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Introduction 
 
Netflix is the leading streaming service in the world, providing millions of users with 
instantly accessible movies and TV shows. It is also a cultural icon, a symbol of the new 
age of instant television. Netflix is seen as a metaphor for binge watching shows, 
incredibly specific genres and procrastinating schoolwork.   
 
For all its cultural attributes, Netflix presents itself blandly, its iconic red background 
and white font the beginning and end of its brand image. Its mission is to provide 
audiences with instant access to movies and TV shows, breaking the traditional models 
of television networks and movie studios. 
 
But Netflix doesn’t advertise its trendsetting, culture breaking, community building 
abilities; rather, Netflix communicates new shows and movies that are available and 
original projects they are working on.  They have an incredible capacity to reach their 
publics on a deeply emotional level and tune into the culture they were instrumental in 
creating. 
 
An integrated marketing communications plan could help Netflix connect with 
audiences on a deeper, more emotional level and create thriving, engaged 
communities. 
 
Situation Analysis  
 
Company Analysis 
Netflix is the world’s leading Internet television network with over 50 million members in 
nearly 50 countries enjoying more than two billion hours of TV shows and movies per 
month, including original series. For one low monthly price, Netflix members can watch 
as much as they want, anytime, anywhere, on nearly any Internet-connected screen. 
Members can play, pause and resume watching, all without commercials or 
commitments. 
 
Netflix wants to increase awareness and introduce a new “Dorm Plan’ for college 
students. This strategy will help to grow Netflix’s brand and expand its product on 
college campuses.  
 
Competitor Analysis  
Netflix has a wide range of competitors who are HBO GO, Amazon, Vudu, Redbox, and 
Hulu. Each competitor provides a service different from Netflix, which can pose a 
challenge. 
 
1. Amazon 

 
Pros: It offers instant video streaming and comes with an Amazon Prime 
account that comes with other services such as free two-day shipping on 
millions of items and a free Kindle book to borrow each month. It does not 
require a membership to stream a TV show or video for a fee. It has a lenient 



lost item policy, which means if someone can prove they brought it then the 
individual can download it for free.  
 
Cons: Amazon does not provide a DVD mail-order service that boosted 
Netflix’s brand. It cost $2.99 to rent a movie, while Netflix charges a monthly 
fee of $8.00 to watch unlimited amount of movies a month.  

 
2. Redbox 

Pros: Redbox offers a variety of ways to obtain DVDs, Blu-Rays, video 
games and stream movies through its services. It has over 36,000 physical 
locations in the United States, which are located within less than mile radius. 
Anyone with a debit or credit card can get a Redbox movie. It only requires 
to have an email to get a movie. 
 
Cons: Each person has one day to use the rental before getting charge an 
extra fee. Fees differ depending on if the rental is a DVD, Blu-Ray, or video 
game. Unlike Netflix, each movie to watch has a fee.  

 
3. Vudu 

Pros: Vudu is available through most steaming devices including Blu-Ray 
players, computers, Internet-connected televisions, and several gaming 
systems. Vudu does not have a monthly subscription fee and an individual 
pays for on pay-per-view basis. Vudu updates to current television shows, 
movies, and series.  
 
Cons: Costs can add up because each show, movie, or series has a fee. 
After each purchase, a subscriber has 30 days to watch or it goes off. While 
it can be streamed to separate devices, a subscriber still pays for each 
show. 

 
4. Hulu 

Pros: Hulu and Netflix charge the same monthly amount of $7.99 per month 
for a subscription. Hulu carries current episodes of seasons, which Netflix 
doesn’t show within 6-8 months at a time. Hulu works closer to what it is 
currently on television for viewers.  
 
Cons: Hulu has a smaller database than Netflix. Hulu is incompatible with 
most portable devices because it uses flash. Hulu is only offered in the 
United States and Japan, while, Netflix is available in other countries such as 
UK, Ireland, and Nordic countries excluding Iceland.  

 
5. HBO-GO 

Pros: It shows its streams in HD, which prevents encountering of low video 
quality and interruptions from slow buffering. HBO-Go does not require to 
have a cable subscription to access. The content is current and relevant. 
HBO has been around for several years. 



 
Cons: To access HBO-Go, it is required to have software updated to use 
unlike Netflix. The computer must meet the requirements to stream.  
 

Present Markets 
According to Forbes, Netflix’s shares fell significantly following the company’s Q3 2014 
earnings announcement. Even though the revenues were more or less in-line with the 
expectations, domestic streaming subscriber additions fell significantly short of the 
company’s guidance.  
 
The massive sell-off was not surprising, considering that Netflix’s stock has traded 
mostly on its subscriber growth. Netflix’s stock has fallen 15%, which currently stands 
at $300 a share. Netflix’s price increase has led to the company’s stock falling in the 
recent months, which caused subscriber growth to fall. 
 
Future Markets 
Netflix plans to invest in the college community with dorm plans that are cost-efficient. 
The college community is easy to target because of the amount of students that all and 
attend. The students are social media savvy and can promote the brand with hashtags, 
posts, and pictures of his or her favorite movies. This strategy will increase subscribers, 
revenue, and awareness for the brand.  
 
Customer Analysis 
Mostly young people, $30,000 and more, male and female. They have a lot of foreign 
and international films, so it's not limited by race or ethnicity. They attract a lot of 
subgroups, people with diverse interests. People who want controlled content, since 
there are no ads and episodes don't disappear after a week or two like on Hulu. Movie 
and TV show enthusiasts, people who will watch something they haven't heard of 
before. People who want to get the most for their money. People who use TV and 
movies to relax and socialize. 
 
Netflix looks at its customers as individuals and it assesses their value on a one-to-one 
basis. Netflix gathers data about their usage and content choices to answer such 
questions as: How long has each subscriber been a Netflix customer? How much 
money have they spent and on what vehicles? Which customers are likely to be among 
the most valuable of all? (Friedman 1). 
 
Collaborators 
According to PRNewswire, Netflix announced agreements with five global consumer 
electronics companies. The partners include Funai, which distributes the Philips, 
Magnavox, Sylvania, and Emerson brands in the United States, Panasonic, Sanyo, 
Sharp, and Toshiba.  
 
The partners announced today join some of the world's leading consumer electronics 
companies that currently market Netflix ready Blu-ray disc players from Best Buy's 
Insignia brand, LG Electronics, Samsung and Sony. Microsoft and Sony market the 
Xbox 360 and PlayStation3, respectively, both of which instantly stream movies and TV 
episodes from Netflix. Netflix members can instantly watch movies and TV episodes on 
the stand-alone Roku and on new TiVo digital video recorders (DVRs). And watching 



movies and TV episodes instantly from Netflix without an external device is possible on 
current and future model televisions from Insignia, LG Electronics, Samsung, Sony and 
VIZIO.  
 
Also, Netflix has a partnership with Verizon to distribute its service, despite ongoing 
issues about the service’s streaming speeds decreasing. 
 
Publics 
 

1. Subscribers 
• Provide a large variety of programming, including series, movies, and 

documentaries, that fall under many genres to please all audiences 
• Provide suggestions based on your history and customized suggestion 

lists based on data collected from viewing for a “personalized” 
experience 

2. Employees 
• Hire, Reward, and Tolerate Only Fully Formed Adults 
• The company’s expense policy is five words long: “Act in Netflix’s best 

interests.” 
• Managers Own the Job of Creating Great Teams 

3. Communities 
• Create communities online and with social media by making it easier for 

fans to stream shows, and even helping to create new fans 
• Many generations are able to bond over the use of Netflix, and the 

programming we offer 
• Netflix CEO Reed Hastings is one of the latest bigwigs to promise half of 

his family's wealth to charity through the Giving Pledge, a two-year-old 
initiative championed by Warren Buffett and Bill and Melinda Gates. 
(2012) 

4. Owners 
• Investor events 
• Financial briefings 
• Only hiring innovative people to ensure new production and financial 

success in the future 
5. Media 

• Made a large impact in the “binge watching” trend 
• Helps to promote shows/movies 

	  
SWOT Analysis  
 

Strengths 
 
Netflix allows users to control when and how they view content. Netflix is a 
cultural favorite, and a category leader. Netflix has also created a huge amount 
of data through analyzing and meta-tagging all of its content, allowing it to find 



and deliver what users want incredibly efficiently. Netflix also isn’t tied to the 
traditional television advertising model. 
 
Weaknesses 
 
Reliance on competitors (television networks) for content and on subscribers for 
revenue, as Netflix does not advertise on its site. Netflix also does not stream 
current shows or movies on its site and it does not stream live events, such as 
sports. 
 
Opportunities 
 
Netflix has begun creating very successful original content, which would help 
relieve its licensing burden and make it a more legitimate threat to traditional 
television and movie studios. Netflix has already begun changing viewing habits, 
and have significant influence on how subscribers consume their content. 
 
Threats 
 
Netflix has many online competitors, including HBO Go, Hulu, Amazon Instant, 
Showtime, Target Ticket and YouTube. There is also emerging technology that 
could threaten Netflix, such as devices that allow users to receive broadcast 
television signals on their computers. There is also the ongoing Net Neutrality 
situation, which may threaten Netflix streaming speeds. 

 
Research 
 
Netflix by the Numbers (Statista) 
 
Annual Revenue - $4,375 million 
Net Income - $112 million 
Advertising spending in 2013 - $253.7 million 
 
Number of U.S. subscribers – 33.42 million 
Share of peak period traffic in U.S. – 34.89% 
Number of streams – 382.08 million 
 
Netflix’s growth has slowed considerably and its shares have dropped as much as 
27%. The drop in new accounts has been attributed to a price hike of $1. (Yahoo 
Finance) 
 
Netflix shut down its API (application programming interface) Nov. 14, 2014, with only a 
few partners remaining, meaning third parties cannot build apps that tap Netflix for 
data. Netflix has also been criticized for its poor API in general, making it difficult for 
developers to work with. (TechCrunch) 
 



President Obama wants the FCC to protect net neutrality to keep Internet traffic and 
market equal. This is a very complicated situation that will span years, so important for 
Netflix to be active in. (Wired) 
 
Netflix has data analyzing and tagging every movie and TV show in their database, 
leading to the creation of 76,897 (as of Jan. 2, 2014) “altgenres,” or incredibly specific 
and unique genre categorizations. This metadata captures dozens of movie attributes. 
Combined with analyzing user viewing habits, Netflix uses this to retain consumers by 
tailoring homepage suggestions to user history. This also gives them an advantage in 
producing their own content, knowing exactly what users want. (The Atlantic) 
 
Online, people are more loyal to their interests than to a time slot. Netflix’s goal is to 
rewrite the TV routine, changing viewing habits. The Netflix form would have no 
mainstream with small islands of fandom, smaller more intense communities and no 
dominant cultural identity. (New Republic) Netflix has also invested in original kid’s 
content, making the Netflix form of content viewers a habit users will carry into 
adulthood. (The New Yorker) 
 
We also found that Netflix is largely only covered by tech and culture magazines, and 
only when they have new shows, movies or updates, or in relation to new streaming 
services or Net Neutrality. 
 
Objectives 
Our goal with this research is to give us insight into what users are not getting from 
Netflix and what problems could face Netflix in the future. We’ve looked into media 
coverage, published studies and data analysis, as well as conducting surveys and focus 
groups. This research will show us who we need the IMC plan to focus on and what the 
best ways of reaching them are, as well as identifying issues and challenges to tailor the 
plan to. 
 
Methods and Recommendations 
 
Survey 
We tried to determine whether students would be interested in some of the updates we 
are proposing and get an idea of how they use Netflix through a 10 question online 
survey. 
 
Survey Results: 
Of college attending respondents, the majority (60-percent) either used a family 
member’s Netflix plan or paid for their own. Only 5-percent share the cost of a plan with 
others. We have the opportunity to make it easier to share costs, and attracted users 
who are wary of paying for their own plan or mooching off of their family or friend’s 
plans. 
 
Focus Groups 
We had casual conversations with millennials to see how they feel about Netflix’s 
personality and how they communicate with the brand, as well as what they would like 
to see from Netflix in the future. 
 



Studies 
We looked at several studies of Netflix, particularly about their offering and tagging 
system, and would recommend more in depth research on the extent and limitations of 
Netflix’s data. 
 
Media Coverage Analysis 
We looked into how the media, especially tech and pop culture websites, cover Netflix. 
 
Ethnographic Studies 
We would recommend in depth analysis on how subscribers use Netflix, preferable 
through ethnographic observations of a random selection of users. This would give us 
picture of the users’ perspective and let us develop a brand personality and voice that 
really connect to users. 
 
Secondary Sources 
 
Stastista 
Yahoo Finance 
TechCrunch 
Wired 
The Atlantic 
The New Republic 
The New Yorker 
 
Segmentation 
 
Current target audience will focus on the 18-24 age group, who are male and female 
that attend college campuses. Most college students have 2-4 roommates who live 
together to help pay for living expenses. The price of cable television from notable 
providers such as Verizon, Comcast, and Direct TV are more expensive to manage, 
which makes Netflix a cost-effective option to subscribe. College students work part-
time jobs or college work-study jobs to survive the semester. 
 
Our highest priorities are subscribers, in order to keep current subscribers, attract new 
customers, and win back those who did not renew their plans or left Netflix, our 
employees, because this is a highly competitive field and we want our employees to be 
loyal to the Netflix family and attract the best talent to our company, and the 
government, because of the recent issues with Net Neutrality, which if overturned 
would be devastating to our business model. 
 
Publics 
 
1. Subscribers 

• New customers who are looking to join 
• Existing customers that had Netflix for a long 
• Ages 18-59 
• Male and Female 
• Future customers 



• Middle Class 30K+ 
2. Employees 

• Management 
• Customer Service Team 
• Communication Department 
• Human Resources 
• IT Support 

3. Communities 
• College Campuses 
• Social Media  
• Internet Providers  
• Distributors of Netflix (Verizon, Comcast) 
• Small Businesses 

4. Owners 
• Share Holders 
• Stock Holders 
• Potential Investors  

5. Media 
• Television 
• Newspaper 
• Social Media 

6. Government 
• FCC (Federal Communications Commission) helps grant licensing and  

nfluences Congressional legislation 
• Legislative Branch 

Geographic 
Regions United States and Canada 

 
Demographic 

• Ages 18 - 59 
• Life cycle Young, single, married, married with children 
• Education High school graduate, some college, college graduate 

Psychographic 
• Social class Working class, middle class, upper middle, lower uppers 

Behavioral 
• Occasions Special occasion, holiday, seasonal 
• Benefits Quality, service, economy, convenience, speed 
• User status Potential user, first-time user 

 
 
 
 
 



Objectives 
 
Subscribers  

• Have an increase in new customers that are using the newly introduced “Dorm 
Plan” by 2% over the next 12 months. 

• Establish a college student friendly relationship that makes students proud and 
excited to say they use Netflix. 

Employees 
• Recruit 1% more fully functional adult employees to assist in maintaining the 

new dorm plan and beta programs being introduced. 
• Maintain employees that are interested in Netflix and the growing company.  
• Create and maintain a Netflix culture that employees can be proud about and 

feel productive in, in the next fiscal year.  
Communities 

• Create awareness of Netflix and their new services within the communities 
through events and advertising during the time span of the campaign.  

• Increase awareness of Netflix among the communities by 10%. 
• Push communities to come together to enjoy and discuss the online streaming 

movie viewing environment. 
Owners 

• Increase investment from owners by 2% over the next fiscal year.  
• Create pride in investors for their investment in Netflix.  

Media 
• Increase earned media from our events throughout communities by 15% over 

the time span of the campaign.  
• Increase presence on social media by 15% over the next 12 months.  
• Establish a Netflix brand on social media that engages consumers.  

Government  
• Work towards accomplishing Internet Neutrality.  

 
Strategy and Tactics 
 
Messages 

• Netflix is adapting to engage with users more, meet user needs and give 
subscribers what the want. 

• Introduction of Dorm Plan, Movie Night and Social Recommendations 
• College students can afford these plans and do not need their parents for this. 

This is something they can do on their own and with their friends. 
• Netflix is a fun, informative and engaging voice on social media. 

Interaction on social media is a fun and enjoyable experience. The audience is going to 
find the engagement with Netflix exciting and entice them to use Netflix more. Creating 
many opportunities to get the messages across increases the chances for the publics 
to view and become interested in what Netflix has to offer. With repeating messages 
and reinforcing them in numerous media outsets helps Netflix reach their consumers 
and get the Netflix brand and image stuck in their head. 
 



Netflix will use social media, partnerships, and events to reach its audience. 
 
Creative Brief  
 

Client: Netflix 
Project: Your Netflix 
 
Project Overview: 
Introduce new features, reach new markets, create a strong brand persona for 
Netflix, become more active in online communities.  
  
Objectives: 

1. Increase awareness and sales among college students. 
2. Increase plan sales by 2% 
3. Increase engagement by audience on social media 

 
Target Audience: 
18-25, male & female, college students, middle class income, USA – national 
 
How are we reaching this target? 
Social media and promotional events 
 
What do the think? 
They like Netflix, their parents had purchased a plan for them when they were at 
home. They might be able to use it while at college. However, they might have 
siblings and have to share that account with their whole family. 
 
 
What do we want them to think? 
They can afford this plan with their friends. Social interaction with Netflix is cool. 
Netflix adapts to their growing needs and desires. 
 
Reasons to believe in the brand: 
Netflix has TV shows that millenials love and they are creating new ones only 
available on Netflix. It is also the best online streaming option. 
 
Tone of the work: 
A fun, always there for you, supportive personality.  
 
Calls-to-Action: 
Check out our new product and features. 
 

Promotions 
 

Partnerships with Youtubers 
• JeremyJahns 650k followers 
• Chris Stuckmann 186k followers 
• CinemaSins 3.3 million followers 



Advertising  
 

Netflix University Event 
 

Netflix will launch its first event called “Netflix University”. The event will begin at 
Point Park University as its first test market before launching nationwide. Netflix 
will assign an event coordinator from each university to help manage and 
promote it to all the students around campus. The event will be held at Village 
Park off Boulevard of Allies and Wood Street.  
There will be Netflix University hashtag t-shirts handed out to the first 50 
students who attend and purchase a student account.  
 
Point Park will broadcast the event on WPPJ with Netflix’s coordinators about 
its university tour and how they came up with the idea. Also, there will be raffle 
tickets handed out to win prizes that includes discounts subscriptions, gift 
cards, coupons, and a chance to be a part of Netflix’s movie selection process. 
Pittsburgh Popcorn will be in attendance to give out popcorn and candy to the 
students.  Netflix will have different televisions playing some of the most popular 
movies. Netflix will hand out calendars for its college movie nights where it will 
encourage the students to post what movie he or she is watching on social 
media with the Netflix movie night hashtag. 

 
Netflix University 
Free posters, T-Shirts, and a special University themed Netflix login screen are 
all a part of signing up for our new dorm plan. 
 
Summer Box Office Hit 
In collaboration with our YouTube partnership, we will have an announcement of 
our new college dorm plan special called, Netflix University. The YouTubers we 
are working with do reviews of films (mostly comedic) and during the review of 
the 2015 Summer Box Office Hit, we will have the YouTuber announce our 
“Netflix University,” product. 
 
We will establish partnerships with these different YouTube stars and have 
special Netflix promotion codes for watching. The promo code will be offered for 
a period of one month with each channel. The promo code would enable 
watchers to get a free month trial of Netflix. This will enable us to reach new 
audiences by tapping into the fan bases of each YouTuber, and also help to gain 
followers to the YouTuber with our promotion attracting attention for them. 

 
 
 
Social Media Strategy  
 

Netflix will launch an aggressive social media strategy to make users aware of 
their new plan and new features, and promote content created by our YouTube 
partners. This will include more active engagement across social platforms and 
creating content specifically to use on social and engage our followers, such as: 



• Sponsored live tweeting session to promote new movies added to 
Netflix 

• Asking views to tweet  “140 character reviews” 
• Having followers edit screen captures on Snapchat 
• “Finish this line” contests on Twitter and Facebook 
• Engaging with user generated content, i.e. someone creating a list of 

links to every Christmas episode available on Netflix 

 
Celebrity Endorsements “My Netflix” 
 
While celebrities are promoting new ventures, we will feature them on Netflix 
with their 
own suggestion list. For example, if Matt Damon had a new movie coming to 
Netflix, we would ask him to put together a list of his favorite movies and have 
that list come up on users home screens as “Matt Damon’s Netflix.” Users will 
be able to add all movies from his list directly to their own. 

 
Direct 
 

Beta-testing 
 
Prior to the release of our new products, we want to do beta-testing to get 
feedback and make changes accordingly. All Netflix users will get a “Would you 
like to beta-test the new Netflix?” pop-up when they log-in, where they can 
indicate yes or no. We will give them early access to new features and ask for 
comments, concerns, and suggestions. The beta-testers will be selected, use 
the new Netflix for one billing cycle, and send us a feedback form. This 
promotion will both enable some users to get early access to the new Netflix, 
while also giving us first hand customer opinion, so we can improve accordingly 
before its official release. 

 
Public Relations 
 

Media and Blog List 
• Wired 
• TechCrunch 
• Mashable 
• Buzzfeed 
• HelloGiggles 

 
We will connect with these publications and bloggers, as well as our YouTube 
partners, and offer them the opportunity beta-test our new offerings and review 
it on their sites and channels. This will generate more earned media coverage. 
 
 
 



Suggestion System 
 
We will create an online forum on the Netflix.com domain that employees, beta-
testers and Netflix users can all access to discuss issues with the site, 
suggested improvements, suggested features and any other ideas or 
innovations they have to offer. This is a way to make our users and employees 
feel heard and take ownership of the product. 
 
Brown Bag Picnics 
 
These monthly catered lunches will be an informal opportunity for people from 
all departments and seniority levels to casually mix and mingle. This will also be 
an opportunity to publically recognize outstanding employees and reward 
progress. 
 
Intranet 
 
The Netflix intranet will be used to inform all employees of progress, new 
reports, challenges and updates on projects, as well as recognize employees 
and achievements. 
 
Lobbying 
 
Netflix must have an open line of communication with the government because 
of the consequences of losing the Net Neutrality battle. Netflix CEO Reed 
Hastings should have a public voice in the discussion of Net Neutrality, and will 
receiving coaching from public relations experts. We should also consider 
writing an open letter to the FCC addressing Net Neutrality concerns. 

 
Timeline 
 
April June August September November  
Youtube 
Partnerships 

Summer Box 
Office 

Netflix U launch 
and Netflix U 
event 

Celeb Lists Starts Beta Testing 
Begins 

 
 
Evaluation  
 
Monitoring 

• Pre-test new features with focus groups, then beta-testers 
• Ask users to fill out survey on website and engage in forum 
• Track media and social media mentions and sentiment on weekly basis 

Methods 
 

• % of new subscriptions compared to the same month in the previous year 



• % of users switching to Dorm Plan 
• Number of new users signing up for Dorm Plan 
• Sales increase 
• Increased social media mentions 
• Media analysis – earned media coverage compared to the same month in the 

previous year 
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