive mobile games to engage another set of consumers – the gamers. In 2021, 5 games were released with 2 linked to hit series Stranger Things to therefore bridge the gap with current Netflix consumers entering a new gaming experience and experienced gamers entering the world of Netflix series (BBC News, 2021).  Therefore, as Netflix is experiencing a plateau in subscriptions and struggling to regain growth, this new feature could allow for individuals who are not currently interested in Netflix to subscribe to use these new games as they are unlike any other features on other streaming services such as Apple TV or Amazon Prime. 
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[bookmark: _Toc129372767]Strengths 

Through Netflix’s strategic development to become the competitive streaming service it is today it has developed several strengths compared to the other streaming services that are still relevant in today’s environment. 

The key thing that Netflix has developed is the high level of personalisation the streaming services uses such as altering the image used for each TV series or movie in order to maximise appeal to each individual. Personalisation is key in today’s environment as it allows consumers to feel valued and noticed by the service which affect not just user engagement but also revenue figures, it was found that the implementation of personalised features has a direct increase in revenue by 5-15% (Boudet, et al., 2019).  Therefore, it is key that Netflix continue to develop the personalisation aspect of the service to maintain their current position. 

Additionally, Netflix has a technological set up where a children’s profile can be created and therefore content is limited to age-appropriate themes (Bobmanuel, 2022). This is a key strength in today’s society as children become more independent when using technology at a younger age with an increased risk of exposure to inappropriate materials, Ofcom found that in 2022 8 in 10 children aged 3-17 were consuming content served on services such as Netflix (Ofcom, 2022). Therefore, continuing to offer parents an easy route to peace of mind when their children are streaming independently is key to Netflix maintaining a strong loyalty amongst this proportion of subscribers. 
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Although Netflix holds strengths in today’s environment the strategic direction the company is taking in the coming year has opened the streaming service up to criticism and weakness in comparison to rival streaming services. 

In 2022, Netflix released that they would be altering the strategy used by removing the ability for members to share passwords with other households in order for the consumers to save money but achieve access to all of Netflix’s content. This goes against Netflix’s original idea that everyone should have access and primarily goes against a tweet that the streaming services published in 2017 stating “Love is sharing a password” (BBC News, 2023). In South America there was a trial of a $2.99 a month extra payment to allow an additional two households to join an existing membership and this is now being expanded into the US, Portugal, Canada, Spain and New Zealand with plans for expansion elsewhere later in 2023 (Kelly, 2023) (Mullaney, 2023).

This new plan system places weakness on Netflix compared to other streaming services, primarily because of the backlash it will face when passwords can no longer be shared and university students, for example, have to begin paying an additional fee or paying for a whole subscription separately. 

Additionally, this change may not be beneficial to Netflix and their public perception. Currently there is a cost-of-living crisis and due to this Pwc has found that 57% of 18–34-year-olds are cancelling their streaming subscriptions in order to reduce the unnecessary expenditure and to help afford necessities such as food and energy (Ramsden-Knowles, 2022). Therefore, Netflix asking individuals to spend more money on a streaming service whilst individuals are struggling to pay basic bills may paint the company as detached from reality, out of touch and greedy. This puts Netflix at risk of losing subscribers as individuals switch to services that allow for password sharing at a similar price point or switching to traditional TV channels online services. 
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Netflix have always taken the consumers’ needs as primary focus when developing new aspects to the streaming service, there are a few areas that Netflix has not explored yet but the market for live sports is growing rapidly and competitors are quickly making their mark and reaping the rewards of entering that market with increasingly happy customers. Amazon Prime Video have seen huge successes since the launch of live sports on the platform, those who are monthly subscribers have access to 20 free premier league football matches (Amazon, 2023). Additionally, Apple TV currently sponsor the most prestigious and watched sporting event of the year – NFL Superbowl Halftime show which engages not just sports fans but music and pop culture fans around the world with 113 million viewers in 2022 (Saul, 2023) (Mickle, 2022). 

Therefore, there is clearly a want for access to live sport via streaming services from consumers and Netflix not offering this could mean that those who are subscribed to Netflix are subscribing to Amazon Prime Video in order to gain access to premier league games and then evaluating the importance of Netflix to them and cancelling the subscription due to the lack of sports offerings. Additionally, consumers who currently pay for services such as BT Sports or Sky Sports could become interested in subscribing to Netflix if they offer this additional service at a lower cost than the current providers, therefore, opening up the opportunity to welcome new consumers whose primary needs are already met with live sports content. 
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The strategic direction of Netflix does not eliminate threats from external sources, Netflix only owns the rights to the Netflix Original content as it was directed and produced internally, therefore the majority of the content on Netflix is held on licensing agreements which are for set periods of time rather than perpetually. 

Currently, Netflix removes TV series and movies after a period of time due to the expiring licenses and an analysis of whether the content is popular enough to renew the licence, however, this still leaves consumers feeling disappointed when they return to rewatch a personal favourite if they have missed the warning that is being removed (Netflix, n.d.). Although, all other streaming services also share this issue there are significantly more movies available on rival Amazon Prime Video who charge a smaller monthly subscription cost, although the rivals do offer less TV series so that could be a factor to focus on when comparing Netflix against Amazon Prime Video (Riofrio, 2022). In the current climate consumers are opting for the services they feel that they receive the best value for money from and therefore, depending on which services the consumers use will alter the value of Netflix. Unlike, Amazon Prime Video who has live sports and Disney+ who streams ‘The Kardashians’ and all Disney movies, Netflix does not have a strong unique selling point and therefore is under threat to not connect with consumers for every month and risk that subscriptions could fall due to the lack of value for money. 

Also, traditional TV channels such as Channel 4 or ITV have now placed more priority on developing their own free to use streaming services and are therefore entering the licensing market, introducing more competition for Netflix on multiple levels – monetary value for consumers as well as licencing wars. Although it may seem as though traditional television is a dying trend, in 2020 it remained the dominant way to enjoy content over streaming with adults only spending 1.22 hours watching streamed entertainment which is under half the time spent watching traditional television (Adgate, 2022). The key threat to Netflix is that these TV channels streaming services are free, therefore, an individual can download all of the free streaming services and receive high numbers of content with varied themes for free, additionally, channels such as ITV are developing their streaming service to offer additional series and movies that haven’t been shown on live TV and are therefore exclusive to the service. This threat will continue to grow and exist as TV channels grow knowledge and enter the content licencing market whilst consumers continue to reduce expenditure in line with the ever-growing costs of living. 
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Netflix remains customer-centric in its strategic development in today’s environment and will continue to develop with its customers’ needs in mind, however, in order to remain relevant and remain market leader it will need to introduce new innovative content to compete with the rising number of alternative streaming services. Furthermore, they must truly evaluate some of their newer strategic direction such as increasing rate and cracking down on account sharing because these core fundamentals that make Netflix a family streaming service. A move away from these values could mark the begging of the end for the service similar to that of Blockbuster’s where they failed to innovate in line changing consumer market and demands.
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There are several ways in which Netflix can continue to hold a customer-centric competitive strategy and remain the market holder in the streaming sector as recommended below:

· Introducing a new live sports sector into the streaming service to challenge current competitors such as Apple TV and Amazon Prime Video, as well as opening up the opportunity to gain new subscribers whose primary needs are already fulfilled. This will therefore allow Netflix to reduce the risk of falling behind market competitors within the sports content market and remain the head of market in that sector.
· Continuing to develop long term licensing agreements in order to reduce the number of series and movies being removed each month to ensure that customers continue to receive good value for money in comparison to competitors within the streaming service including the traditional TV free streaming services.
· In addition to building longer term licensing agreements, to reduce dependency on said agreements develop higher output of ‘Netflix Original’ content where there is no need to engage in licensing arrangements or bidding wars for the content. 
· Furthermore, Netflix Original content adds an air of exclusivity to Netflix that other streaming services lack and therefore can be manipulated into the streaming services unique selling point as the proportion of ‘Original content’ increases within the Netflix content inventory. 
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