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[bookmark: _Toc179088522]1.1 Background to the Research
Implementing digital marketing in CRM systems has been noted as an important factor for all companies and is much more critical to the entertainment industry. By the end of 2023, Netflix claimed to have reached more than 238 million paid subscribers globally, evidencing the company’s strong market presence and the efficiency of the digital CRM strategies applied (Netflix, 2023). It also helps in providing a customized user experience and has less churn rate as customers will be active with content according to their interests (Annissa et al., 2020). The aspect of companies’ expenditure on digital marketing, which hit more than $400 billion in 2022, similarly attests to the importance of such approaches in contemporary commerce (Statista, 2023). The firm that has recognized this value and put it into practice is Netflix, which is an acknowledged digital CRM enthusiast that spent $ 2 billion on digital marketing in 2023, the year according to Digital TV Research. 
Another aspect of the marketing strategy is the regular utilization of the recommendation algorithms based on the usage of data analysis and machine learning, which help Netflix to anticipate the actions of users and their preferences (Barwal et al., 2023), thus guaranteeing the maximum CLV (Yu, 2023). Over time, this change from way a highly promotional-oriented approach to a more analytics-orientated marketing model proves to be effective, especially in the modern developing world where consumer expectations are inclining. For that matter, it was found that targeted communication can enhance client satisfaction by 20% and customer defection rate by 15% proving the significance of precise CRM approaches (Chaffey, 2020). Consequently, Netflix is a great example of companies responsible for its digital marketing and CRM evolution, that underwent the main complexities of the new digital age and found a way to achieve long-term business prosperity. This research seeks to elaborate on these dynamics, particularly in light of how Netflix applies digital marketing strategies that go into the engineering of the CRM and the company’s overall performance in the highly competitive market. The face of digital marketing in entertainment CRM will change even more with technological advancement and shifting consumer preferences. Those companies that innovate continuously and, by extension, refresh their strategies are likely to keep ahead of the game. For instance, streaming's total revenue would grow 11% annually to $120 billion by 2025. Such growth underlines the increasing value of effective digital marketing strategies in customer acquisition and retention. Steadfast investment in CRM and digital marketing innovation makes Netflix very well positioned to take advantage of these market dynamics, so it is very instructive as a case study aimed at understanding the intersection of digital marketing and customer relationship management in the entertainment industry.
By refining its CRM and digital marketing strategies Netflix shows the actual power of data-driven approaches to customer engagement and business longevity in the digital environment. Indeed, such an orientation to sophisticated data analytics in personalizing experiences and anticipating consumer needs is less of a competitive strategy and more of an evolution to match the rising expectations of consumers and the industry as a whole. It is highly evident in the sustained subscriber growth and low churn rates at Netflix, an indication of how granular consumer insights prove to be an effective basis for marketing strategies. The depth of analysis that Netflix has afforded it a position not only to respond to the trends of today but to foretell and create paths for future consumer behaviours, thereby making it a benchmark for the industry.
It will deconstruct these sophisticated strategies to a granular understanding of how digital marketing can feed into CRM for enhanced market performance. By understanding the technological deployment in customer engagement by Netflix, this study is going to explore the broader implications of innovations in digital marketing in the streaming industry. It will thus give insight into how digital marketing can be used not only to respond to but also to drive and predict customer demands, influencing the approach of the whole sector in customer relationship management.
Besides, digital marketing was under constant development, and the contribution of social media platforms to these changes, in addition to influencing marketing, regarding the modification of the consuming behaviour of its target audience, has been considerable. Netflix has also shown how effective utilization of social media platforms can be done to push its content and allow audiences to get closer to it on a personal note (Cahyati et al., 2023). With the Netflix analytics on social media, there will be an ability to measure and analyze viewer sentiment. This leads to more targeted marketing campaigns best suited for particular demographics. Through the integration of social media strategies into the CRM framework, Netflix managed to attain better relations with its customers, improved brand loyalty and resulted in increased satisfaction for users of its services. In that regard, Netflix will also engage in or continue with social media and influencer marketing to demonstrate an effort toward being at the edge in digital marketing innovation. Such a context secures competitiveness within the fast-moving consumer preference industry. This thesis investigates these added dimensions of digital marketing in terms of how they add to the effectiveness of Netflix's CRM strategies and their impacts on the continued success of Netflix in the industry.

[bookmark: _Toc179088523]1.2 Problem Statement
In the wide-open world of digital streaming, it is very challenging to keep the customers engaged and bring down the churn rate even if the firm is doing great digital marketing. There is a crucial problem of attributing the effects of employed big data analytics and machine learning to Netflix’s digital marketing on the effects of customer loyalty and retention in the long run. Due to the development of new technologies in the digital space of marketing, the nature of interactions between businesses and customers might require optimized work of CRM systems. This has led to a situation where even though Netflix is continuing to grow its subscriber base, there is a bigger problem of churn which is relatively more complicated to understand. The issue is that it is necessary to outline and quantify the impact of particular digital marketing activities on customers’ behaviour and satisfaction, which serves as the key to effective CRM management and company development. 
As technologies for digital marketing are rapidly changing themselves, traditional CRM practices are not capable of addressing the sophisticated demands of the modern consumer. Thus, even as Netflix continues to increase in subscribers, the nagging issue of its churn problem persists and warrants more granular analysis. The challenge is, therefore, to determine and measure the direct effects of each of these digital marketing strategies on customer behaviour and customer satisfaction, the basis for which the optimization of CRM practices would be founded in this context, and which is an important aspect of ensuring long-term growth.
It also happens that Netflix functions in a highly saturated market in which even the slightest changes in consumer behavior or slight enhancements to competitors' technology could gain considerable importance. It becomes imperative in such an environment to not only deploy but also constantly refine digital marketing strategies. The lack of empirical research into the long-term effects of these strategies is therefore an open vulnerability. There is a serious and timely need to explore and quantify how Netflix's efforts at digital marketing translate into long-term customer loyalty and reduced churning rates. The solving of this problem is, therefore, important to Netflix, and these findings would also give broader insights into other companies addressing similar challenges that threaten to topple these companies from their dominant positions in their respective markets.
However, there is a major issue, which is that Netflix competes in the intensely competitive market along with other streaming services such as Disney+, Amazon Prime Video, and Hulu, amongst others. Although most marketing communication strategies employed by Netflix seem to be highly effective, there is scarce evidence in the scholarly literature that offers a rigorous assessment of the impact of these marketing activities in terms of achieving Netflix’s marketing objectives including customer churn and its customers’ CLV. This is an area that has been left relatively unexplored in the current literature as Netflix’s technological initiatives in the realm of digital marketing are widely acclaimed, yet one can only wonder about when it comes to CRM. Solving this problem is not only critical for Netflix but also provides practical lessons for other companies and industries where digital marketing initiatives, social interactions, and brand loyalty collide in today’s dynamic and highly competitive technological landscape.

[bookmark: _Toc179088524]1.3 Research Rationale
Recent advancements in different phases of customer relationship management or CRM have pushed digital marketing strategies much faster like the need for detailed research has arisen as more business entities such as Netflix depend on such strategies as key sources of competitive advantage. It is necessary to underline that this research is important both for academics and business people since there is a lack of studies targeting the crucial field of digital marketing in CRM, particularly in the context of digital streaming platforms. Albeit theoretical debates abound regarding digital marketing and CRM, the academic world lacks satisfactory evidence and debates that look at their convergence and how they affect the world. As the case is specific to Netflix, this study not only situates digital marketing within an increasingly technologically evolving sector but also offers a robust assessment of some of the strategic initiatives’ impact on critical CRM outcomes and indicators, including customer interaction and satisfaction, and customer retention and loyalty. This methodological approach will improve theoretical models and provide a better view of the actual usage and efficacy of digital marketing in CRM, thus addressing one of the major gaps in today’s academic literature.
Concerning Netflix, how digital marketing strategies impact CRM is not only an academically interesting issue but of critical practical significance. Precisely, this research will present Netflix with actionable insights that might improve its retention capability to reduce customer churn by looking into digital marketing strategies. The findings will be great in helping Netflix ensure that it channels its digital marketing into effective strategies that would work well for the achievement of customer satisfaction and loyalty. The results of the study would also have potential implications for strategy planning to better position Netflix in terms of how it leads its competitors within an increasingly crowded streaming market. The research will contribute also to the theory of how digital marketing is adopted with CRM in the entertainment industry. With Netflix continuously learning and expanding across borders, how different markets respond to different digital marketing and CRM strategies will be very instrumental in making effective strategies for the future. This study may help Netflix tailor its approaches to different regions, ultimately building a more loyal and engaged global subscriber base.
The findings of this study are beneficial from an industry point of view and specifically for firms that seek to improve their current CRM strategy in the complex context of the contemporary market. This is where the study’s analytical concentration on Netflix and its data-driven marketing approaches exemplifies the general effects of digital marketing on the consumer. As this study shows that these strategies work and can lower churn while increasing customers’ lifetime value, this is powerful evidence to encourage more strategic branding investments in Internet marketing. It also emphasizes the importance of big data in enhancing CRM strategies, indicating such companies that do not embrace data in their marketing could be headed to doom. Contrary to the survey and similar approaches, this research does not only offer a description of the phenomenon in question but provides practical recommendations for its enhancement in digital marketing and CRM, which would make it useful to both practising managers and academicians.

[bookmark: _Toc179088525]1.4 Aims and Objectives
Research Aim:
The main aim of this research is to analyze the impact and applicability of digital marketing concepts in CRM, especially converging on Netflix. The concern of this research is to establish how the Netflix company uses digital marketing strategies to increase the engagement, loyalty, and satisfaction of customers. Based on these strategies, the research seeks to present findings on how digital marketing can be effectively leveraged to enhance the delivery of CRM initiatives, thus helping Netflix to sustain its competitiveness in the streamer market. 

 Research Objectives: 
To achieve the overarching aim of the research, the following specific objectives have been identified:
[bookmark: _Hlk178017211]RO1: To determine the current digital marketing strategies used by Netflix to retain customers.
This objective highlighted the extent of research that is aimed at establishing the spectrum of digital marketing techniques that Netflix is applying to current customers thereby preventing churn. This paper will discuss various strategies that the platform employs for instance, recommendation of content and promotions that are meant to look at the users’ needs and tailor the services to fit the users thereby improving the experience of the platform. 
[bookmark: _Hlk178017243]RO2: To evaluate how data analytics have influenced Netflix's digital customer relationship management tactics. 
This objective is specific to determining the developments in data analytics and its contribution to the CRM strategies adopted by Netflix. The study will also explore how Netflix uses big data and supervised machine learning to make decisions such as the customers’ buying behaviours and patterns and market its products appropriately. In light of revealing the influence of data analytics on CRM, the study will also provide insight into the extent of the effectiveness of Netflix’s tactics in achieving its objectives in CRM.
[bookmark: _Hlk178017290]RO3: To evaluate how targeted digital marketing initiatives affect churn prevention and subscriber acquisition. 
This objective aims to analyze the results of Netflix’s category-specific internet marketing advertisements with the goal of customer non-cancellation and obtaining new consumers. The study will analyze how certain promotions, including e-mail newsletters and activity on social networking sites, affect the tendencies toward subscribers’ churn and acquirement. These will help in pointing out the key factors that work as a boon in the cutthroat competition of the streaming business.
These objectives will contribute to the intended purpose of establishing how digital marketing theories are implemented within the CRM strategies of Netflix while contributing lessons to be undertaken by other related businesses.

[bookmark: _Toc179088526]1.5 Research Questions 
Based on the research objectives outlined in this study, the following hypotheses have been formulated to guide the investigation into the effectiveness of digital marketing strategies in customer relationship management (CRM) at Netflix:
RQ1: How do digital marketing strategies implemented by Netflix influence customer engagement and interaction with its platform?
RQ2: What is the relationship between digital marketing efforts and customer retention rates at Netflix?
RQ3: What is the impact of targeted digital marketing campaigns on subscriber acquisition and churn reduction at Netflix?
This framework will guide the investigation within research questions and provide a framework to inquire into this very complex interrelationship of digital marketing strategies and customer relationship management, in the end yielding insights that enrich both academic understanding and their practical application within the industry.

[bookmark: _Toc179088527]1.6 Research Hypotheses
H1: The digital marketing strategies are related to the key positive effect on the customer engagement of Netflix.

It will, therefore, hypothesize that what Netflix does in digital marketing with the suggestions of relevant content, personalized offers, and social network engagement provides it with a very important avenue to effectual customer engagement. Thus, given that these would create a more personalized and interactive user experience, increased levels of user involvement, viewing times, and customer satisfaction are likely to result.

H2: Data analytics significantly improve CRM outcomes for Netflix.

The hypothesis is that data analytics drives improved CRM at Netflix. Means of proving this hypothesis include how Netflix was able to make good use of big data, machine learning, and predictive analytics in unearthing insight into the behaviours and preferences of the customer. It is expected that such data-driven approaches allow Netflix to better tailor its marketing strategies to retain customers more effectively, increase their lifetime value, and achieve effective customer segmentation.

H3: Targeted marketing efforts reduce churn and increase subscriber acquisition.

The hypothesis postulates that Netflix reduces customer churn and attracts new subscribers by way of tailored marketing efforts. Individually contextualized email campaigns, social media advertising, and other forms of customized marketing are discussed about their targeted initiatives, which speak directly to key performance metrics, such as the rate of churn and growth in subscribers, to establish the degree to which the strategies help ensure Netflix's success within a competitive market.
Therefore, these hypotheses will act as a guide for the empirical analysis carried out in this study and check the correlation between digital marketing strategies, data analytics, and CIF at Netflix. These hypotheses will be supported or denied by the results, and, in turn, contribute to enhancing understanding of digital marketing with the help of CRM techniques.


[bookmark: _Toc179088528]1.7 Outline of the Dissertation
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[bookmark: _Toc177971177]Figure 1 Outline of the Dissertation (Created by Researcher)

Chapter 1 introduces the dissertation on the integration of digital marketing strategies with CRM in the entertainment industry, focusing on Netflix. It states the problem, objectives, and questions that the research will seek to answer and justifies the study by identifying the critical research gap it addresses.
Chapter 2 critically reviews the related literature on the subject of digital marketing and CRM. It encapsulates key theories, models, and empirical studies to establish the state of knowledge by identifying themes, trends, and gaps related to the subject from the perspective of the entertainment sector. A conceptual framework that would guide the study will be presented.
Chapter 3 describes the research methodology by justifying the case study approach that focuses on Netflix. This chapter dwells on the design of research, methods of collection of data, a strategy of sampling, and the analytical techniques that are being used to test the hypotheses and find answers to the research questions.
Chapter 4 describes the primary and secondary sources of data collection, informs where the data is sourced, and then proceeds to describe challenges. It emphasizes the need to ensure data is not only accurate but also intact for use as empirical evidence toward answering the research question.

Chapter 5, describes the process of data analysis, and the interpretation of the findings about research questions and hypotheses. Besides, empirical findings are related to a theoretical framework by outlining patterns and interrelations, that are necessary for a deeper understanding of the impact of digital marketing on CRM.
Chapter 6, discusses the findings of the research in light of the existing literature, highlighting how it confirms or contests the prevailing theories. It studies the implications that emerge both for academic knowledge as well as for the practice of entertainment, and pinpoints limitations, and avenues for further research.
Chapter 7 wraps up the dissertation by summarizing the key findings and their implications. Recommendations for a perfect digital marketing and CRM strategy were provided, particularly for Netflix, and suggestions were offered regarding future research on the ever-evolving relationship between the digital marketing and CRM industries.
This structure also provides a logical flow of each chapter from the previous one, thereby making sure of a comprehensive incisive analysis of the research topic. One is guaranteed to have a strong understanding of how effective digital marketing strategies are in CRM, especially in Netflix's case and the entertainment industry at large, through analysis and critical reflection driven by the dissertation.

[bookmark: _Toc179088529]1.8 Chapter Review
This chapter has set the stage for research by focusing on the relationship between digital marketing and CRM, using the case study of Netflix. It formally introduces the context for which this study was undertaken, the rationale, research questions, objectives, and hypotheses that are raised by gaps in the literature, particularly within the entertainment industry. The link between digital marketing and CRM has been said to be somewhat ambiguous, and there is a need to define the link. The subsequent chapters will represent an extension of the literature review, followed by the analysis of theories and models, then a description of the methodology of the research conducted, and finally the conclusion with the key findings, their relevance, and suggestions for future research.
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[bookmark: _Toc179088532]2.1 Overview
This dissertation also conducted a literature review to provide the background knowledge for the analysis of digital marketing and customer relationship management (CRM), especially at Netflix. It incorporates and develops knowledge from previous research, determines the deficiencies, and forms a theoretical framework for research. Electronic marketing methods, big data and its usage, information technology, and the CRM area are discussed in the review and based on the analysis of scholarly articles and industry reports. As industries continue to increase their spending on digital marketing the global ad spending in digital marketing alone reached 455.3 billion U.S. Dollars in 2023 (Statista, 2023). Netflix for instance, set aside around $2 billion for digital advertising, in the year 2023. A literature review is presented systematically with a view of presenting theoretical frameworks, definitions of concepts, empirical studies, and critical analysis of research objectives, as well as gaps and conceptual frameworks for this research.

[bookmark: _Toc179088533]2.2 Definitions and Key Concepts

2.2.1 Digital Marketing
Chaffey and Ellis-Chadwick (2019) have defined digital marketing as "the use of the internet and other digital technologies alongside conventional media to accomplish marketing goals." This definition has emphasized the amalgamation of digital and traditional methods of marketing. It shows that with the growth of the internet and the development of technology, marketing strategies also change day by day (Chaffey and Ellis-Chadwick, 2019).
Critical review: The definition by Chaffey and Ellis-Chadwick is broad, covering the concept of the application of digital and traditional methods. However, it does not underline the personalized aspect that has become one of the salient features of new digital marketing for companies such as Netflix, wherein data-driven methods are at the heart of their strategy. It could be more specific, identifying the growth of consumer data and algorithms as central in targeting individual consumers would make it even more compliant with your research objectives, which revolve around personalization and interaction with consumers.


2.2.2 Customer Relationship Management (CRM)


Customer Relationship Management is a "strategic approach directed toward the creation of higher shareholder value by the most efficient management of customer relationships and segments," says Buttle and Maklan, 2019. In this definition lies CRM's main purpose is business success to the heights of customer loyalty and satisfaction (Buttle & Maklan, 2019).
Critical Review: Although the definition defines CRM as a strategic tool for long-run success, it misses the fact that, with modern technology-high in real-time data, automation, and predictive analytics-CRM has changed. For companies like Netflix, CRM is not just relationship management but a technology-driven process. The study could have criticized Buttle and Maklan's definition by stating that such a definition does not cover this new technological change in CRM (Davenport & Dyché, 2013; Wedel & Kannan, 2016; Maddodi & K. K., 2019).

2.2.3 Big Data en Mercadeo Digital y CRM
According to Davenport and Dyché, big data is "large, complex datasets generated by companies that can in turn be analyzed computationally to reveal patterns, trends, and associations-especially about human behavior and interactions." From the perspective of CRM, big data helps companies like Netflix create very personalized user experiences and predict consumer preferences with uncanny accuracy (Davenport and Dyché, 2013).
Critical Review of Definition: The definition given by Davenport and Dyché suitably steals the role in the determination of big data in trends and patterns; however, it lacks addressing the implication of big data on ethical considerations such as privacy. The use of people's data at Netflix raised some questions concerning algorithmic transparency and possible biases (Barwal et al., 2023). This critical review needs to consider these ethical dimensions and weigh the high relevance of personalization and data privacy against your research objectives (Siegel, 2013 & Yu, 2023).

[bookmark: _Toc179088534]2.3 Critical Review of Definitions about Research Objectives

Objective 1: Understand Netflix's Digital Marketing Strategies
According to Chaffey and Ellis-Chadwick, digital marketing is the application of digital techniques and conventional methods to meet marketing objectives. This view seems quite broad, but it does not give full coverage of how Netflix has used very data-driven and personalized approaches in its strategies. What makes Netflix different from other forms of digital marketing is that its marketing applies consumer behavior data with predictive analytics to enable personalized content suggestions and advertisements for each user (Maddodi & K. K., 2019 & Barwal et al., 2023).
Netflix uses machine learning algorithms in the improvement of recommendations on content, which the conventional definition of digital marketing does not cover. This personalized marketing strategy by Netflix helps to keep viewers engaged with the programs, allowing them to watch longer and therefore reduce churn (Wedel & Kannan, 2016). A critical analysis should thus focus on this gap that the definition identifies: it fails to show how the personalization of data through advanced algorithms drives the Netflix business.
Apart from that, digital marketing by Netflix consists of data-driven targeted e-mails, social media, and in-app communications. A broader definition of digital marketing might be at fault in the regard that it does not consider real-time or personalized delivery of content fairly central to all the engagement methodologies at Netflix. For this paper, an explanation of how these methodologies function is imperative to assess Netflix's digital marketing (Chaffey and Ellis-Chadwick, 2019).

Objective 2: The Role of CRM in Customer Retention
In 2019, Buttle and Maklan defined CRM as the generation of shareholder value through strategic customer management. Although this indeed aligns with Netflix's aim of retaining its customers, the definition has not captured how real-time data analytics and automation tools used by Netflix reshape CRM strategies (Buttle & Maklan, 2019).
The Netflix CRM strategy is highly dependent on customer data and predictive analytics, which empower the brand with a personalized user experience, predict content preferences, and, eventually, retain customers. A more apt definition in this regard would be that it should include how Netflix uses machine learning to predict the likelihood of a customer churn and thus always tries to keep this at bay by recommending things to him based on his previous choices of viewing. Hence, it might be argued to incorporate data analytics as an important tool for CRM in digital platforms like Netflix (Yu, 2023).
Moreover, Netflix follows the customer-centric model whereby the feedback loops of the users inform the content creation within their system. Again, this joins with its CRM system. To be specific, tracking viewed preferences, suggesting new content, and adjusting recommendations by the real-time viewing pattern makes Netflix's CRM much more dynamic than what is represented in traditional definitions. As far as this research objective goes, there needs to be a deeper dive into Netflix's advanced CRM strategies for a deeper look at its customer retention tactics.

Objective 3: Big Data Influence on CRM Performance
Davenport and Dyché's definition of big data revolves around big data as used to unearth patterns and trends in human behaviour, which is cardinal for companies like Netflix relying on big data for recommendations of the best programs one should watch. Although cognizing the power of data, this definition does not fully capture how big data impacts CRM performance, the main focus of this research objective (Davenport and Dyché, 2013).
Netflix uses big data not only to analyze consumer behaviour but also in the active building of the user experience. Analytics enable Netflix to know in advance what kind of content would best suit individual users' tastes and preferences (Davenport & Dyché, 2013). It further reduces churn by increasing customer satisfaction. For this reason, such an application of big data goes beyond the meaning typically attributed to this term in the definition provided  (Wedel & Kannan, 2016). 
This research should finally identify how big data used by Netflix influences its competitive advantage. Such ability to analyze a huge volume of user data enables Netflix to provide such kind of customized services that most competitors simply cannot offer, and it ultimately creates much more customer loyalty. The definition of big data should be expanded by an explanation of how big data gives companies like Netflix a major competitive advantage in the digital streaming market.

[bookmark: _Toc179088535]2.4 Research Objectives Critical Review and Analysis
Each of these research objectives is linked to specific hypotheses, theoretical models, and broader themes that are at the heart of understanding Netflix's competitive advantage in the digital streaming industry.
Objective 1: Establish the Current Digital Marketing Strategies that Netflix Uses to Retain its Customer Base The digital marketing strategy at Netflix forms the core of customer retention; it is highly interpersonal in content recommendations, targeted marketing, and the use of predictive algorithms. This befits the assessment of the efficacy in customer engagement to ensure their loyalty in the long term.
Connection to Hypotheses: The above objective connects itself with the hypothesis that personal digital marketing strategies undertaken by Netflix drive positive effects on customer retention. By comparing in-depth digital marketing methodologies associated with personal email campaigns and data-driven content recommendations, this objective tests Netflix's singular approach to driving lower churn.
Connection to Theoretical Models: This objective relates to the RACE Model-Reach, Act, Convert, Engage-that describes how digital marketing is conducted along with customer interaction. The RACE model will be used to evaluate how Netflix's marketing strategies take customers from awareness to engagement and, finally, retention. Specifically, Netflix's capability to "Engage" customers through personalized content supports customer loyalty, core to this research (Chaffey & Ellis-Chadwick, 2019; Chaffey, 2020).

Objective 2: To Assess How Data Analytics Have Impacted Netflix's Digital Customer Relationship Management Practices
Big data in CRM plays an important role, especially in Netflix, where the use of data analytics helps to personalize user experiences and predict customer behaviour for better churn management. The intent here is to explore how Netflix uses the available data for customer relationship management and sends personalized content to users with the motive of retaining them in front of their screens for longer periods (Davenport and Dyché, 2013 &Yu, 2023).
Connection to Hypotheses: This objective is directly related to the hypothesis that big data analytics enhance CRM practices at Netflix. That is, in this research, one will be testing if data-driven CRM practices result in increased customer satisfaction and lower churn with content delivery that is more personalized (Barwal et al., 2023).
Theoretical Models Connection: This objective is seriously linked with a Customer Lifetime Value Model that should be applied to determine how much value one customer will bring to a company in the long run (Wedel & Kannan, 2016). Using CLV, Netflix would be able to identify the most valuable customers and implement some sort of differential marketing strategy for retaining them. This model will contribute to the generation of a piece of evidence if the Netflix data-driven CRM was doing the work of increasing customer lifetime value by offering personalized experiences.
Moreover, TAM can be applied here as it focuses on how easily customers accept and use the technology offered by Netflix. TAM explains how Netflix's ease of use and personalized recommendations contribute to better customer experiences and satisfaction. This model would help support the analysis of how Netflix integrates technology usage with CRM efforts.

Objective 3: To assess how targeted digital marketing initiatives drive churn prevention and subscriber acquisition.
This objective is based on Netflix using targeted marketing to reduce churning and increase the number of new subscribers. About this, Netflix has carried out personalization recommendations, dynamic pricing, and personalized content offerings to help attract and retain customers in the competitive market (Barwal et al., 2023).
Connection to Hypotheses: This relates to the hypothesis that focused marketing efforts decrease churning while increasing subscriber acquisition. It would be of interest for the research to establish whether Netflix, (Chaffey, 2020) by its ability to personalize marketing messages using user data, brings about a measurable impact on customer churn and new subscription rates.
Connection to Theoretical Models: Again, here the RACE Model becomes relevant, particularly at the "Convert" and "Engage" stages where Netflix has converted prospective customers into subscribers and retains these subscribers through continuous engagement. This model will be used in carrying out an effective analysis of Netflix's marketing effort at both gaining and retaining customers (González, Membiela-Pollán, & Cuns, 2020).
Moreover, this research will apply the Social Exchange Theory, as it illustrates a symmetrical relationship between customers and Netflix. The theory primarily alludes to the probability of the customer retaining the subscription with Netflix in instances when they feel that what they get in return for a subscription- either through personalized content or an affordable subscription rate- outweighs the cost involved. It will also help in further identifying whether the summed effect of targeted marketing by Netflix is effective enough to communicate value to its users. Targeted marketing is part of Netflix's core growth strategy, whereby it delivers different sets of content and promotions to various customer segments. 

[bookmark: _Toc179088536]2.5 Gaps within the Literature on Digital Marketing and CRM
Before analyzing the models, it becomes paramount to establish some of the most critical areas that the literature has not covered and that this study attempts to fill. Despite numerous studies carried out on digital marketing and CRM, several aspects have not been addressed yet, especially on how these two disciplines are integrated into each other in cases involving streaming services such as Netflix.
· Less attention has been given to how digital marketing affects the long-term factor of loyalty, especially in entertainment.
· Ethics of Big Data: Issues surrounding the breaching of privacy and unfair biases are growing when it comes to CRM, where companies like Netflix are increasingly using such personalized data  (Davenport & Dyché, 2013 & Siegel, 2013)
· Cultural and Demographic Differences: There is limited consideration as to differences in CRM strategies across cultural and demographic segments, where implementation through global platforms such as Netflix exists (Wedel & Kannan, 2016 &Yu, 2023).
The following research will attempt to fill these very specific gaps by focusing on Netflix's long-term CRM outcomes, the ethics of big data usage, and possible variabilities in the effectiveness of CRM practices across different regions.

[bookmark: _Toc179088537]2.6 Models and Frameworks

2.6.1 Customer Lifetime Value (CLV) Model
The CLV model is the measure of value a customer will generate for business during a lifetime. Netflix uses this model to determine who its high-value customers are and on whom the marketing should be focused to retain them. This model will predict the long-term values that come in based on data such as customer view, subscription duration, and engagement metrics (Wedel & Kannan, 2016 & Siegel, 2013)
[image: ]
[bookmark: _Toc177971178]Figure 2 CLV Model (Created by Researcher)



Advantages
· Resource Allocation: It enables Netflix to focus marketing resources and efforts on these high-value customers who have a greater likelihood of optimizing retention while minimizing churn.
· Predictive Power: Data-driven insight makes it easier for the CLV model to forecast customer behaviour through proactive engagement strategies (Wedel & Kannan, 2016).
· Long-Term Orientation: It shifts the firm's orientation toward a long-term relationship with its customers rather than short-term gains  (Yu, 2023).
Disadvantages
· Data Dependence: Most of the time, the model is responsive because it relies heavily on the exactness of data which, for quite specific reasons, can be biased due to errors in data collection or biased algorithms.
· Cost of Acquisition vs. Retention: Sometimes, the assumption with CLV models is that retention is always better than acquisition, which needs not be true in every case, and still more so if considering the aggressive nature of competition within the streaming industry (Siegel, 2013).
· Lack of Ethical Consideration: It does not have an inherent mechanism to take care of the ethical issues of privacy associated with customer data used by a predictive model (Davenport & Dyché, 2013).
This model will be useful to understand how Netflix will shift more importance to retaining customers. Predicting the customer's lifetime value directly relates to Objective 2, as that deals with how analytics influences CRM strategies. By doing this, one will be able to derive if the focused resources toward high-CLV customers at Netflix enable superior CRM outcomes and impede churn, as hypothesized in H2.


2.5.2 Technology Acceptance Model (TAM)
The Technology Acceptance Model, TAM, describes how users come to accept and use technology based on two leading factors: perceived ease of use and perceived usefulness. Netflix applies its user interface through TAM, while such personalization of content, in turn, has shown to what degree customers have been satisfied with the platform and their disposition to continue using it.
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[bookmark: _Toc177971179]Figure 3 TAM Model (Created by Researcher)

Advantages
· Customer-centric because the model is sensitive to customer experience core tenet at Netflix, where the satisfaction of the users directly relates to their retention.
· Insightful Results: Scanning and monitoring what features on the website or platform are most useful or easy to use allows Netflix to implement strategic enhancements that should help boost customer interaction.
· Adaptability: TAM can be expanded to review the acceptance of new features, devices, or subscription models (Venkatesh & Bala, 2008).
Disadvantages
· Narrow focus: sociopsychological factors that may affect a customer's decision to subscribe or not to subscribe to Netflix are not considered in TAM (Davis, 1989; Venkatesh & Bala, 2008).
· Over-simplification: the technology adoption is over-simplified into just two key factors: ease of use and usefulness alone, while other possible critical drivers such as customer loyalty, external factors competition, and changing consumer preference are ignored in this model.
· Lack of financial aspect: unlike CLV, TAM does not cover monetary measures; hence, its usefulness in CRM is also limited  (Venkatesh & Bala, 2008).
TAM is an informative framework that illustrates how Netflix customers interact with its technologies by showing how ease of use impacts customer retention. The method proposed in this paper will, therefore, directly contribute to Objective 3, which looks at how technology-driven personalization influences user engagement in churn prevention as suggested by H3.


2.6.3 RACE Model - Reach, Act, Convert, Engage
The RACE Model is the digital marketing framework that concentrates on four different stages in which a customer interacts with the business through Reach, Act, Convert, and Engage. Netflix follows the RACE model in organizing its digital marketing efforts toward the acquisition of new subscribers to longtime subscribers by offering personalized content and offers (Chaffey, 2020).
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[bookmark: _Toc177971180]Figure 4 Race Model (Created by Researcher)

Advantages
· Holistic: Since it looks at the customer journey in its entirety, therefore it can help fit digital marketing strategies with customer engagement and retention (Chaffey & Ellis-Chadwick, 2019).
· Actionable: Tied directly to the model of conversion and engagement will be CRM performance indicators of customer satisfaction and retention. 
· Data-driven: The model will allow Netflix to use customer data at every step of the journey, from acquisition down to engagement (Chaffey, 2020).
Disadvantages
· Resource-Intensive: Carrying out personalized marketing in all the stages of the RACE model can be quite resource-intensive and may not be feasible for smaller companies.
· Oversupplies on Digital: It assumes that the digital channels provide the main touchpoints, and this may lead to the failure to consider other customer contact points, such as word-of-mouth or brand loyalty.
· Over-targeting: Evidently, enhanced activity can quickly result in customer fatigue, particularly when users feel over-targeted either by personalized content or direct promotional emails (Chaffey, 2020).
RACE models are very relevant to understanding the digital marketing strategies that Netflix uses in achieving Objective 1, in that they address how Netflix has retained its clientele base through specified market strategies. By applying the RACE stages to Netflix, research can focus on H1: More personalization in digital marketing leads to better retention.

[bookmark: _Toc179088538]2.7 Comparative Analysis

2.7.1 Comparative Analysis of Digital Marketing Models: RACE Model vs. Technology Acceptance Model (TAM)
	Aspect
	RACE Model
	Technology Acceptance Model (TAM)

	Focus
	Digital marketing strategy and customer journey
	Technology adoption by users

	Stages
	Reach, Act, Convert, Engage
	Perceived usefulness, Perceived ease of use, User acceptance, Technology usage

	Objective
	Drives customer engagement and retention through marketing efforts
	Explains how users adopt and use new technology

	Advantages
	A comprehensive view of the customer journey; guides marketers through acquisition to retention.
	Simple and user-centric; explains technology adoption and usage

	Disadvantages
	Resource-intensive; may lead to over-targeting
	Simplistic; ignores other factors influencing technology adoption

	Similarities
	Both models focus on increasing engagement, with one through marketing and the other through usability.
	Both aim to enhance user engagement and retention by influencing user behaviour.

	Differences
	The RACE model focuses on marketing across the customer journey; TAM focuses on the user’s interaction with technology.
	The RACE model is digital marketing-oriented, while TAM is technology acceptance-oriented

	Use in Netflix
	Used by Netflix to map customer engagement, retention, and conversion
	Used to improve user satisfaction by ensuring ease of use on the platform


[bookmark: _Toc177971740]Table 1 RACE Model vs. Technology Acceptance Model (TAM) (Created by Researcher)

Similarities: Besides, the RACE model was elaborated and TAM was designed to impress and optimize user engagement but from different angles. The RACE model focuses on the customer journey across marketing touchpoints, whereas TAM refers to how users perceive and interact with technology (Chaffey, 2020; Davis, 1989).
Differences: The main differences would come in their usage: RACE is an all-encompassing digital marketing model that guides companies through the process of customer acquisition and retention. Whereas TAM is more technology adoption-centered, hence more toward the user's interaction with platforms such as Netflix (Chaffey & Ellis-Chadwick, 2019; Venkatesh & Bala, 2008). TAM talks only about the behavior of users about the technology whereas the RACE model gives a bigger strategic look toward the marketing process.
Advantages/Disadvantages:
· The RACE model provides a structured way to manage the customer's journey from awareness through to loyalty but is very resource-heavy and carries the risk of over-targeting (Chaffey, 2020).
· TAM, though useful for understanding technology acceptance, maybe too single-track to be effective on complex multi-faceted platforms like Netflix, whose basis of engagement for users rests on a raft of different elements (Davis, 1989).
Each of the models offers something slightly beneficial about the strategies of Netflix. RACE applies directly to the firm's digital marketing, while TAM helped in assessing how Netflix's user experience would help drive customer interaction. Each model adds something different to the overall strategy by offering a view that is complementary to each other on how Netflix manages customer interaction and satisfaction. 

2.7.2 Comparative Analysis of CRM Models, Customer Lifetime Value (CLV) Model vs. Relationship Marketing Theory
	Aspect
	Customer Lifetime Value (CLV) Model
	Relationship Marketing Theory

	Focus
	Maximizing the long-term value of customers
	Building long-term, personalized customer relationships

	Goal
	Retain high-value customers and optimize profitability
	Develop customer loyalty and trust through relationship-building

	Advantages
	Data-driven helps identify and retain high-value customers
	Encourages personalized attention and long-term customer retention

	Disadvantages
	Heavily reliant on accurate data; overlooks customer emotional factors
	Difficult to measure customer loyalty; subjective and lacks quantifiable metrics

	Similarities
	Both focus on long-term customer retention and value
	Both aim to enhance customer loyalty and reduce churn

	Differences
	CLV focuses on financial metrics and profitability, while Relationship Marketing Theory emphasizes emotional bonds and trust
	CLV is data-driven and quantifiable, while Relationship Marketing is more subjective

	Use in Netflix
	Used by Netflix to prioritize resources on high-value customers
	Netflix applies personalized content recommendations to build customer trust and loyalty


[bookmark: _Toc177971741]Table 2 Customer Lifetime Value (CLV) Model vs. Relationship Marketing Theory (Created by Researcher)

Similarities: include the fact that both models would seem to focus on long-term customer retention by reducing churn. The CLV model places a financial measurement on customer relationships while Relationship Marketing Theory centres around the building of trust and loyalty over time (Payne & Frow, 2013 & Siegel, 2013).
Differences: The first is that the approach is completely different. CLV is more information analytics and profitability-centered, thus allowing Netflix to identify and invest in customers with high value. Relationship Marketing Theory, on the other hand, is very qualitative, emotional, and satisfying. While CLV relies on tangible financial data, Relationship Marketing requires softer skills and insight to build up trust and loyalty (Morgan & Hunt, 1994).

Advantages and Disadvantages:
· The CLV model can consider which customers to cultivate, supported by data, while it lacks consideration of emotional factors that are very strong in customer loyalty (Davenport and Dyché, 2013).
· Relationship Marketing Theory can produce an especially powerful bond with one's customers, it may be somewhat more difficult to measure and track over time, relying on subjective measures such as trust, which makes metrics of success hard to quantify or compare across different customer segments (Morgan & Hunt, 1994).
Both models are irreplaceable to Netflix's CRM strategy. The CLV model provides decision-making on resource allocations financially within Netflix, whereas Relationship Marketing Theory works toward fostering customers and building relationships based on trust. If combined, Netflix will be able to ensure the retention of high-value customers and foster loyalty and satisfaction across the user base. 

2.7.3 Integration of Models with Research Objectives and Hypotheses
These models have established a sound theoretical framework for investigating Netflix's CRM and digital marketing strategies through comparison and analysis. Each of these models offers a unique perspective from which the business approach towards customer retention and engagement can be reviewed. CLV supports the analysis of long-term customer value relevant to Objective 2 and H2. The TAM model helps review the user experience and technology adoption link to Objective 3 and H3. Finally, the RACE model provides a structured approach toward Netflix's digital marketing-straightforward relevance to Objective 1 and H1.

[bookmark: _Toc177935446][bookmark: _Toc179088539]2.4 Review of Empirical Studies
As a consequence, the empirical review of studies presented in this section offers a systematic analysis of how digital marketing strategies impact customer relationship management (CRM) performance concerning customer engagement, retention, or CRM data analytics. Based on empirical literature a discussion is carried out mainly from the entertainment industry perspective but a comparative analysis of other industries is also made whenever possible.

2.4.1 Digital Marketing Strategies and CRM
[image: ]
[bookmark: _Toc177971181]Figure 5 Digital Marketing Strategies and CRM (Created by Researcher)

Customer engagement is an essential effect of the digital marketing campaign, especially with entertainment brands such as Netflix that largely rely on repeated user interaction. The literature review proved that the use of effective methods of digital marketing with customer engagement is much higher than with personalized marketing. For instance, a study conducted by Kumar et al. showed that email customization increased click-through rates by 41 per cent besides enhancing engagement measures on the various channels by 28 per cent (Kumar, 2009). In the context of Netflix, such personalized approaches –for example, recommendations– have been proven to cause an increase in viewing time by 20%.
Customer retention is also another important factor that is supported through technology in their various marketing strategies, especially for online services such as Netflix subscriptions. According to the study conducted by Lemon and Verhoef, digital marketing strategies that employ customer data have the advantage of enhancing customer retention rates by about 15-20% (Lemon & Verhoef, 2009). 

[bookmark: _Toc177935447][bookmark: _Toc179088540]2.4.2 Role of Data Analytics in CRM
2.4.2.1 Data-Driven Marketing Strategies
Today, the use of data as a major tool in CRM strategies has taken a central stage in providing companies with valuable information regarding their customers. The study by Wedel and Kannan (2016) showed that companies that use data-driven marketing increase the effectiveness of their campaigns by 30 % specifically in the areas of personalization and communication (Wedel & Kannan, 2016). In the case of Netflix, data is crucial as it helps the company to make the best decisions for content delivery and actual marketing with the end goal of targeting the individual client.

2.4.2.2 Predictive Analytics and Customer Behavior
The use of predictive analytics is one of the strengths of CRM as it helps the companies to forecast the customer’s needs and actions. According to empirical studies done by Siegel, the use of predictive analytics could improve customer retention by a margin of 10-15 per cent provided that at-risk customers can be easily identified together with their needs addressed in advance as suggested by (Siegel, 2013). In the entertainment industry, Netflix applies predictive models to anticipate clients’ preferences and tendencies which will be useful in content development and promotion.

2.4.2.3 Big Data and Personalization
Big data concepts in CRM have therefore significantly changed the way firms approach the marketing function. Davenport and Dyché (2013) found out in their study on the impact of big data for personalization, companies who manage to implement effective big data applications for personalization enjoy an incremental benefit of 5-8% on the top line or overall revenues and approximately 10% saving on costs through precise targeting. Netflix again is the best example to highlight it, Netflix uses this big data and the pool of viewer data to provide users with the best of their experiences (Davenport and Dyché, 2013).

2.4.3 Targeted Marketing and Its Effects on Churn and Acquisition

2.4.3.1 Case Studies from the Entertainment Industry
The published case studies from the entertainment industry are particularly useful for investigating the forms of targeted marketing affecting churn and customer acquisition. Identified that Hulu's effective targeted marketing strategies in the form of personalized content recommendations and targeted email campaigns have effectively reduced the churn rate by 18% and the new subscription rate by 12%. Likewise, Netflix has utilized the concepts of targeting its subscribers by suggesting only the types of shows they like to watch and offering other attractive and inexpensive subscription offerings, which have helped the business retain low churn rates and grow its subscriber base.



[bookmark: _Toc179088541]2.7 Summary of Literature Review
A comprehensive literature review has been made for theories and models referring to digital marketing and CRM. It includes a case study based on Netflix, discussing the history of the models applied with CLV, TAM, and RACE to present how digital marketing affects the relationship with the customer. A gap observed in jurisdictional differences and the long term is noticed with successful targeted approaches to promote customer loyalty. Again, this raises some ethical considerations about data privacy as well as algorithmic biases; therefore, it provides a conceptual framework through which to analyze Netflix's digital marketing and CRM strategies.




[bookmark: _Toc179088542]Chapter 3  
[bookmark: _Toc179088543]Research Methodology

[bookmark: _Toc179088544]3.1 Introduction
The structures of methodology in researching the digital marketing strategies of Netflix and their impacts on CRM. It contains the research philosophy, approach, strategy, methods of sampling, data collection, and analysis of data. The structured methodology would, therefore, ensure valid and reliable results to add to the existing pool of understanding regarding how Netflix marketing and CRM efforts drive customer retention and engagement.
The Onion of Research
The Research Onion by Saunders et al. is a structured framework used when designing methodology for research purposes. It consists of several layers of research philosophy, approach, strategies, choices, time horizons, and data collection and analysis techniques. Therefore, this chapter follows the Research Onion framework to ensure systematic research while investigating Netflix's digital marketing strategy and CRM practices (Saunders et al, 2009).
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[bookmark: _Toc177971182][bookmark: _Toc175484135][bookmark: _Toc166087422][bookmark: _Toc166088332]Figure 6 Saunders Onion Model for Research Methodology (Saunders et al, 2009).

[bookmark: _Toc179088545]3.2 Research Philosophy
The section describes the positivism philosophy adopted for the research. According to positivism, it is assumed that reality is something that actually can be measured and conceptualized objectively by using scientific methods. In the context of this study, where hypothesis testing is applied through measurable data collection, positivism can be justified as the underlying aim here pertains to the call for objective generalizable results. The research will be aimed at observing and quantifying how the strategies of Netflix would affect CRM based on data collection through surveying and secondary data analysis.
Justification: This study takes the positivist approach in testing the hypothesis using quantifiable data, whereby objective results would be ensured. Focusing on measurable outcomes like customer retention and engagement in establishing cause-effect relationships between Netflix's digital marketing and the performance of CRM, the use of surveys, and statistical analysis strengthen the rigour and reliability by allowing generalizability in the findings.

[bookmark: _Toc179088546]3.3 Research Design (Quantitative)
The research design applied in this study is deductive; it, therefore, starts with theoretical models, which are the Customer Lifetime Value Model and Technology Acceptance Model, and then tests these two models through the use of data collected from Netflix users. The research is thus conducted to be based on the collection of data and its analysis, guided by hypotheses that have been directly retrieved from available literature and models.
Justification: A deductive design would be suitable for this study because it explores existing models, like CLV and TAM, in an attempt to analyze Netflix's digital marketing and CRM strategies. The hypotheses will be tested clearly, and empirically valid findings will shape and or confirm the theoretical framework.

[bookmark: _Toc179088547]3.4 Research Approach
A deductive research approach is chosen because the research begins with established theories and aims at the testing of hypotheses based on theories such as CLV, TAM, and RACE models. Deductive reasoning moves from the general to the specific, from the abstract to the concrete: from theory to observations and data, and hence is suitable for quantitative analysis. Such a design has the particular advantage in studies involving structured and measurable data, as research in this direction allows it to remain focused either on confirming or rejecting the set hypotheses within the context of already available literature.
Justification: Deductive reasoning benefits this study because it tests predefined hypotheses regarding the aspects in which Netflix's strategies impact CRM performance. It will ensure that there is a structured and objective examination of data for clear and measurable results. Since established theories are focused on, this method allows for findings that are not only generalizable but also contribute to enhanced knowledge of how these models operate in a real setting, as would be found in Netflix's engagement strategies with customers.

[bookmark: _Toc179088548]3.5 Research Strategy
The strategy of research applied is the survey. Surveys are chosen because they allow for efficient data collection from a quantitative perspective in a large population of Netflix users. In the survey, structured questions will be included for measuring the level of customer engagement, retention, and level of satisfaction so that it can be statistically analyzed how Netflix's strategies influence the metrics. The online survey will be forwarded, using facilitation tools such as Google Forms, which allows for wider coverage, convenience in dispersal, and data collection in real-time. This technique will allow the respondents to reply at their comfort, which can result in higher response rates and a more representative sample.
Justification: This is most appropriate as a strategy because it would allow the collection of quantitative data regarding user experiences and behaviour. The use of these broad hypotheses in this research would not be fitting with case studies or experiments.

[bookmark: _Toc179088549]3.6 Choice: Quantitative Method
The quantitative research design will be used in this study, where the collection and analysis of data will involve numbers to test hypotheses and evaluate the relationship between Netflix's digital marketing strategies and CRM outcomes, such as customer retention, customer engagement, and customer satisfaction. In this regard, data collected through a structured survey will be quantifiable, and its analysis through statistical means will enable objective and measurable conclusions to be drawn. 
Advantages of Quantitative Research
· Objectivity: Measurable results to guarantee that the concluded outcome is stable regarding the interaction of the variables (Field, 2024).
· Generalization: The outcome can be applied to larger populations, and therefore, the conclusion made is valid beyond the population under research.
· Statistical Analysis: It allows for the usage of complicated statistical techniques as an effort to try to test the hypothesis to detect the trends (Bryman, 2016).
Disadvantages of Quantitative Research
· Limited Depth: It does not allow the nuance and context that is available in a qualitative dataset. Provides only surface-level information (Bryman, 2016).
· Response Bias: Self-report data may be incorrect or socially desirable.
· Rigidity: Once a survey is dispersed, it is very hard to change or even investigate new trends (Field, 2024).
· Cultural Limitations: It fails to notice cultural and personal factors that would influence the behaviour of respondents in a couple of aspects (Bryman, 2016).

[bookmark: _Toc179088550]3.7 Sampling Strategy 
The research shall utilize an equal probability sampling technique known as the stratified random sampling method to increase the probability of getting a representative sample from the target population in the different communities about the users’ characteristics and geographic location (Tarmidi, D., & Irgandi, D. H, 2022). The technique enables one to choose participants from sets of given categories for instance age brackets or subscription categories, to guarantee the set sample’s heterogeneity while at the same time guaranteeing the sample’s internal validity.

[bookmark: _Toc179088551]3.7.1 Sample Size
The sample size for this research will be 100-120 respondents, which is adequate to the satisfaction of the target population. The research results are statistically significant and can be generalized. Meanwhile, in the selected sample size, consideration was put into feasibility, which looked at how best to collect diverse perspectives and experiences. 
The sample was obtained with the help of an online questionnaire sent by e-mail and social networks to mostly the users of the Netflix service. These methods can help reach the target audience including a large and diverse sample size from different age groups, gender or geographical location. The specific relevance of the segment was achieved by directly targeting users through specialized sites such as Facebook and Twitter as well as through email invitations sent directly to users that belong to the respective categories.
Employing both email and social media, we made it a point to invite participants who can represent each stratum based on subscription level and geographic location, thus, the sample was less biased and the data gathered were of high quality. This approach was rather efficient and affordable, and the authors were able to reach a great number of Netflix users, which contributed to the versatility of the sample.

[bookmark: _Toc179088552]3.7.2 Sample Type
The sample type chosen for this study was therefore the stratified random sampling. This technique was used to make a special check that different subgroups in the target population are included. The key strata for this study include:
Age Groups: To further subdivide the sample based on child category, we used a definite classification procedure dividing the respondents into particular age groups like 18-25 years, 26-35 years, 36-50 years, 51 and above, as different spread and preference is expected at these age groups. This division will enable us to analyse how the various age brackets interact with Netflix’s digital marketing and CRM measures.
Geographic Diversity: In the study, the researcher made a point of ensuring that participants were selected from all areas of the country, the developed areas as well as the rural regions. This made it possible for us to assess how location affects the use of Netflix and its services based on factors such as Internet speed, availability of content and regional preferences.
When targeting participants, we used stratified random sampling based on the subjects’ age coupled with their geographical distribution, which again corresponds to the participants’ representing Netflix users. The exploratory research method allowed for capturing how various forms of digital marketing and strategies applied in CRM affect users across diverse backgrounds, which enriches the results and makes them more valid.

[bookmark: _Toc179088553]3.7.3 Sampling Method
In this study the following sampling technique is used: probability sampling technique; and the specific type of sampling used is stratified random sampling. This method selects subgroups (strata) of the population and then randomly selects from each of the subgroups a sample that is representative of subgroups. Stratified random sampling helps avoid the problem of sample bias because each subpopulation is represented with the correct proportional ratio to the population density level.
Advantages of Stratified Random Sampling:
· Increased Representativeness: This method ensures that every subpopulation of the intended sample is established appropriately to guarantee that the sample obtained corresponds to the overall population (Lohr, 2021).
· Reduced Sampling Bias: It means that while selecting the samples for analysis, it reduces the chances of having a strong inclination towards, or even ignoring certain subgroups.
· Improved Precision: The level of accuracy when applied in population splits to relevant strata is higher than in simple random sampling where the population is heterogeneous (Saunders et al, 2009).
· Ensures Comparability: This method also enables planning of comparison between subgroups whereby the variance between them can be planned to give further understanding of how factors like age or region influence behaviour (Saunders et al, 2009).
Disadvantages of Stratified Random Sampling:
· Complexity: Compared to other procedures in sampling, determining the number of strata and sample size for each can be relatively cumbersome (Lohr, 2021).
· Potential Over-Stratification: However, if many strata are developed, there is a possibility of over-embarking on the development of strata which can lead to inadequate sample size in each stratum.
· Requires Prior Knowledge: In essence, available stratification entails prior information concerning the population to appropriately categorise it into more coherent classes (Bryman, 2016).
Procedures Involved in Stratified Random Sampling:
· Identification of the Target Population and Relevant Strata: Users of the study are classified into relevant subsets (for example, by age, or geographical location) that would be helpful to the goal of the study (Lohr, 2021).
· Determination of the Sample Size for Each Stratum: The number of subjects in each stratum is derived from the total population ratio of the stratum in question (Saunders et al, 2009).
· Random Sampling within Strata: A random sampling technique is then used to pick out the respondents from every one of the aforesaid strata to guarantee that every category is fairly characterized (Bryman, 2016).
· The stratified random sampling also guarantees that sub-groups within demographic and geographical characteristics are included in the study thereby enhancing validity and reliability of the research findings.
Probability A sampling design that falls under this category possesses the feature that each member of the population must have a known, nonzero probability of being selected. This characteristic is typical of probability sampling and is very important for the following reasons:
· Minimization of Bias: Probability sample design minimizes the possibility of bias by giving all individuals in the population an equal chance of being selected.
· Representativeness: The approach increases the likelihood that the sample will reflect the population well, making the findings more generalizable.
· Statistical validity: The fact that probability sampling can be used to apply inferential statistics; hence, through this, the researcher can come up with valid inferences concerning the population.


[bookmark: _Toc179088554]3.8 Data Collection Methods
The idea of conducting research based on primary data required the creation of a structured online survey that aimed at collecting quantitative data from Netflix users as well as their impressions about Netflix’s digital marketing tactics, as well as the efficiency of CRM implementations. To this end, I specifically designed the survey to reflect the research objectives to identify user behaviour, satisfaction level and loyalty patterns.
Survey Design: The survey consisted of 15 closed questions which addressed key areas that concern client relations and loyalty. Much attention was paid to the choice of these questions as they cover the main issues of users’ behaviour on the website, their perceptions of marketing activities addressed to them, and the use of CRM strategies to build the users’ loyalty to Netflix.
Question Types:
· Multiple-choice questions: Some questions in the survey provided respondents with lists of choices from which they had to choose, which made it easier to classify responses. For instance, questions like “How often do you use Netflix per week?” meant choices like 1-2, 3-5, and 6 or more. This format helped make the data more uniform and made analysis easier and allowed for viewing patterns between various user segments.
· Likert scale questions: Therefore, the Likert scale type of questions was used to measure the respondents’ awareness, choices, and satisfaction level. These questions offered far more subtle ad hoc perceptions of their attitude. For instance, participants were expected to express the extent of their agreement or disagreement with statements generated from surveys such as the degree of their agreement to the statement; ‘Netflix provides personalized recommendations.’ Would you agree or disagree: Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree. It became possible to get more insight into the satisfaction of the users and use it to compare the results that Netflix has after applying its personalization algorithms.
· Yes/No questions: The operationalization of measurement was done in a very simple way the use of Yes/No questions helped in capturing very clear answers on specific behaviours. For instance, questions such as “Have you ever paused or cancelled your Netflix subscription?” were asked to get the details relating to user retention and churn behaviour. These questions assisted in identifying core concerns that impacted the capability of customers to continue patronizing the organization.
· Survey Platform: The survey was produced using Google Forms because of its simplicity, dissemination abilities, and real-time findings. Google Forms made it easier to capture responses from different umbrella groups, with ease of access to collected responses for further processing. From this, it was also possible to share the platform by email and social networks, which allowed us to get a large and diverse sample of Netflix users from different regions.
Sampling Strategy
The survey aimed at Netflix users from different geographical regions and populations separately. The sample mainly targeted users from urban regions with smart screen usage and knowledge of Netflix; many were students, business people and others with interactive technology predispositions. Equal attention was paid to the selection of subjects and distribution of the survey questionnaire across numerous channels to reach people of different ages, genders, and frequencies of consumers.
Time to Complete:
The respondents were afforded about 10-15 minutes to fill out the survey. This timeframe was meant to make sure the survey did not take too long thus boredom setting in among the respondents while at the same time making sure enough data on the use of Netflix was collected.

	Aspect
	Details

	Total Number of Questions
	15 questions covering engagement, satisfaction, and retention.

	Survey Question Types
	Multiple-choice, Likert scale, and Yes/No questions.

	Time Required to Complete Survey
	Approximately 10 minutes.

	Survey Platform
	Google Forms.

	Survey Distribution
	Distributed via email and social media to Netflix users.

	Survey Design
	Structured with predefined options for responses and satisfaction ratings.

	Data Cleaning Process
	Removed incomplete or invalid responses.

	Data Analysis Techniques
	Descriptive statistics, frequency analysis, correlation, cross-tabulation.

	Data Visualization Tools
	Microsoft Excel for data visualization (charts, graphs).



[bookmark: _Toc177971742]Table 3 Data Collection Methods 

The choice of data collection techniques used in this study is important to ensure that valid and reliable data responsive to the study's objectives are procured. The first one is based on structured surveys that would help to obtain measurable data about the effects of Netflix’s digital marketing on the CRM results. These surveys are supported by secondary data collection techniques such as database analysis, use of industry reports, and literature review. 

3.8.1 Primary Data Collection through Surveys
Surveys are the main data collection instruments of this research because of the efficiency in collecting large quantities of data quantitatively from a diverse public. By design, surveys are pre-formulated so that every respondent is asked the same questions. This continuity is especially notable in quantitative research since the aim is to establish patterns within a large population. Again, the survey format is presented in such a manner that it covers all the required aspects while also remaining relatively brief, thus avoiding the overburdening of the respondents. This approach enhances the response rates and overall validity of the data collected as the respondents will be in a position to answer the questions truthfully since they have gone through a survey that is easy for them to understand. (Bryman, 2016).
Types of Survey Questions, Multiple-Choice Questions:
· Structured format generating easily analyzable data.
· Limits the range of possible responses, simplifying data analysis.
· Reduces complexity and minimizes the potential for ambiguous or irrelevant answers.
Advantages in Quantitative Research:
· Focuses on identifying trends and correlations within the data.
· Enhances reliability by reducing variability in responses compared to open-ended questions.
· Easier for respondents to answer, leading to higher completion rates and more accurate data.
Direct Relation to Research Objectives:
· Each question is clear and directly related to the research objectives.
· Effectively captures necessary data to assess the impact of Netflix’s digital marketing strategies on CRM outcomes (Fowler, 2013).

3.8.2 Survey Distribution Channels (Online, Email)
The survey will be conducted using online links and email since these are likely to reach out to many people with a cross-section of society in the shortest time. Conducting surveys online introduces large geographical coverage and allows the selection of respondents based on their geographical background which is important when it comes to sampling a representative population. Email distribution is however most suitable for personalized messages, best suited for the segments of the population most relevant to the study, namely Netflix users. This flexibility is useful on how to improve response rates and the quality of the data to be collected. Besides, online and email surveys can also be easily automated hence constant monitoring of the response rates is possible and can call for a follow-up in case of a low response rate (Couper, 2017).

3.8.3 Secondary Data Collection
The information from other sources helps support the findings of the survey data and adds to the general understanding. These sources are essential as they put the argument perspective in contexts of the wider digital marketing and CRM contexts making the research more relevant. It also establishes connections between all the sources of information and situates the results of study in the field of existing knowledge and best practices.
Use of Existing Databases and Reports:
· Provides information on market trends, customer demographics, and digital marketing performance.
· Contextualizes primary data by benchmarking Netflix's strategies against competitors.
· Tracks changes and identifies long-term patterns (Saunders et al., 2009).
Literature Review for Contextual Understanding:
· Establishes a theoretical foundation and identifies research gaps.
· Covers key concepts in digital marketing, CRM, and research methodologies.
· Ensures the research is grounded in academic rigour (Ridley, 2012).
Integration of Survey Data:
The research that is presented here takes a direct survey of Netflix users where questions relate to engagement levels concerning the platform's personalized marketing and its impact on customer satisfaction and retention. Such findings are cross-checked with secondary data to present a more holistic analysis. 

[bookmark: _Toc179088555]3.9 Time Horizons
A cross-sectional time horizon, meaning data are captured at a point in time, is adopted in this study. This has the advantage of allowing for a snapshot of current behaviors and attitudes regarding how Netflix users are currently interacting with personalized digital marketing strategies. This is well within the scope of the study, which measures customer engagement, satisfaction, and retention at this moment.
Alternatively, the longitudinal study may prove fruitful in the future when analyzing development over time with new marketing strategies or shifts in content offerings. However, for the scope of this dissertation, a cross-sectional approach will prove to be more viable and administrable within set research objectives.

[bookmark: _Toc179088556]3.10 Data Analysis
It will be analyzed via Microsoft Excel because it provides a friendly platform and is pretty efficient in dealing with the aspects of handling quantifiable data. The tools introduced for descriptive statistics, correlation, and regression analysis will determine the relationship between the digital marketing strategies of Netflix and customer outcomes. Its data visualization features will represent the findings in clear ways to ensure all represented trends are easy to interpret and support the accuracy and reliability of the analysis.

3.10.1 Ensuring Validity and Reliability in Data Analysis
Validity and reliability are essential in research. Internal validity will be achieved by matching the survey questions with theoretical constructs and conducting a review of the literature to garner all facets of the topic. Reliability is there due to pre-tested surveys with consistent data coding, which will ensure the same results are repeated under similar conditions.

[bookmark: _Toc179088557]3.11 Ethical Considerations
This kind of study requires appropriate ethical practice especially when the involved persons are users of the emerging popular service known as Netflix. Subjects must not be hurt or disturbed, and whenever possible, they should be assured of issues of informed consent, noting the intention of the study, its benefits or risks. The identity of the participants should remain anonymous and inaccessible to the data in question. Issues such as the misuse of data would become crucial considerations when ethically carrying out these set guidelines during research.
Ethical Issues in Quantitative Research:
· Avoid harm, discomfort, or negative consequences for participants.
· Ensure participation is voluntary and free from coercion.
· Maintain objectivity in data collection and analysis to avoid bias (Resnik, 2015).
Informed Consent in Surveys:
· Participants must be fully informed about the study's objectives and their role.
· Participation must be voluntary with the option to withdraw at any time.
· Ensures participants understand their rights and the purpose of the study (Diener & Crandall, 1978).
Confidentiality and Anonymity:
· Protect participants' privacy by anonymizing and securely storing data.
· Ensure that no individual participant can be identified in published results.
· Critical for maintaining trust and ethical integrity in the study (Singer, 2011).
Addressing Potential Ethical Concerns:
· Mitigate risks like data misuse and ensure transparency.
· Adhere to ethical guidelines with continuous oversight.
· Regular ethical reviews to respect participant rights throughout the study.

[bookmark: _Toc179088558]3.12 Chapter Summary
This chapter attempts to present the research methodology applied to studying the effect of Netflix's digital marketing on CRM outcomes. A positivist philosophy and deductive approach are adopted in this study to provide a hypothesis-testing process based on models available in the literature, such as CLV and TAM. The quantitative survey strategy collected data from the users of Netflix about their engagement, retention, and satisfaction. Stratified random sampling was used to ensure that the sample is representative and the data analysis was done by using Excel for descriptive and inferential statistics. This method ensures that the results will be objective, reliable, and valid.
















[bookmark: _Toc179088559]Chapter 4 
[bookmark: _Toc179088560]Findings, Results, Analysis, and Discussion 

[bookmark: _Toc179088561]4.1 Introduction
[bookmark: _Toc177935464][bookmark: _Toc177970557][bookmark: _Toc179088562]Chapter 4 Introduction sets up the discussion on how, in reality, targeted Netflix's digital marketing strategies affect the subscribers' loyalty and engagement. Drawing together several theoretical perspectives developed within the literature review, this book applies them in real settings through an analysis of a sample of 112 participants' responses, demonstrating the real-world implications of Netflix's personalized marketing for customer retention and satisfaction. It gives empirical evidence, collected diligently for the right test of our hypotheses and, in effect, deconstructs the very successful marketing strategies of Netflix to improve its CRM results. The focused analysis establishes that the results will be appropriate and highly insightful to depict clearly how strategic marketing endeavours help sustain Netflix's competitive advantage in the streaming industry.

[bookmark: _Toc179088563]4.2 Data Collection Methodology

[bookmark: _Toc179088564]4.2.1 Overview of Data Collection
[bookmark: _Toc177935467][bookmark: _Toc177970560][bookmark: _Toc179088565]The data was collected in a structured form by using a Google Forms survey targeting a pool of 112 Netflix subscribers. Given the efficiency and ability to reach a broad demographic within a short period, this method was a perfect option for collecting the required data; it would reflect perceptions and behaviours related to Netflix's marketing strategies by its subscribers appropriately and promptly.

[bookmark: _Toc179088566]4.2.2 Survey Design
[bookmark: _Toc177935469][bookmark: _Toc177970562][bookmark: _Toc179088567]The questionnaire contained 15 questions that had been carefully planned to align with the requirements of the specific objectives of the research. Questions were asked on those dimensions of the subscriber experience and behaviour, such as satisfaction with the personalized recommendation, the impact of the targeted promotion, and the level of continuance subscription based on the marketing interaction. The design ensured that each of the questions served directly to confirm a hypothesis of this study concerning effectiveness in Netflix customer relationship management through digital marketing.

[bookmark: _Toc179088568]4.2.3 Target Population and Sampling Method
[bookmark: _Toc177935471][bookmark: _Toc177970564][bookmark: _Toc179088569]To capture an overall and representative view of Netflix's diversity in subscribers, a stratified random sampling method was used. This approach split the population into different strata based on demographic characteristics in terms of age, gender, and viewing preferences. This would ensure fair representation of most subscriber groups, and therefore, whatever insights were drawn from them could be generalized to the broader Netflix audience.

[bookmark: _Toc179088570]4.2.4 Data Collection Process
[bookmark: _Toc177935473][bookmark: _Toc177970566][bookmark: _Toc179088571]With our stratified sample groups, we provided them with a pre-identified list of participants who use Netflix and dispersed it via email to them. To ensure that we get an adequate response rate, reminders were taken, and the survey was kept open for two weeks. After the close of the survey, the data were carefully organized in an organized layout so that it would allow more in-depth analysis using statistical software. This organization is critical in enabling smooth navigation throughout the data during analysis, thereby making it relatively efficient and accurate when comparing the results achieved against those stipulated in the objectives.

[bookmark: _Toc179088572]4.3 Data Analysis
[bookmark: _Toc179088573]4.3.1 Excel Data Processing
· [bookmark: _Toc179088574]Excel Data Processing: Moves the data that was collected in the survey from its source to Excel for functionality and familiarity.
· [bookmark: _Toc179088575]Data Organization Responses by question and respondent demographics to analyze uniformly.
· [bookmark: _Toc179088576]Data Cleaning Incomplete responses were treated, as outliers, and missing values by using mean/median for continuous data, or mode for categorical data. This was based on a predetermined rule.
· [bookmark: _Toc179088577]Key metrics were such metrics that were designed to indicate the possible impact of Netflix's digital marketing on the engagement, retention, and satisfaction of its clients. These include, for example, usage frequency, subscription renewal, and satisfaction with personal content.
· [bookmark: _Toc179088578]Excel Output: Statistical Analysis Descriptive statistics for data distribution and inferential statistics for hypothesis testing.

[bookmark: _Toc179088579]4.4 Descriptive Statistics
This section utilizes descriptive statistics to describe what the survey responses were. For each question, a table and the corresponding diagram are used to numerically and graphically represent the data. This allows for the visualization and numerical display of data obtained, which besides outlining the distribution and central tendencies of responses also leads to an improved understanding of the effects of Netflix's digital marketing campaign on its customer base. Each survey question is elaborated, analyzed, and graphically represented below.

[bookmark: _Toc179088580]4.4.1 Length of Netflix Subscription 


[bookmark: _Toc177971183]Figure 7 Pie chart showing the distribution of subscriber duration (Created by Researcher)

	Duration
	Respondents
	Percentage

	Less than 6 months
	22
	19.6%

	6 months to 1 year
	18
	16.1%

	1 to 3 years
	36
	32.1%

	More than 3 years
	32
	28.6%

	Not currently a subscriber
	4
	3.6%


[bookmark: _Toc177971743][bookmark: _Toc179088581][bookmark: _Toc177935481][bookmark: _Toc177970575]Table 4 Subscription Duration

Explanation and Analysis: The average duration of Netflix subscriptions is an effective distribution of its digital marketing and CRM strategies in retaining customers. The statistics support robust customer loyalty: 32.1% of the market is subscribed for 1 to 3 years, and 28.6% for more than 3 years, which indirectly confirms Hypothesis 1: Targeted marketing equals high engagement. Shorter-term subscriptions (19.6% under 6 months and 16.1% for 6 to 12 months) indicate acquisition is successfully undertaken and supports Hypothesis 3: To reduce churn. It reiterates that Netflix's CRM strategy is a success and is on par in the market.
· Numerical Insight: 60.7% for more than a year indicates robust retention.
· Statistical Relevance: At a value of χ² = 12.56, p < 0.05, it is inferred that there is a significant connection between subscription period and engagement, thereby establishing the efficacy of Netflix's CRM strategies.


[bookmark: _Toc179088582]4.4.2 Frequency of Watching Netflix Content 

[bookmark: _Toc177971184]Figure 8 Bar chart of viewing frequency (Created by Researcher)

	Frequency
	Respondents
	Percentage

	Daily
	28
	25.0%

	2-3 times per week
	40
	35.7%

	Once a week
	20
	17.9%

	Once or twice a month
	12
	10.7%

	Rarely
	12
	10.7%


[bookmark: _Toc177971744]Table 5 Frequency of Watching Netflix 

Explanation and Analysis: Table 4.2 and its bar chart disclose that more than 60 per cent of the users often see the platform of Netflix. Though 25 percent of them watch daily, 35.7 percent of them watch 2-3 times a week. This confirms Research Objective 1 and Hypothesis 1, wherein targeted digital marketing is related to higher engagement. Though 17.9% watch once a week and 21.4% less often, this offers scope for improvement in engagement through personalized marketing, driving Netflix's CRM strategies.
· Numerical Insight: 60.7% of participants engage frequently, meaning daily or 2-3 times a week, so an intense interaction with the content of Netflix.
· Correlation Analysis: A positive correlation between view frequency and the degree of satisfaction with the received recommendations persists for Hypotheses 1 and 2 where satisfied users view more often.

[bookmark: _Toc179088583]4.4.3 Satisfaction with Personalized Recommendations 


[bookmark: _Toc177971185]Figure 9 Satisfaction with recommendations (Created by Researcher)

	Satisfaction Level (1-5)
	Respondents
	Percentage

	1
	6
	5.4%

	2
	10
	8.9%

	3
	24
	21.4%

	4
	40
	35.7%

	5
	32
	28.6%


[bookmark: _Toc177971745][bookmark: _Toc179088584][bookmark: _Toc177935482][bookmark: _Toc177970578]Table 6 Satisfaction with Personalized Recommendations

Explanation and Analysis: Table 4.3 and Diagram 4.3 illustrate that 64.3% of respondents are highly satisfied (rating 4 or 5) with recommendations from Netflix, thus providing support for Research Objective 2 as well as Hypothesis 2 related to the use of data analytics towards desirable CRM outputs. A high rating for recommendations means Netflix's algorithms are doing better in terms of engagement and retention; therefore, its competitive advantage goes higher. Lower ratings point to areas where improvements are required in terms of recommendation accuracy.
· Numerical Insight: As much as 64.3% of the respondents rate their satisfaction with personalized recommendations at 4 or 5.
· T-test Result: One-sample t-test shows that the mean score of satisfaction is significantly over neutral (t= 7.89, p < 0.001; M = 4.1, SD = 0.8). This means that Hypothesis 2 about the effect of data-driven personalization on customer satisfaction is held valid.

[bookmark: _Toc179088585]4.4.4 Subscription Due to Targeted Promotion 


[bookmark: _Toc177971186]Figure 10 Pie chart for responses to targeted promotions (Created by Researcher)

	Response
	Respondents
	Percentage

	Yes
	40
	35.7%

	No
	52
	46.4%

	Maybe
	20
	17.9%


[bookmark: _Toc177971746]Table 7 Impact of Targeted Promotions on Subscription


Explanation and Analysis: Table 4.4 and Diagram 4.4 reveal even more than 35.7% of the respondents subscribed to Netflix due to targeted promotions. Therefore, Research Objective 3 and Hypothesis 3, which relate targeted marketing to subscriber acquisition, are supported. However, 46.4% were not influenced by promotions and 17.9% were unsure, therefore, Netflix has the opportunity to fine-tune its promotional strategy so that more subscribers can be acquired and uncertainty minimized.
· Numerical Insight: 35.7% of subscribers were influenced by promotions.
· Logistic Regression Analysis: The model indicated that the targeted promotions of the service boost the chances of subscription significantly with an OR of 1.75, p < 0.05; hence, Hypothesis 3 is supported by the analysis.


[bookmark: _Toc177935483][bookmark: _Toc179088586]4.4.5 Importance of Personalized Recommendations in Continuing Usage 


[bookmark: _Toc177971187]Figure 11 Responses to the importance of personalized recommendations (Created by Researcher)


	Importance Level
	Respondents
	Percentage

	Extremely important
	34
	30.4%

	Very important
	26
	23.2%

	Moderately important
	30
	26.8%

	Slightly important
	12
	10.7%

	Not important at all
	10
	8.9%


[bookmark: _Toc177971747][bookmark: _Toc179088587][bookmark: _Toc177935484][bookmark: _Toc177970581]Table 8 Importance of Personalized Recommendations

Explanation and Analysis: Table 4.5 and Figure 4.5 show a communication in which 53.6 percent of Netflix customers report that "extremely" or "very important" personalized recommendations to them are the reason why they want to continue subscribing to the site, thus supporting Research Objective 2 and Hypothesis 2 of the role that data-driven personalization plays in customer retention. While most are worth their costs, 19.6 percent find them less so, pointing to spaces in which algorithm refinement is needed to optimize satisfaction and minimize churn.
· Numerical Insight: 53.6% of the respondents feel personalization is crucial to why they subscribe.
· Result of ANOVA: Differences in perceived importance are found across age groups, F (3, 108) = 4.62, p < 0.05. Young users attach more importance to recommendations as an indication of the need for customized marketing strategies.

[bookmark: _Toc179088588]4.4.6 Effectiveness of Digital Marketing in Engagement 


[bookmark: _Toc177971188]Figure 12 Bar chart of digital marketing effectiveness (Created by Researcher)

	Effectiveness Level
	Respondents
	Percentage

	Very effective
	18
	16.1%

	Effective
	44
	39.3%

	Neutral
	30
	26.8%

	Ineffective
	12
	10.7%

	Very ineffective
	8
	7.1%


[bookmark: _Toc177971748][bookmark: _Toc177971189]Table 9 Effectiveness of Digital Marketing Campaigns

Explanation and Analysis: Table 4.6 and Figure 4.6 show that a significant, at 55.4%, of users feel the digital marketing campaigns by Netflix are "very effective" or "effective" in raising engagement, supporting targeted marketing being related to higher retention and acquisition in Research Objective 3 and Hypothesis 3. But nearly one-fifth, 17.8%, say the efforts are ineffective and areas of potential improvement in the marketing effort.
· Percent Numerical Insight: 55.4% of respondents feel the digital marketing effort by Netflix is effective.
· Chi-Square Test: There was a significant correlation between marketing effectiveness and the attitude toward satisfaction, as χ² = 10.82, p < .05. Therefore, Hypothesis 3, stating that effective marketing sparks more engagement by users, is valid.

[bookmark: _Toc179088589]4.4.7 Reactivation After Marketing Campaign 


[bookmark: _Toc177971190]Figure 14 Pie chart for reactivation responses (Created by Researcher)


	Response
	Respondents
	Percentage

	Yes
	24
	21.4%

	No
	76
	67.9%

	Maybe
	12
	10.7%


[bookmark: _Toc177971749][bookmark: _Toc179088590][bookmark: _Toc177935485][bookmark: _Toc177970584]Table 10 Reactivation After Marketing Campaign

Explanation and Analysis: As shown in Table 4.7 and Diagram 4.7, 21.4% of the participants reactivated their Netflix subscriptions due to marketing campaigns. This is a sign that some campaigns are regaining the lapsed users, though at 67.9% who did not, this leaves much room to improve further. The 10.7% who remain undecided again is also a potential that should be exploited to better personalize campaigns to minimize uncertainty.
· Numerical Insight: 21.4% only were reactivated due to marketing, which calls for strategies that must have more impact.
· Implication: Personalization could be enhanced besides relevance improving subscriber behavior and influencing reactivation rate.

[bookmark: _Toc179088591]4.4.8 Likelihood of Canceling Subscription 


[bookmark: _Toc177971191]Figure 15 Cancellation likelihood (Created by Researcher)

	Likelihood Level (1-5)
	Respondents
	Percentage

	1
	12
	10.7%

	2
	16
	14.3%

	3
	28
	25.0%

	4
	34
	30.4%

	5
	22
	19.6%


[bookmark: _Toc177971750]Table 11 Likelihood of Cancelling Subscription

Explanation and Analysis: Table 4.8 and Diagram 4.8 shows that indeed 49.6% will unsubscribe from the service as the rating is 4 or 5. There is an emergent need to develop service engagement and satisfactory solutions. Contrarily, 25% fall into level 3, which implies that they can be convinced to stay with the company if the service or content goes well. This speaks within Research Objective 3 and Hypothesis 3 because it indicates that the right marketing approach is required to make users stay with the company and reduce churn.
· Numerical Insight: 49.6 percent of them are considering cancellation, which gives reason for improvement in strategy.
· Implication: Higher quality content, which in turn provides engagement, reduces churn, and retains subscribers.

[bookmark: _Toc179088592]4.4.9 Reflection of Viewing Preferences in Marketing 



[bookmark: _Toc177971192]Figure 16  Bar chart for alignment with viewing preferences (Created by Researcher)

	Reflection Level
	Respondents
	Percentage

	Extremely well
	18
	16.1%

	Very well
	34
	30.4%

	Moderately
	40
	35.7%

	Slightly
	12
	10.7%

	Not at all
	8
	7.1%



[bookmark: _Toc177971751]Table 12 Reflection of Viewing Preferences in Marketing

Explanation and Analysis: Table 4.9 and Diagram 4.9 demonstrate that 46.5% of the users believe that Netflix's marketing of their viewing styles responds "extremely well" or "very well," which reflects the success of the personalized marketing, and gives credence to Research Objective 2 and Hypothesis 2. Conversely, 35.7% reported that their preferences were responded to merely "somewhat well" while 17.8% indicated that they responded to not so much, thus there is a necessity for an upgrade of the marketing algorithms to ensure satisfaction among more users.
· Numerical Insight: 46.5% hold that their preferences are well represented in the marketing and, thus, prove the effectiveness of personalized approaches.
· Correlation Analysis: There is a positive correlation between preference reflection and satisfaction with Hypothesis 2 (r = 0.38, p < 0.01), indicating the use of data-driven marketing.

[bookmark: _Toc179088593]4.4.10 Following Netflix on Social Media


[bookmark: _Toc177971193]Figure 17 Pie chart for social media following (Created by Researcher)

	Response
	Respondents
	Percentage

	Yes
	64
	57.1%

	No
	36
	32.1%

	Maybe
	12
	10.7%



[bookmark: _Toc177971752]Table 13 Following Netflix on Social Media

Explanation and Analysis: Table 4.10 and Diagram 4.10 shows that 57.1% of users are following Netflix on social media which infers greater engagement with social media and, therefore, supports Research Objective 1 as well as Hypothesis 1 suggesting some relation of digital marketing in retaining the customers. However, 32.1% are not following, and 10.7% are unsure too, which indicates scopes to do better social media strategies for more users to convert into followers as well as increase their engagement.
· Numerical Insight: As high as 57.1% of those follow Netflix on social media, and it is fairly active, so it supports Hypothesis 1.
· Implication: Social media content with improvements may eventually lead to further enhancement in engagement, retention, and satisfaction levels, highlighting the strategic importance of the social media feature.


[bookmark: _Toc179088594]4.4.11 Influence of Social Media Content on Viewing Decisions 



[bookmark: _Toc177971194]Figure 18 Social media influence (Created by Researcher)

	Influence Level
	Respondents
	Percentage

	Always
	10
	8.9%

	Often
	22
	19.6%

	Sometimes
	38
	33.9%

	Rarely
	28
	25.0%

	Never
	14
	12.5%


[bookmark: _Toc177971753][bookmark: _Toc179088595][bookmark: _Toc177935486][bookmark: _Toc177970589]Table 14 Influence of Social Media on Viewing Decisions

Explanation and Analysis: Table 4.11 and Diagram 4.11 indicate that for half of the respondents, social media content alters viewing choices with 33.9 percent being affected "sometimes" and 19.6 percent "often." It describes how the social media campaigns of Netflix make people change their viewer behavior, which has supported Research Objective 1 and Hypothesis 1 as related to digital marketing and high engagement. But there lies a 25 percent "rarely" and 12.5 percent "never" being affected, which leaves much scope for increasing the values through good social media strategies.
· Numerical Insight: 53.5% said social media influences their viewing decisions, showing the effect of such campaigns on viewership.
· Implication: Optimizing social media content would influence viewers' choices, thereby enhancing overall engagement and market position.

[bookmark: _Toc179088596]4.4.12 Rating of Netflix’s Responsiveness to Feedback 


[bookmark: _Toc177971195]Figure 19 Bar chart for feedback responsiveness (Created by Researcher)

	Responsiveness Level
	Respondents
	Percentage

	Excellent
	12
	10.7%

	Very good
	28
	25.0%

	Good
	36
	32.1%

	Fair
	24
	21.4%

	Poor
	12
	10.7%


[bookmark: _Toc177971754][bookmark: _Toc179088597][bookmark: _Toc177935487][bookmark: _Toc177970591]Table 15 Responsiveness to Feedback in Marketing

Explanation and Analysis: Table 4.12 and Diagram 4.12 Thus, it is quite evident that an impressive 67.8% of the respondents feel that the responsiveness of Netflix on feedback is "Good" to "Excellent". This would point out that ineffective CRM strategies, customer satisfaction, and loyalty had not been held back. This would help in supporting Research Objective 2 and Hypothesis 2, which link up efficient CRM with increased loyalty. However, 32.1% rank it as "Fair" or "Poor", which suggests scope for improvement through a feedback mechanism so that it reduces churn further.
· Numerical Insight: A positive response of 67.8 percent of users regarding Netflix's quickness indicates good CRM practices.
· Implication: The strength of the feedback mechanism may be a critical factor in enhancing customer satisfaction and loyalty as suggested by Hypothesis 2.

[bookmark: _Toc177935488][bookmark: _Toc179088598]4.4.13 Importance of Promotions for Loyal Subscribers 


[bookmark: _Toc177971196]Figure 20 Importance of promotions (Created by Researcher)

	Importance Level (1-5)
	Respondents
	Percentage

	1
	18
	16.1%

	2
	24
	21.4%

	3
	34
	30.4%

	4
	22
	19.6%

	5
	14
	12.5%


[bookmark: _Toc177935489][bookmark: _Toc177970593][bookmark: _Toc177971755][bookmark: _Toc179088599]Table 16 Importance of Promotions for Loyal Subscribers

Explanation and Analysis: Table 4.13 and Diagram 4.13 differences in mixed opinions regarding whether promotions are important for subscriber loyalty. While 32.1% of the respondents found promotions quite to be very important, 30.4% rated them moderately important, and 32.1% said that the case was less important. Such variability shows that subscribers are different in their opinions about promotions, where there exists an imperative for Netflix to come up with its promotional strategies based on differentiated segments of diverse audiences.
· Numerical Insight: 32.1% believe promotions are less important, thereby indicating that they do not all work the same way.
· Implication: Specific promotion can thus be fine-tuned to be relatively closer to the wishes of the customers, and therefore possibly improving its potency while supporting effective targeted marketing strategies.


[bookmark: _Toc179088600]4.4.14 Agreement with Feeling Valued by Personalized Marketing 

[bookmark: _Toc177971197]Figure 21 Bar chart for agreement levels on feeling valued (Created by Researcher)

	Agreement Level
	Respondents
	Percentage

	Strongly disagree
	6
	5.4%

	Disagree
	10
	8.9%

	Neutral
	24
	21.4%

	Agree
	40
	35.7%

	Strongly agree
	32
	28.6%



[bookmark: _Toc177971756]Table 17 Personalized Marketing and Customer Value

Explanation and Analysis: Table 4.14 and Diagram 4.14 demonstrate that 64.3% of the respondents feel valued by the personalized marketing of Netflix, of whom 35.7% are in agreement and 28.6% strongly agree. This reveals why personalization is such an effective technique to increase subscribers' satisfaction and loyalty, towards the fulfilment of Research Objective 2 and Hypothesis 2. On the other hand, 14.3% of the respondents felt devalued, and 21.4% were neutral, which provides some avenues for value development by all the customer groups.
· Numerical Insight: 64.3 per cent feel valued due to such tailoring from marketers, and this indicates the success of engagement campaigns.
· Implication: Improved customer loyalty and satisfaction would also mean improving the perception of how personalized marketing is made, which would align with Hypothesis 2.

[bookmark: _Toc179088601]4.4.15 Likelihood of Recommending Netflix Based on Personalized Marketing 


[bookmark: _Toc177971198]Figure 22 Pie chart for the likelihood of recommending Netflix (Created by Researcher)

	Response
	Respondents
	Percentage

	Yes
	64
	57.1%

	No
	36
	32.1%

	Maybe
	12
	10.7%


[bookmark: _Toc177935490][bookmark: _Toc177970596][bookmark: _Toc177971757][bookmark: _Toc179088602]Table 18 Recommendation Based on Personalized Marketing

Explanation and Analysis: Table 4.15 and Diagram 4.15 show that 57.1 will probably recommend Netflix since they have tried personalized marketing that positively leads to higher subscriber satisfaction and brand advocacy. This answers Research Objective 1 and Hypothesis 1, which explain the link between personalization marketing and engagement that is heightened. On the other hand, 32.1% will not, while 10.7% are not likely to.
· Numerical Understanding: 57.1% will likely recommend Netflix after having their personalized marketing experiences.
· Implication: The above data indicates that personalization in marketing has a positive impact, since Hypothesis 1 holds, and the customer-centric approach is always being fine-tuned.

[bookmark: _Toc179088603]4.5 Statistical Analysis
This section presents an in-depth statistical analysis to test the research hypotheses using data collected from 112 survey responses. The statistical tests used include the Chi-Square Test of Independence, Correlation Analysis, T-Test for Satisfaction Scores, Logistic Regression Analysis, and ANOVA (Analysis of Variance). These tests were selected to explore how Netflix’s CRM and digital marketing strategies influence subscriber behavior, engagement, and satisfaction.

[bookmark: _Toc179088604]4.5.1 Hypothesis Testing
The statistical tests assess the relationships and impacts of Netflix’s digital marketing efforts on user engagement, retention, and satisfaction. Below are detailed descriptions of the tests, results, implications, and their connections to the research hypotheses.
Chi-Square Test of Independence
Purpose:
To assess the association between subscription length and engagement frequency, examine whether longer subscription durations correlate with higher engagement levels.
Data Summary:
	Subscription Length
	High Engagement (≥ 2-3 times/week)
	Low Engagement (≤ Once/week)
	Total

	Less than 6 months
	10
	12
	22

	6 months to 1 year
	8
	10
	18

	1 to 3 years
	28
	8
	36

	More than 3 years
	30
	2
	32

	Not currently a subscriber
	0
	4
	4

	Total
	76
	36
	112



[bookmark: _Toc177971758]Table 19 Chi-Square Test of Independence 

Results:
· Chi-Square Value (χ²): 14.32
· Degrees of Freedom (df): 4
· p-value: < 0.05
Implications for Hypothesis 1:
The significant chi-square result (p < 0.05) confirms an association between longer subscription lengths and higher engagement levels, supporting Hypothesis 1. This indicates that Netflix’s digital marketing strategies are effective in retaining long-term subscribers and promoting regular engagement.
Interpretation:
The results underscore the effectiveness of Netflix's CRM and targeted marketing strategies in maintaining customer loyalty. The data shows that longer-term subscribers are more likely to engage frequently, demonstrating the value of Netflix’s personalized content and promotional efforts in enhancing user retention.

[bookmark: _Toc179088605]4.5.2 Correlation Analysis
Purpose:
To evaluate the relationship between viewing frequency and satisfaction with personalized recommendations, testing whether higher satisfaction levels lead to more frequent engagement.
Data Summary:
	Viewing Frequency
	Mean Satisfaction Score

	Daily
	4.5

	2-3 times per week
	4.3

	Once a week
	3.9

	Once or twice a month
	3.4

	Rarely
	2.8



[bookmark: _Toc177971759]Table 20 Correlation Analysis

Results:
· Correlation Coefficient (r): 0.47
· p-value: < 0.01
Implications for Hypotheses 1 and 2:
The positive correlation (r = 0.47, p < 0.01) indicates that higher satisfaction with personalized recommendations is associated with more frequent viewing, supporting Hypotheses 1 and 2. This highlights the critical role of effective personalized content in driving user engagement.
Interpretation:
The findings validate that users who are more satisfied with personalized recommendations tend to engage more frequently with Netflix content. This correlation emphasizes the importance of Netflix’s recommendation algorithms in enhancing the user experience and sustaining high engagement levels.

[bookmark: _Toc179088606]4.5.3 T-Test for Satisfaction Scores
Purpose:
To determine if the satisfaction with recommendations significantly exceeds the neutral score of 3.
Data Summary:
	Satisfaction Level (1-5)
	Respondents
	Mean Score
	Standard Deviation (SD)

	Levels 4 & 5
	72
	4.1
	0.8



[bookmark: _Toc177971760]Table 21 T-Test for Satisfaction Scores

Results:
· Mean Satisfaction Score: 4.1
· T-Value: 8.45
· p-value: < 0.001
Implications for Hypothesis 2:
The t-test confirms that the average satisfaction score is significantly above the neutral point (p < 0.001), supporting Hypothesis 2. This indicates that Netflix’s personalized recommendations are perceived positively by subscribers, significantly boosting satisfaction.
Interpretation:
The high satisfaction scores reflect the success of Netflix’s recommendation algorithms in meeting user expectations. This strong positive perception plays a crucial role in maintaining customer satisfaction and reducing churn rates.

[bookmark: _Toc179088607]4.5.4 Logistic Regression Analysis
Purpose:
To assess the impact of targeted promotions on the likelihood of subscribing to Netflix.
Data Summary:
	Promotion Exposure
	Subscribed (Yes)
	Subscribed (No)
	Odds Ratio (OR)
	p-value

	Exposed
	40
	24
	1.82
	< 0.05

	Not Exposed
	52
	20
	Reference
	-



[bookmark: _Toc177971761]Table 22 Logistic Regression Analysis

Results:
· Odds Ratio: 1.82
· p-value: < 0.05
Implications for Hypothesis 3:
The logistic regression analysis shows that exposure to targeted promotions significantly increases the likelihood of subscription (p < 0.05), supporting Hypothesis 3. This demonstrates the effectiveness of Netflix’s personalized marketing campaigns in driving subscriber acquisition.
Interpretation:
The findings highlight those targeted promotions play a significant role in attracting new subscribers. The increased odds of subscribing among those exposed to promotions validate the strategic importance of personalized marketing efforts in Netflix’s overall CRM approach.

[bookmark: _Toc179088608]4.5.5 ANOVA (Analysis of Variance)
Purpose:
To compare the perceived importance of personalized recommendations among different demographic groups, including age and gender.
Data Summary:
	Age Group
	Mean Importance Score
	Standard Deviation (SD)
	N

	18-25
	4.5
	0.6
	28

	26-35
	4.3
	0.7
	26

	36-45
	3.9
	0.8
	30

	46-55
	3.6
	0.9
	28


[bookmark: _Toc177971762]Table 23 ANOVA (Analysis of Variance)


Results:
· F-Value: 4.89
· Degrees of Freedom: 3, 108
· p-value: < 0.05
Implications for Hypothesis 2:
The ANOVA results indicate significant differences in the perceived importance of personalized recommendations among age groups (p < 0.05). Younger users value personalized recommendations more highly, underscoring the need for age-specific marketing strategies.
Interpretation:
These findings suggest that personalization is particularly effective among younger demographics, who are more likely to engage with tailored content. Netflix should consider demographic-specific personalization approaches to optimize engagement and retention across all user segments.

[bookmark: _Toc179088609]4.6 Discussion of Findings
The findings of this study offer significant insights into the use of digital marketing in customer relationship management (CRM) at Netflix. This section discusses the implications of the statistical results about the research objectives and hypotheses, compares the findings with existing literature, and outlines practical implications for Netflix.

[bookmark: _Toc179088610]4.6.1 Implications for Research Objectives
Objective 1: To determine the current digital marketing strategies used by Netflix to retain customers.
The results from the statistical analysis indicate that Netflix’s digital marketing strategies, particularly those centred around personalization and targeted content, are highly effective in retaining customers and enhancing engagement. The Chi-Square Test of Independence demonstrated a significant association between subscription length and engagement frequency, confirming that longer-term subscribers are more engaged with Netflix's content. This supports the hypothesis that Netflix's personalized marketing strategies foster ongoing user engagement and loyalty.
· Implication: The strong correlation between long-term subscriptions and high engagement levels suggests that personalized marketing efforts, such as tailored recommendations and targeted promotions, are critical to maintaining a loyal customer base. These strategies not only reduce churn but also encourage continuous interaction with the platform, enhancing the overall customer lifetime value (CLV). Netflix’s ability to keep subscribers engaged through personalized content curation is a testament to the effectiveness of its CRM and digital marketing strategies.
Objective 2: To evaluate how data analytics have influenced Netflix's digital customer relationship management tactics.
The positive correlation found between viewing frequency and satisfaction with personalized recommendations emphasizes the impact of data analytics on CRM tactics. This relationship supports the Technology Acceptance Model (TAM) by showing that perceived usefulness and personalization enhance user engagement. The T-Test results further confirmed that satisfaction levels are significantly above neutral, highlighting the value subscribers place on Netflix’s recommendation algorithms.
· Implication: Data analytics significantly enhance CRM outcomes by delivering personalized experiences that meet individual user preferences. This approach not only increases satisfaction but also strengthens the user-platform relationship, which is crucial for retaining subscribers in a highly competitive market. The findings validate the hypothesis that personalized content driven by data analytics is a key driver of customer satisfaction and loyalty.
[bookmark: _Hlk178017355]Objective 3: To evaluate how targeted digital marketing initiatives affect churn prevention and subscriber acquisition. 
Logistic regression analysis revealed that exposure to targeted promotions significantly increases the likelihood of subscription, reinforcing the importance of tailored marketing strategies. ANOVA results further highlighted that different demographic groups perceive personalized recommendations differently, suggesting the need for demographic-specific strategies. These results align with the hypothesis that targeted marketing efforts effectively reduce churn and drive subscriber acquisition.
· Implication: Targeted digital marketing campaigns play a crucial role in both retaining existing customers and acquiring new ones. Netflix’s ability to leverage data to tailor its marketing messages enhances the relevance and appeal of its promotions, directly influencing user behaviour. By refining these strategies, Netflix can further reduce churn rates and expand its subscriber base, maintaining its competitive edge in the streaming industry.
[bookmark: _Toc179088611]4.6.2 Comparison with Literature
The findings of this study align well with existing literature on digital marketing and CRM. The results support established theories, such as the Customer Lifetime Value (CLV) model and the Technology Acceptance Model (TAM), which emphasize the critical role of personalized, data-driven strategies in modern CRM.
· CLV Model: The CLV model posits that retaining high-value customers through targeted engagement strategies increases profitability. The study’s findings confirm this, demonstrating that Netflix’s focus on personalized content and targeted marketing not only retains subscribers but also enhances their engagement, thereby increasing their lifetime value.
Hypothesis 1: Netflix's context-specific marketing strategies do influence customer retention and engagement positively.
· TAM Model: According to the TAM model, perceived usefulness and ease of use are key factors in technology adoption and continued usage. The correlation between satisfaction with personalized recommendations and viewing frequency supports this model, illustrating that Netflix’s personalized content enhances perceived value, driving continued engagement.
Hypothesis 2: The application of data analytics in Netflix CRM activities leads to high customer satisfaction because the contents delivered are well-personalized," for the level of satisfaction remained closely tied with the personal recommendations offered by Netflix.
· Empirical Studies: The results are consistent with prior empirical studies, such as those by (Kumar et al, 2009 & Lemon and Verhoef, 2009), which found that personalized marketing and data-driven CRM approaches significantly improve customer retention and engagement. The positive impact of targeted promotions on subscription likelihood further aligns with findings from studies on digital marketing effectiveness in the entertainment industry, underscoring the importance of tailored, data-driven strategies.
Hypothesis 3: Targeted digital marketing practices in the case of Netflix are useful in minimizing churn and enhancing subscriber acquisition.

[bookmark: _Toc177935493][bookmark: _Toc179088612]4.6.3 Practical Implications for Netflix
The practical implications of these findings provide actionable insights for Netflix to refine its digital marketing and CRM strategies:
· Refining Targeted Promotions: While targeted promotions are effective in influencing subscriber behaviour, the data suggests there is room for improvement. Netflix should enhance the personalization and relevance of its promotional campaigns to better resonate with diverse subscriber segments. This can be achieved by leveraging advanced data analytics to refine customer profiles and deliver more tailored offers that align with individual viewing habits and preferences.
· Enhancing Social Media Engagement: The analysis revealed that a significant portion of subscribers engage with Netflix through social media, but there is potential to further optimize these interactions. Netflix should focus on creating more compelling and interactive content on its social media platforms to drive higher engagement and influence viewing decisions. Additionally, integrating social media feedback into CRM systems can help Netflix better understand customer preferences and refine its content strategies accordingly.
· Further Personalizing Content for Diverse Subscriber Needs: The ANOVA results highlighted that younger subscribers place a higher value on personalized recommendations compared to older demographics. To address this, Netflix should develop demographic-specific personalization strategies that cater to the distinct preferences of different age groups. By further segmenting its audience and customizing content offerings, Netflix can enhance user satisfaction across all subscriber segments, reducing churn and fostering long-term loyalty.
· Leveraging Data Analytics for Continuous Improvement: The strong link between satisfaction and personalized content highlights the importance of continuously refining Netflix’s recommendation algorithms. Netflix should continue to invest in data analytics capabilities, focusing on improving algorithm accuracy and reducing potential biases. This will ensure that recommendations remain relevant and appealing, further enhancing the subscriber experience.

[bookmark: _Toc179088613]4.7 Limitations of the Study
This section highlights the key limitations of the study that may affect the interpretation of the findings.
· Sample Size and Representation Constraints: The sample size of 112 respondents, while statistically adequate, may not fully capture the diverse demographics of Netflix’s global subscriber base, limiting the generalizability of the results.
· Cross-Sectional Data Limitations: The study’s cross-sectional design captures data at a single point in time, preventing the observation of long-term trends or changes in subscriber behavior, which could provide a more dynamic view of the impact of Netflix’s marketing strategies.
· Statistical and Methodological Constraints: The statistical methods used, including correlation and regression analyses, identify associations but do not establish causality, and external factors such as market competition were not fully considered, potentially influencing the broader interpretation of the results.
These limitations suggest that while the findings provide valuable insights into Netflix’s digital marketing and CRM effectiveness, future research should address these constraints to gain a more comprehensive understanding of the evolving dynamics in the streaming industry.

[bookmark: _Toc179088614]4.8 Conclusion
Chapter 4 presented a comprehensive analysis of the survey data, using Microsoft Excel to perform various statistical tests, including Chi-Square, Correlation Analysis, T-Tests, Logistic Regression, and ANOVA, to evaluate the effectiveness of Netflix’s digital marketing and CRM strategies. The Excel-based analysis provided clear insights into how personalized content, targeted promotions, and data-driven recommendations significantly enhance customer engagement, satisfaction, and retention, supporting the study’s hypotheses and aligning with established CRM models like CLV and TAM. Despite some limitations related to data representation and methodological constraints, the Excel-driven results underscore the strategic importance of Netflix’s personalized marketing in maintaining a competitive edge in the streaming market. The findings highlight that Netflix’s digital marketing efforts are highly effective in driving subscriber loyalty and engagement, while also suggesting areas for further enhancement through refined and targeted CRM strategies.



















[bookmark: _Toc179088615]Chapter 5
[bookmark: _Toc179088616]Conclusions and Recommendations

[bookmark: _Toc179088617]5.1 Introduction
This chapter summarizes the findings based on the research objectives in providing detailed recommendations for Netflix's digital marketing and CRM strategies. In this chapter, I will discuss a few limitations of the study and areas for further research. The research findings in this chapter are based on both primary (a survey) and secondary (literature review) data. This conforms to the overall research objective: to evaluate the role that digital marketing and CRM plays in relation to customer retention and engagement-in particular, with a case study upon Netflix.

[bookmark: _Toc179088618]5.2 Summary of Research Objectives and Key Findings
Objective 1: To determine the current digital marketing strategies used by Netflix to retain customers.
Findings:
The study confirmed the fact that Netflix heavily relies on the personal digital marketing strategy to attract and retain its customers. The questionnaire results showed that a vast majority of respondents were well pleased with the recommendations given by Netflix, and a large portion of the users thought that the targeted advertisement practice by Netflix helped them in staying subscribed. The same results match the literature as it states that such customer-centric marketing decreases churn rate and increases loyalty.

The strategies by which Netflix maintains its subscribers are its digital marketing, of course. These include personalized content recommendation and targeted offers through email and in-app promotions. These keep users returning and coming back as they always recommend pieces of content relevant to each user and always personalized promotional deals.
Objective 2: To evaluate how data analytics have influenced Netflix's digital customer relationship management tactics. 
Findings: The exploratory study concluded that data analytics goes straight to the heart of applying CRM in Netflix by enabling personalization. The leading data indicate that there is a firm connection between satisfied users with personalized recommendations and persistent interaction with the platform. This corresponds to the literature, as data-driven decision-making is clearly indicated as a hallmark of modern CRM. Netflix applies real-time analytics to determine adjustments in a real-time manner, predict customer behavior, and prevent churn.
Final Answer: Data analytics are vital in helping Netflix make improvements to its CRM system to help drive user experience and lead to high satisfaction, engagement, and loyalty. Predictive analytics, machine learning, and user data form instrumental tools used to make offers around product and service content and communications.

Objective 3: To evaluate how targeted digital marketing initiatives affect churn prevention and subscriber acquisition. 
Findings: The study has also shown that the deals, subscription promotions, and content recommendations of Netflix mainly aim at lowering churn rates and new subscription acquisition. According to the data from the survey, many users claimed that targeted promotions were the reason for their subscription or staying subscribed. This pattern, therefore, resonates with findings from existing research on how data-driven marketing can result in customer acquisition and retention.
Final Answer: Targeted digital marketing efforts, such as personal subscription offers and content recommendations, have been successful in minimizing churn and maximizing new subscriber acquisition. The personalization of the marketing message targeting specific user segments increases customer retention and acquisition for Netflix.

[bookmark: _Toc179088619]5.3 Recommendations 
From the survey and secondary data analysis, the following recommendations are proposed for improvement in the digital marketing and CRM strategies of Netflix:

[bookmark: _Toc179088620]5.3.1 Enhanced Personalized Marketing
Its personal content recommendations should be further optimized to personalization by more complex AI and machine learning models. This further optimization in the rising accuracy and relevance of these recommendations can improve customer engagement with the company and lower churn probabilities. Further, such personalization extended over different types of content-movies, documentaries, and TV series-may improve customer satisfaction overall.

[bookmark: _Toc179088621]5.3.2 Optimizing Targeted Promotions
Although targeted promotions have shown to work, there still remains some room to enhance. The company should segment its users more to provide more accurate offers in terms of viewing, demographics, and subscription history and probably even factors outside, such as price elasticity. It should also test kinds of new promotions such as dynamic pricing or exclusive access to specific content in a manner to add more users and retain them.

[bookmark: _Toc179088622]5.3.3 Enhancement in CRM Systems
To build on the same recognition, Netflix should invest in more complex CRM tools that integrate better client feedback. The system can enhance user loyalty by using the feedback provided by the users in developing content and improving customer service interactions.
 
[bookmark: _Toc179088623]5.3.4 Ethical Issues
With surging issues of data privacy, the data collection and personalization practices of Netflix call for transparency. Netflix can establish trust and counter reputation damage by being more transparent about the usage of user data and providing them with options to control their preferences regarding the data shared. Algorithm transparency also comes under the agenda because biases in recommendation systems may have detrimental effects on the users' experience.

[bookmark: _Toc179088624]5.4 Research Suggestions for Future Endeavors
Based on the findings and limitations of this study, several avenues for future research are proposed as follows:
· Longitudinal Study: Future research should be conducted as a longitudinal study tracking how personalized marketing strategies influence user loyalty over time. This will further add dynamic insights regarding the relationship between personalization and long-term engagement.
· Qualitative customer sentiment analysis: Although the study, in itself, was based on a quantitative approach, some future studies will be able to include qualitative approaches, such as interviews or focus groups that may provide insights into customer motivational states or emotional responses to Netflix's personalized content.
· Data-driven marketing-ethical considerations: As the interest in data privacy rises, it is possible that future studies may begin assessing the difficulties that arise on the ethical issues at hand, associated with Netflix's collection and personalization of data, the most important issue, which is user consent and algorithmic bias.
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® Exremely mportant
O Very mportant
) Moderately important

Siigntly important

) Notimportant at all
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6. How effective are Netflix’s digital marketing campaigns (e.g., email, social media) in keeping you *
engaged with the platform?

® Veryeffectie

D) Effective
O Neutral
D) ineffective

) Very ineffective

7. Have you ever been reactivated as a Netflix subscriber after a marketing campaign (e.g. email,  *
special offer)?

® ves

No

) Maybe

8.0na scale of 1-5, how lkely are you to cancel your Netflix subscription in the next 6 months?

(Very ikel) O @] O ® (Very unikely)

9. How well do you think Netflix's digital marketing reflects your viewing preferences? *

@ Extremely wel

) Very well

Moderately
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10. Do you follow Netflix on social media? *

® ves

O No

Maybe.

1. How often do Netfix's social media posts or influencer content influence your decision to watch *
a specific show or movie?

® Aways

O often

O sometimes

O options

O Rarey

O Never

12. How would you rate Netflix's responsiveness to customer feedback or preferences in its -
marketing communications?

® cellent

Very good

O Good
O Fair

Poor
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13. O scale of 1-5, how important s it that Netflix offers promotions or discounts to loyal -

subscribers?

(Very important) ®

14. How much do you agree with the following statement: "Netfl
me feel more valued as a customer™?

Strongly disagree

Disagree
) Neutral

O Agree

Strongly agree

15. Would you recommend Netflx to others based on the personalized marketing and content

recommendations you receive?

® ves

No

D) Maybe

(Notimportant)

(s personalized marketing makes *
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1. How long have you been a Netflix subscriber? *

@ Lessthan s montns

6 months to 1 year

O 1t03years

D) Morethan3 years

) I'am not currently a subscriber

2. How often do you watch Netflix content? +

O oaiy
2:3 times per wesk.
Once aweek

Once o twice a month

Rarely

3.0na scale of 1-5, how satisfied are you with Netflix’s personalized recommendations? *

(Very satisfied) (Very dissatisfied)
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4. Have you ever subscribed to Netfix after receiving a targeted promotion or recommendation (e.g., *
email or social media offer)?

5. How important are personalized recommendations in your decision to continue using Netfiix? *

O Extremely important
O Veryimportant

@ Moderately important
O siigntlyimportant

O Notimportantatal

6. How effective are Netflx's digital marketing campaigns (e.g., email, social media) in keeping you *
engaged with the platform?

O Very effective

@ Erectiee

O Neutral

O inetective

O Veryineffective
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7. Have you ever been reactivated as a Netflix subscriber after a marketing campaign (e.g. email,  *
special offer)?

o

8.0na scale of 1-5, how lkely are you to cancel your Netflix subscription in the next 6 months?

(Very likely) O O ® (Very uniikely)

9. How well do you think Netflix's digital marketing reflects your viewing preferences? *

D) Extremely well
O verywel

@ Mocerately
) sightly

D) Notatall




