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Executive summary
	
	This report will give the reader an insight to a brief understanding of who Netflix are and how they currently market themselves. It will also explain to the reader the challenges that Netflix has based on internal and external factors, how they have raised and how this will impact Netflix’s current Marketing strategy and provide recommendations on how Netflix can adapt in the agile Market of streaming services to improve its services whilst maintaining a high standard of service to its current and future subscribers with different Marketing solutions that the Netflix Marketing Management team could implement. 














Introduction
	
	Netflix is a company that offers online streaming services in many locations worldwide. Originally the idea of an online DVD rental service in 1997 by Reed Hastings and Marc Randoph, with the first website being launched in 1998. The company continued to be ahead of the game and in 2000 they did this by marketing the available DVDs to their customers by utilising AI on the data they had from them based on the rentals the customer had already used and reviewed. Not only using AI data to evolve, but Netflix also became one of the first companies to evolve into the online streaming service. After having a bid rejected to purchase one of the big physical outlets in DVD rentals, Netflix stayed ahead of their competitors in early 2007 entering the online streaming services and now has over 260 million monthly subscribers across various locations. Over the time scale of Netflix, they have remained ahead of its competitors and one risk they took was offering a million dollar prize to an outside source who was able to improve the accuracy of recommendations. (Netflix 2024) Netflix is now one of the “big” competitors within the online streaming services, even though each one is unique in regards to the availability of programmes, they all offer additional services and are all competing for the top spot in the industry, so each has to be adaptable within the way they market to their current customers and also how they compete to continue to grow their customers. Throughout the remainder of this report, it will highlight strengths and weaknesses of how Netflix markets themselves and how they have changed their marketing process during tough changes in the industry caused by internal and external factors. 

	Managing marketing is a vital tool to stay consistent within the industry you participate in as well as looking for ways to grow. It is making sure you have the correct strategy to evolve your company by keeping your consumers interested in what your company can offer and how it offers these services. Many consumers purchase a service, or goods based on behavioural traits and the main driver of this is the consumers cognitive behaviour, what they have seen or heard and how this impacts the consumers lives whether that be for social benefits or even personal benefits. During the main body of the report, it will illustrate how Netflix has achieved this, while also highlighting the risk in the market and economy. (West.D et al 2010).

	Netflix adopts a marketing strategy using all major social media platforms and being interactive with its audience by getting them involved through social media. Upon reviewing Netflix's previous financial statements, you would assume that they reacted by putting more money into their marketing plans in 2023 with an increase in spend due to a decline in its subscribers in 2022 and seeing a challenge from its competitors. With Netflix using social media this comes with risk due to competitors being able to see what data Netflix is asking its market audience for as well as highlighting the audiences it is not targeting, allowing competitors to target them. On top of this you need consumers to engage in the online content, so it needs to continue to change with the trends on social media. (Faria 2024)
	
	Upon investigating the generic Marketing strategies, it shows that according to Micheal E. Porter that Netflix adopts a mixture of the cost leadership model, and also a Differentiation model. (Business 2 You 2021) Reasoning for this is Netflix offers a service at a reasonable cost but also offering different tiers which came in after Netflix changed its policy around multiple users across many addresses under one account. The Netflix pricing structure and the highest product they offer within the United Kingdom being £17.99 and the lowest product they offer being £4.99 a month, the main difference with these products being the quality of services and also the number of devices you can use the service on within the household. (Netflix 2024) This change came at a shock based on conversations heard within the authors community, however based on current subscribers it is evident that it has not impacted at a huge loss for Netflix. With having different tiers this would attract different consumers and is different to what Netflix competitors offer as mentioned during the report Amazon Prime charging a subscription fee of £8.99 per month or an annual subscription cost of £95. (Amazon Prime 2024)
	
	Cost leadership is a strategy model where the business has control of the market and also low cost. This shows that the company is running an effective business with retaining consumers within the industry, whilst keeping the cost of running at a reasonable cost. You would expect this style of business to have a high Return of Investment and be a leader within the market which newer competitors looking to mirror the business model they use. (Business 2 You 2021)

	Differentiation is a strategy where the business again has control of the market but does this by attempting to be different to its competitors, as explained above Netflix have done this since their early days where they research comes from the consumers using their services and each consumer being treated as an individual for marketing purposes, they see the content which is most likely to gain their attention and in return retain the business with Netflix rather than leaving Netflix to go to an alternative streaming service.(Business 2 You 2021)


Netflix, external and internal factors impacting its marketing strategy.

	There are many factors that could cause impact to businesses and below will explain what has impacted Netflix and how they managed their marketing before the factors that have caused the impact. Factors come in many forms and can be caused by internal and external factors. Internal factors are factors that have been caused by the business itself, whereas external factors are factors which the business does not have control over such as political factors, economic factors, and legal factors. Regardless of what has caused the factor that impacts the business, it is important that the company notice this in a timely manner and deal with it in an effective and costly manner before it causes further detriment to the business. 

	Netflix has shown for many years that they are considered one of the main competitors in the streaming service, due to being a step ahead of the others as they have grown. However, when you look at the likes of Amazon Prime, they are now either similar to Netflix or slightly ahead of Netflix due to the money they have invested within their marketing to offer something different to Netflix. When you look at Amazon Prime, they offer more than a visual streaming service, you can listen to music, audio books and also as part of your subscription you benefit from additional benefits that the Amazon group offer such as free delivery from their online shopping product. Amazon has also adapted from streaming firstly services made by other production teams but have now started mirroring Netflix by making their own content which is only available through their own streaming service. Amazon also has a deal with the premier league where customers are able to watch a number of live games within their monthly subscription cost, this attracts different customers from those who tend to watch only tv series or films for example. Again, Amazon use their own platforms to promote their service but also have many other avenues of promotion, with being on TV regularly with adverts, using their transport to advertise on a daily basis and also have adverts on social media platforms. (Amazon 2024)

 With the above, the main detail that stands out for the audience of the services provided that Netflix currently offer in is the non-live sporting element with the streaming service, Amazon offering live sports and also the ability to add on extras through connections linked into the Amazon Prime application this puts Amazon into a market that Netflix currently hasn’t had any success in. Netflix has shown they are willing to go into the market by recently creating a deal with one of the biggest sporting brands in WWE to start in 2025 and costing five billion dollars for a decade's worth of viewing. (Richardson BBC 2024), (The Guardian 2024) As mentioned earlier in the report Netflix are normally ahead of the competitors but with this element they are behind Amazon and with the WWE deal not taking action until 2025, Netflix need to act fast and have done so by having the rights to a boxing bout between YouTube sensation Jake Paul and legendary boxer Mike Tyson. During an interview with CNBC William Mao of Octagon sports stated ‘he did not feel like Netflix needed to go into the live sports but instead look at individuals’ (CNBC 2024). This illustrates that outside sources within the sports industry feel that Netflix don’t need to spend big on the everyday sports events but instead continue doing what they are doing now and having the one off events which will pull in the customers similar to the Paul vs Tyson bout and also the events that WWE offer which all bring large following which if included within the monthly subscription this should pull customers back on a regular basis due to how often WWE have PPV events and also having their regular weekly shows, this giving Netflix new content on a more regular basis rather than waiting for the next “big” event. 

During the report so far, it has been highlighted that Netflix has always led their competitors in where the industry goes apart from the sports element but that has been supported by outside companies that they are doing the right thing. As mentioned above Netflix did lose some subscribers but this has been backed by Netflix leading into putting more money into their marketing. Netflix announced that they are producing a sequel to a classic Adam Sandler’s film in Happy Gilmore 2. This illustrates that they are willing to spend big and continue to work with a highly thought of actor who has starred in movies before his Netflix connection and has continued to bring out latest content with the company and this coming at a cost of approximately $250 million over a ten-year period. (Business Insider)	
	
	Unlike Netflix, Amazon has not published any deals they potentially have with actors or producers. This illustrates that Netflix is happy to share what cost they have for their big names and explain the commitments they are getting from the person, or persons involved. This encourages customers that Netflix continues to invest and is likely that it comes from the data Netflix gathers from its monthly subscribers in what they are watching and how they are rating the content created, helping with story lines, and continuing to endure consumers into Netflix membership. 

	When looking at what else is impacting Netflix as a whole one thing that has stood out and is impacting how consumers spend their money is the cost of living crisis, with a streaming service not being an essential item it’s an outgoing that consumers can cope without, unlike Amazon with Netflix you only get the streaming services included whereas Amazon include free delivery for their online shopping platform which consumers can use to purchase everyday items as well as gifts etc… During October 2023, the Commons Library confirmed that inflation was at just over 11% for 41 years, and in April 2024 it was at 2.3%. (Commons Library 2024) Even though inflation is improving, consumer behaviour has changed based on the cost of everyday bills increasing and consumers are looking to improve their financial state especially when looking at the increase of mortgage rates over the past four years rising by 81% from 2.6% to 4.7% on a two year fixed deal. (Shaw 2024) 

	Netflix offers its consumers different types of subscriptions however with everyday living costs even the lowest package could be too expensive for some consumers, with this however Netflix have partnered up with high street names on your everyday TV packages such as Sky and this is an add on within their packages which on budgeting within households this would be included within the Sky Ultimate TV package and also can be added onto other packages. (Netflix 2018) (Sky 2024)

	A problem that continues to impact streaming services is the illegal act of utilising so called free streaming sites for not only live sports but also TV shows and movies. Even though this is mainly spoken about with live sports being the main target of illegal streaming, Netflix is still at risk with the act of piracy. With Netflix major focus being on streaming TV shows and films they are in the opinion of the author of the report lower risk compared to the likes of Amazon due to the difference in nature of content available on each provider. However, with the growth of piracy this is an area that Netflix need to be cautious of as this could lose them more consumers with the growing concern of piracy. (Cuthbertson 2023)


Conclusion

	Upon investigating the competitors, it is clear that the likes of Amazon Prime are mirroring the Marketing strategy that Netflix has been following for many years, using the data it has to grow the content it has as well as increasing its monthly subscribers. However, unlike Netflix, Amazon Prime has invested heavily in regular live sporting events and offers free trials which creates new custom for them and with the AI data pushing most likely to watch data based on the consumers watched and rated data, consumers are likely to subscribe longer than the free trial. However this also brings risk for Amazon unlike Netflix due to the high frequency of illegal streaming of live sports compared to lower levels of piracy acts even though this is trending back into fashion within the industry and with Netflix creating its own content they are high risk to be targeted for piracy, even though they are low risk for content being used for illegal streaming with the sports content. 

	Netflix have also formed a strong partnership with Sky and within the Sky TV packages you can include the Netflix streaming service and this comes as an app on all Sky TV devices including their new Sky Glass set. This increases the number of consumers based on the high volume of Sky customers that use the Sky TV packages and being that it is included within the Sky invoice to Sky customers, Netflix generally sees an income on this. 

	It is evident that Netflix are not afraid to invest money and time, when they first started offering a prize of a million dollars to someone who can improve its then current AI reporting, committing to paying celebrities for their content as well as investing in well-known brands such as WWE and all of the three deals mentioned they have committed this for long time scales, Netflix are not one to rush for results. 


Recommendations

	The following recommendations are based on the research completed within this report. The recommendations come with a reasoning that the author believes will help maintain and improve the business model that Netflix have used for years of successful business results arranging from growth in consumers subscribing to the Netflix service and the profits gained by Netflix. 

	The first recommendation for the Netflix Marketing team is to continue investing in their own content and create the content from the data gathered by existing subscribers and also through the social media platforms it uses with interactive content to continue to be attractive for existing and new subscribers. This should not come at any additional investment due to Netflix already doing this, however Netflix will need to invest in new potential different content to cater for the potential new subscribers. However, Netflix needs to expand its target demographics and look for other ways to target the demographics due to the constant change in usage of social media platforms. (Zote 2024)
	
	The second recommendation for Netflix’s Marketing team is to look at gaining further partnerships. Netflix has the partnership to be included with Sky TV packages, also included as an application on many devices including Smart TVs, and many consoles. However, with more consumers using a variety of devices and other services it would be realistic for Netflix to look to create more partnerships and become more adaptable. When looking at Amazon Prime, within their application the consumer can purchase additional subscriptions with the likes of Paramount plus and MGM+ for example.(Amazon 2024) With this additional data, Netflix can utilise this information to expand its current services and create longer deals with these providers and potentially look to include within their tiers making the product more attractive but also having the power to increase the fee due to the additional benefits. This does not have to be with other visual providers but could be with other services such as music streaming services and online shopping to name a few. Alongside the potential of additional services within the Netflix application, Netflix needs to continue to be included as a standard application within new devices such as Smart TVs, TV services such as Sky and also game consoles such as PlayStation. (PlayStation 2024)

	The third and final recommendation for Netflix Marketing team is to evaluate its current AI and review if the recommendations to consumers are relevant, this was last updated reviewing the history that's available when Netflix gave away the million dollars. With AI and data scientists growing and being used in a majority of businesses this is a trend that Netflix could benefit from by bringing new content to their current subscribers and ways to increase subscribers based on consumers behaviour. This would freshen up the content being advertised and recommended to the consumers as well as newer content being shared within Netflix social media posts. 
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