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[bookmark: _Toc234680590][bookmark: _Toc235067773]1. Introduction
[bookmark: _Toc234680591][bookmark: _Toc235067774]1.1 Background and Context
Subscription Video on Demand (SVoD) has revolutionized the way audiences find and watch entertainment. Nearly two-thirds (68%) of households in the UK had access to at least one SVoD service at the start of early 2025, with Netflix the top service, now being used by nearly six in ten homes (Ofcom, 2025). Personalisation is a core element of Netflix's customer experience, achieving this through a digital recommendation technology, which ranks titles, arranges rows of content on the home page and serves it based on the user's viewing activity and inferred preferences (Netflix, 2026). The relevant technology used in this study is the Netflix's personalised recommendation system. So its value is not just a factor of the algorithm's performance, but also of whether users find the recommendations relevant, useful and easy to interact with.
[bookmark: _Toc234680592][bookmark: _Toc235067775]1.2 Research Problem and Rationale
Personalisation can decrease search effort and enhance content discovery, but not automatically engagement or continued subscription. Recommendations can be repetitive or incorrect, and choices of subscriptions are influenced by the quality of the content, cost, trust, privacy issues, and competing services (Kim, Oyunbold and Roh, 2024). The recent studies on OTT provide a connection between personalisation, perceived usefulness, engagement, satisfaction and continuance, but predominantly in multi-platform or non-UK contexts (Yoon and Kim, 2023; Friederich et al., 2024). Moreover, Netflix specific research indicates that recommendation technology can also lead to choice overload and convenience (Romero Meza and D'Urso, 2024). This study thus investigates the relationship between UK users' perceptions of Netflix's digital personalisation with engagement and subscription continuance intention based on existing technology-acceptance and post-adoption models.
[bookmark: _Toc234680593][bookmark: _Toc235067776]1.3 Research Aim
The purpose of this study is to explore how customer engagement and perceived personalisation of the digital experience through Netflix relate to subscription continuance intention among Netflix users from the United Kingdom while taking into account Netflix's recommendation technology usefulness and ease of use.
[bookmark: _Toc234680594][bookmark: _Toc235067777]1.4 Research Questions
1. How do UK Netflix users perceive the relevance, usefulness and ease of use of Netflix’s digital personalisation and recommendation technology?
2. What relationship exists between perceived digital personalisation and customer engagement among UK Netflix users?
3. What relationship exists between customer engagement and subscription continuance intention among UK Netflix users?
[bookmark: _Toc234680595][bookmark: _Toc235067778]1.5 Research Objectives
1. To critically analyse recent literature on perceived digital personalisation, recommendation technology, customer engagement and subscription continuance intention within Netflix and the wider OTT sector.
2. To assess UK Netflix users’ perceptions of the relevance, accuracy, usefulness and ease of use of Netflix’s personalised recommendations.
3. To examine the relationship between perceived digital personalisation and customer engagement among UK Netflix users.
4. To evaluate the relationship between customer engagement and subscription continuance intention.
5. To develop evidence-based recommendations that may help Netflix and other subscription-based digital platforms strengthen customer engagement and encourage subscription continuity.


[bookmark: _Toc234680596][bookmark: _Toc235067779]2. Literature Review
[bookmark: _Toc234680597][bookmark: _Toc235067780]2.1 The UK OTT Streaming Context
The UK SVoD market is large, but is becoming more established and competitive. In early 2025, 68% of UK households were subscribing to at least one service from SVoD, with Netflix remaining the market leader with ~17.4 million households subscribing to a service (Ofcom, 2025). Amazon Prime Video, Disney+ and the broadcaster-led options are competitors and will provide even more choices for consumers, making the subscription strategy more strategic than ever. Additionally, according to a recent systematic review, customer experience of OTT is influenced by technological, content, and relational issues, and not just platform access (Kalra et al., 2024).
[bookmark: _Toc234680598][bookmark: _Toc235067781]2.2 Perceived Digital Personalisation
Digital personalisation perceived relates to the degree of which the content, interfaces and communications are recognised as being personalised to the user's preferences. In Netflix, it's largely achieved via the recommendation technology that sorts movies and arranges homepages based on viewing history and other preference cues (Netflix, 2026). The current work thus considers personalisation as a customer experience, which is facilitated by technology, and assesses it based on the relevance of the recommendations, their accuracy, usefulness and ease of interaction. There are indications that recommendations can alleviate the need to search for information, while simultaneously limiting the variety of information perceived or causing choice overload (Romero Meza and D’Urso, 2024). In a similar study to the one conducted by Carissa et al. (2023), the researchers also determined that personalisation and perceived usefulness were factors in the continuance intentions of Netflix consumers, but the satisfaction factor was also significant.
[bookmark: _Toc234680599][bookmark: _Toc235067782]2.3 Customer Engagement
Customer engagement represents customers’ cognitive, emotional and behavioural investment in interactions with a brand or platform. Hollebeek, Glynn and Brodie (2014) suggest that these dimensions are cognitive processing, affection and activation. Cognitive engagement can be attention paid to personalised suggestions, emotional can be enjoyment or attachment, behavioural can be interaction with recommendations, repetition of use. Friederich et al. (2024) revealed that customer-brand engagement and cognitive absorption were significant factors that influence OTT continuance usage. Their sample was however limited to digital natives across multiple services, which means that it cannot be directly generalised to the wider UK Netflix population.
[bookmark: _Toc234680600][bookmark: _Toc235067783]2.4 Subscription Continuance Intention
Subscription continuance intention is the likelihood that a user will continue to use a product after adoption. It is not the same as actual retention, which would involve having access to the records of renewals or cancellation. The recent research of OTT identifies the following factors as a post-adoption influence: satisfaction, habit, perceived value, content availability, trust and switching considerations (Yoon and Kim, 2023; Soren and Chakraborty, 2024a; Soren and Chakraborty, 2024b). Saggu and Mohan (2025) also reveal that perceived usefulness and expectation confirmation factors affect satisfaction and continuance intention. Therefore, the present survey can only measure intended continuity and cannot measure Netflix's actual retention performance.
[bookmark: _Toc234680601][bookmark: _Toc235067784]2.5 Theoretical Foundations
The theoretical approach is a combination of three complementary perspectives. First, the Technology Acceptance Model (TAM) suggests that users' acceptance of a technology is influenced by perceived usefulness and perceived ease of use (Davis, 1989). The technology reviewed in this paper is Netflix's personalised recommendation system; usefulness is about the ability of the system to help finding content, ease of use is about the understand-ability and convenience of the personalised interface. These constructs have been shown to be relevant in recent OTT studies though a recent study by Kim, Oyunbold and Roh (2024) showed that perceived usefulness does not necessarily affect satisfaction in the same manner as expected in the traditional TAM, highlighting the need for context. Second, the Customer-engagement theory provides a theoretical framework for understanding the cognitive, emotional and behavioural reactions that can occur after a positive personalised experience (Hollebeek, Glynn and Brodie, 2014). Third, the Expectation-Confirmation Model (ECM) is based on the idea that post-adoption continuance is the result of confirmation, perceived usefulness and satisfaction (Bhattacherjee, 2001). The models can be integrated and linked together into technology evaluation and customer response, intended subscription continuity.
[bookmark: _Toc234680602][bookmark: _Toc235067785]2.6 Relationships between the Main Variables
There are indications that there are positive relationships between the proposed constructs in the literature, although this is not consistent. Yoon and Kim (2023) discovered that OTT personalisation had a positive impact on satisfaction, which in turn positively affected the intention to continue using OTT. Carissa et al. (2023) also found a relationship between personalisation and perceived usefulness with Netflix continuance, and Friederich et al. (2024) demonstrated a relationship between engagement and OTT continuance usage. Kim, Oyunbold and Roh (2024), however, noted that, in their revised TAM research, perceived usefulness did not significantly affect satisfaction, suggesting that enjoyment and service context could impact traditional technology-acceptance relationships. Moreover, there are other factors such as content availability, price value, trust and habit that can affect commitment or continuance without being personalised (Soren and Chakraborty, 2024a; Soren and Chakraborty, 2024b). Where that's the case, Netflix recommendations can thus spur engagement if they are relevant, useful and easy to navigate; however, personalisation should only be considered one among a range of factors that can lead to retention, and not be seen as a key driver of retention.
[bookmark: _Toc234680603][bookmark: _Toc235067786]2.7 Research Gap and Conceptual Framework
Research on OTT adoption, technology acceptance, personalisation, satisfaction, engagement and continuance exists, but is scattered between different platforms and is mainly focused outside of the UK. There has been limited research that integrates the TAM-based evaluation of Netflix's personalised recommendation system with customer engagement and subscription continuance intention across the UK. The study does not pretend to be the first to consider Netflix personalisation or OTT continuance, but rather a contextual and relational approach that has not yet been explored.
The Personalised Recommendations Technology (PET) (TAM: Perceived Usefulness and Perceived Ease of Use) of Netflix → Perceived Digital Personalisation → Customer Engagement → Subscription Continuance Intention
The framework incorporates TAM as a measure of the technology, the customer-engagement theory as an explanation of the responses of the users and the Expectation-Confirmation Model for post-adoption continuance outcome.
[bookmark: _Toc234680604][bookmark: _Toc235067787]3. Methodology
[bookmark: _Toc234680605][bookmark: _Toc235067788]3.1 Research Philosophy and Approach
The study will take a positivist philosophy approach due to the study focusing on measurable relationships between perceived digital personalisation, perceived usefulness, perceived ease of use, customer engagement and subscription continuance intention. It is suitable to use positivism when existing constructs are explored using numerical evidence and systematic procedures of statistics (Saunders, Lewis and Thornhill, 2019). The deductive approach will start with the Technology Acceptance Model, customer-engagement theory and the Expectation-Confirmation Model before look into proposed relationships with quantitative questionnaire data from customers. This can be done in a small-scale, structured study and is not an experimental manipulation of participant behaviour.
[bookmark: _Toc234680606][bookmark: _Toc235067789]3.2 Research Design
The study will use an explanatory, cross-sectional design since it will examine the role of perceived personalisation in predicting customer engagement and the role of customer engagement in predicting subscription continuance intention. Data will be gathered at one point in time, as opposed to following participants over time. The research will be a cross-sectional study across one company and a customer base of Netflix UK users. The design is bounded, which helps to keep organisational focus and enables broader OTT and digital-service theories to be explored within a subscription platform. This helps to achieve timely completion.
[bookmark: _Toc234680607][bookmark: _Toc235067790]3.3 Data Collection Method
Primary data will be gathered by asking students a structured online questionnaire using UWTSD Microsoft Forms or other University approved system. Questions on the screen will ensure that participants are 18 years or older, living in the United Kingdom and have an existing Netflix account. Limited demographic and Netflix-usage data will be followed by five-point Likert scale items related to perceived digital personalisation, perceived usefulness, perceived ease of use, cognitive, emotional and behavioural engagement, and subscription continuance intention. The relevant items will be adapted from existing scales such as Davis (1989); Hollebeek, Glynn and Brodie (2014); and Bhattacherjee (2001) and put in the context of Netflix's recommendation technology. The wording, clarity and completion time will be tested with a small pilot test before the questionnaire is distributed.
[bookmark: _Toc234680608][bookmark: _Toc235067791]3.4 Sampling and Participants
The target participants will be adults (18 years or older) living in the United Kingdom who are regularly using Netflix and have experience with Netflix's personalised recommendations. The study will attempt to get around 30-50 valid responses. The sampling method employed will be purposive sampling as participants have to meet the eligibility criteria. Recruitment will be complimented by snowball sampling using social media groups across the UK, university networks and personal contacts. The respondents will be asked to confirm their age, living in the UK and using Netflix before completing the questionnaire. The sample is suitable to this small scale MBA study but will not be statistically representative of all Netflix users in the UK.
[bookmark: _Toc234680609][bookmark: _Toc235067792]3.5 Data Analysis Plan
The answers to the questionnaires will be transferred to the computer into a Microsoft Excel or SPSS file for screening and analysis. Responses which are incomplete, duplicate and ineligible will be removed. Participant characteristics, Netflix usage and responses to the main measures will be summarised using frequencies, percentages, and means and standard deviations. Cronbach’s alpha may be used to assess the internal consistency of multi-item scales. The direction and strength of the relationships between perceived digital personalisation, perceived usefulness, perceived ease of use, customer engagement and subscription continuance intention will be explored using Pearson correlation analysis. Only if the final sample size and data quality is adequate, basic regression analysis can be conducted. There is no mediation or complex structural modelling proposed and findings will be interpreted with caution based upon the small non-probability sample.
[bookmark: _Toc234680610][bookmark: _Toc235067793]3.6 Ethical Considerations
Data collection will take place after ethical approval has been obtained. An information sheet will be provided to participants which outlines the purpose, eligibility, voluntary participation, and intended use of the data from this study. Consent will be documented prior to access of questionnaires. No unnecessary identifying information will be collected and responses will be anonymous and confidential. Participants can withdraw prior to the submission and anonymous submissions may not be identifiable for withdrawal after submission. Data will be managed in compliance with the relevant data-protection regulations. Research documents will be kept in the university OneDrive or another approved system for the university and anonymised research data sets will be stored in a secure repository. Access will be generally restricted to the researcher and supervisor, but can be given to the programme manager, quality office team or external examiner as formally required.
[bookmark: _Toc234680611][bookmark: _Toc235067794]4. Expected Findings
The study will likely conclude that customers who find Netflix' personalised recommendations relevant, useful and interactive, report higher customer engagement. The results could suggest that recommendation technology can decrease search effort, facilitate content discovery and motivate cognition, emotion, and behaviour engagement with the platform. More engagement then can lead to greater subscription continuance intention. But these connections can differ, as the quality of content, price, viewing habit, trust, privacy concern and availability of the other services can also affect subscription choices. It is therefore likely that the analysis will recommend digital personalisation as a key but not unique part of the customer experience of the Netflix service. If an association is observed, it will be reported with caution and not as evidence of actual customers or causal effects.
[bookmark: _Toc234680612][bookmark: _Toc235067795]5. Limitations
The study has several limitations. The sample size of around 30-50 participants, and the use of purposive and snowball sampling, will limit the representativeness and statistical generalisability of the sample. Recall error and socially desirable answers and common-method bias can affect self-reported responses. The cross sectional design provides snapshots of perceptions at a single point in time, and does not allow for causal relationships or changes in behaviour to be determined. In addition, subscription continuance intention will need to be separated from renewals and cancellations as this will not be available from Netflix's internal customer and retention data. By concentrating on a single company, direct application is restricted to the broader OTT industry. Eligibility screening, validated or adapted measures, pilot testing, and anonymous participation and recruitment via multiple channels will help alleviate these limitations. The results will still be seen as a snapshot of the views of the selected respondents and not as representative of all UK Netflix users..
[bookmark: _Toc234680613][bookmark: _Toc235067796]6. Timeframe
The dissertation is planned over a 20-week period. Weeks 1-5 will be spent refining the topic, developing the proposal, initial literature review and design the questionnaire. Ethical approval will be obtained between Weeks 5-7 and data collection and participant recruitment will not commence until approval is obtained. Weeks 7-8 will be used for pilot testing and revising questionnaires, followed by weeks 8-11 for main data collection. Data cleaning and statistical analysis will be finished in weeks 11-13. The results and discussion will then be written in Weeks 13-16, with the conclusion and managerial recommendations in Weeks 17-18. The last few weeks will be dedicated to revision, proofreading, formatting and submission. The indicative weeks will be replaced with confirmed supervision and submission dates when these become available.
[image: ]
Figure 1: Proposed 20-Week Dissertation Gantt Chart (Self-generated)
[bookmark: _Toc234680614][bookmark: _Toc235067797]7. Conclusion
This is a focused and feasible study that aims to examine the relationship between perceived digital personalisation, customer engagement and subscription continuance intention among Netflix customers in the UK. Netflix is an apt example since personalised recommendation technology is a significant factor in content discovery and customer experience in a fiercely competitive subscription service industry. The Technology Acceptance Model will help explain the usefulness and ease of use of this technology, the customer-engagement theory will help explain cognitive, emotional and behavioural responses, and the Expectation-Confirmation Model will help provide support for the post-adoption continuance perspective. Running such a quantitative cross-sectional questionnaire with some 30-50 eligible participants is feasible for the duration of the dissertation. While the small non-probability sample does not allow for generalisability, it may offer academically sound and practically beneficial insights for Netflix and other digital subscription managers. This will be supported by ethical approval, informed consent, anonymity and secure university data storage.
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