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[bookmark: _Toc92513647]1.Introduction 
[bookmark: _Toc92513648]Netflix has captivated us all, causing people to become engrossed in one episode after another, but there's a lot more to Netflix than binge-worthy shows. Netflix's marketing approach is based on innovation and cutting-edge technology, and it has proven to be successful. By the end of 2020, Netflix had over 200 million customers. Any platform's survival depends on its ability to grow, so a successful business must develop effective modern marketing methods with broad appeal. Because of innovation, use of cutting-edge technology, creative advertising, and real-time data analytics, Netflix marketing is an integrated, flexible strategy to brand building and customer relationship management that works well in the digital age. Unlike traditional marketing strategies, which focus on making a sale through one or two channels, modern marketing, as practiced by Netflix, adapts to market fluctuations. Like Netflix, your brand can connect with customers across a variety of mediums, devices, and touchpoints with continual research and optimization. Netflix's modern marketing tools are data-driven, customer-centric, tailored, and omnipresent in nature. We'll take a closer look at how Netflix has developed unique marketing methods for building brand recognition as well as monitoring and assessing the customer experience across a variety of communication channels to ensure that current and future stakeholders' expectations are met.
2.Mission Statement:
“We promise our customers stellar service, our suppliers a valuable partner, our investors the prospects of sustained profitable growth, and our employees the allure of huge impact.” (RIVERA, 2019)
[bookmark: _Toc92513649]3.Communication
Communication can be viewed as a transmission of information, also a sharing of meaning.

[image: ]
(Keller P. K., 2015)

Above mentioned diagram is “Shannon and waivers macro model” and one of the communication models. 

I would like to explain the model with an example to have a better understanding.

Raj is working as a Marketing Head with a reputed organization. He is the boss of Vishwa who is taking care of the smaller team in their division. Raj wanted Vishwa to prepare a report on the Marketing strategies which can be used to achieve the goals of the company. He wanted this report which includes the information and strategies of the competitors. While Raj was sharing the information to Vishwa in his room, HR walked in to discuss about the forecasting and evaluation of manpower in his department. Finally, when Vishwa got the entire details, he has assigned the works to his team members and broke it down for everyone to work on different parts to achieve quickly. Vishwa has tried to share every detail Raj has shared him about the study so that they can all prepare a perfect report to come up with the best strategy. However, the team could manage to get the repost at the earliest with some unexpected errors which have been corrected later.

Considering the above situation, I would like to deep dive in the situation to explain the communication model in a detailed manner.
Raj:
Raj is the Marketing Head of the company. The idea of generating a report on the marketing strategies and competitors’ details to implement the new one for his company was his in the first place. He wanted to bring out the better results from his organization and this was his idea of enhancing the output developed in his brain and is the main source of information.
If Raj would have not kept his idea on table with his team, then the team or the organization would have never got the best output or understand what Raj wants or how to develop the results. Best results will only be developed by proper information sharing and it would be a baseless or pointless data if the details are not shared properly. It would be impossible for Vishwa and his team to know what Raj had in his mind. Raj had to transmit the idea in medium of words by speaking or writing through him. Here he is the actual working transmitter which helps to transmit the data, information from him in form of readable or audible. Raj wanted the information in form of reports from his team, Source is Raj, transmitting through hm is signal to Vishwa about what he wants. Without this signal Vishwa will be clueless. 
During the conversation between Raj and Vishwa, HR has interrupted for manpower details. This interruption is called Noise and this noise can be in any form. It can be another employee or a phone interruption, noise from the office, traffic sound or even the interruption due to any reason. Vishwa will gather the information from Raj in such noise and distractions and share the information with is team for report preparation. 

Shannon and weavers’ communication model simple propose, it states that an information starts from the person who gets the thought. The sender is also called the Source of information or the Information Source. The information then gets transmitted from the brain to audio visual and comes out as a signal which then reaches the receiver with all noises and other disturbances. The recipient then further passes on the message to its final destination or other minds of other individuals.


Source (Thought / message)
↓
Medium/Source (Brain to mouth) [Along with noise and distractions-external barriers]
↓
Signal
↓
Receiver (Receives the signal)
↓
Final Destination (gets the message)

Finally, the team has given the report on what Raj and Vishwa wanted. All the errors have been cleared later. This is the same process of Shannon waver model. Message might be not as right as how it was transmitted as every person have different level of understanding and perspective. For Vishwa marketing strategy could be branding strategy but for the team marketing strategies could be simple sales techniques to enhance results. Even a simple message can get a different meaning after finally reaching its destination. (Juneja, 2015)

[bookmark: _Toc92513650]4.Integrated Marketing Communications:
Integrated marketing communication is the process through which all the activities cross many communication methods are coordinated. It is always goal oriented it is still in line with the marketing strategy of the company. Its main aim is to deliver a specific message to a particular target audience with the intention of changing their perceptions. Integrated marketing communication is essential because it makes the activity of marketing more efficient and effective since it relies on many components of communications and customer touchpoints to deliver the same message in many convincing ways.
(Andrews, 9th edition)		
Tools of Integrated Marketing Communications
· Advertising.
· Personal selling.
· Direct Marketing.
· Mobile Marketing.
· Social Media Marketing.
· Public Relations.
· Sales Promotion.
· Sponsorships.
	(Sam, 2020)
Netflix - IMC
Netflix has revamped its marketing strategy in recent years to focus on a much larger international market (target audience). In order to do so, they must be well-known and appealing to a wide range of markets. So, how does Netflix sell itself in order to expand its marketing reach?
To begin, Netflix has decided to direct its advertising dollars on digital media in order to better reach its target audiences and track responses. Netflix has chosen to advertise their exclusive TV shows instead of the more typical sell your business and services given via social media channels such as Twitter and Facebook, as well as online journals (more on this later). IMC's decision to offer "product-based" advertising (rather than "brand-based") is a daring one. Netflix thinks that hooking users on its programming will draw them in and turn them into devoted fans of their unique material, as well as the service as a whole.
Netflix's marketing strategy has established a standard for implementing modern marketing's basic ideas. Netflix's marketing is always customer-centric, integrated, and flexible.
[bookmark: _Toc92513651]4.1 Recommendation for Netflix
I would like to recommend Guerrilla Marketing for the Promotion strategy, which the company already follows to promote the content in all platforms online and offline, to promote their CSR activities on how they are moving towards sustainability working and their contribution towards the environment. They should also include about the content they are screening that sends out a social message on human trafficking / Black lives matter/LGBTQ and others.

Guerrilla Marketing is the latest way of attracting the crowd and Netflix has been step ahead in the market to reach out for the customers in all possible ways. This way of Marketing using all available platforms for promotions on CSR by the company will improve the brand name and positivity in customers as well as the employees. 
[bookmark: _Toc92513652]4.2 Advantages of this Promotional Strategy:
· Less Expensive
· encourages creativity and inventiveness
· it affects long after the actual event
· can snowball and generate a larger-than-expected
Main advantage of promoting CSR are People have become increasingly aware and concerned about social responsibility when it comes to corporate governance and the behavior of firms. Corporate social responsibility (CSR) also extends to responsible marketing strategies. Examples include green branding, highlighting the inclusion of recycled materials, or noting that a portion of profits will be donated to charity. a study by public relations and marketing firm Cone Communications found that 87% of Americans will purchase a product because its company advocated for an issue they cared about.
(CATALANO, 2021) (HAYES, 2020)

[bookmark: _Toc92513653]5.Branding:
The marketing practice of creating a name, symbol or design that identifies and differentiates a product from other products.
[bookmark: _Toc92513654]6.Brand Equity:
Brand equity as a mixture of brand awareness, brand associations and brand loyalty. All these add up to the value provided by a brand's goods or services. (Managing Brand Equity, 1991)

[bookmark: _Toc92513655]7.Keller’s Brand Equity Model- Netflix

Keller's Brand Equity model (also known as the Customer-Based Brand Equity (CBBE) Model) was first developed by marketing professor, Kevin Lane Keller in his widely used textbook, "Strategic Brand Management."
The model is illustrated using a pyramid, which can be split in four tiered levels that organizations can work through to develop a strong brand. The four levels also contain six building blocks that must be in place for organizations to develop a successful brand.
The four levels of the pyramid, as well as the six building blocks they contain, are:
Brand Identity – salience (bottom of the pyramid).
Brand Meaning – performance and imagery (second level of the pyramid).
Brand Responses – customer feelings and judgments (third level of pyramid).
Brand Relationships – resonance (top of the pyramid). (Keller K. L., 2013)
[image: ]
Source: Learner



Brand Identity:
Every company nowadays concentrate on online marketing of their brand and logo to communicate what they offer, not just online but on all platforms. Netflix have been clear on advertising of what they offer by highlighting the famous series or movies they screen. This will attract the users or customers to go on Netflix to watch them anytime they want. Usually, the series or movies are telecasted on TV at specific timings. Netflix have taken advantage of gathering people to let them see any time any where in any device which pulled the crowd towards their favourite show and favourite celebrity movies. So, Netflix has created it brand identity as service provider for digital content at their convenient.
Brand Meaning:
It is very important for every individual to know the meaning of the product or service as how it works? where is it available and what do they offer. However, there are two things which are important to know in this is the performance and Imagery of the brand.
· Performance & Imagery: Meaning of the company is understanding about its overall view in customer depending on these factors like Product Features, Product Reliability, Customer Service, Style & Design, Pricing of the product or service. Netflix has been at most of its journey to adapt new technology changes and improve with all factors affecting the company and still providing the best customer service with making the best available shows/series/moves and original content too which allows them to charge the customers and the value is given in every possible way to the consumer.


Brand Responses:
It is known as the customer experience or what the customer has heard by other. It is said to be a judgment if the view is negative and a feeling if its positive.
Customers have a feeling on Netflix to provide the best content but have a judgement due to its pricing to be on a higher side or frequent changes in pricing in the past. However now the pricing is also reduced and made it available t every one with restricted devices. 

Brand Relationship:
Relationship is based on the responses majorly and this is the last phase in this model which is difficult for few companies to maintain. Netflix have been successful in these terms as they have been adaptive to the macro and micro factors affecting and reacting conveniently to benefit the consumer. Netflix have been providing best content, available in all devices, Pricing is also worked out now addressing to the judgements of the consumers. Netflix as a company is totally a customer centric company which made it easy for them to reach the top phase in killer’s model. Netflix is also focused on its values and goals on providing the customers convenient and best quality content available.

[bookmark: _Toc92513656]7.1. Advantages and Disadvantages of Keller’s Brand Equity Model:
This model will help in developing the brand of the company which is very difficult. Building the brand helps in gaining the respect from consumers, opens new opportunities in terms of expansions, helps to maintain or improve the pricing and make profits. Profits in terms of revenue generation from both the vendors and buyers. It will also help in customer retention and develop brand loyalty. The only disadvantage here is to reach the level carefully and huge cost investment to develop the image in customers about the brand. (Hawker, 2019)

[bookmark: _Toc92513657]8. Customer Journey and Customer touch points – Netflix

· Customer Journey: It is the path way of customer from the beginning i.e., from awareness of the brand until staying loyal to the brand for ever.
It is known that Netflix is a customer centric company. To make the journey very easy for the customers, Netflix has been improving and simplifying or reducing the touch points for them to subscribe quickly. One of the customer journeys will be explained in the below topic on Customer Journey Map. Netflix has created awareness about the product with famous series or movies which customers love to watch again and again. This has attracted them first. Providing them one-month free trial have made the users Consider the product and also allowed them to access other language or genre content. Decision making was made easy for the customer by providing multiple options of subscription as it is accessible in any device. Retention was difficult in the initial phase due to multiple new service providers. However, Netflix have been producing and releasing some amazing exclusive content which is not available on any platforms which made them stay with Netflix. They have introduced Kids section and now full version games which allows them to spend more time on the Netflix for all the age group in the family. Considering all the factors of not just content some times CSR activates also play a role in decision making. In few instances it is proved that customers stay positive towards company in such society activities. Advocacy is then the major attribute where people spread good words about the content as well as their customer services and CSR activities. (SALESFORCE UK, 2020)

· Customer Touch Points: It is the available source created for the customer to interact in every stag of the customer journey is called the customer touch point.
Netflix has been very adaptive in terms of any factors affecting the decision making of the customer during the journey. It has been made simple and available in multiple platforms to direct the customers and make them their customer. Pre-Purchase Touch points have been very innovative by Netflix. Since it is a customer centric company they have always been emotionally connected with the advertising of their brand. It was available on all social media platforms, online advertising, providing personalised recommendations while browsing online and the fastest way is peer referral. During the Purchase the website or Mobile application takes the interest of the customer during the trial period and provide the best content and engage them with snip videos, suggestions and also top 10 list in their region. It also makes easy for them to search language wise or genre wise as well. To make them connected they provide the upcoming content details with trailers and now it has been more engaging by adding full version games as well. Post Purchase, Netflix has a strong team working on providing the support online or call centre for addressing the customer queries. They also share a thank you email after the purchase to make the customer feel special and warm. (Berridge, 2016)

[bookmark: _Toc92513658]9. Customer Journey Map: 
[image: ] 
Source: Learner
The above table is one of the Customer Journey Map. Here, the flow of the customer journey is numbered step by step. In the first step the customer heard about Netflix from his fried to watch the favourite series which is no more telecasting in the television. He then discovers more about the service and product they have on website by seeing the content that is available and the reviews as well. Then he will use it as a free trial to experience it and also watch the series he likes. The customer is provided and recommended with so much content that he like in terms of recommendations, and top 10 people watching in their city and engage the customer to make him the customer. He then realises the exclusive content and non-telecast content is available for him to watch and then decides to take the subscription as per his comfort and devices and sharing among the family to have their own tab. He will the rate the application and share the good word to his friends and family. (Roberts, 2018)

[bookmark: _Toc92513659]10. Total Engagement Model:
The success of a business is driven largely by whether customers decide to purchase its products. It is well-known that, if an organisation takes steps beyond just encouraging customers to make once-off purchases and instead attempts to create engaged customers, they can dramatically increase business performance including sales and growth. Below are the key factors in total Engagement model.
. customer value proposition
. brand
. internal culture elements
. customer experience
(Journal of product and brand management, 2010)

Netflix is a total customer driven company, its starts to engage the customer emotionally with promoting the best and most liked series and movies or of famous actors which Televisions have almost stopped telecasting them. It creates value by allowing customers to watch the content any where any time and from any device. Brand has positioned itself as the top by using the updated marketing strategies. Customer is never let off and always engaged by providing the exclusive content, full version games, top 10 in the city and recommendations as per his viewing history. It completely interacts with the customer and makes sure to feel the value for money keeping the quality of content in mind.

[bookmark: _Toc92513660]11. Conclusion:
 As already informed in the above analysis on which it has to be promoted to make the brand stronger. As per my analysis, Netflix has been promoting its content which is exclusive as well as famous content to attract the customers and also to retain the customers. Company has been evolving and adding multiple varieties and options to customers. Initially it just started with content when started as an online streamer, then Kids section was added, then top 10 list was recommended as per the location , even before this the personalised recommendations were given as per the viewing history, then added shuffle option when customers were bored and not knowing what to watch the shuffle option plays random show or movies as per their history, the upcoming snips were added to create curiosity , then short videos were added to scroll and just watch the famous and comedy scenes for short time and now games have been added which have no in purchase and full versions to engage the customer. On top of these Pricing was an issue all the way long but customers understood the value of content by its quality content, now to overcome that company has launched lower price options too with limited logins. By promoting the CSR activities of the company, it will give a positive attitude and thought in the existing customers as well as future stakeholders. It plays a major role for customers emotionally to accept the fact to contribute to the society indirectly for the premium they are paying. However, the company has always been working towards sustainability, Kids education for low-income category which have to be highlighted to enhance the brand image.
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