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[bookmark: _Toc218692779]Executive Summary
Netflix has optimised its data based on the insights which in turn has strengthened the marketing strategy as well as weakened it. It has facilitated the discovery of content that has been customized extensively, it has facilitated global scale and effective campaign targeting, but it has also reinforced a orthodox, reactive growth logic, in which the company has been growing by adding levers of monetisation (price increases and password sharing restrictions) as opposed to adding to the core value-proposition. This has consequently watered down the original differentiation of the company as a customer centric disruptor, ad free, and has led to damaged customer trust. The report initially places Netflix in a precarious digital streaming landscape through the evaluation of PESTLE and VUCA analysis, demonstrating how economic strain, subscription weariness, technological commoditisation and regulatory examination augment the risks of excessively leaning on the short term optimisation. This would then be demonstrated through the use of a TOWS matrix that indicates Netflix is not maximising on its core competencies brand equity, data and experimentation by concentrating these on enforcement and extraction instead of on the development of new, hard to imitate value spaces such as interactive and community based experiences. Later parts of the paper suggest that the STP system and 7Ps marketing mix of Netflix are both technically advanced and strategically conservative. Local relevance is fuelled by behavioural micro segmentation and algorithmic recommendation but they uphold a prevailing paradigm of a static streaming model and obscures the imperative to renew a re-branded promise of trust. Pricing approach is an excellent example of this tension: tiered plans and the ad supported method are economically rational, however, the frequent increases in pricing with no apparent value added have tarnished the image of fairness. Communicative and measurement are as sophisticated as well; they prefer social virality, experimental and short term involvement measures, but pretty much ignore systematic measurement of fairness, trust, and uniqueness. The report critically analyzes the change that was led by the introduction of change management theory as the password sharing crackdown and ad tier introduction as poorly led changes. These initiatives are found when evaluated against the Kotters 8 step model to have weak customer facing urgency, shallow vision, limited coalition building and insufficient effort to overcome restraining forces as found in Lewins force field lens it can be seen that as far as financial drivers have been bolstered, there has been no significant address of user concerns and psychological contracts. On the whole, the discussion shows that Netflix is still a strong, innovative platform, yet its marketing policy has developed a paradox, i.e. the same optimisation options that the company leveraged to become a leader are being used to implement a slowly commoditising model, which is undermining brand differentiation and trust. The recommendations thus recommend the strategic redirection of the very capabilities of the same to the ideals of fairness based on loyalty, innovation of interactive and social experience, and more human centred processes of change, so that Netflix can once again create a differentiated value proposition and regain the strength of its long term competitive position.
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1 [bookmark: _Toc218692780]Introduction
This report will assert that the marketing strategy of Netflix is self-destructing in its main strength which is the data driven optimisation. This emphasis on personalisation and scale has caused strategic inertia in its value proposition, and reactionary monetisation strategies (price increases, password crackdowns) are the main growth driver. This has destroyed brand differentiation and customer confidence, making it exposed to other competitors that may be more agile or ideologically different. This analysis identifies the changing consumer behaviour and digitalisation as the major marketing change driver at Netflix, as it analyses the interaction between the data centric capabilities of the firm and an unpredictable streaming environment, escalating competition and transforming customer demands. Upon the module brief, the report gives a critical assessment of the role and operations of the Netflix marketing function STP, the marketing mix, change management theory and a TOWS based strategic lens to not only address what Netflix is doing, but also judging how well, how suitable and how sustainable its decisions are.
2 [bookmark: _Toc218692781]Concept and Importance of Marketing at Netflix
Data-driven optimisation dominates Netflix marketing strategy, however, allowing scale and accuracy to dominate, it has constrained strategic imagination and increased dependence on reactive monetisation. Marketing has been introduced by Chernev as a methodologic of developing customer-based value propositions and trade-offs rather than a promotion toolkit (Chernev, 2018). Rust sets marketing as a manager of customer equity by saying that all marketing decisions should be considered in terms of their effect on lifetime customer relationships (Rust, 2020). The fact that Netflix is in line with a market orientation logic is not a secrets: Morgan et al. discover that companies that strategically create, disseminate and react to market intelligence have better performance (Morgan et al., 2019; Balducci and Marinova, 2018). This is operationalised by Netflix via mass data capture, experimentation and algorithmic personalisation; it relies on behavioural analytics to make decisions on what to commission, what tiles to display, and in what order to present recommendations. This strategy is the focus of its value creation. However, Morgan et al. (2019) warn that market orientation advantages require being aligned with environmental forces and organisational competences. In capability perspective, Cirik and Makadok point out that sustainable competitive advantage comes as a result of uncommon, hard to imitate capabilities and the channels by which they are built (Cirik and Makadok, 2021). The data set, the processes and trial experiment of Netflix can form such capabilities, yet as Cirik and Makadok (2021) remind, recognition of strategy by existing strengths will create a lock-in of capabilities, biased to what it is most effective to measure and optimise rather than what could be the revival of value. The description of multidimensional customer value presented by Chernev (functional, monetary and psychological) points to a tension in the direction Netflix is going (Chernev, 2018). The company continues to provide high functional and convenience value, but indicative of recurring price moves and addition of advertisements have eroded monetary and psychological value particularly to long-term subscribers who internalised an advertisement-free promise. Rust (2020) believes that this loss of perceived fairness and trust will ultimately manifest itself in the customer equity models, despite the short-term measures of increasing the headline subscriber numbers. The data-driven optimisation at Netflix, though, has not stopped, and even concealed, a slide towards a less compelling, trust-based value proposition.
3 [bookmark: _Toc218692782]External and Internal Environment: Setting up the TOWS
The macro environment within which Netflix data centric strategy is functioning has volatility and imitation by its competitors increasing the costs of strategic inertia, and a stringent external-internal diagnosis is necessary before it responds can be evaluated. Bruijl introduces PESTLE as a systematic method of revealing macro forces of change in politics, economy, society, technology, and law and environmental aspects (Bruijl, 2019; Paksoy, Gündüz and Demir, 2023). Pressured disposable incomes and subscription fatigue make the content more sensitive to price, the pressures of the economy; culturally relevant and ethically minded content are demanded by the audience and are offered by new formats (such as AR/VR), which promises new experiences (Islam, 2020; Grewal et al., 2020; Rauschnabel et al., 2022). These environments are characterised by high VUCA: fluctuation in the number of subscribers and competitor actions, uncertainty regarding the feasible monetisation model, cross market operations complexity, and uncertainty about casual relationships between content investment and churn (Amarantou et al., 2018; Rehman et al., 2021). They maintain, in VUCA circumstances, that organisations need to develop adaptive change capacities, as opposed to linear, planned change. Emphasize that brand oriented companies use the brand as a strategic compass (Tuominen et al., 2022); the brand promise at Netflix is less apparent as the company has merged with its competitors in terms of pricing and ad usage. Netflix data and experimentation competencies are strongly positioned in the strength category, whereas the culture based on innovation can either support or counteract the required strategic changes (McNett et al., 2022; Swito and Sidin, 2020).
3.1 [bookmark: _Toc218692783]TOWS Matrix as Critical Lens
Based on this diagnosis, a TOWS matrix translates the SWOT of Netflix into clear strategic propositions that may be applied in evaluating whether the current strategy is sufficient: Strengths (S): strong global brand; high number of subscribers; data and analytics strength, that is proprietary; company culture of experimentation; extensive content portfolio. Weaknesses (W): price sensitivity of users is rising; differentiation is weakening as ad free pioneer; excessive reliance on reactive monetisation; exploration of new forms of experience is limited; erosion of trust is possible. Opportunities (O): expansion in new markets; new interactive and social viewing formats, community based engagement, loyalty based models, partnerships and bundles. Threats (T): competitor platforms with high IP and bundles; regulatory, privacy, constraints; subscription fatigue; fast rate at format change by competitors; reputational backlash of unfairness and data practices.
[image: ]
Figure 1: SWOT Analysis (Author)
Out of this, some TOWS strategies are identified:
Be a pioneer in interactive, community centered content formats using brand and data, and stand out of the competitors who continue to perceive streaming as a passive experience (S + O). Netflix has not actively worked on this except in minor experiments; its optimisation has been on the static streaming rather than social experiences. The existence of that gap indicates the under exploitation of strengths. ST plan: Preempt regulatory and reputational risks with analytical skills and trial and error to create transparency and equity within the pricing and recommendation systems (S + T). Rather, Netflix has frequently been ahead in terms of revenue generation and then gone in reverse to do messages, and this weakens its capacity to influence the regulatory and reputational agenda. WO plan: Overcome increasing price sensitivity by developing unique, loyalty based and community based value (W + O). The differentiated tiers at Netflix are still mainly characterized by price and ad load, with no qualitatively differentiated experiences, and thus this opportunity is not realised yet. WT strategy: Ensure less reliance on price and policy changes through creating new and hard to copy experiential features (such as social viewing, co creation, interactive formats) that make switching costs less appealing (W + T). In this case the apparent lack of strategic inertia exhibited by Netflix with respect to value innovation as compared to its dynamism in monetisation is a direct support of the main thesis. A good strategy leverages the strengths to counter any threats and turns the opportunities into an advantage, at the same time working on the weaknesses (Cao and Su, 2024). Compared to that, the current path that Netflix is taking seems to be disproportionate; Netflix has been using its advantages to punish users and increase prices, instead of re imagining value in a way that would render such monetisation both equitable and less disputed.
4 [bookmark: _Toc218692784]Netflix’s Response to Change: A Change-Management Failure
The latest reaction of Netflix to the pressure exerted by the environment, particularly the advertisement tier and sharing password crackdown, can be seen as financially rational, although according to change management theory, they demonstrate the weaknesses of controlling the perception and relationships with the stakeholders, which supports the thesis of the replacement of strategic value generation by optimisation. The 8 step model by Kotter describes a popular change process urgency, coalition building, vision, communication, empowerment, short term wins, consolidation, and anchoring (Amarantou et al., 2018). An assessment of the crackdown of Netflix against these steps reveals grave deficits. To start with, Kotter starts by establishing a sense of urgency; effective leaders demonstrate to the stakeholders the reasons why change is needed today. Netflix positioned password sharing as a leakage of revenue and unfairness, but the story was self-centered. It was unable to persuade users to understand the reason behind the change to enhance experience or maintain content; users perceived extraction. Second, Kotter emphasizes creating a guiding coalition; it can hardly be found that Netflix involved internal and external stakeholders (e.g., customer panels, consumer advocates) and influenced the policy formulation. Third and fourth, it is important to create and present an effective vision. The vision of the crackdown that Netflix pursued was transactional, i.e. everyone has to pay, as opposed to aspirational. Fifth, Kotter urges the opening of the door to action through the elimination of barriers; rather, the change introduced tension among multi location or multi household customers, and workarounds (additional poly-member fees) were seen as an increment to cost. Sixth and seventh, short term wins and consolidation indicate emphasizing prominent early customer payoffs, e.g. improvement of content or other reward loyalty; this connection was ambiguous. Lastly, change anchoring demands new norms to match the brand values; to a brand that has been familiar with flexibility and user control, the clampdown was culturally dissonant. Combined, the performance of Netflix in comparison with the steps of Kotter is, at best, patchy.
[image: ]
Figure 2: Kotter's 8 Step Model (Author)
The force field analysis introduced by Lewin provides a complementary perspective on the ad tier introduction as the situation is viewed as a balance between driving and restraining forces. The motivation factors comprised the necessity of new source of income, precedent competition (other ad supported services), and advertiser requirements of streaming inventory. The restraining forces were user anticipations of a free of advertising brand, the dread of poor user experience and information insecurity and privacy concerns. Lewin proposes that change may be brought about by driving forces or restraining forces; Netflix has definitely increased driving forces by launching the tier and making its growth known, nevertheless, it has relatively less attempted to reduce restraining forces like providing a solid control over ad frequency, transparent value trade offs, or compensatory benefits to long term ad free subscribers (Change Management Coach, 2023; Lewin, as discussed in web based summaries). The mismanaged change destroys trust and strengthens cynicism; stakeholders who are made to feel that they are managed, not engaged, will become less willing to accept any more initiatives in the future (Amarantou et al., 2018). The data driven mindset of Netflix was able to recognise revenue prospects in password abuse and ad inventory, but it failed to execute the change process in a manner that practises customer psychology and, as such, verifies the thesis statement that optimisation has choked out real strategic renewal in value proposition.
5 [bookmark: _Toc218692785]STP as a Site of Strategic Inertia
The segmentation, targeting and positioning of Netflix previously fostered a unique customer centric approach; currently, one based on behavioural micro segmentation with no strong brand level position, its STP has fallen into a technically advanced yet strategically conservative structure, which proves the thesis of inertia. Chernev underlines that successful segmentation has to bridge the gap between visible and significant variations in value preferences and responsiveness whereas Lahtinen et al. (2020) highlight the fact that segments need to capture entire customer paths and not identify individual categories (Chernev, 2018; Lahtinen et al., 2020). Netflix is also outstanding at behavioural segmentation: the histories of views and the engagement data can be used to create fine grained taste communities (Zhang et al., 2018; Hussain, Chun and Khan, 2020). Nonetheless, Zhang et al. (2018) note that algorithmic segmentation puts users in humans can confine their exploration by being easily bound to a limited content in the bubbles. Competitive advantage needs to be clear on what aspects are important and how differentiation is developed (Ali and Anwar, 2021). The story of Netflix now strives to be the platform of everyone, which is an inclusive idea but lacks identity. This paradox is represented in targeting. Digital companies can serve a range of niches profitably on modular offers, though too broad without differentiation burdens the resources (Yusuf and Matiin, 2022; Dina Garnida Akhmalia, 2023; Rose et al., 2025). Netflix focuses on worldwide audiences without differentiated sub brands, maximising the scale of algorithms but reducing the possibility of segment specific value innovations other than basic tiering. This pattern is revealed in positioning in the sharpest way. Traditionally, Netflix was on-demand, ad free, and an alternative to linear TV, which gives freedom and binge-worthy plotlines (Li and Bastos, 2020). The ability to sustain a unique digital status depends on the constant symbolic innovation (Jamil, 2023; Phan, 2025). Using advertisements and mandatory passwords has destroyed its old pillars of no interruptions and casual sharing without defining a new higher order promise, transforming value expansive into value extractive positioning (Rust, 2020). Therefore, Netflix makes STP technically impressive but strategically defensive. The micro level relevance and retention of data driven segmentation and targeting are desirable but reinforce more of the same.
6 [bookmark: _Toc218692786]Marketing Mix: Optimising Tactics While Weakening the Promise
The 7Ps of Netflix indicate that their marketing mix was optimised but not re imagined in order to maintain a unique, trust-based value proposition amidst digital disruption, the marketing mix is therefore defensive and does not solve the paradox at its core strategy. On product, Netflix continues to provide a high quality streaming experience, although it is yet to realize its data and innovation potential into new forms of value. Emotional reactions and behavioural outcomes are digitally or physically influenced by servicescapes (Rosenbaum et al., 2018; Jinga et al., 2024; Monferdini and Bottani, 2024). The interface of Netflix is refined and streamlined, but mostly traditional; it maximises discovery on a predefined paradigm of scrolling, and clicking. According to Rauschnabel and colleagues, immersive and interactive technologies will reconfigure the expectations of the users of the media experiences (Rauschnabel et al., 2022). The quality of service provision also relies on responsiveness and perceived empathy (Farida and Setiawan, 2022); in case policy changes become frictional, the absence of visible, empathic product level responses like the walkthrough tour, or opt in experiment may reflect a preference of efficiency of operations, rather than the care relationship. On price, the sequential prices increases and ad load segmentation scenarios is an example of the criticism that Netflix has made monetisation its main strategic lever. The determination of price fairness is relative to reference prices and perceived change in value; they caution that recurring raises with no apparent value addition undermine trust (Bolton et al., 2019; van Esch et al., 2020). Simultaneously, Islam discovers that online shoppers consider subscription portfolios as a unified entity; they balance between many platforms and are more likely to quit when any of the platforms seems to exploit their loyalty (Islam, 2020). Models of customer profitability by Rust reveal long term value is highly dependent not only on ARPU, but equally on retention and advocacy (Rust, 2020). The pricing strategies used by Netflix, as such, can be short-term economically rational, yet long-term strategically poisonous, unless Netflix can present the story of fairness or some form of loyalty. Netflix scores high on ubiquitous gadget and geographic presence, which is consistent with the omnichannel convenience (Grewal et al., 2020; Hussain, 2020). Morgan et al. (2019) would add, though, that place is experiential too: even the perceived differences between catalogue fullness and local cultural appropriateness may corrosion the sense of being locally relevant despite global accessibility. When promoting, Netflix is still creative and data-driven, although it does not capitalise on the deeper trends to community and co creation. Bhandari and Bansal demonstrate that rich content marketing through narratives leads to interaction and sharing (Bhandari and Bansal, 2018); in that sense, Netflix shows which revolve around campaigns make sense. As Grave and Greff show, there is a reason why collaborative and creator centred strategies are able to build trust and authenticity (Grave and Greff, 2018). Meanwhile, according to the Global Social Media Trends report, there is a shift by the brands to community centric approaches where the users are more than mere audiences but in fact the participants. Netflix does play around with fandoms but does not exactly produce value with them as much as it co produces. Consequently, promotion reinforces rather than questions or develops the underlying proposition. The other elements of optimisation without reinvention are seen in the people, process and physical evidence. Both Farida and Setiawan (2022) and Yusuf and Matiin (2022) assume that loyalty is based on transparent and easy-to-understand procedures and human touchpoints that are empathetic. Onboarding, cancellations, and account management processes are well-done at Netflix, but the lack of transparency in certain decisions (such as recommendation logic, when prices were changed) pulls down the illusion of transparency. The presence of employees, particularly those working in the customer support and community management departments, is mostly implicit in the brand narrative; according to Rosenbaum et al. (2018), it makes the servicescape less human-centered.
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Figure 3: 7P's of Netflix (Author)
Overall, the marketing mix is set to extract the best out of a proposition that is fundamentally stable; it is never set to re-establish the meaning behind what it means to be a subscriber of Netflix.
7 [bookmark: _Toc218692787]Communications and Metrics: Measuring the Wrong Wins
Communications and metrics used at Netflix represent a complex yet limited definition of success, which tracks short term interaction and income with minute attention and underestimates such the constructs of fairness, trust, and uniqueness. Netflix uses tactical capabilities to do on communications, social channels, trailers, and prompt in platforms. The report (Global Social Media Trends) indicates that community building, humour, relatability and short form content is more and more being used by the brands as tools to establish emotional connections. This is reflected on the social accounts of Netflix; they are culturally apt and humorous. According to Grave and Greff (2018), influencer partnerships strengthening credibility; Netflix accesses niche fandoms through its creators. However, Lahtinen et al. (2020) warn that communications should be in line with journey wide expectations. Cognitive dissonance cannot be countered by memes when the difference between the marketing messages that focus on discussing stories worth paying for and the actual restrictions and increased prices are met with. Morgan et al. (2019) recommend a balanced scorecard with customer lifetime value, brand equity, and attitudinal loyalty on metrics. Stavros Valsamidis et al. (2025), Verhoeff et al. (2021) and Kraus et al. (2022) demonstrate the big data dashboards display minute trends but caution that concentrating on the clicking and viewing is a cause of short term optimisation. The great focus of Netflix on A/B testing, performance metrics contributes to constant improvement, but Rust (2020) cautions that this leads to myopia when all long horizon measures such as the perceived fairness or trust are overlooked. The risk is demonstrated by the fact that the company has been relying on sign up spikes and quarter-to-quarter revenue booms as headline indicators, in particular, around the adoption of passwords and the various ad tiers. The initial statistics indicate that the sign ups had increased substantially after the crackdown, which Netflix and critics use to justify it. Nevertheless, the force field approach of Lewin implies that such measurement can only describe short-term driving forces; restraining ones, resentment, depleted goodwill, latent intent of churning, etc. can build up and manifest themselves in the future.
Therefore, even though the communication practices are advanced, and the measurement practices are advanced, the current practices used at Netflix are data driven optimisation rather than developing a unique, trust based proposition. This proves the thesis point: the very instruments that used to drive the differentiation process are threatening to undermine the strategic self.
8 [bookmark: _Toc218692788]Integrated Critical Evaluation
The cumulative assessment is now apparent: Netflix has enabled its most potent marketing instrument data driven optimisation to solidify itself into a strategic prejudice to incremental monetisation and micro tuning, instead of employing that instrument to re conceptualise competitive value amid digital disruption. The outside world is unreconcilable: VUCA factors, tough competitors and subscriptions burnout imply that every little action comes with a disproportionate reputational and relationship cost (Amarantou et al., 2018; Bruijl, 2019). On the inside, it has developed an advanced optimisation machine through strong data and experimentation capabilities, as well as a performance based culture (Cirik and Makadok, 2021; McNett et al., 2022). Netflix is not leveraging its strengths to their full strategic advantage as evaluated using the lens of TOWS. It has adopted SO and ST strategies that monetise more efficiently and protect streams of revenue, as opposed to those that redefine value in interactive terms, community centric terms, and loyalty based terms (Cao and Su, 2024; Yin et al., 2024). Its WO and WT spaces where weaknesses and threats can be resolved by creating new forms of values are still relatively underdeveloped. In contrast to the benefits of the assessment criteria differentiation, competitive advantage, first mover leverage, loyalty and resource effectiveness the judgement is subtle but imperative. Netflix is a strong, innovative force, but its differentiation has become more thin, first mover advantage is being lost, loyalty is less solid than the numbers indicate, and resources are still distributed more on maintaining the existing model rather than experimenting (Ali and Anwar, 2021; Rust, 2020; Fareniuk and Chornous, 2023; Akisetty et al., 2024).
9 [bookmark: _Toc218692789]Conclusions
Conclusively, marketing plays a central role in the Netflix business model, combining data, original contents, pricing and communications in a manner that has made the firm to be the most preferred global streaming service regardless of the intense digital disruption and competition; the company investments in analytics, original contents, and global branding have developed a huge customer and shareholder value, which aligns with the theoretical perspective of value-based strategy and customer equity voiced by Chernev and Rust. The main flaws of the existing marketing approach of Netflix, thus, are not the lack of advanced tools and capabilities, but the danger of the lack of alignment between the changing expectations of customers, financial limitations and strategic decisions of the company; as digitalisation gains momentum, and new types of entertainment are created, Netflix would need to tune up its STP, 7Ps, so that its brand can remain meaningfully different, the pricing and communication options would seem equitable and open to transparent, and the policy on the content and the community would promote engagement, as opposed to exhaustion. Based on the SOSTAC framework and offering a consistent, viable direction of solidifying the marketing strategy of Netflix in the context of persistent change.
10 [bookmark: _Toc218692790]Recommendations 
Reestablish Perceived Fairness and Loyalty based on Relationship-Based Pricing. Situation problem: The growing dependency on price increases and policy enforcement by Netflix has undermined the perceived price equity and confidence.
Objective: Retain subscribers who have a tenure of more than three years and enhance attitudes of price fairness. 
Tactic: Establish a Loyalty Tier with long-term customers which holds the price level unchanged over 24 months and grants early access to specific material, clearly presented as the reward to long-term commitment.
Control: Measures Before and after implementation monitor churn, Net Promoter Score and fairness perceptions in this cohort and compare it to a control group.
Re-purpose Data Capabilities to Interactive and Social Value Innovation. 
Situation problem: The data capabilities at Netflix are aimed at maximizing a passive streaming design, which maintains strategic inertia and expedites commoditisation as competitors copy personalisation.
Objective: Use interactive and social ways of watching to differentiate Netflix. 
Tactic: Pilot social viewing rooms on selected titles, allowing co-viewing, chat and joint playlists; use data to enhance the experience and positioning the offering as a unique Netflix experience and not an addition.
Control: Measure adoption, re-use, and impact on interaction and retention among pilot users.
Rehumanise Change Management: Customer-Centred Leadership and Co-Design. Situation problem: New initiatives have been made through top-down, policy-based processes, causing more resistance, adverse attitude and losing trust.
Objective: Minimise misunderstanding and ill-will in the event of big pricing or policy changes.
Tactic: Implement a Kotter-based checklist on all significant changes (customer-framed urgency, coalition building, clear vision and transparent communication) and with help of opt-in trials and customer panels to co-design details to roll out globally.
Control: Monitor volume of complaints, short-term churn and sentiment compared to the past unilateral changes.
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