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

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

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

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

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