Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David

%

%
%

Student Name: Viren Manishbhai Kapadiya
Student ID: 2431957
Programme: Master of Business Administration
Module: Marketing Management
Module code: LCMB7024
Lecturer: Dr Laila Maazouz
Assignment Title: Assessment component 1: Marketing Environment Analysis

Words Count : 2731



Table of Contents

1. Introduction3

2. Theoretical Framework4

2.1 Current Macro Marketing Environment4

2.2 Pioneers vs Followers in Marketing4

2.3 Strategic Marketing Management5

3. Task 1: Critical Analysis of the Macro Marketing Environment5

3.1 Technological Environment5

3.2 Sociocultural Environment7

4. Task 2: Strategic Responses to Maintain Competitiveness9

4.1 Responses to Technological Factors9

4.2 Responses to Sociocultural Factors11

5. Conclusion12

Reference list13



.

1. Introduction

The streaming business has grown into a fast-paced, intensely competitive
environment with blistering development of broadband internet, cloud computing as
well as data-informed personalization (Chalaby, 2024). The subscription video on
demand (SVOD) has changed how consumers watch/stream content in a way that
allows them to watch movies and television programs anytime and anywhere, across
various devices, competing with the concept of attention, content rights, and retention in
the ever-crowded industry. Being the first demand-based video at scale, Netflix has set
the pattern of binge watching, algorithmic, and day-and-date new content releases,
unleashing a new generation of heavy followers. Disney+ uses heavy intellectual
property and family-focused brands; Amazon Prime Video incorporates the content as a
part of a larger ecosystem; and HBO Max (renamed Max in most markets) competes
with prestige originals and library depth. It is upon this basis that this paper seeks to
critically examine the concept of macro marketing environment as a part and parcel of
the strategic marketing management, and how on this footing, the two external macro
factors of technological and sociocultural factors pose opportunities and threats to
both pioneers and followers engaged in the same line of operation. The work discusses
these two macro-environmental factors first to unfold their strategic implication and
secondly, analyzes how Netflix and its major followers devise and replicate marketing
strategies, which includes innovation, positioning, content and the localisation
provisions, to remain competitive in a dynamically mediated marketplace, which is
platform-mediated.

Figure 1: Netflix (Netflix, 2024)

2. Theoretical Framework

2.1 Current Macro Marketing Environment
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The macro marketing environment is a collection of external factors that are
generally out of control, and influence the strategic decisions of firms. Managers search
the trends which are changing demand, cost structure, and competitive behavior using
the PESTEL framework -Political, Economic, Sociocultural, Technological,
Environmental, and Legal (Buye, 2021). Political and legal aspects include regulation,
censorship, and taxation regimes; economic aspects comprise cycles of income and
exchange rates; sociocultural aspects include tastes, lifestyles, and demographics;
technological aspects include digital infrastructure, data and platforms; environmental
aspects include sustainability pressure; legal aspects include IP and privacy law.
PESTEL analysis helps in making knowledgeable market entry, positioning, resource
allocation, and risk mitigation through correlating the external changes to the marketing
implications including pricing power, channel strategy, and brand communication (Citilci
and Akbalik, 2019).

PESTLE ANALYSIS MODEL FRAMEWORK
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Figure 2: PESTLE Analysis (Buye, 2021).

2.2 Pioneers vs Followers in Marketing

A pioneer refers to the first company to launch a product, category, or a business
model thus defining the consumer reference points as well as standards (Salmen,
2021). A late follower, based on the testing and market commentary of the pioneer,
acquires knowledge of experimentation and is often a step behind or an improvement
on the original direction (Ortt and Kamp, 2022). Advantages of first movers may
encompass pre-empting of scarce resources (content rights, distribution), brand loyalty
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and switching costs, learning-curve efficiencies as well as the impact on
regulation or technical standards. Nonetheless, late-mover advantages occur in case
followers escape sunk R&D, take advantage of better technology, focus on identified
customer preferences, and differentiate on cost, quality or even bundling. Appropriability
conditions, the rate at which the technology changes, and the permanence of demand-
side network effects determine whether pioneering or following is the superior choice.

2.3 Strategic Marketing Management

According to the resource-based perspective (RBV), the underlying source of long-
term advantage will be based on valuable, rare, inimitable, and well-organised assets in
forms of aircraft of data, brand image, and innovation capabilities (Holdford, 2019).
Dynamic capabilities focus on how companies feel, grab, and restructure such assets to
suit turbulent environments. Macro-environment changes in turn generate opportunities
(e.g., new segments, technologies, regulatory openings) and threats (e.g., disruptiveness,
cost shocks, against our culture) and forces firms to change their segmentation,
targeting, positioning, content portfolios, pricing models, and partnerships. Strategic
competence integrates PESTEL intelligence with resource integration in an effort to
attain justifiable differentiation and market inertia.

3. Task 1: Critical Analysis of the Macro Marketing Environment

3.1 Technological Environment

Technological innovation, however, has a significant influence on the global
streaming industry (Chalaby, 2024b). Its achievement is based on the development of
broadband infrastructure, artificial intelligence (Al), cloud computing, and mobile
devices proliferation. The changes have altered the way media content is created and
distributed, as well as, how it is consumed by the consumers. The fast internet
connectivity has enabled the smooth streaming of video content and the concept of
personalisation that is carried out through algorithms has become a foundation of
retention and interaction. Cloud technology has also made it possible to scale and store
data hence the firms can extend themselves world wide with very little physical set ups
(Hassan et al., 2022). In case of Netflix, these technology changes have strongly
supported its leadership in the on-demand entertainment. Nonetheless, with digital
technologies becoming readily available, competitor products like Disney+ and Amazon
Prime Video start bridging the innovation divide by rapidly adopting them, integrating
into an ecosystem, and learning through adaptation.

Table 1 Technological Environment:Opportunities
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(e.g., 5G, VR, Al

dubbing)

Global digital
platforms

Netflix uses sophisticated machine
learning algorithms to personalise
content recommendations, predict
viewer behaviour, and enhance
engagement a source of strong
competitive differentiation (Zahara,
2025).

Offers scope for immersive and
interactive viewing experiences
such as Black Mirror: Bandersnatch
and potential integration of virtual
reality.

Early investment in scalable cloud
infrastructure (via AWS
partnership) enabled Netflix to
operate in over 190 countries with
consistent service quality (AWS,
2022).

Table 2 Technological Environment: Threats

Rapid

change

Piracy and
cybersecurity

Faces constant pressure to
innovate and upgrade its
proprietary algorithms and
platform interface, increasing
R&D expenditure and operational
risk.

High vulnerability to digital
piracy, account sharing, and
hacking attempts; maintaining
secure DRM systems is costly

Followers employ similar
data-driven models,
integrating them with existing
ecosystems (e.g., Amazon
linking viewing data with e-
commerce behaviour)
(Nwaimo, Adegbola and
Adegbola, 2024).

Can adopt proven
technologies at lower risk,
leveraging pioneers’ learnings
to refine interactive
storytelling or immersive
features.

Disney+ and Amazon Prime
leverage existing IT
ecosystems and partnerships
(AWS, Microsoft Azure) to
achieve efficient scalability.

May lag in technological parity
but face lower innovation risk
by adapting existing
technologies and focusing on
execution efficiency.

Confront similar challenges but
benefit from observing
pioneers’ protocols and
implementing enhanced
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and complex. cybersecurity frameworks.
Platform Heavy reliance on subscription- Can diversify monetisation
saturation based models limits future (e.g., Disney’s bundle with Hulu

scalability amid user fatigue; and ESPN+, Amazon'’s

rising competition increases integration with Prime services).

churn risk.

Streaming platforms are under the pressure of this technological environment,
which is also their two-sided sword. In the case of Netflix, its first-mover advantage is
that it was the first company to implement the personalisation of huge scales by Al and
scalability by a cloud (Apurva Bastavade et al., 2025). Nevertheless, technological
convergence has minimized this distinction with followers being able to access
comparable tools and infrastructure. Whilst Netflix incurs the costs of high innovation
and the cannon of maintaining its technological advantage, the followers achieve
efficiency through mimicking innovation, including acquiring mature technologies and
implementing them with lower financial risks. However, such a strategy will lead to
brand uniformity, with the majority of platforms starting to provide similar digital
experiences. Finally, a sustainable benefit does not only lie in the use of new
technologies, but on its integration with brand experiences and customer relationships.

3.2 Sociocultural Environment

The sociocultural context is very decisive in determining the streaming business.
Viewing habits have changed with the changing consumer lifestyles, the globalization
of content, as well as the demand of inclusiveness and authenticity. Viewers are looking
for more personalised, culturally tailored and mobile-available entertainment. Virality
and engagement are also a major leverage in marketing because of the spread of social
media that has controlled the rates of content sharing and discussion. As the first,
Netflix has played a key role in reshaping culture of viewing by binge-watching,
algorithmic curation, and telling the stories of the world. Nevertheless, the discourses,
such as Disney+ and Amazon Prime Video, are capitalising on the changing
sociocultural norms and anthropomorphism by integrating both international presence
and high brand recognition with local attraction, thereby catering to various
demographic and psychographic demographics.

Table 3: Sociocultural Environment Opportunities
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Cultural Global expansion supported by Followers emulate Netflix’s
diversity and
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localisation

Shift to on-
demand and
mobile
viewing

Pandemic-
driven digital
adoption

extensive local-language content
such as Money Heist (Spain),
Squid Game (Korea), and Sacred
Games (India), building cultural
relevance and inclusivity (Cui,
2024).

Early capitalisation on binge-
watching culture and “watch
anywhere” values, facilitated by
mobile optimisation and flexible
subscription models.

COVID-19 accelerated digital
consumption, boosting
subscriptions and engagement
for Netflix globally.

Table 4: Sociocultural Environment Threats

Cultural
backlash /
content
sensitivity

Faces censorship and

controversy in markets like India

and the Middle East due to
mature or political content,
challenging its “global
inclusivity” positioning.

localisation strategy; Disney+
commissions local productions
in India and Japan, while
Amazon invests in region-
specific originals (e.g., Mirzapur,
Made in Heaven).

Followers benefit from
established viewing habits and
can offer differentiated
experiences, such as
simultaneous theatrical and
streaming releases.

Late entrants captured new
markets post-pandemic,
leveraging increased household
adoption of streaming services
and hybrid entertainment models
(Cozzolino, Corbo and Aversa,
2021).

Benefit from culturally safer
branding — e.g., Disney’s
family-friendly image aligns
with diverse sociocultural
norms, reducing regulatory
resistance.



Content Overabundance of content and Can counter this through

fatigue / rising subscription fatigue strategic bundling and
subscription diminish brand loyalty; leveraging proprietary
overload consumers cancel or rotate franchises (Star Wars,
platforms (G. S. and Shetty, Marvel), ensuring consistent
2025). subscriber engagement.
Demographic Diverse global tastes complicate  Followers can focus on niche
fragmentation consistent brand strategy; what ~ segmentation or culturally
resonates in one market may fail  familiar content, e.g., Amazon
in another. targeting specific linguistic or

genre-based audiences.

The development of sociocultural has on the one hand, broadened the
opportunities and, on the other hand, created an increased complex in the streaming.
The initial advantage that Netflix had was its ability to transform the consumption
trends of the world and adopt multicultural narration. Its path-breaking model was
crucial to categorize it as an international cultural mediator that makes links between
the audiences on linguistic and geographic levels. But this very diversity poses a
problem with complicated segmentation and reputational risks, particularly when it
comes to getting around local sensibility. On the other hand, Disney+ and Amazon
Prime Video adhere to the idea in which their cultural capital and brand heritage allows
them to generate trust and familiarity among the demographic groups (Havard, 2021).
Going global but making local appeals, the followers prevent the greatest risks and
attract well-defined market segments. This sociocultural macro actor requires agility and
cultural intelligence therefore which will define the level of effectiveness with which
pioneers and followers to maintain long-term stories of audience engagement in an
increasingly plural media space.

4. Task 2: Strategic Responses to Maintain Competitiveness

4.1 Responses to Technological Factors

With the streaming industry transforming constantly due to the introduction of
new technology to it, the trends setters and the followers have devised their own
strategic plans to enable them to capitalize on the digital revolution and remain
competitive. At Netflix, innovation is what the company has based its strategic posture
on. Being among the first movers, the company has invested a lot in its own proprietary
algorithms, advanced analytics and scalable infrastructure that enables personalised
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recommendations and a fluent user experience across devices. Such insistence
on ongoing optical enhancement makes the platforms reliable, user-friendly, and very
satisfied with the services. Available predictive analytics enable Netflix to anticipate the
content preferences, decrease the churn, and engage more audiences, which is why it
proves to be strong in managing strategic marketing processes based on data (Neglur

and PS, 2024).

Table 5: Strategy Area

Innovation
Strategy

Partnerships
and
Integration

Marketing
Strategy

Invests in proprietary algorithms,
Al-driven personalisation, and
cloud-based scalability.
Continuous user interface (Ul)
optimisation enhances customer
retention.

Pursues vertical integration with in-

house production and content
delivery, exemplified by Netflix
Originals and end-to-end control of
its value chain. (G. S. and Shetty,
2025).

Promotes technological superiority

through messaging focused on
convenience and quality — “Watch
Anywhere, Anytime.” (G. S. and
Shetty, 2025).

Adopt “adaptive innovation,”
leveraging proven technologies
such as recommendation
systems and adaptive
streaming at lower cost.

Employs strategic alliances,
e.g., Disney+ with Hotstar in
India for local reach and
Amazon acquiring MGM to
strengthen its content
ecosystem.

Emphasises platform
integration and value bundling
—e.g., Amazon’s Prime
ecosystem combining
shopping, music, and
streaming.

Based on dynamic capabilities view, Netflix is a perfect example of a company
that constantly feels, captures, and converts resources to adapt to technology changes.
Its investments in data infrastructure and original content at an earlier stage show the
capability of reconfiguring its asset base to adapt to new technology and customer
demands. Strategic imitation and incremental such asvation, in turn, are practiced he
followers like Disney+ and Amazon Prime Video (Posen et al., 2022). With technological
frontier converging, content depth, brand experience and integration efficiency are
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becoming the key factors in differentiating the platforms as opposed to platform
architecture. The decreasing technological distance has forced Netflix to keep its
innovative pace as the followers strategise to scale and synergy and this illustrates how
pioneers and followers can each implement a technology-based approach in order to
keep the market simple.

4.2 Responses to Sociocultural Factors

The sociocultural landscape of global media consumption demands cultural
sensitivity, inclusivity, and adaptability. Both Netflix and its followers have recognised
that content localisation and authentic storytelling are essential to achieving audience
resonance in diverse markets. Netflix's approach aligns with a “globalisation” strategy,
balancing global reach with local cultural relevance. By investing heavily in local-
language productions such as Squid Game in South Korea and Money Heist in Spain
Netflix not only drives international subscriptions but also fosters cultural exchange,
positioning itself as an inclusive global storyteller (Ju, 2023). The company leverages
advanced analytics to monitor audience sentiment and social media trends, feeding this
data back into creative decisions and recommendation algorithms.

Table 6:Strategic Focus

Localisation
Strategy

Brand
Positioning

Customer
Engagement

Heavy investment in local-
language content production,
collaborating with regional
creators to reflect cultural
nuances.

Positioned as diverse, edgy, and
boundary-pushing, embracing
controversial or avant-garde
narratives to appeal to modern,
progressive viewers.

Utilises algorithmic
personalisation and social media
analytics to shape
recommendations and

11

Disney+ leverages globally
embedded IPs (Marvel, Pixar,
Star Wars) to appeal across
cultures, while Amazon develops
regional originals tailored to
specific audiences.

Disney+ maintains a family-
oriented, wholesome brand
identity rooted in nostalgia;
Amazon targets multi-segment
markets through a varied content
portfolio.

Followers harness brand
communities and franchise
fandoms (e.g., Marvel, Lord of
the Rings) to foster emotional



promotional content, reinforcing loyalty and long-term
perceived intimacy. engagement.

This customer-intimacy orientation gives Netflix an opportunity to work with
audiences at a more individualised level, which improves the perceived relevance and
satisfaction. Nevertheless, such data-centric form of approach can also lead to an over-
dependence on a set of algorithms that can homogenise content diversity. Pioneers and
followers have the same strategic flexibility in manoeuvrability across the sociocultural
complexity (Covin, Slevin and Heeley, 2000). Netflix constantly tries different genres and
social representation, whereas the followers use the old cultural capital to remain loyal.
These contrasting strategies highlight the attribute of marketing orientation of aligning
the marketing with the cultural background, personalised inclusivity in Netflix and
symbolic continuity in followers.

5. Conclusion

Global streaming marketing has been altered by the technological and
sociocultural changes. The development of Al, cloud computing, and digital
infrastructure transformed the process of creating and consuming content, and the
trends of inclusivity and personalization in society transformed the demand. As a first
mover, Netflix has been able to capitalize on innovation and data-informed growth, but
is currently struggling with copying, market overcrowding, and cultural diversity. Late
entrants such as Disney+ and Amazon Prime Video take advantage of established
technologies and well-known IPs, as well as local content. The maintenance of
leadership requires innovation, cultural flexibility, and differentiation of brands. The
ability to respond to macro-environmental shifts swiftly and to match marketing with
new entertainment dynamics in the whole world is the key to long-term success.

12
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