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[bookmark: _Toc228394648]ELEMENT 1: BRAND EXTENSION OVERVIEW
Netflix has re-invented its model since it is no longer a DVD rental company but the streamline company, dominating the world through the use of technology, data analytics and personalised content to boost customer engagement and market expansion (Yuan, 2023). The digital transformation of consumer behaviour has driven more demand of flexible and engaging content which means that there is an opportunity to expand into the education industry (Wan, 2023). Netflix Learning is suggested as an edutainment platform which will be a combination of storytelling and guided learning in a shape of a documentary course and engaging content. This diversification will use the advantages of Netflix to be in competition with organizations such as Coursera and Udemy (Wen, 2025). This extension is justified by increasing demand in online education and favoring flexible ways of learning and the so-called binge-learning approach improves engagement (Rowi et al., 2024). The platform encourages sustainability by supporting digital engagement, lifelong learning, and provides an affordable engaging and worldwide offer (Fedorova, 2023).
[bookmark: _Toc228394649]ELEMENT 2: STDP ANALYSIS
[bookmark: _Toc228394650]2.1 Segmentation Analysis
Market segmentation is a strategic vital strategy which helps organisations to recognise and address different customer types. In the Netflix Learning case, segmentation will guarantee the provision of personalized value propositions to different users based on their needs linked to the geographical, demographical, psychographic, and behavioural factors (Oumaima and Lamari, 2024). The platform is geographically targeting the world markets whether developed or emerging economies. The high international network also assist Netflix in scaling and entering the markets effectively especially in the areas where there is an increasing need of digital education (Barraza, 2025). The age group (18-40) of students and young specialists willing to develop their skills is the main target group with regards to demographics. Secondary segments involve lifelong learners, which is an indication of the growing role of lifelong learning (Kumar, 2023). The target audience regarding psychographics is goal-oriented, tech-lovers that cherish flexibility and an engaging piece of writing. On the behavioural level, the users have subscription-based consumption behaviour and on-demand and personalised experiences preferences. The faithful data analytics of Netflix aids in increasing the quality of segmentation and aids at providing personalised content content, positively influencing the engagement and satisfaction of its users (Kavitha, Saran and Vignesh Ram, 2023).
Table 1: Segmentation Overview
	Segmentation Type
	Characteristics

	Geographic
	Global users, urban and emerging markets

	Demographic
	Age 18–40, students, professionals

	Psychographic
	Tech-savvy, growth-oriented, convenience-driven

	Behavioural
	Subscription users, binge-content consumption


[bookmark: _Toc228394651]2.2 Targeting Strategy
The differentiated targeting strategy embraced by Netflix Learning is aimed at maximally covering the needs and preferences of various categories of customers with different needs. The target market is mainly young professionals and university students that need to have flexible, accessible, and engaging learning solutions that can be used to promote career growth and skill development. This market is very appealing because it is a big size, its growth is high and it has an excellent inclination towards using digital platform to learn and improve on itself (Rowi et al., 2024). Moreover, the activity of this group about subscription-based services is quite high, and thus commercial. The secondary target groups are lifelong learners and those that seek personal development like hobbyists and career changeovers. Such users are important in making sure there is sustained customer interest, retention and stability of revenues (Oumaima and Lamari, 2024). Moreover, the next-generation-level data analytics capabilities make Netflix more effective in targeting, as they help to accurately segment, track behavioural patterns and offer personalised content promotions, making it more user-friendly and enhancing the value of the platform as a whole (Ni et al., 2023).
[bookmark: _Toc228394652]2.3 Differentiation Strategy
In the context of Netflix Learning, differentiation is attained by combining the storytelling method with structured learning which makes it quite clear that it stands out compared to the numerous e-learning platforms. Contrary to traditional lecture practices, the platform provides high quality film-like content and increases level of engagement and retention of knowledge. This practice concurs with the current consumer trends of seeking learning process visually pleasing and interactive which make learning more accessible and enjoyable (Wan, 2023). One of the main components of this differentiation is the idea of the so-called binge-learning whereby learners can binge-consume educational content in the same way entertainment can be streamed. This model enhances the engagement by promoting continuous viewing and enhancing learning. Through these emotional narratives coupled with cognitive learning solutions, Netflix Learning can offer a delightful value creation to enhance competitive advantages in the digital learning market (Wen, 2025).
Table 2: Differentiation Comparison
	Feature
	Netflix Learning
	Coursera/Udemy

	Content Style
	Story-driven, cinematic
	Lecture-based

	Engagement
	High (binge-learning)
	Moderate

	Production Quality
	High
	Moderate

	Personalisation
	Advanced (AI-driven)
	Limited


[bookmark: _Toc228394653]2.4 Positioning Strategy
Netflix Learning is going to be a new edutainment platform, which integrates both entertainment and education to provide interactive and customizable ways to learn. It appeals to those who are digitally active customers in search of high-quality on-demand content that will easily fit their lives. Its positioning statement focuses on its accessibility, personalisation, and immersive user experience, unlike the main characteristics of traditional platforms that have a main emphasis on formal qualification and formal courses. The platform helps in optimising the user experience and satisfaction through the application of data analytics and personalised recommendations. This reflects the current terrain of marketing, which embraces customer value, engagement and relationship-based approaches over one time transactional approaches (Grewal et al., 2025). Besides, the emotional bond and brand loyalty can be enhanced by the incorporation of entertaining aspects, which helps Netflix Learning establish a unique niche in a highly competitive environment of the digital education sector (Wen, 2025).
[bookmark: _Toc228394654]ELEMENT 3: MARKETING MIX (7Ps)
[bookmark: _Toc228394655]3.1 Product
It is a digital edutainment programme embedded in Netflix, which will provide structured classes, interactive lessons, and documentaries-like educational content in the fields of business, technology, and creativity. The platform harnesses Netflix in its ability to tell stories as its core competency to make traditional learning more a playful and immersive experience (Wen, 2025). Other attributes like certifications, instructor-led courses, as well as collaborations with educational centres only increase credibility and perceived value. One of such elements is the part of the product strategy called personalisation through which the AI-enhanced recommendation systems review the user behaviour and preferences along with offering customised content (Stewart, 2025). This enhances interactivity besides the advancement of knowledge and user satisfaction which are essential in the realm of digital learning (Ni et al., 2023). Moreover, incorporating entertainment-related aspects into learning materials is in line with the current trends of consumers who prefer to learn via interactive mechanisms and visuals, reinforcing the differentiation of the platform (Wan, 2023).
[bookmark: _Toc228394656]3.2 Price
Table 3: Pricing Model
	Plan
	Price (Monthly)
	Key Features
	Target Segment

	Basic
	$0 – $4.99
	Limited courses, ads-supported access
	Price-sensitive users

	Standard
	$9.99
	Full course access, no ads, personalised recommendations
	Students & young professionals

	Premium
	$14.99 – $19.99
	Certifications, advanced content, expert sessions
	Career-focused learners

	Bundle (Netflix + Learning)
	+$5 add-on
	Full Netflix + Learning access
	Existing subscribers

	Corporate Plan
	$99+/month
	Bulk access, analytics, team learning
	Organisations & institutions


The pricing strategy at Netflix Learning will be that of subscription, which in line with the current business model will be familiar and easy to implement by existing users (Kumar, 2023). The price range can be tiered with a basic option being cheaper or free and more advanced plans (like certifications, advanced courses, and exclusive content) can be used via paid subscriptions. This adaptable model serves various customer niche, such as price conscious learners, and others who can afford to invest in quality educational experiences. Value-based pricing is used as well, when the prices are based on the perceived value of quality content that is engaging (Chernev, 2025). Perceived value and retention with existing subscriptions can also be increased by adding Netflix Learning to the existing subscriptions. These strategies are aligned with the modern marketing practices, which emphasize customer value, cost-efficiency, and the long-term engagement (Rowi et al., 2024).
[bookmark: _Toc228394657]3.3 Place
The place strategy emphasizes on the online delivery based on the global platform created by Netflix which will make its products readily available and convenient to the consumers of the world. Through its current infrastructure, Netflix Learning breaks the physical distribution and enables anyone to access its content through various devices (smartphone, tablet, smart TVs, and so on). This multichannel availability corresponds to the desire of consumers in flexibility and mobility of online consumption (Wan, 2023). There is also the fact that Netflix has a solid global presence, which helps it to scale quickly and enter previously unexplored markets with growing demand of digital education (Barraza, 2025). The interoperability throughout the Netflix platform improves user experience achieved by offering a well-known interface and facilitates adoption. This strategy can be seen as the current distribution strategies that focus on accessibility, convenience, and integration into technology (Grewal et al., 2025).
[bookmark: _Toc228394658]3.4 Promotion
Netflix Learning strategies of promotion make a high use of online marketing methods to expose more people to them. Social media and influencer relationships, as well as specific advertising operations, are key to accessing digitally active populations. Netflix also has the opportunity to use its platform to market learning content, by use of trailers, previews, and personalised recommendations (Wan, 2023). The importance of content marketing is employing storytelling-based advertisements to stress the innovative edutainment concept. It is demonstrated that digital marketing can assist in online markets to increase brand awareness, customer interaction, like loyalty by a significant margin (Rowi et al., 2024). Moreover, digital marketing helps to develop customer-centric marketing campaigns, which would increase customer attraction and rate of conversion. This combined promoting strategy works to maintain an unbroken communication and command brand existing in a competitive market (Grewal et al., 2025).
[bookmark: _Toc228394659]3.5 People
People component encompasses content creators, teachers, industry experts and customer services that provide them with a high-quality service experience. Creating content that is correct and relevant using subject matter experts and involving presenters increases the learning process. Customer support services are crucial to deal with issues raised by the user, customer satisfaction, both of which are critical in a long term relationship with a customer. The importance of human interaction and expertise in creating customer perceptions and service quality is essential especially in the digital platform as trust and credibility are crucial components (Oumaima and Lamari, 2024). Moreover, innovation and steady improvement are also facilitated by professional experts, which will keep the platform up to date and in line with the expectations of the users (Fedorova, 2023).
[bookmark: _Toc228394660]3.6 Process
The process element aims at providing a smooth and effective user experience, across the entire content discovery journey. The Netflix Learning uses a user-friendly interface, personalised recommendations and streaming features to improve its usability. The technologies of AI and machine learning provide the capability to analyse the data in real-time, give the platform an opportunity to adjust the content recommendations depending on the behaviour of users (Ni et al., 2023). Such technologies enhance the effectiveness of operations and provide the ability to make decisions based on data, making content relevant and ensuring the involvement of users (Stewart, 2025). Also, convenience and satisfaction are increased with automated procedures like progress tracking, issues issuance of certifications and feedback systems. An effective process is needed to enhance service quality, improve retention, as well as form long-term customer relationships (Chernev, 2025).
[bookmark: _Toc228394661]3.7 Physical Evidence
The user interface design and branding, as well as user created content (reviews, ratings) are examples of physical evidence in a digital platform. Taking the form of a graphic and easy to use interface, credibility and trust are raised making the users explore the platform. Brand recognition and consistent branding on the different touchpoints strengthen brand recognition (Wan, 2023). More so, positive user reviews and testimonials is a form of social proof, which affects the perception and decision making of a potential customer. Online services, since the physical evidence cannot be easily achieved, the importance of physical evidence in influencing customer experience and establishing trust becomes more important (Oumaima and Lamari, 2024). Thus, the high standards of design and provision of a coherent user experience are the keys to the inability to stay competitive and keep customers satisfied (Grewal et al., 2025).
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In this reflection, the Reflective Cycle (description, feelings, evaluation, analysis, conclusion, action plan) by Gibbs is used to critically evaluate what happens when developing the Netflix Learning brand extension.
[bookmark: _Toc228394663]4.1 Description and Feelings
Netflix Learning was developed giving a good chance to use marketing theories of brand extension, STDP and marketing mix into real-world experience. It was a task that required analysis of market trends, consumer behaviour and the competitive positioning so as to design a viable strategy. At first, it was not an easy task as several frameworks had to be incorporated yet a sensible strategic direction was to be followed. Nevertheless, in the course of work, there was a feeling of confidence, especially in employing the theoretical concepts to the practical case. Being informed of changing consumer habits and online behaviors was critical in developing the concept (Kavitha, Saran and Vignesh Ram, 2023).
[bookmark: _Toc228394664]4.2 Evaluation and Analysis
The possibility to align the brand extension with the core competencies of Netflix in terms of telling stories and technology became the main strength of the project because it contributed to its strategicity. The further reinforcement of the overall approach was made by the utilization of digital marketing ideas and customer-centric approaches. The poster making session enhanced the skills of putting together a complex idea in a brief and graphic manner and the presentation session showed the relevance of the audience and clarity. Nonetheless, the process also showed the weaknesses, mainly in the rigor of analytical thinking and the incorporation of scholarly materials. They could have used more data and evidence to develop the arguments and enhance the quality of the analysis. Moreover, the customer engagement and personalisation were mentioned as key variables in the brand success on digital platforms (Rowi et al., 2024).
[bookmark: _Toc228394665]4.3 Conclusion
Generally, the experience has taught me the necessity of integrating theoretical information and implementing it in the strategy formulation of marketing. It emphasised that an innovative successful brand extension must be based on an effective fitting of the customer needs and capabilities of the organisation. The importance of differentiation, customer experience and a consistent innovation to create competitive advantage were reaffirmed by the project.
[bookmark: _Toc228394666]4.4 Action Plan (Future Application)
To enhance this in the future, more focus will be directed towards critical thinking and understood with more scholarly articles and data. Analytical and research skills will be strengthened to allow making strategic decisions. Besides, both presentation and communication skills will be developed further to enhance the efficacy of communicating complicated concepts. The acquired knowledge within the frames of this project can be used in the real-life professional marketing activities directly and especially in the area of digital strategy, brand management, customer engagement when the capacity to analyse the markets and find creative solutions can help.
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