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1.1 Introduction
Digital streaming's explosive expansion has completely changed how people access, consume, and interact with films and television shows, revolutionising the worldwide entertainment sector. Due to increased competition brought about by the shift from physical media and scheduled broadcasts to subscription-based streaming services, businesses now need to embrace customer-centred marketing strategies and go beyond traditional promotional efforts. Marketing has developed into a strategic organisational competence that supports customer acquisition, retention, and long-term competitive advantage in this increasingly digital environment (Kotler, Keller, and Chernev, 2022).
One of the most significant companies spearheading this change is Netflix. Since its founding as a DVD rental business in 1997, the company has grown to become the largest subscription video-on-demand (SVOD) platform in the world by fusing technological innovation with data-driven marketing, customised customer experiences, and investments in original content (Jenner, 2018; Lobato, 2019). In order to improve customer relationships and promote long-term subscriber engagement, Netflix incorporates marketing across its business model by utilising recommendation algorithms, behavioural analytics, and global brand positioning in addition to traditional advertising.
The reasons behind Netflix's market dominance are still up for debate, despite the company's consistent financial success. Previous studies have often linked the company's expansion to platform economics, recommendation algorithms, and technological innovation (Gomez-Uribe and Hunt, 2015). Although these elements are significant, they frequently ignore marketing as a strategic competence that affects competitive positioning, organisational flexibility, and customer experience. Additionally, the rise of significant rivals like Disney+, Amazon Prime Video, Apple TV+, and Max has made the streaming industry more crowded, making it harder to maintain a competitive edge.
This dissertation looks at how Netflix has responded to competition constraints in the worldwide streaming market by using marketing techniques and strategic flexibility to attain market leadership. The study assesses the role of transformative marketing to Netflix's organisational growth and competitive advantage by examining financial performance, corporate disclosures, and recent scholarly literature. By doing this, the study advances our knowledge of how marketing, technology, and consumer insight work together to promote long-term success in subscription-based digital business models.
1.2 Background
The digital streaming industry has experienced substantial growth over the past two decades, reshaping the production, distribution and consumption of entertainment content. Advances in internet infrastructure, mobile technology and connected devices have enabled consumers to access film and television programmes on demand, reducing reliance on traditional broadcast schedules and physical media. As a result, competition within the entertainment sector has intensified, requiring streaming providers to differentiate themselves through innovation, customer experience and long-term strategic marketing rather than price or content availability alone (Kotler, Keller and Chernev, 2022).
A key player in this change has been Netflix. The company, which was founded in 1997 as a DVD-by-mail service, made a smooth transition to streaming before growing into the creation of original content and international distribution. In connection with these advancements, Netflix implemented a customer-focused marketing strategy centred on behavioural data, tailored suggestions, and subscription-based partnerships, radically altering the ways in which entertainment services draw in, interact with, and keep viewers (Jenner, 2018; Lobato, 2019). Both consumer expectations and broader marketing methods used throughout the streaming business have been impacted by these advancements.
While earlier research has examined Netflix's recommendation algorithms, platform economics, and global expansion, relatively little focus has been placed on how marketing tactics, strategic flexibility, and market risk all work together to support the company's long-term competitive position (Gomez-Uribe and Hunt, 2015). Understanding how Netflix maintains its market leadership has become more crucial for academics and business professionals as competition has grown thanks to platforms like Disney+, Amazon Prime Video, Apple TV+, and Max.
By using Netflix as a case study of disruptive marketing in the digital entertainment sector, this dissertation fills this vacuum. The research aims to provide a more comprehensive understanding of how organisations can respond to technological change, evolving consumer expectations, and growing market competition while maintaining sustainable competitive advantage by analysing the relationship between marketing strategy, competitive challenges, and organisational performance.


1.3 Research Aim
The study tackles the following goals in order to fulfil the research aim:
1. To evaluate the difficulties Netflix encounters in the worldwide streaming business from both new and established rivals.
2.  To assess how Netflix's marketing tactics have enhanced its market leadership, customer engagement, and brand development.
3. To look at how Netflix has responded to market challenges and maintained a competitive edge in the digital entertainment sector through marketing tactics and strategic flexibility.
1.4 Research Objectives
The study tackles the following goals in order to fulfil the research aim:
1.To evaluate the difficulties Netflix encounters in the worldwide streaming business from both new and incumbent rivals.
2. To assess how Netflix's marketing tactics have enhanced its market leadership, customer engagement, and brand development.
3. To look at how Netflix has responded to market challenges and maintained a competitive edge in the digital entertainment sector through marketing tactics and strategic flexibility.
1.5 Research Questions
The following research questions serve as the study's guide: 
1. What difficulties does Netflix encounter from both new and old rivals in the international streaming market?
2. How have Netflix's marketing tactics aided in its expansion, client interaction, and standing as a top streaming service worldwide?
3. How much has Netflix been able to respond to market risks and sustain a competitive advantage through strategic flexibility and marketing innovation?



 

1.5 Chapter Summary
By highlighting the increasing significance of transformative marketing in the digital streaming sector and establishing Netflix as a suitable case study for analysing how marketing supports organisational growth and competitive advantage, this chapter has presented the research. Additionally, the research gap was recognised, the research aim, objectives, and questions were presented, and the study's foundation was established.

Five chapters make up the rest of the dissertation. The academic literature on transformative marketing, customer experience, relationship marketing, competitive advantage, and strategic adaptation in the digital entertainment sector is critically reviewed in Chapter 2. The chapter also highlights the gap that this study aims to fill and looks at the theoretical frameworks supporting the research.
The research methodology used for the study, including the research philosophy, approach, design, data collection techniques, and ethical issues, is described in Chapter 3. Additionally, it explains the advantages and disadvantages of the selected methodology and supports the adoption of a quantitative secondary research approach.

Using publicly accessible secondary data, Chapter Four analyses Netflix's financial performance, marketing tactics, and competitive position in order to convey the research findings. By contrasting these results with the body of scholarly research already in existence and assessing how transformative marketing has helped Netflix maintain its competitive edge and steady growth, Chapter Five critically examines these findings.
The dissertation is finally concluded in Chapter Six, which assesses the degree to which the goals and purpose of the research have been met. While recognising the study's limits and pointing out areas for additional research into transformative marketing in the digital streaming sector, the chapter also offers suggestions for future research and industry practice.



Chapter 2: Literature Review
2.1 Introduction
With Netflix as its main subject, this chapter critically reviews the literature on the evolution of marketing in the movie and streaming industries. The conversation examines how digital technologies have changed the creation, promotion, and consumption of entertainment by drawing on research in marketing, consumer behaviour, and strategic management. The review examines how Netflix's competitive position has been influenced by customisation, customer experience, original content, and strategic adaptation rather than solely attributing its rise to technological innovation.
Trailers, television commercials, print coverage, billboards, and public relations were the main means of mass communication used in traditional film and television marketing. While performance was evaluated using metrics like opening-weekend revenue and audience ratings, promotional spending was frequently focused on a specific release. Audiences had little influence over the creation or dissemination of promotional messages because studios and broadcasters dominated communication (Kotler, Keller, and Chernev, 2022).
By establishing direct and ongoing connections between platforms and viewers, digital distribution upended this paradigm. Instead of just prior to a single purchase, streaming providers can monitor user behaviour, customise recommendations, and interact throughout the subscription duration. As a result, marketing is integrated into the service itself. In addition to influencing content discovery, Netflix's homepage, suggestions, artwork, and notifications all encourage continuing use. The transition from transaction-based marketing to the management of the whole customer experience is reflected in this trend (Lemon and Verhoef, 2016).
However, the research casts doubt on Netflix's long-term viability. Similar technologies, exclusive programming, and subscription structures are increasingly being offered by other platforms. Therefore, rather than focusing solely on streaming technology, Netflix's advantage must be analysed through the combination of its marketing skills, customer relationships, and readiness to change its economic model.

2.2 The Evolution of Marketing in Film and Streaming
The rise of digital media altered marketing goals as well as how people consume entertainment. Customers had little control over when and where they could watch material because to physical purchases and scheduled programming. Convenience and flexibility became key components of the customer proposition as streaming brought instant access across linked devices. Simultaneously, organisations were able to replace sporadic mass marketing with tailored communication based on user data thanks to broadband, cellphones, and social platforms (Chaffey and Ellis-Chadwick, 2022).

The commercial focus of entertainment companies changed as a result. While subscription services rely on ongoing payments, a movie ticket or DVD represented a single transaction. Therefore, maintaining perceived value and reducing cancellations are just as important to their success as drawing in new clients. In this situation, relationship marketing is particularly important since revenue is dependent on the organisation's ability to maintain a positive relationship with its customers (Kotler, Keller, and Chernev, 2022).

This shift is exemplified by Netflix. It was first founded in 1997 as a DVD rental company. In 2007, it launched online streaming, and over time, it transformed itself into a digital entertainment platform. Although there was less reliance on physical distribution as a result of the shift, viewers had to modify how they watched. As a result, its importance was both behavioural and technological: Netflix promoted on-demand access as a more practical substitute for rental stores and set TV schedules while providing a new delivery method.

According to Christensen's (1997) theory of disruptive innovation, new business models might pose a threat to incumbent companies by providing easier access or ease. However, Netflix's continued success cannot be explained by disruption alone. Many of streaming's fundamental qualities were replicable by rivals once it got popular. To set itself apart from the competition, Netflix has been depending more and more on platform design, original content, and customisation.

As a result, streaming marketing has evolved beyond promoting certain games. Personalised interfaces, recommendation engines, social media conversations, and planned releases are all used to continuously promote content. Additionally, viewers contribute by creating reviews, responses, and online criticism, undermining the conventional division between audience communication and corporate promotion.
According to the literature, Netflix's significance stems from its ability to integrate marketing into its online content distribution. Its platform encourages, uses the same interface to provide and assess entertainment. In the sections that follow, this integration serves as the basis for analysing digital consumer behaviour and Netflix's particular marketing approach.















2.3 Digital Marketing, Consumer Behaviour and Netflix’s Marketing Strategy
By substituting ongoing, data-driven engagement for one-way promotional communication, digital marketing has completely changed how businesses communicate with their customers. In contrast to traditional media, digital platforms gather behavioural data that helps businesses improve customer experiences, tailor communications, and build enduring relationships.
 According to Chaffey and Ellis-Chadwick (2022), marketing has therefore changed from being primarily concerned with getting clients to being equally focused on keeping them through ongoing interaction.

Because subscription-based streaming services rely on recurrent payments rather than one-time purchases, consumer retention is especially crucial. Because long-term client value is created through ongoing satisfaction rather than recurrent acquisition, relationship marketing offers a helpful foundation for comprehending Netflix's strategy (Kotler, Keller, and Chernev, 2022). By incorporating marketing into regular user interactions rather than depending only on traditional advertising, Netflix has ingrained this idea throughout its platform.

One of Netflix's most notable competitive advantages is personalisation. The software organises recommendations that are tailored to each user's tastes by analysing viewing history, search behaviour, watch time, and user interactions. Hsiao, Feng, and Lamkhede (2025) claim that Netflix's recommendation engine is made up of several machine-learning models that are in charge of customised rankings, suggested material, and interface organisation. The platform offers content that is customised to each subscriber's unique viewing habits rather than sending out the same promotional messages to all of them, turning browsing into a kind of advertising.
Additionally, personalisation goes beyond suggestions. In order to boost engagement, Netflix modifies promotional artwork based on user preferences, showing various graphics for the same show (Chandrashekar et al., 2017). This strategy shows how marketing is now integrated into the product rather than functioning independently of it. Homepage layouts, images, and recommendations all promote content while also influencing viewing choices.
This integration is supported by customer experience theory. According to Lemon and Verhoef (2016), businesses generate value throughout the whole client journey as opposed to just through discrete marketing initiatives. By creating an interface that consistently promotes content discovery and extended engagement, Netflix exemplifies this idea. As a result, marketing and the actual viewing experience become inextricably linked.
Personalisation’s efficacy is still debatable, though. Recommendation algorithms improve convenience and lessen search effort, but they also influence content visibility. While Pajkovic (2022) contends that highly personalised systems may inadvertently limit content diversity, Gaw (2022) contends that recommendation algorithms contribute to the construction of customer preferences by deciding which programs receive prominence.
 Recommendation technology should therefore be seen as a tool for customer service as well as a way for business priorities to affect watching habits.
A second pillar of Netflix's marketing approach is original content. Stranger Things, Wednesday, and Bridgerton are examples of exclusive creations that both set the platform apart and serve as marketing tools. Netflix originals, in contrast to licensed content, promote subscriptions because they are exclusive. This is in line with the ideas of content marketing, which relies less on paid advertising and more on the product itself to draw in and keep consumers.

When proprietary intellectual property is valuable and challenging for rivals to imitate, it might offer a competitive advantage from a strategic standpoint (Barney, 1991). However, there is a significant financial risk associated with this benefit. Original programming doesn't always produce enough revenue due to high production expenses and erratic viewer demand. Therefore, making sure that recommendation systems and marketing initiatives link pertinent programs with the right audiences is just as important to success as producing material.
Netflix's marketing strategy has been extended beyond the streaming platform by social media. Netflix regularly uses conversational language, humour, and interactive marketing across digital platforms to stimulate audience participation instead than depending on traditional advertising. Customers participate in this process by creating memes, reviews, and short-form content that spread electronic word-of-mouth about Netflix shows (Erkan and Evans, 2016). As a result, consumers actively shape brand awareness with the company, making marketing more collaborative.
Netflix has had to strike a balance between local relevance and worldwide uniformity as a result of its international expansion. The platform may appeal to a variety of areas while retaining a known worldwide brand thanks to localised interfaces, dubbing, subtitles, and locally created content. Lobato (2019) highlights the significance of localisation within Netflix's broader strategy by arguing that despite their global reach, streaming services are still impacted by country regulations, language, and licensing constraints.
Despite these advantages, Netflix works in a setting that is becoming more and more competitive. Similar technologies, subscription models, and unique programming ideas are being used by Disney+, Prime Video, Max, and other streaming services. Therefore, having discrete marketing tools is less important for gaining a competitive edge than combining platform design, customer experience, customisation, and content into a cohesive system. According to the research, Netflix's success can be traced to the interaction of various complimentary qualities rather than a single breakthrough. Examining how organisational adaptation and strategic risk have bolstered the company's long-term competitive position is made possible by this integrated approach.
















Chapter 3: Research Methodology
3.1 Introduction
Using Netflix as the main case study, this chapter describes the research techniques utilised to look into disruptive marketing trends in the movie and streaming industries. In order to produce evidence that can be compared with the scholarly literature covered in Chapter 2, the technique has been developed to fulfil the study aim and objectives.

The study will employ a mixed-methods methodology that combines secondary research with quantitative and qualitative questionnaire data. While qualitative replies will enable participants to provide more detailed explanations of their experiences, quantitative responses will offer quantifiable information regarding consumer attitudes and conduct. Because Netflix's marketing strategy incorporates both observable consumer patterns and individual perceptions that cannot be fully comprehended through numerical data alone, this approach is acceptable.
The study philosophy, approach, strategy, data collection techniques, sample procedure, and analytic techniques are all described in this chapter. Reliability, validity, ethical issues, and the constraints of the suggested research design are all covered.











3.2 Research Philosophy
The research philosophy for the study will be pragmatic. Instead than asking the researcher to adhere to a single, rigid philosophical stance, pragmatism emphasises the selection of research methodologies based on their utility in addressing the research issue. It enables the integration of quantitative and qualitative methodologies, leading to a more comprehensive comprehension of the study problem (Saunders, Lewis, and Thornhill, 2023).

Because the dissertation looks at both quantifiable trends and subjective customer experiences, this attitude makes sense. For instance, the survey might determine whether original content affects membership choices or how often people use Netflix suggestions. Numerical results, however, might not be sufficient to explain why participants accept, reject, or disregard those suggestions. Responses that are open-ended can shed more light on these attitudes.
Statistical patterns and objective measurement would be given priority in a strictly realist approach. This could reveal correlations between factors, such the use of recommendations and subscription loyalty, but it might miss the significance that individuals place on their experiences. On the other hand, a strictly interpretive method would offer in-depth descriptions of individual viewpoints but make it more challenging to spot more general trends throughout the sample. The research can leverage the advantages of both strategies thanks to pragmatism.

As a result, the study does not presume that a single approach can adequately account for Netflix's marketing impact. Rather, it examines the research problem from multiple angles using various types of evidence.






3.2 Research Approach
Limited inductive analysis will be used to supplement the research's predominantly deductive methodology.

To determine if theoretical expectations are supported, a deductive approach starts with current theory and employs empirical data (Saunders, Lewis, and Thornhill, 2023). Relationship marketing, customer experience, disruptive innovation, dynamic capacities, and competitive advantage are some of the pertinent ideas that were found in the literature review. The design of the questionnaire and the analysis of the results will be guided by these ideas.

Relationship-marketing theory, for instance, contends that ongoing interaction and customisation could increase client loyalty. The purpose of the questionnaire is to find out whether Netflix users think platform convenience, suggestions, and original content affect their decision to keep a subscription. The analysis of Netflix's responses to competition and shifts in customer behaviour will also be supported by the dynamic capacities' theory.
The study will not use sophisticated statistical models to examine formal hypotheses. It will, however, investigate whether consumer reactions validate or debunk expectations derived from current theory. Therefore, the deductive component establishes a direct link between the data analysis, research questions, and literature evaluation.

Additionally, optional open-ended questionnaire questions will incorporate an inductive component. Instead of forcing each response into predefined categories, inductive analysis lets themes arise from the data (Bell, Bryman, and Harley, 2022). Participants may pinpoint factors or issues—such as price dissatisfaction, content cancellation, advertising, or repeated recommendations—that have not gotten much attention in the body of current studies.
Because the research has both exploratory and evaluative goals, combining both methods is beneficial. It assesses preconceived notions about Netflix's marketing while keeping an open mind to customer experiences that might contradict such presumptions.


3.4 Research Strategy
Netflix has been chosen as the case organisation for this single-case research approach. A modern problem can be investigated in its actual setting through case-study research, especially in situations where the borders between the company, its market, and customer behaviour are intimately related (Yin, 2018).

Because it has taken part in multiple significant phases of industry transition, Netflix is a suitable example. It evolved from a DVD rental service to a worldwide streaming platform, made significant investments in original content, implemented data-driven personalisation, and adjusted pricing, advertising, and content strategy in response to growing competition.

The research can thoroughly examine these developments because to the single-case technique. The study does not, however, make the assumption that all of its conclusions apply to every streaming provider. Netflix's long history, organisational resources, worldwide reach, and content strategy set it apart from rivals. As a result, the results will be viewed in light of Netflix's unique situation as well as the broader streaming market.
Consumer data, secondary evidence from academic studies, Netflix corporate publications, and reliable industry sources will all be incorporated into the case study. A more balanced interpretation will be supported by using multiple types of information rather than depending solely on company material or customer opinion.






Chapter 4: Findings 
4.1 Introduction
In order to assess the connection between Netflix's marketing strategy and its commercial performance between 2020 and 2025, this chapter offers and examines the results from secondary quantitative data. In order to evaluate how Netflix's strategic marketing choices affected its competitive position within the worldwide streaming market, the analysis focuses on important financial variables such as revenue growth, operating profitability, and consumer engagement.

The conclusions are mostly based on information from Netflix's Annual publications (Netflix, Inc., 2021; Netflix, Inc., 2022; Netflix, Inc., 2023; Netflix, Inc., 2024; Netflix, Inc., 2025; Netflix, Inc., 2026), which are supplemented when necessary, by pertinent industry publications. The time frame under consideration encompasses a number of noteworthy events, such as the sharp rise in streaming demand during the COVID-19 pandemic, the slowdown in subscriber growth in 2022, and Netflix's subsequent comeback through calculated actions like the launch of its advertising-supported subscription plan and steps to lessen password sharing.

Three analytical sections make up the chapter. Prior to examining the role that original content and customer involvement play in Netflix's marketing strategy, it looks at the company's financial performance. After assessing Netflix's competitive standing in the streaming market, it summarises the main conclusions that guide the conversation in Chapter Five.





4.2 Financial Performance
Despite notable shifts in the global streaming market, Netflix's financial results from 2020 to 2025 show consistent growth. The COVID-19 pandemic caused the company to develop quickly at this time, but it then saw slower subscriber growth and more competition before its financial performance improved again. According to the revenue and profitability data, Netflix was able to maintain long-term growth while successfully adjusting its business approach to shifting market conditions.

Figure 4.1 illustrates how annual income rose from US$24.99 billion in 2020 to US$45.20 billion in 2025, a total increase of roughly 81% (Netflix, Inc., 2021; Netflix, Inc., 2026). Lockdown restrictions greatly raised demand for home entertainment services in 2020, which resulted in the biggest revenue growth. However, as consumer behaviour started to revert to pre-pandemic levels and competition in the streaming industry increased, growth slowed in 2021 and 2022. Netflix demonstrated resilience in a quickly changing business by continuing to earn rising annual income in spite of these obstacles.

For the corporation, the 2022 slowdown marked a major turning point. Concerns about the viability of Netflix's subscription-based business model were raised when the company revealed its first drop in paid memberships in more than ten years (Netflix, Inc., 2023). Instead of sticking with its current approach, the corporation launched a number of commercial measures, such as tighter restrictions on password sharing, changes to subscription prices, and the introduction of a membership tier that is financed by advertisements. These changes signalled a change from focusing only on subscriber growth to enhancing customer value and boosting income from current users.
These strategic adjustments appear to have improved organisational performance, according to the financial data. In 2023, 2024, and 2025, revenue kept rising, but operational profitability increased more quickly than sales. Between 2020 and 2025, operating income climbed from US$4.59 billion to US$13.33 billion, while operating margins improved from 18.3% to 29.5% (Netflix, Inc., 2021; Netflix, Inc., 2026). This shows that while Netflix continued to invest in platform development and content creation, it got more adept at turning revenue into operating profit.

Increasing profitability is also a result of the company's larger operational adjustments. Netflix had a more conservative approach to spending after its slower growth in 2022, but it continued to invest in strategic priorities, namely original programming, and global expansion (Netflix, Inc., 2024). The company's revenue sources were diversified with the addition of advertising revenue, which lessened its reliance on subscription fees alone and opened new avenues for long-term financial growth. These changes show that Netflix changed its business strategy without radically altering its offer to customers.
Despite a significant improvement in financial performance over the course of the term, care should be used when interpreting the results. 
Beyond marketing strategy, several variables affect revenue and operating profit, such as pricing choices, fluctuations in foreign exchange, the state of the economy, and operational effectiveness. As a result, marketing initiatives cannot be the only reason for the reported financial gains. However, the company's capacity to continue growing in the face of heightened competition implies that its broader strategic approach—which included customer-focused marketing initiatives—contributed to long-term commercial success.
Overall, the financial data shows that between 2020 and 2025, Netflix effectively adjusted to shifting market conditions. Strong revenue growth, increasing operating margins, and a variety of revenue streams show that the business improved its financial standing and operational effectiveness. These results lay the groundwork for investigating how Netflix's investment in consumer connection and original content bolstered this performance through its wider marketing approach.








4.3 Original Content and Marketing Strategy
From 2020 to 2025, Netflix's marketing strategy continued to place a strong emphasis on investing in original content. In contrast to licensed content, Netflix Originals offers unique programming that is not available on other streaming services, making it a crucial differentiator in a market that is becoming increasingly competitive. According to the company's yearly reports, original content is a major factor in consumer engagement, long-term retention, and subscriber acquisition (Netflix, Inc., 2021; Netflix, Inc., 2026).

[bookmark: _Int_5h3Wx3Xj]Netflix was under increasing pressure from rivals who made significant investments in exclusive programming after the company's extraordinary success during the COVID-19 epidemic. Netflix's first-mover advantage was diminished when streaming services like Disney+, Prime Video, Apple TV+, and Max increased their original content libraries. In response, Netflix continued to make significant investments in the creation of content, but after 2022 it began to develop projects more carefully. Instead of drastically cutting spending, the firm concentrated on creating material that would be more appealing to a wider audience and have more commercial potential (Netflix, Inc., 2024).

The results show that Netflix's investment strategy progressively mirrored the global reach of its user base. The company continued to distribute popular titles to audiences around the world while growing its catalogue of local-language productions during the time under analysis. Regional productions could create global engagement and bolster Netflix's brand outside of English-speaking areas, as shown by the success of shows like Squid Game, Money Heist, Lupin, and Alice in Borderland (Netflix, Inc., 2022; Netflix, Inc., 2026).
As a result, Netflix kept investing heavily in content production, but after 2022 it started to approach projects more cautiously. Rather than making significant budget cuts, the company focused on producing content that would appeal to a larger audience and have greater commercial potential (Netflix, Inc., 2024).

The findings demonstrate that Netflix's investment strategy gradually reflected the global scope of its user base. During the period under review, the company expanded its collection of local-language productions while continuing to distribute popular titles to audiences worldwide. As seen by the popularity of series like Squid Game, Money Heist, Lupin, and Alice in Borderland, regional productions could increase global participation and strengthen Netflix's image outside of English-speaking regions. (Netflix, Inc., 2024; Netflix, Inc., 2025; Netflix, Inc., 2026). This suggests that rather than seeking development through content volume alone, the corporation has increasingly matched creative investment with financial restraint, concentrating resources on projects likely to provide lasting economic value.

However, there is a significant financial risk associated with investing in original programming. Significant upfront costs are necessary for large production expenditures, but they do not ensure economic success. While extremely successful projects might bolster Netflix's competitive position and increase customer retention, failed releases might only yield modest financial gains. Effective production investment management has become more crucial to sustaining profitability and customer happiness as the competition for premium content intensifies. Given the circumstances, the results show that original material had a more significant strategic impact than just growing Netflix's library. 
In addition to boosting the company's overall marketing strategy, exclusive programming enhanced competitive difference, fostered global expansion, and increased customer engagement. Evidence points to Netflix's capacity to maintain commercial success in spite of escalating competition in the global streaming market as a result of its ongoing investment in original content.









4.4 Customer Engagement and Competitive Position
Between 2020 and 2025, Netflix's marketing approach continued to be heavily reliant on customer engagement. Netflix incorporates marketing throughout the consumer experience, in contrast to traditional media companies that mainly rely on outside advertising to draw viewers. An easy-to-use interface, customised content suggestions, and personalised recommendations are all intended to promote continuous viewing, boost customer satisfaction, and lower subscriber attrition. This strategy shows a change from concentrating only on acquiring new clients to developing enduring connections that produce steady income.

The results show that, in spite of growing competition in the streaming market, Netflix kept improving user engagement. The introduction of paid sharing, an advertising-supported subscription plan, and ongoing investment in original programming helped the firm rebound robustly from membership losses in 2022 (Netflix, Inc., 2024; Netflix, Inc., 2026). These projects show Netflix's ability to modify its broader business strategy in reaction to shifting customer behaviour and market conditions, even though they cannot be seen as marketing activities in and of themselves.

Throughout the period under analysis, personalisation continued to be one of Netflix's most important competitive advantages. The platform streamlines content discovery within an ever-expanding archive by utilising viewing history and user preferences to suggest pertinent material. This encourages consumers to keep using the service while cutting down on the amount of time they spend looking for programs. Netflix increases the possibility that users will stay active on the network by providing an experience customised to individual viewing habits rather than pushing the same content to every subscription (Netflix, Inc., 2026).

Customer involvement was further enhanced by Netflix's international growth of its content library. These projects show Netflix's ability to modify its broader business strategy in reaction to shifting customer behaviour and market conditions, even while they cannot be seen as marketing efforts in and of themselves.
Throughout the examined time, personalisation continued to be one of Netflix's most important competitive advantages. The platform streamlines content discovery within an ever-expanding archive by utilising viewing history and user preferences to suggest related material. This encourages ongoing use of the service while cutting down on the amount of time customers spend looking for programs. Netflix increases the possibility that customers will stay active on the platform by providing an experience customised to each subscriber's unique viewing patterns rather than marketing the same material to all of them (Netflix, Inc., 2026).
Customer engagement was further enhanced by Netflix's worldwide content inventory development. Instead of depending just on one source of competitive advantage, the results show that Netflix successfully responded by combining original programming, customisation, international development, and business model innovation.
[bookmark: _Int_17AXn9hH]
Additional proof of this flexibility can be found in financial performance. Despite increased rivalry and a more developed streaming industry, revenue and operating income increased between 2023 and 2025 (Netflix, Inc., 2024; Netflix, Inc., 2025; Netflix, Inc., 2026). Additionally, the company's choice to prioritise revenue, operating margin, and customer engagement over subscriber numbers alone reflects a larger trend toward gauging long-term business performance using customer value rather than membership growth alone.
[bookmark: _Int_STNhRHeC]
It is critical to recognise that publicly accessible data cannot be used to directly assess client involvement.
 Although Netflix discloses its financial results and paid memberships, specific data about consumer happiness, retention rates, and viewing habits is kept private. As a result, this research evaluates the potential efficacy of the company's marketing plan based on organisational performance and data revealed in annual reports. This is a study limitation that should be taken into account when evaluating the results.

Overall, the data shows that by modifying its marketing approach in response to shifting consumer demands and heightened industry competition, Netflix was able to maintain a solid competitive position between 2020 and 2025. Strategic adjustments to its business model, ongoing investment in original content, and personalised customer experiences seem to have improved customer engagement while fostering long-term financial success.
These results imply that Netflix's competitive edge goes beyond content alone, with technology, user satisfaction, and strategic adaptability serving as important long-term success factors.
4.5 Summary of Findings
To investigate the connection between Netflix's business performance from 2020 to 2025 and its marketing strategy, this chapter examined secondary quantitative data. The results show that Netflix supported robust financial growth despite operating in a more developed and competitive streaming market. While operating income and operating margins improved dramatically, revenue climbed steadily over the course of the time, indicating that the business improved both its financial performance and operational efficiency (Netflix, Inc., 2021; Netflix, Inc., 2026).

According to the report, Netflix's marketing approach heavily relies on original content. The business was able to set itself apart from rivals, bolster its worldwide brand, and encourage consumer interaction by continuing to invest in exclusive programming. The results also show that after 2022, Netflix took a more methodical approach to content investment, striking a balance between increased financial success and creative ambition.

Additionally, the data indicates that Netflix's competitive success continued to be largely dependent on customer involvement. Long-term client connections were reinforced and subscription retention was encouraged via personalised recommendations, locally created content, and ongoing user experience enhancements. These advancements, when paired with strategic moves like the launch of an advertising-supported subscription tier and steps to lessen password sharing, allowed Netflix to efficiently adapt to shifting consumer behaviour and heightened competition.

Overall, the results show that Netflix's consistent commercial performance from 2020 to 2025 was a result of its marketing strategy. But the data also shows that marketing is not the only reason for this achievement. Pricing decisions, foreign expansion, operational efficiency, and strategy adaption all have an impact on financial performance. To assess the degree to which the empirical data supports current scholarly research, the next chapter expands on these findings by contrasting them with the ideas and concepts covered in the literature study.

Chapter 5: Discussion
5.1 Introduction
By contrasting the results of Chapter Four with the scholarly literature examined in Chapter Two, this chapter critically examines the findings. This discussion aims to assess the degree to which the results validate, expand upon, or contradict current theories concerning customer involvement, transformative marketing, and competitive advantage in the subscription streaming sector.

Three major themes—Netflix's financial performance, the strategic value of original content, and the significance of consumer involvement in maintaining competitive advantage—are the focus of the conversation. The chapter looks at how these characteristics work together to explain Netflix's sustained commercial success between 2020 and 2025 rather than analysing them separately.
Relationship Marketing (Kotler, Keller, and Chernev, 2022), Customer Experience Theory (Lemon and Verhoef, 2016), the Resource-Based View (Barney, 1991), Dynamic Capabilities Theory (Teece, Pisano, and Shuen, 1997), and Disruptive Innovation Theory (Christensen, 1997) are some of the well-known theoretical stances that are referenced in this discussion. The chapter assesses how Netflix has changed marketing from a promotional activity to an integrated strategic capacity that promotes long-term customer value and organisational performance by contrasting these theories with the empirical data.







5.2 Revenue Growth and Marketing Performance
Despite growing competition and shifting consumer behaviour, Netflix maintained outstanding financial performance between 2020 and 2025, according to the findings in Chapter Four. In addition to operating income and operating margins, revenue rose from US$24.99 billion in 2020 to US$45.20 billion in 2025 (Netflix, Inc., 2021; Netflix, Inc., 2026). These results imply that Netflix's ability to generate long-term customer value through an integrated marketing approach, rather than just subscriber growth, is what accounts for its commercial success.

This is in line with the tenets of relationship marketing, which contend that businesses can attain long-term success by cultivating connections rather than concentrating solely on acquiring new clients (Kotler, Keller, and Chernev, 2022). Because Netflix's subscription-based business strategy relies on long-term client retention, ongoing interaction is more valuable than one-time sales. The company has effectively supported these ties despite increased customer choice in the streaming industry, as shown by the financial improvements noted in Chapter Four.

Additionally, the results support Lemon and Verhoef's (2016) Customer Experience Theory. According to their approach, consumer beliefs are influenced by all of an organisation’s interactions rather than just promotional activities. Netflix exemplifies this strategy by incorporating marketing into the user experience through content discovery, platform design, and tailored suggestions. The business integrates marketing throughout the client journey rather than seeing it as a distinct activity, which promotes ongoing engagement and long-term retention.
The results, however, also go beyond current theories by showing that Netflix's consistent rise cannot be explained by customer experience alone. The financial data indicates that organisational adaptability has become as vital in a constantly changing digital world, despite prior research emphasising the significance of engagement and relationship building. In response to sluggish subscriber growth, Netflix increased its investment in foreign content, strengthened password sharing restrictions, and launched an advertising-supported membership tier. Teece, Pisano, and Shuen's (1997) Dynamic Capabilities Theory, which contends that organisations preserve competitive advantage by modifying their resources and capabilities in response to environmental change, is exemplified by these strategic adjustments.
Additionally, the results somewhat corroborate the Resource-Based View (Barney, 1991).
Netflix's user data, recommendation engines, and well-known brand are important organisational assets that are hard for rivals to match. However, rival streaming services' growing investments in technology and unique content imply that person resources are no longer the exclusive source of competitive advantage. Rather, Netflix's ability to integrate technology, customer data, and strategic flexibility into a cohesive business model seems to be the key to its ongoing success.

Overall, the conversation suggests that successful marketing communication is not the only factor influencing Netflix's financial performance. Rather, the company's ability to combine marketing, technology, and strategic management into a cohesive strategy that promotes customer retention, operational effectiveness, and long-term business growth is directly related to its performance.
These results support the claim that transformative marketing has developed from a promotional strategy to a fundamental organisational competency that supports sustained competitive success.









5.3 Original Content as a Marketing Strategy
The results shown in Chapter Four show that original material is now more than just a part of Netflix's content library; it is an essential part of the company's marketing strategy. The company was able to stand out in the increasingly competitive streaming market by continuing to spend in unique programming, which also helped with customer acquisition, engagement, and retention. This implies that original content serves as a strategic marketing tool that enhances brand identification and boosts long-term business performance in addition to being entertaining.
These results corroborate Barney's (1991) Resource-Based View, which contends that valuable, hard-to-copy, and well-organised resources provide a lasting competitive advantage. Since popular shows like Stranger Things, Wednesday, and Squid Game have grown to be intimately identified with the Netflix brand, the company's catalogue of original intellectual property constitutes such a resource. While rivals may make investments in exclusive content, they are unable to match Netflix's well-established library in terms of audience loyalty or cultural recognition.

The results also support Lobato's (2019) claim that streaming services are becoming more competitive by controlling content instead of only serving as distributors. The data, however, indicates that ownership is not enough to maintain a competitive edge on its own. As seen in Chapter Four, Netflix maintained a significant investment in original programs while increasing profitability, demonstrating that striking a balance between financial restraint and creative investment is essential for commercial success. This suggests that both creativity and operational efficiency are necessary for successful content initiatives, which builds on earlier research.
The results also emphasise how crucial data is in assisting with content choices. Netflix uses customer viewing patterns to guide content investment and advertising efforts rather than depending solely on creative judgement. The organisation constantly modifies its resources and decision-making procedures in response to shifting customer preferences and competitive pressures, which is consistent with Dynamic Capabilities Theory (Teece, Pisano, and Shuen, 1997). By combining data analytics with content creation, Netflix can better meet consumer demand while lowering some of the uncertainty that comes with expensive original productions.

In general, the conversation indicates that Netflix has reinterpreted the connection between marketing and product. In addition to serving as the service being used, original content now serves as a means of platform promotion, customer connection building, and competitive advantage reinforcement. The results thus corroborate the main contention of this dissertation, which is that transformational marketing is not a distinct promotional role but rather is integrated into Netflix's larger organisational strategy.



5.4 Customer Engagement and Competitive Advantage
The results show that Netflix's strategy for consumer engagement is directly related to its capacity to maintain a competitive edge. Netflix incorporates marketing into the user experience through customisation, recommendation systems, and ongoing platform development rather than mainly depending on conventional promotional activities. This implies that fostering long-term engagement and lowering customer attrition are more effective ways to gain a competitive edge than just drawing in new members.

Lemon and Verhoef's (2016) Customer Experience Theory, which contends that value is created throughout the customer experience rather than at a single moment of purchase, is highly supported by these findings. By incorporating marketing into each phase of the user experience, Netflix puts this idea into practice. Targeted notifications, selected content categories, adaptable artwork, and personalised suggestions all promote ongoing engagement with the platform, turning marketing into a continuous process as opposed to a one-time promotional effort. The results thus support the idea that, in subscription-based digital services, customer experience has emerged as a critical factor in determining competitive success.

Relationship marketing theory is also supported by the conversation (Kotler, Keller, and Chernev, 2022). While Netflix's subscription strategy relies on sustaining current relationships over time, traditional marketing frequently concentrates on bringing in new clients. Despite growing competition from Disney+, Prime Video, Apple TV+, and Max, the financial performance examined in Chapter Four indicates that sustained revenue growth has been facilitated by ongoing user involvement. This suggests that in the streaming market, customer retention is now just as strategically significant as customer acquisition.
The results, however, go beyond current theories by showing that involvement is no longer enough to sustain competitive advantage. The combination of organisational flexibility and consumer experience seems to be key to Netflix's success. This is consistent with the Dynamic Capabilities Theory (Teece, Pisano, and Shuen, 1997), which suggests that organisations maintain a competitive edge by continuously modifying their capabilities and resources in response to changes in the environment. Netflix's readiness to adapt its business model in response to shifting consumer expectations and competition pressures is demonstrated by the launch of an advertising-supported subscription tier, tighter limitations on password sharing, and ongoing investment in foreign content.
Additionally, the results bolster the Resource-Based View (Barney, 1991). Netflix's global brand, consumer data, and recommendation algorithms are important organisational assets that are difficult for rivals to imitate. However, the data indicates that these tools are most valuable when used in conjunction with strategic decision-making. Competitive advantage increasingly hinges on how well these resources are integrated rather than just their availability as rival platforms continue to invest in technology and exclusive content.

However, given Netflix's present market position, the results imply that Christensen's (1997) theory of disruptive innovation has to be re-examined. Netflix's early switch from DVD rental to streaming is explained by the idea. But the business is no longer a disruptive newcomer posing a threat to well-established firms; In a developed and fiercely competitive market, it has emerged as an industry leader. Its main obstacle is now preventing disruption through ongoing innovation and strategic adaptability rather than upending rivals. By showing how disruptive businesses' strategic priorities change once they become market leaders, this research expands on Christensen's paradigm.

Despite these advantages, the results also point to a number of long-term difficulties. Over time, Netflix's present strategy may become less effective due to increased competition, rising production costs, subscription fatigue, and growing worries about data privacy. More dependence on algorithmic suggestions also raises concerns about the ethical use of customer data and the diversity of content. These difficulties imply that, rather than depending on past performance, sustaining competitive advantage would cause ongoing improvement of both technological skills and client engagement tactics.

Overall, the conversation suggests that rather than being the product of a single marketing campaign, Netflix's competitive advantage is best viewed as the outcome of an integrated organisational strategy. Together, customer interaction, unique content, data analytics, and strategic flexibility produce value that is challenging for rivals to match. These results support the main thesis of this research by showing that transformational marketing is a strategic capacity integrated into Netflix's business model rather than just a communication tool.


5.5 Implications for the Streaming Industry
The study's conclusions imply that by incorporating marketing into broader organisational strategy rather than viewing it as a stand-alone promotional function, transformative marketing is redefining competition in the streaming sector. In order to generate long-term customer value, Netflix shows that a sustainable competitive advantage increasingly relies on fusing data analytics, original content, customer experience, and strategic agility.

The increasing importance of customer experience as a competitive differentiation is one significant impact. It's getting harder to draw consumers with just exclusive programs as streaming services keep growing their content portfolios. Rather, companies need to make investments in technology that enhance content discovery, customise user experiences, and boost consumer engagement over the course of a subscription. Therefore, the results lend credibility to the idea that, in subscription-based digital markets, client retention is now just as strategically significant as customer acquisition.
The study also emphasises the growing strategic importance of consumer data. Streaming companies can use behavioural insights to tailor suggestions, guide content investment, and facilitate better decision-making.
 However, increased reliance on data-driven marketing also raises issues with ethical data governance, privacy, and transparency. In order to keep customers' trust, streaming platforms will need to strike a balance between customisation and appropriate data management as regulatory requirements continue to change.
Overall, the results indicate that an organisation’s capacity to incorporate technology, customer insight, and strategic innovation into a cohesive business model that produces long-term, sustainable value will be more important for future competitive advantage in the streaming sector than individual marketing campaigns.




5.6 Chapter Summary
By contrasting the results from Chapter Four with the scholarly literature examined in Chapter Two, this chapter critically examined the findings. The conversation showed that Netflix's consistent financial success cannot be attributed to a single marketing campaign but rather to the company's broader business model's combination of customer experience, original content, data-driven decision-making, and strategic agility.

The results validated well-known theories, such as the Resource-Based View (Barney, 1991), Customer Experience Theory (Lemon and Verhoef, 2016), Relationship Marketing (Kotler, Keller, and Chernev, 2022), and Dynamic Capabilities Theory (Teece, Pisano, and Shuen, 1997). The conversation did, however, also suggest that current theories should be taken into account in the context of a streaming market that is becoming more developed and competitive, where long-term success depends on continuously adjusting organisational capabilities rather than depending on a single source of competitive advantage.

Overall, the conversation supports the main thesis of this dissertation, which is that Netflix's organisational strategy now incorporates transformative marketing rather of just using it for promotional purposes. Netflix has created a marketing strategy that boosts customer engagement, fortifies competitive advantage, and promotes long-term financial success by fusing technology, customer knowledge, and strategic innovation. The dissertation is concluded in the next chapter by assessing the goals of the study, recognising its limits, and offering suggestions for further research and business practices.













Chapter 6: Recommendations, Conclusion and limitations of the research
6.1 Conclusion
This dissertation sought to assess how disruptive marketing contributed to Netflix's expansion and competitive edge in the worldwide streaming market. The study examined how marketing has changed from a traditional promotional function into a strategic organisational competence by using a quantitative secondary research approach to assess publically available financial data, corporate reports, and academic literature. The results show that by incorporating technology, customer experience, and strategic decision-making throughout the company, revolutionary marketing has significantly contributed to Netflix's financial success.

Despite growing competition in the streaming market, the financial study revealed steady growth in revenue, operating income, and profitability between 2023 and 2025 (Netflix, Inc., 2024; Netflix, Inc., 2025; Netflix, Inc., 2026). These results show that neither market expansion nor subscriber growth can adequately account for Netflix's success. Rather, the company has integrated marketing into every aspect of its business model, generating value through data-driven decision-making, ongoing innovation, and customised client experiences.

This study's main finding is that while unique content is a valuable strategic resource, it is insufficient on its own to maintain competitive advantage. Instead, Netflix's success comes from combining exclusive content with behavioural data, recommendation systems, and constant adjustment to shifting consumer tastes. This lends credence to the Resource-Based View, which contends that valuable organisational resources that are efficiently generated and utilised produce competitive advantage (Barney, 1991). Additionally, the concepts of Dynamic Capabilities Theory are reflected in Netflix's capacity to adapt to shifts in the market through programs like advertising-supported subscriptions and investments in foreign content (Teece, Pisano, and Shuen, 1997).
[bookmark: _Int_GjRy9Haw]
The results further support the significance of customer experience in digital markets that rely on subscriptions. Instead of restricting marketing to promotional activities, Netflix has integrated it throughout the customer experience in accordance with Customer Experience Theory (Lemon and Verhoef, 2016). Customised suggestions, platform architecture, and ongoing user contact show how marketing has been incorporated into regular consumer encounters, enhancing long-term customer value and retention.
Overall, this research concludes that transformative marketing is a strategic competence that enhances organisational performance and long-term competitive advantage, going beyond communication and promotion. Netflix serves as an example of how long-term value can be created in fiercely competitive digital markets through the integration of technology, customer knowledge, and strategic innovation. Even though the study only looks at one company, the results show how marketing is changing in subscription-based business models and emphasise the growing significance of flexibility, customer-centricity, and data-driven decision-making. The sections that follow acknowledge the limits of the study and offer suggestions for industry practice.
















6.2 Recommendations
A number of recommendations are made for Netflix and other companies in the streaming sector based on the results of this research. By promoting long-term consumer value, strategic agility, and sustainable competitive advantage, these suggestions aim to improve the application of transformative marketing.

Recommendation 1: Keep Funding Excellent Original Content

The results show that by enhancing brand identification, drawing in new subscribers, and promoting customer retention, unique content continues to be a crucial source of competitive advantage. While keeping a balanced mix of international, regional, and global content, Netflix should keep making investments in top-notch original projects. Long-term strategic value and audience engagement should take precedence over content volume in future investments.
Recommendation 2: Strengthen Personalisation and Artificial Intelligence

A key component of Netflix's customer engagement strategy is personalised recommendations. In addition to promoting more content discovery and lowering suggestion fatigue, sustained investment in AI and machine learning technology should increase recommendation accuracy. Long-term subscriber retention and consumer happiness may increase if customisation and content diversity are well balanced.

Recommendation 3: Use Data Responsibly to Increase Consumer Trust

Retaining customer trust should continue to be a strategic focus as Netflix relies more on behavioural data to customise client experiences. The business should keep being more open about how it gathers, evaluates, and uses customer data to make suggestions. In addition to supporting adherence to changing privacy laws, strengthening responsible data governance will boost customer trust in digital services.
Recommendation 4: Continue to Be Strategically Adaptable

Technology advancements, shifting customer demands, and heightened competition are all contributing factors to the streaming industry's ongoing evolution. To make sure it stays sensitive to changes in the market, Netflix should keep reviewing its price policies, membership plans, technology capabilities, and content investment on a regular basis. In an increasingly dynamic digital environment, maintaining organisational flexibility will assist maintain long-term competitive advantage.
[bookmark: _Int_dIWulhOr]
To provide deeper insights into customer perceptions and organisational decision-making, future research should expand on this study by utilising primary research methodologies, such as surveys or interviews with subscribers and industry professionals. A more comprehensive knowledge of how transformative marketing affects competitive performance throughout the streaming sector would also be provided by comparative studies looking at several streaming platforms, including Disney+, Amazon Prime Video, Apple TV+, and Max. Further studies might also look at the expanding use of AI in digital marketing and its long-term effects on customer engagement, trust, and organisational effectiveness.












6.3 Limitations of the Study
While this dissertation offers insightful information about how transformative marketing contributed to Netflix's competitive success, it is important to recognise a number of limitations when interpreting the results.
This study's main drawback is its reliance on secondary quantitative data from academic literature, financial records, and Netflix annual reports. Although these sources are reliable and suitable for assessing organisational performance, they don't offer direct insight into Netflix's internal decision-making or strategic planning. As a result, the analysis is restricted to data that is in the public domain.

The lack of primary research is a second drawback. Interviews, surveys, or questionnaires with Netflix staff, business experts, or subscribers were not included in the study. Incorporating primary qualitative data might have supplemented the financial and strategic analysis in this dissertation by offering a deeper knowledge of consumer attitudes and organisational decision-making.

The use of a single case study also limits the findings. While Netflix is a good example of revolutionary marketing in the streaming space, its strategic aims and economic model are different from those of rivals like Disney+, Amazon Prime Video, Apple TV+, and Max. As a result, it is important to use caution when extrapolating the results to the broader streaming industry.

Lastly, the study looked at organisational performance from 2023 to 2025. Future changes may have an impact on Netflix's marketing strategy and competitive position due to the quick speed of technical innovation and shifting customer behaviour.
 Despite these drawbacks, a solid basis for assessing the connection between transformative marketing and organisational success is provided by the application of well-established academic theory and reliable secondary sources.




Research Process Reflection (Gibbs’ Reflective Cycle)
Research Process Reflection
Researchers can assess their learning experiences, pinpoint the process's advantages and disadvantages, and think about how to make future research better by engaging in reflective practice (Gibbs, 1988). The process of finishing this dissertation, which looked at how transformative marketing has helped Netflix grow and gain a competitive edge in the digital streaming market, was assessed using Gibbs' Reflective Cycle.
A quantitative secondary research approach was used for the study, which was mostly based on publically accessible sources such as academic journals, industry publications, and Netflix Annual Reports. Without the time and cost limitations of primary research, this method made it possible to gather trustworthy financial and strategic data. A critical literature review, financial performance analysis, secondary data interpretation, and a comparison of the results with well-known marketing theories—such as Relationship Marketing, Customer Experience Theory, the Resource-Based View, and Dynamic Capabilities Theory—were all part of the research process.

Because of Netflix's dominant position in the worldwide streaming market and the availability of high-quality secondary data, there was confidence at the outset of the research in choosing the company as a case study. But at first, the amount of business data and scholarly research seemed overwhelming. Confidence grew as the study went on because it became more evident how marketing affects customer connections, organisational strategy, and long-term competitive advantage in addition to promotion. This development led to a better understanding of the value of critical analysis as opposed to merely summarising the information that already exists.

The utilisation of many reliable secondary sources, which enabled findings to be bolstered by evidence from scholarly literature in addition to organisational reports, was one of the research process's main advantages. By using data triangulation, this increased the analysis's dependability (Saunders, Lewis, and Thornhill, 2023). Additionally, by tying organisational practice to well-established marketing theory, the application of acknowledged theoretical frameworks improved the interpretation of findings.
Nevertheless, several limitations became apparent. Because the study relied on secondary sources, its scope and accessibility were limited. Additionally, the lack of primary data made it more difficult to directly investigate customer impressions or verify results through surveys or interviews.

The research process demonstrated that effective academic research requires continuous evaluation of both evidence and methodology rather than reliance on a single source of information. A more balanced interpretation of the results was made possible by critically contrasting Netflix's organisational performance with scholarly theories, which also decreased the possibility of presenting corporate reports without adequate analysis. The experience also made it clear how crucial it is to keep a logical framework, making sure that every chapter is in line with the goals, questions, and aim of the research.
Conclusion
Given the circumstances, the study procedure greatly enhanced knowledge of academic writing, secondary data analysis, and strategic marketing. The research accomplished its goals by critically analysing Netflix's marketing techniques through recognised theoretical viewpoints, even though restrictions pertaining to the exclusive use of secondary data remained inescapable within the study's scope. Additionally, the training has boosted confidence in carrying out independent research and utilising academic theory in practical commercial settings.

By using a mixed-methods approach that integrates secondary data with primary research with Netflix users or industry experts, future studies could improve the investigation. Incorporating surveys or interviews would increase the validity of the results while offering a deeper understanding of consumer behaviour and attitudes of transformative marketing tactics.A more comprehensive understanding of competing marketing strategies in the digital entertainment sector might also result from extending the study to compare several streaming platforms.
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Appendix E – Netflix Competitive Landscape
	Platform
	Original Content
	Personalisation
	Advertising Model
	Global Reach

	Netflix
	Extensive original library
	Advanced AI recommendations
	Ad-supported & Premium
	Global leader (190+ countries)

	Disney+
	Strong franchise content
	Moderate personalisation
	Ad-supported available
	Strong international presence

	Prime Video
	Large original catalogue
	Moderate personalisation
	Included with Prime
	Very broad global reach

	Apple TV+
	Selective premium originals
	Basic recommendations
	No advertising tier
	Available globally

	Max
	Large Warner Bros. catalogue
	Moderate personalisation
	Ad-supported available
	Selected international markets



Figure A5. Qualitative comparison of selected streaming platforms.
Source: Compiled by the researcher using company reports.


Table 5.1 Summary of Key Findings

	Research Objective
	Main Finding

	Analyse Netflix marketing
	Marketing is integrated into the business model.

	Evaluate original content
	Acts as both a product and a marketing asset.

	Assess customer engagement
	Personalisation strengthens retention and loyalty.

	Investigate competitive advantage
	Continuous innovation supports long-term growth
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Netflix Operating Income (2023–2025)
Operating Income (US$ billions)	2023	2024	2025	6.95	10.42	13.31	Year

Operating Income (US$ billions)

Netflix Annual Revenue (2023–2025)
Revenue (US$ billions)	2023	2024	2025	33.72	39	43.49	Year

Revenue (US$ billions)

Netflix Operating Margin (2023–2025)
Operating Margin (%)	2023	2024	2025	21	27	31	Year

Operating Margin (%)
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Appendix D — Netflix Strategic Marketing Model
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Appendix G — Theoretical Framework
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Figure A7. Theoretical framework underpinning the study.
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Appendix F — Research Process
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