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“Think of Internet on the TV like the Web browser. The amount of time you spend on the PC in the browser is just going to grow continuously.”
(Mirror Review Quotes, 2019)[image: A picture containing text, person, person
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Reed Hastings definitely has created a brand that induces an urge in people to stick to their computers for entire day. While the making of Netflix is targeted at mobile phones and computers, the spread with digitisation has enlarged to television screens and every available screen able to work in accordance with Internet. Most people are not even aware of the amount of influence and alteration Netflix has brought to their daily lives. Well, maybe this is the magic brand planned to achieve after all. Netflix initially started its business with only 30 employees in the year 1997 and a DVD catalogue of 925 titles which apparently covered the entire potential in the industry at the time. The DVDs were rented for an amount of $2 and $4 which later magnified into a per-subscriber earning with growth in the market. Netflix became available to the entire world by year 2016 and later became a household pledge with lockdown implications of Covid-19 (Meghana, 2020). With digitisation in progress and online communication channels, Netflix originals are able to build a market of their own through user generated content (UGC). 













[bookmark: _Toc90403130]Brand’s positioning
“A brand is the unique story that consumers recall when they think of you.”
Brand positioning elaborates how well a story will be perceived by audience. Netflix is an organisation absolutely based on customer centric approach which is why it is necessary for people to be able to communicate and comprehend with it. Briefly, Netflix’s positioning strategy is conclusive of three questions: what the brand is, how does it benefit the customer and what is the brand’s personality (Jenner, 2018). Netflix bounds people to entertainment which is not necessarily contemporary but also traditional. Netflix is a platform for all starting from customers belonging to theories to one’s in their twenties and with animation and cartoon shows coming up, it is addressing children as well. The brand is compelling to people as it provides growth and maturity of thoughts. Well, that’s what most people form our generation have learnt. Introduction to different diversities allow intercultural growth and develops perspective analysis towards people from other places. 
“Ten years from now, what word do you want to own?”[image: A picture containing text, dark, clock, device
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The question is adversely answered by business activities of Netflix and their customer attraction strategies. As Reef Hastings says about his life being fun always, Netflix is a brand that prompts the fun factor to a higher notch and elaborates the entire process of entertainment for its customer. Whether it be with its shows, ancient movies, series or new approach comedies. Netflix I’m itself has been able to create an entire genre of entertainment and processed terms like Rom-com and Sit-coms in the market. 
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Netflix accelerates the difference between good and great which complies to it achieving standards mandatory to interact. Great as described by its promotional staff is creating something bigger, I’m terms of emotional intelligence and product specifications. 
[image: ]
Figure 1: The Branding Pyramid [Source: First Round Review, 2021]
The Branding Pyramid states demand of customers to be able to gain something in terms of emotional benefits by the company. Isn’t Netflix doing the same, it provides people opportunity to create an experience drives by their emotional intelligence and take something absolutely anonymous and unique to its kind. The Branding Pyramid undertakes analysis of content delivered by a brand from its creation (First Round Review, 2021). Netflix used to send DVD via mail and now it has become subscription based entirely, the spectrum has developed in terms of its attributes and product delivery but the choice, entertainment and variations remain the same for its users. 
[bookmark: _Toc90403132]Product 
Netflix has a similar yet outstanding product variations. The shows it presents and the audiences it targets are diverse and inclusive at the same time. The matter of perspective is what makes it product distinguished from an entire realm of available entertainment channels. Products are Netflix are famously known shows, series and movies. The best of Netflix tough is no advertisement between the show which is not really facilitated by other platforms. In addition, Netflix recently has added an option of fast laughs to make its content more comprehensive and liberating (Laban, et al., 2020). The section is for bigger audience targeting which is the market of reels and short videos. The videos are supported by several platforms but to no surprise Netflix only plays clips of content presented by it. Fast laughs it a mood recreational aspect which also promotes brand, and it’s shows better. 
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The pricing policies of Netflix are simple and similar to all nations and places. The prices for Netflix Subscription range from $7 to $12 depending on the plan choice which again starts from Basic Plan and ends at Premium Plans. The brand increases it potential pricing by keeping a constant frame which is it does not provide any coupons or offers other than free one-month trial (Colbjørnsen et al., 2021). The one-month free trial is to endorse brand to larger audiences and take them with benefit of doubt.
[bookmark: _Toc90403134]Place and Distribution
[bookmark: _Toc90403135]The services of Netflix are available in about 190 countries which comprises almost all the audience general for content diversification. Netflix's extensive market, with a direct-to-customer approach designated with a subscription-based rendezvous. The brand successfully has manipulated a market of 150 million subscribers to its favour which is quite persuasive considering the time for which it has functioned. But to put Netflix in a country-specific or region-specific regime: is global. People's outlook towards television depends on the spread that has reached, but for Netflix, that reach is worldwide ( Lobato, and Lotz, 2020). The services are available over phones, computers, tablets, and televisions. The content availability is huge by Netflix, and the platform content also streams online for market extension with strategic distributors dealing in DVDs. 
Promotion and Advertising
Promotional strategies of Netflix are not at all complex but very simple in nature as it provides content relevant to all people and all ages. Netflix uses all kinds of channels and advertisement companies to endorse the brand (Shi and Zhou, 2021). Netflix has an excellent AI system which allows interpretation of data and understand customer responses over any platform. The AI technology uses interactions customers have within other platforms to suggest shows over Netflix. The AI even has the capability to acknowledge genres of post people have been looking at or searching over the Internet. Netflix always shows relevant content as per customer`s choice over social media platforms to attract customers. Also, the brand extensively promotes its free one-month trial which brings in customers and after watching for the time period, Netflix really becomes a platform hard to quit (Siddiqi, 2019). In offline mode, commercial billboards are used. Netflix uses TV commercials and print ads to promote the many series, movies, and other content available on the app. Netflix has also partnered with cell phone companies in a number of countries to offer it as part of their plans. Netflix really has an extensive promotional strategy combining several channels such as their own Twitter account which precisely is a meme account. Netflix Twitter account daily gives content to its users explaining its situational comedies and enticing people over romantic tragic ends of its rom-coms. 
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Figure 2: Netflix Post on Instagram [Source: Siddiqi, 2019]
Even Netflix`s Instagram account is a compelling story and meme teller to attract people towards its content as well as into a commitment with the platform. The brand`s voice for people is not ordinary and approaches customers as fans for shows and not people their business relies on. The controversies surrounding Netflix has made it understand that customer communication with the brand and providing liberty in terms of choices to the audiences is what makes a brand stand out (Burroughs, 2019). Netflix has no shortage in terms of content but it focuses on promotion of one extraordinary entertainment series or show or movie. The promotion is extremely hyped over the platforms and for days the topic becomes the only discussed matter between people and groups along with hashtags and reels trends. The company understands transformation and rotation needed b entertainment market and therefore, it creates a market of its own on monthly and weekly basis where the promotion is all about one show which attracts customers and obliges them to look into other content with subscription. 
[bookmark: _Toc90403136]Marketing Strategies
The marketing strategies adopted by Netflix made it gain a consolidated market during Covid-19 lockdown and gave it the opportunity to earn during a pandemic. Netflix has started to manufacture success with its content (Azhar et al., 2020). The content now is not only for people fan of entertainment industry but Netflix originals comprises shows which are based on Novels. Whenever a show uprises as an opportunity, Netflix grabs it and purchases its right to finish it in a way that sells Netflix to people. The premium case happened with Money Heist which is a Spanish Show, initially premiering over Spanish television up its three superior seasons. With the arrival of its fourth season, Netflix noticed and opportunity which made it research the market for the show. The show if telecasted on Netflix was to gain it a considerable Spanish market but in addition it brought people form all regions of the [image: Graphical user interface
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world. Money Heist became a trend from a show and after its fourth season on Netflix and tons of promotional activities, it gained a demand of fifth season from around 1 million people in total. With shows like Money heist and novels converted into shows, Netflix has gained a marvellous market of viewers from all dynasties, diversities and choices compelled to tune in by the content (Hughes, 2021). Netflix has successfully proved that it is all about the hype a brand can create for itself and its content. Netflix also has started to target audiences moved by documentaries from all aspects and professions one can think of. Tiger Kind became a documentary to gain a viewership of 34 million within 10 days of its release. The way this blog addresses people with story of success for Money Heist and Netflix, the brand uses its story and several other creations of a millennials to draw its customers. 
[bookmark: _Toc90403137]Feedback and Suggestions
Netflix always ventures potential with a different approach whether it be entertainment or management principles. The brand manifests its business with an approach of honesty, trust and responsibility. The brand follows a feedback guideline of `4A Format` which involves the following:
1. Aim to assist: The content approaches content with positivism and it must follow the same. Netflix urges its customers to give suggestions and feedback with a smile on their face so as to attract company`s intention and allow specific behaviour change. 
2. Actionable: Netflix approaches feedbacks and suggestions with actionable attention which is when the approach is positive. The feedback must understand the complexities of the end receiving it and establish suggestions with comprehension. Stopping at the comment, "Your presentation is contradicting its own messaging," would have been incorrect feedback to me in Cuba. "The manner you ask for audience input results in just Americans participating," was the correct response (Pim, 2020).
[image: article photo]
Figure 3: Netflix`s feedback system [Source: Pim, 2020]
3.  Appreciate: The attribute is for the receiver`s end which impulses brand into accepting what has been represented by the audiences in terms of feedback or suggestions. The comments must be welcomed whole-heatedly and sometimes just stroked off with humour to avoid any controversies. Netflix always promotes a gratitude-like behaviour towards its opposers and favours during its campaigns and also understand what drives the viewers into giving a bad or good comment. 
4. Accept or Discard: The stage for feedback is next and very important to appreciation which agrees to take feedbacks and suggestions into consideration. The acceptance or discard is decided later when approaches are analysed based on their compelling percentage and whether it will drive essential changes or not. The feedbacks might be given a look for transformation or disregarded with a sincere `Thank You! `. 
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Choose one plan and watch everything on Netflix.

BASIC STANDARD PREMIUM
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