


Executive Summary
This report aims to critically evaluate the role and activities of marketing department of Netflix to outline the market position of the company in a fierce streaming industry rivalry.
Within this report, PESTLE and SWOT analysis were caried out, considering the Lewin`s Five Forces and 7Ps Marketing Mix theories. This analysis identified the challenges and issues encountered by Netflix to achieve their desired aim to increase subscriptions and revenues.
The marketing strategy was analysed and critically evaluated using theories regards to market position, target market and main audience, which highlighted its success and effectiveness, as well as recommendations for future developments.
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1. Introduction 
The purpose of this report is to critically evaluate the role and the activity of marketing department of Netflix, to address the challenges previously identified with the group presentation.
Netflix Inc. is an American subscription video on demand streaming service, founded in 1997 in Scotts Valey, California, by Reed Hastings and Marc Randolph (Hosch, 2024). It started with DVD rentals-by -mail, nevertheless a data driven company, and in 2007 started the streaming service for already-existing DVD-rental subscribers (Clark and Gendron, 2023), and then gradually launching in Canada, Latin America till 2014 expanding to European countries. In 2023 Netflix reached 247 subscribers, available in 190 countries streaming in over 30 languages. Voight, Buliga and Michl (2017) argues that Netflix reinterpreted business ideas in a way that changed the industry, through their innovative marketing strategy. 
Binns (2023) suggests that Netflix has the largest US library of all competitors, however it encountered a password sharing issue, nevertheless, Netflix hasn`t encountered any data breach up to 2023, as Reed (2023) suggests. These will be analysed in the following chapters in this report.

2. The concept and importance of marketing
As Svensson (2021) suggest, the concept of marketing resides from the understanding of customers’ needs and wants, as the businesses wish to remain competitive in a fierce environment of streaming industry (Camilleri, 2018). The approach of marketing concept should be seen holistically, from the perspective of the traditional marketing towards to a digital marketing channel context.
Kumar, Gupta and Dixit (2020) illustrates the importance of Netflix`s Marketing strategy, to understand the complex nature of the technology driven industry, such as streaming services, to balance the budget and resources invested, with the growth of the organisation and its yield management.
Netflix marketing strategy relies on three key components such as customer-centric approach, content variety and original productions, and global expansion and localisation. These three key components are heavily focusing on the Product, Place, and People, the three components of the 7P`s Marketing Mix Model, which is a powerful concept where all components could change the business position in the market as Jain (2013) suggests. The other P`s of this model are Promotion, Price, physical Evidence and Processes.
Netflix allocates a substantial budget for its operations, only the marketing budget in 2022 was around 2.53 billion US dollars, slightly decreased from previous years as Faria (2023) suggests, mostly spend on all major social media platforms, setting new high standards as a market leader within the streaming industry.
Founded in 1997 by two software engineers, Reed Hastings and Marc Rudolph, Netflix started as an online-based DVD-by mail delivery service with a prepaid return envelope, as suggested by Wayne (2018). The idea sparkled in Hastings` mind when he “was charged a late fee for a movie rental” on a videocassette, as (VdoChipher, 2023) suggests, in a time when DVD`s were new to the market, nevertheless Hastings observed the opportunity to mail DVDs (Hosch, 2024).
As presented in the power point slides from previous group presentation changes occurs on both, individuals, and business, which could be under their direct control, or not, in a larger scale, therefore Netflix it is not exempted from the cycle of changes.
At the inception stage, advertising consisted of a simple, static, and not so coloured webpage on the internet as illustrated in Appendix 1. When Netflix launched the streaming services in United Staes in 2007, the marketing changed to advertise the online content, however still highlighting the subscription costs on the home page, as illustrated in Appendix 2. Later in 2012, the main graphics dropped the large subscription details from the main page and replaced it with a larger family watching tv scene, as for today to feature the new releases in a cycle displays among with cancelations policy, as the customer understood the Netflix concept (McAlone and Lynch, 2018).
[bookmark: _Hlk155870886]This, and the following, emphases with the theory of change discovered by Carol H. Weiss in 1995, which could be defined as a process of creating a model on how an initiative will work, why, and who is the beneficiary, as Australian institute of Family Studies (2024) suggests. In more simple words, Makuwira (2016, p.216) argues that it is “a process through which change occurs in individuals, groups, and communities”.
Murphy (2023) summarises the information offered by Joel Mier, an early marketing director at Netflix, and he illustrates the changes which occurred in Netflix history as adapting to the consumer behaviour changes. The change from DVD sales to rentals, change to subscriptions, change to “unlimited”, change to episodic content on DVDs, change to streaming, and finally, change to original content and international productions in the present.

3. Macro and microenvironment - PESTEL and SWOT Analysis
Knott (2008, p.27) argues that “strategy is partly creative and is not routine”, therefore it only acts as guide for an activity, that will define the long-term direction of an organisation, to make decisions for the future performance, and positioning on the market (Wittington et al., 2020). 
For a successful marketing planning process, Wilson (2009) suggests that for the macroenvironment analysis it should be used an analysis tool like PESTLE and others, while for the microenvironment analyses it recommends the usage of another analysis tool like SWOT. These analysis tools create an overview of the environment on direct control of Netflix, that studies the internal factors, and the environment out of direct control of Netflix, which studies the external factors.
A PESTEL Analysis was carried out and it highlighted the key factors which influenced the decision-making process of Netflix`s marketing department, as illustrated in Appendix 3 (Yildiz, 2023), therefore will be evaluated, and analysed in the following.
On Political factors, the United States market could be considered stable for all industries that can easily trade with most countries in the world, Netflix streaming in more than 190 countries, however the services are not available in China, Crimea, North Korea, Russia and Syria (Netflix, 2024) nevertheless, in the recent years massive disruptions occurred with China due to the political regime, with Russia and Ukraine due to the war, and most recent, disruptions with Israel, due to the Gaza-Israel conflict.
This political unrest has a significant impact on marketing strategy as in the geographic areas mentioned, China alone has a population of 1,411.75 million people, globally the threshold of 8 billion people was reached in September 2023 (Nguyen, 2023), extrapolated, Asia has a population of 23% under 15 years, and 66% aged 16-64 years according to Dyvik (2024) in his report from 2023.
Nevertheless, Malaysia it is an emergent market, and with the support of the local government, Netflix penetrated the market having the competitor advantage of first come. Thus, Netflix minimised the threat of new entrants on the market, one of the five forces that influence the position in the market of an organisation among competition rivalry, according to Porter`s Five Forces Theory (Porter, 1979), a framework still relevant to the present days, as suggested by Brujil (2018) and illustrated on Appendix 4. in an adapted figure of Porter`s Five Forces, highlighting the new digital trends in the industry. At the same time, Netflix seized the opportunity to expand in the emerging market, and minimised the threat of competition, as highlighted in the SWOT Analysis caried by Mark Lewis (Yildiz et al., 2023) Furthermore, Netflix influenced the market in Malaysia.
The Economic and Social components of PESTEL Analysis will be evaluated and analysed on a holistic approach as they are interdependent and in a strong connection with each other.
[bookmark: _Hlk155893134][bookmark: _Hlk155894858]The major downturn on global economy was the Covid-19 Pandemic which was declared by The World Health Organisation [hereafter WHO] (2020) on the 11th of March 2020 and lasted until 5th of May 2023 when WHO declared the end of the Pandemic (United Nations, 2023). According to The World Bank (2022) this caused a severe recession, sending an unprecedented shock wave in the global economy which affected most business and industries worldwide “worsening inequality within and across countries” and led to a significant social unrest during the pandemic according to Vision Of Humanity (2023), as all countries entered the lockdowns (BBC, 2020). As most people lost their jobs and constrained to rely on savings or on governmental assistance during the Pandemic, the customers behaviours changed due to affordability and prioritising costs. The economic uncertainty created this way was one of the restraining factors for Netflix marketing strategy into increase the number of subscriptions, as highlighted by Dan Brown in Lewin`s Force Field Analysis slide (Yildiz et al., 2023), as illustrated in the Appendix 5. 
The switch on customers` behaviour towards streaming services and to digital entertainment increased to 8% during the Pandemic, and continued after the Pandemic (Forrester, 2021) in the context of economic recovery, all these could be seen as driving forces according to Lewin`s Force Field Analysis, as well as a Strength in SWOT Analysis for global subscriber base.
The economic and social components of PESTEL, as well as the weakness of subscription sensitivity and the Threat of competition extracted from SWOT Analysis, has influenced Netflix decisions to increase the price of subscriptions to recover the financial losses. Considering the United Kingdom as a case study, these influences were successfully balanced by marketing department, which slightly increased the price of subscriptions, with only 1£ a month in the UK and charged £4.99 a month for sharing account members (Frost, 2023).
According to Wall Street Journal [hereafter WSJ] (2024), the last five years analysis show that the revenues are in a continuing ascendent trend from 15,794m US dollars in 2018 to 31,616m US dollars in 2022, despite the sales growth metrics which dropped from 27.62% in 2018 to 6.46% in 2022. This can be attributed to a successful marketing strategy that targeted the right customers, fulfilling their needs and wants. Thus, the desired change to increase the subscriptions as a Marketing Change Strategy analysed through Lewin`s Five Force Field Model was successful as according to Stoll (2023), Netflix known constant increases in subscriptions from 34.24 million in 2013 to 247 million paid subscriptions in 2023.
The Technological component of PESTEL Analysis revealed that streaming technology advanced due to the evolution of high-speed internet. Comparing with the online sales and streaming giant Amazon, a latency of just 100 milli second implies a 1% sales loss as Sigla et al. (2014) suggests, have a significant impact on streaming quality. The proliferation of portable smart devices, the 5G networks, and the increasing Wi-Fi home networks has increased the connectivity in both ways, between multiple devices, and between devices and users, as suggested by De Nil (2023). This allowed the marketing team to promote the accessibility and the convenience of streaming, on high quality, and on multiple devices, including shared accounts, for families and friends. 
This adaptation to technology, allowed Netflix to address another components of Marketing mix, such as the Place – the online platform and the devices, the People as the final users of services, the Physical Evidence – the devices used and the quality of streaming services, and the Process – the user experience on the platform, as well as highlighting the brand, IT supported, the design features, and the online experience.
Another concern of technological factor is the E-commerce and Digital Platforms where Netflix continuously investing in creating user-friendly interfaces that enhance the overall experience, making it easier for subscribers to discover and engage with the content, by enabling differentiation where “segmenting the market is crucial”, as Cherian (2023) suggested.
Dash (2023) illustrates that the Marketing Strategy based on mostly on user experience, “Netflix stands as a beacon of success”. One of the key factors of this success in a continuous development of digital entertaining landscape consists in Personalization. It is an effective user-centric approach, as it is using the machine learning to get more intuitive content that address the consumer`s needs, being also designed to assure the simplicity of browsing through library content. This makes possible for consumers to utilise multiple devices such as tablets, smartphones, smart TVs or even computers when they wish at their choice. This blended technology and entertainment effectively reaches all 7Ps Marketing Mix, also reaches the consumers upon their level of affordability by having subscription levels.
The Environmental and Legal elements of PESTLE are establishing the macroenvironment where Netflix is conducting the business. Therefore, the Marketing Strategy is changed and adapted to reach the Carbon Neutral by 2030, compliance with regulations and worldwide agreements in reducing carbon footprint and the usage of regenerable energy (United Nations, 2024). As in its Environmental Social Governance Report 2022, Netflix argues that the Company reduced the carbon emissions by 55% and they are continuing to reduce emissions on future productions (Netflix, 2024). Nevertheless, Netflix seemed to be far from reaching their own set targets for 2022, as the carbon footprint significantly rose due to the increased post-pandemic productions, as Ro (2023) suggested, and the change of consumer behaviour, as a change driver that occurred mostly during the Pandemic and continued post pandemic (Cliffs Notes, 2023).
[bookmark: _Hlk156736020]Technological advancements pose challenges for data security. According to National Cyber Security Centre (2024), General Data Protection Regulation requires that personal data must be processed securely, therefore Netflix implemented powerful encryption techniques and strong data protection measures such as encryption in transit and end-to-end, content specific protection like watermarks, as well as training the personnel and partners accordingly (Netflix, 2024).

4. Target market
According to Sadq (2013) Netflix early started to analyse strategic issues such as existing competitors having the similar business model, customer looking for new film releases, and the reduced channels of distribution such as Post Office. O (2020) suggests that the new evolution of technology, internet high speeds, and a multitude of smart devices, changed the way as Netflix is conducting its business shifting from physical products to digital content in less than a decade. Therefore, Netflix adjusted its Marketing strategy to the new trend in streaming industry, strengthening its lead position in the market by its content.
Mier and Kohli (2021, p.199) suggests that “at Netflix, decision making authority is broad and in the hands of the employee”, the decision is made in the interest of the company by empowering the employees. In addition, Chauhan (2017) suggests that empowering the employees in the decision-making process can result in a significant increase in performance and in job fulfilment relationships. Furthermore, McCord (2016, p.71) illustrates that the organisational culture and motivated performance reshaped the concept of Human Resources as “Netflix attracts, retains, and manage talent” and “rely on logic and common-sense” (p.74).

5. The main audience
Originally, Netflix targeted a broad audience of customers and its “success on Netflix comes in all shapes and sizes” as illustrated on Netflix website (Netflix, 2024), nevertheless, Turner (2019, p.222) argues that in the case of Netflix, “the media has reinvented itself” as being a disruptive for the main audience, people shifting from broadcasting to streaming as it was named a “culture of use” (p.222). Therefore, Netflix produces more content for children, teenagers, adults and even more for international shows as considering the demographic and geography as stated on their official website (Netflix, 2024). Wayne and Sandoval (2021) suggest that the success of television broadcast and other productions like Netflix relies on mostly the time spent on watching the productions and not the one time watching, thus Netflix is encountering of 7.2 percent of the main 36.6 percent watching time of total screen time in the United States (Stoll, 2023).
According to Arun (2023) the main audience for Netflix is made of teenagers, college students, entrepreneurs and even working professionals, however not limited to these categories. This is a segmentation market, as illustrated by Tynan and Drayton (2010, p.301), which suggests that the market could be “subdivided by geographic, demographic, psychological, psycho-graphic or behavioural variables” served perfectly for the Target Market Strategy, as it was providing the content according to the customer profile (PDFAgile, 2024).
The approach of limiting the access to the services on shared accounts and passwords caused social media users to consider scraping the subscription or look for cheaper alternatives rather than pay a small fee for shared user, as Radauskas (2023) suggested. Nevertheless, same author argues that Netflix lost a number of subscriptions on the first two quarters, however, the revenue was increased to a profitable $4.4 billion in 2022, making it cost effective per unit, rather than the quantity of viewing time, as the data are backed by O`Flaherty (2023) that illustrates the successful marketing strategy on password sharing, furthermore in increasing the subscription numbers with 70% from the previous quarter, up to nine million subscribers.
To capture the target market, Netflix use several social platforms such as Facebook, LinkedIn, X (the former Twitter), Snapchat and others, to keep the audience engaged with the new releases and production offers, as suggested by Acharya (2024), where customers engage with comments, polls, answering questions and watching teasers. Same author argues that the user-friendly interface, and the excellent customer support via email, telephone or live chat are the most successful marketing tools to enhance the customer experience, among other things like personalised content, and gift cards.
Netflix partnerships with smart TV manufacturers like Sonny, and smartphones manufacturers like Samsung and Apple, increased its global expansion as for brand awareness. Nevertheless, partnerships with Pay-TV providers and the telecommunication companies enhanced the brand awareness by introducing Netflix subscription in their offer packages, as illustrated by Quora (2024).
Shapiro (1985) argues that “the marketing mix concept is an essential part of marketing theory”. Silverman (1995, p.26) argues that this concept originates from 1948, starting with the work of Butler, Shaw, and Converse, later developed by James Culliton and others, consisting of 4 P`s (Product, Price, Placement, and Promotion). Furthermore, three new elements were added to this Jerome McCarthy`s concept (p.27), such as People, Process, and Physical Evidence
As previously discussed in this report, it could be reiterated that the Products of Netflix are films, TV shows, documentaries, Netflix Originals, and the list continues. As these products are mainly streamed online, the Place consists on online medium, consumers using different devices as mentioned above, distributed on various channels in over 190 countries through their website and mobile app., as a Physical Evidence element (Rahman, 2024).
In terms of Promotion, as one element of 7 P`s Of Marketing mix, Joonas, Mahfouz and Hayes (2023) suggest that the Netflix`s ‘one-month free’ strategy attracted subscribers to decide either they continue with a paid subscription or withdraw from the offer at no extra cost.
In addition, (Rahan, 2024) argues that Netflix used “both traditional and media platforms”, the traditional channels such as celebrities and influencers, billboard and print media, inclusive the word of mouth. Perego and Solida (2015, p.208) argues that through their new method of promotion and “production style, unconventional plots, or peculiar distribution technique”, Netflix innovated the digital television era. As a measure of the Company`s success, the same authors (p.209) illustrate that Netflix has a significant presence to the scholarly papers and the case studies for leadership.
6. The positioning of Netflix
Adiguzel (2020) suggests that positioning in the marketing strategy could be seen as the process of designing the image and the brand of a company in such a way that the consumers could perceive the brand as personalised to their needs and wants. In addition, Boardmix (2024) argues that Netflix is branding itself as “your own personal Netflix”, thus this position is gained through machine learning and Artificial Intelligence (AI) as embracing the cutting-edge technology, and by investing in original production (O`Brien, 2023), which they are also a tool for measuring the success of marketing strategy.
As stated on Netflix website, the company “has been a data-driven company since its inception” using Analytics, therefore in terms of People as a marketing mix, Netflix encourage engineers to apply for these roles (Jackman and Reddy, 2020), as to create a better customer experience. In addition, van Es (2023, p.663) argues that Netflix combine the algorithms and data collected with “professional judgement, creativity and expertise” as to create personalised content (Netflix 2024).







7. Conclusions
This report highlighted the concept and the importance of marketing for the success on leading in the streaming industry using the customer-cantered approach, as well as focusing on People, both to create personalised content for the better interaction with the customers, and empowering employees to obtain a “human face” for the data and information collected trough learning machine and Artificial Intelligence.
The PESTEL and SWOT analysis tools highlighted the macro and microenvironment in which Netflix operates and concluded that the Netflix Marketing Strategy is efficient and successful, and it has achieved its aim to increase the number of subscriptions and the growth of revenue streams worldwide. 
In the short term, charging extra fees for shared accounts strategy known a downturn in subscriptions for two quarters, nevertheless, in the long term, the strategy was successful and effective through reducing the costs per unit, and it has increased the total revenues and the number of subscribers.
The target market and the audience were effectively and successfully addressed as it was utilised the cutting-edge technologies blended with marketing tactics using multichannel marketing mix, which blended the traditional methods with the new digital marketing methods.
In conclusion, the role and activities of marketing department has a significant importance in achieving a unique example and inspiration for the industry, positioning the company as a leader within the streaming industry, as well as for scholarly papers, which has less space for Netflix case studies.


8. Recommendations
To maintain its market leader position, Netflix is recommended to continue its strategy of creating personalised content using the cutting-edge technology that offers multi-mode experiences.
Netflix is recommended to continue to recruit and train skilled workers and to attract more talents in all areas, encouraging creativity and uniqueness. In addition, to improve targeted emails strategy to be more engaging for customers, as it will lead to a better interaction with the platform users.
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