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Introduction 
Netflix is an American global provider of streaming films and television series. It started as a DVD-by-mail service in 1998, and began streaming in 2007. Netflix expanded with streaming to Canada in 2010 and now serves over 190 countries. First Established in 1997 by Marc Randolph and Reed Hastings, the idea came from an overdue movie that had an additional charge of $40 to the bill. Netflix has over 75 million current subscribers in the year of 2016. Providing popular shows such as “House of Cards” and “Orange is the New Black”, Netflix provides hours of original programming all over the world. They currently have 3 plans available for users, $7.99 for basic users, $9.99 for their standard plan, and as well as $11.99 for their premium option.
	My current charge for a Netflix subscription is based on the monthly fee of $7.99/month. In the current option that I have purchased, I receive unlimited streaming of movies and shows, but without the HD streaming option given to the higher priced options. Netflix which provides their services through the internet provides a fast, simple, and efficient process to subscribe to their service. The process starts by going to their website or going to their application on your mobile or tablet device. In my case, I signed up through their website, entered my information, and my payment method where I choose where my desired way of payment for each month would be from. 
	My choice in Netflix for this assignment was because I have been a long-time user of their service, and my interest always sparked from the assignment from a past marketing course, MKT300, where we have to look into the marketing aspects of Netflix thoroughly. My motivation for this consumer behavior report on Netflix is based on how one streaming service changed the way people went to the store to rent their movies and shows, to being able to watch them at the comfort of your home as long as you have a connection to the internet. 
Secondary Research
Netflix Growth	
Consumer behavior plays a big role in the infrastructure at Netflix. According to Joris Evers, Director of Global Communications at Netflix, “There are 33 million different version of Netflix.” The shows and movies that I may watch may differ from what you might want to see, and therefore consumer behavior is crucial in understanding what the customers prefer. Netflix has been able to understand the basics of consumer behavior and satisfy the wants and needs of current and potential users. Netflix has shown incredible growth rate of subscribers allowing them the privilege to acquire exclusive rights to popular shows therefore increasing their value in terms on the market. Netflix have had their sales increased to 12.3 million subscribers in the recent quarter of 2016. They control over 48% of the current consumers who stream content over the internet. Users lean towards Netflix due to their constant innovation in their system and ability to provide quality service and products for the same price or less. Other companies hang onto a fixed business model, which becomes less-viable in this fast-pace industry. Market strayed away from DVD rental service which was deemed time-costly, inefficient, and ineffective. Consumers viewed online streaming as a cheaper, faster, and stress-free process. From adage.com, published by Beth Snyder Bulik, consumers go to Netflix as their first choice when it comes to streaming media content. 
Market Perception/ Market Shifts	
Another large impact by Netflix is the decline of broadcasting channels such as the television market. Market demand of the television industry has been declining of a few percent in the past decade. This has created a trend in the market, and will continue to increase as time goes on and possibly quicker as many more people are turning away from the traditional television to online streaming. There are the exceptions such as large sporting events such as The Super Bowl, or the Olympics that draw high amount of viewers. Consumers who are thinking about switching to Netflix go through the Purchase Decision Process in order to decide on whether they want to subscribe. The problem they recognize is that the price Cable TV are currently charging are high, and consumers are not able to use all the perks they are paying for. Potential users go online to research the pros and cons of Netflix to justify whether Netflix is right for them. Next stage would be to look their alternatives such as other streaming services or continuing their Cable TV. Cost, type of shows, reviews of current users play a large role in convincing potential users. Now they must make a decision of choosing one of their options. After using the service they would look back and review their purchase.  According to Tero Kuittinen from bgr.com, Cable TV has been on a steady decline since the start of 2011. With shows targeting different segments such as the action series “Daredevil” aimed towards the age group of teens and up. Shows such as “House of Cards” are for adults who enjoy watching high-octane dramas that go more into storytelling, and plot development. As the decline of cable and other broadcast options continue, Netflix has already become a necessity in everyday homes. 
Market Segment
As I had stated earlier, Netflix does not simply segment their market into different groups of age, gender, nor genres. They segment each customer individual to their preference and suggest titles that they would be interested in viewing. From the academically sourced book “Consumer Behavior in Action: Real-Life Applications for Marketing Managers,” Netflix use the segmentation process to determine what customers want and why they purchase what they choose. It also states that due to the convenience of Netflix, it is the main drive for the popularity of the service around the world. Users are able to access Netflix from their computer, Smartphone, tablet, or Television. Sharing what you are watching with friends and family is also very convenient for users. Netflix users are able to connect their Facebook accounts to their Netflix account and share their favorites to people around the world. Netflix has become a part of people’s lifestyle, where the shows they watch affect their attitudes and views on real life. Netflix has changed from being a hedonic consumption product to being a utilitarian consumption product for many.  
Market Culture
Netflix has a marketing plan that has established themselves as a strong streaming service that provides quality content at an affordable price, with it being one of the world’s largest subscription pool as its best example.  The equation for media has changed dramatically in the past years, as companies with old marketing plans have been left out of business or have been forced to change their system entirely. An example would be Blockbuster, one of the largest American-based providers of home movie and video games rental service dating from 1985 to 2013. As a result of competition from Netflix and Redbox, they were forced into bankruptcy due to their services were outdated, and they were not able to change business plans accordingly. Blockbuster customers lost their motivation to renew or return their rentals, and created a new customer culture in online streaming. As technology becomes faster, more available and convenient, the choice of users also increases, as large existing channels such as HBO, ESPN have created their own online-based streaming service. Netflix are able to influence customer behavior by engaging with their users with providing instant chat with representatives to answer all your questions, and inquiries. Netflix also understand that retaining customers is as important as gaining new customers, and they build a strong base with them. 
Market Trend	
In an article by mashable.com, the Federal Communications Commission’s suggest that an open internet order on internet service providers such as AT&T allow media to be streamed without any extra charges to the user. Users of Netflix would be able to stream any media on their mobile device anywhere and anytime as long as they have a connection to their service provider. This service being named “Zero Rating Plans” it demonstrates how Netflix and more importantly media streaming have influenced the behavior of people’s lifestyle. Netflix builds upon Maslow’s hierarchy of needs as users who stream on the service are fulfilling their needs of happiness, and self actualization of wanting the Netflix service in general. In most cases, fulfilling stages of physiological, safety, love and esteem are required, but Netflix, more importantly the shows have become such a part of people’s lifestyle, it has affected their perception on their values, their physical setting, and also their social setting as well.     
Primary Research
	For my research of the primary research, my method of gathering information was to collect primary research data from short survey questionnaires, and interviews. I decided to have my research be based on quality rather than quantity due to information that is more precise and specific tends to be more valuable.  In using survey questions, I am able to establish what users of Netflix and those who do not use the service thoughts are. 2 sets of questionnaire were created, 1 was for those who have used or have Netflix, and the other are for those who have never used or purchased Netflix. I conducted three interviews based on current user of Netflix, and one who had not used Netflix. 
	The survey for current/past users contained 5 short questions based on their usage period, shows that they watched, their opinion on the service itself, what improvements could be made, and lastly would they recommend Netflix to a friend or family member. The survey was conducted on Facebook and was completed by friends and family member of mine. For the survey for those who had not used Netflix, questions such as have they thought of subscribing to Netflix, or what were their thoughts of Netflix services in general. I had chosen to conduct a survey because surveys are very easy to set-up, low-cost, fast response time, are very effective and efficient at gathering information. A total of 100 people answer the quick survey giving their feedback. Information was gathered from a Facebook survey. 
The interviews that were conducted were questioned in an open-ended style, where three interviews of current users of Netflix, and the last of a non-user. The first user is a user of the basic plan where they use Netflix on a daily basis for shows, and movies. The second user uses the standard plan which costs $9.99 a month. The difference between the basic plan and standard are that standard users are able to stream HD, and you are able to stream on two different devices at the same time. The respondents are as follows: cousin of researcher, friend of researcher, Ryerson student. 
Cousin of researcher is a user of Netflix for 6 months and subscribes to the standard plan. She is currently 28 years old, and is an accountant. She enjoys watching shows such as “Orange is the Black”, and “House of Cards”. Friend of researcher has been a user of Netflix for over 1 year. He is currently 21 years old and is a student as the University of Toronto, studying Biology. He is a frequent viewer of shows such as “Daredevil”, and movies. Lastly, the final user that I interviewed is a 56 year old male who enjoy watching thrillers and action series. He subscribed to Netflix to watch “Mad Men”, and “Daredevil”. He has been subscribed to Netflix for over 2 years. I decided to interview these members as they represent a wide variety of usage period, and length of time of being subscribed to Netflix. The non-user is a 60 year old female that has never used Netflix before. She used to watch shows on Cable TV, but has now switched to watching YouTube, and other streaming websites.          
Analysis
My subscription length with Netflix has only been starting this month, as I had recently discontinued my cable TV after many years. The reason for my discontinuity of cable TV was due to the reason of high charge prices from my cable network. My decision was motivated by Utilitarian motivations as I needed a service that was cheaper than my previous service, but retaining my regular TV lifestyle. The culture behind Netflix played a large role in my decision in subscribing. Netflix represented a service that was able to give users full value for their money. For $7.99 a month you were able to watch as many movies and shows that you would want to watch, and there were no restrictions to users. Netflix also give users individualism, as they are able to customize their shows, and Netflix would base of their favorites to recommend you other possible options.  During my usage of Netflix, I had an error on my device, leading me to their customer support department. They were very polite and gave off a great customer-service relationship. This proved that Netflix shows great importance in their customer satisfaction. It is very important for subscription based services as business is maintained through loyal customers who subscribe monthly. If the service is good, and is worth the price, then it is more likely word of mouth will go to other people and referrals would give Netflix more potential users. Dissatisfied customers are 40% more likely to migrate to other services, and customers who are unsatisfied are likely to tell on average 11 people about their issues. Netflix does a great job of marketing their business in terms of media distribution. They even have their own buzz word “Netflix and chill.” From huge posters of their popular show “Daredevil” at the Eaton Center, to advertisement on bus stops. Netflix shows a medium level social presence by presenting itself on social networking sites and content communities. Netflix also reflects a high level of social realness.  Getting people to know Netflix is only their first step. In a recent interview with Netflix Chief Content Officer Ted Sarandos, he explained that Netflix does not spend enormous amounts of money on advertisement, as it is part of their business plan. They use the shows themselves to attract viewers. They offer free trials that allow potential users to start using their applications and “get a feel” of Netflix itself. That is how I, myself started Netflix, by trying a free trial and deemed Netflix to be a great choice for my substitution for cable TV. According to Huffington post, subscribers spend more than 1 billion hours viewing content on Netflix in the recent year. The average user spends from 2-8 hours per week on Netflix. Popular shows in this current generation create and affect trends that happen in the real world. They become the main discussion topics with friends and family. Shows become the ice breakers that people use to start discussions with new people. The power of Netflix, shows, and movies are part of our everyday life. 
	From all the users of Netflix, it was unanimous that we selected Netflix due to its cheap cost, convenience, wide range of selection of shows and movies. Netflix gave users an easy way to watch content with optimal experience. The application that Netflix uses is simple, easy to navigate and utilize. Users believed that the rate they pay from either basic or standard were worth the payment, and 1 user believed they are would pay more for their service if needed. In their experience with Netflix, they felt that some improvements could have been made. Such improvements are that they wanted more foreign titles such as Korean or Cantonese shows and movies. Another suggestion was that they wanted more parental control so that the younger audience could watch shows that are suitable for them. Compared to myself, I felt that Netflix has created a very suitable service for my level of usage. 
	The information from the above help Netflix understands that their service is at a stage where millions of users are frequently visiting their business. They must listen to what the consumers have to say about their company, as they are their main source of value. Their consumer following is the driving force behind Netflix’s main competitiveness. Consumers behave in a manner that they believe what they want is correct, and if they do not receive their wants and needs, then they will bring their business somewhere else. This belief is hard for business to complete as business must follow their own business plan, but also plays a large role in their ability to compromise. Pricing for Netflix has always been their strength, and I believe that pricing will continue to be their main effectiveness in the current streaming market. Netflix being an online streaming service negates the need for a place to be given to users. A suggestion could be holding advertising events such as booths or street shops to demonstrate Netflix’s service to the public. Consumers may know what Netflix is, but may not know much about their details. And that leads on to their promotion, where their free trials are one of the most effective marketing tactics implemented. Another tactic they could implement could be used by a music streaming service called Spotify. Consumer could pay a low cost of $1 to receive three months of service. I, myself have been subscribed to Spotify after trying their services for three months. In the new media world, technology is changing rapidly and Netflix must be ahead on their competitors in order to stay relevant. Qualitative techniques that are useful for consumer behavior research for topics similar to Netflix would be focus group discussions.  Companies could ask people about their perceptions, opinions, and attitudes towards a certain topic. Interviews with individuals would a very effective way to gather qualitative information.            



Conclusion
	Consumer behavior is the study of individuals, groups, or organizations and the processes they use to select, secure, use, and dispose of products, services, experiences, or ideas to satisfy needs and the impacts that these processes have on the consumer and society. Consumers that watch shows on Netflix have created their own micro culture that are based around the shows they enjoy watching. No matter the demographic, consumers will always choose the option that is more suitable for them. Factors that affect their choice could be the price, availability, usefulness, etc, and their choices affect choices of other consumers. Even if certain consumers do not usually use a product, conformity, and as well as peer pressure could be present and change their attitude towards it. Media is everywhere and, consumers have become accustomed to it. Businesses such as Netflix have to go beyond to capture future potential consumers, and those who are considering a change. Lastly, consumer behavior is an important part of a business plan, without proper understanding of the current market can be fatal to any company.     
	
       	 












Appendix: 
28 year old female, Cousin, Accountant, Toronto
	Question
	Response

	Why did you get Netflix?
	·         It was Cheap and easy to use
·         A lot of shows to choose from
·         Exclusive Content

	How Long did you use Netflix?
	·         6 months

	What do you watch on Netflix?
	·         Orange is the New Black
·         House of Cards
·         Hollywood movies

	What can Netflix do to improve even more?
	·         Faster and even more shows in the library
·         Be watchable on Mobile data without expensive data prices (although that relies on ISPs)

	Would you recommend Netflix to others?
	·         Yes


21 year old male, Friend, University of Toronto Student, Toronto
	Question
	Response

	Why did you get Netflix?
	·         Share account with family·         Share account with family
·         Enjoy the content

	How Long did you use Netflix?
	·         1 year

	What do you watch on Netflix?
	·         Daredevil
·         Breaking Bad
·         Hollywood movies

	What can Netflix do to improve even more?
	·         Less advertisements
·         More available content from other networks

	Would you recommend Netflix to others?
	·         Yes




56 year old male, High School Teacher, Toronto
	Question
	Response

	Why did you get Netflix?
	·         Tried free trial, and decided to continue to use
·         A lot of shows to choose from
·         Great selection of action, and thriller series

	How Long did you use Netflix?
	·         2 years

	What do you watch on Netflix?
	·         Daredevil
·         Mad Men
·         Hollywood movies

	What can Netflix do to improve even more?
	·         Wider selection of older shows and films
·         Must have internet connection to be able to watch

	Would you recommend Netflix to others?
	·         Yes



60 year old female, mother, Toronto
	Question
	Response

	Why do you not have Netflix?
	·         Do not enjoy their shows
·         Not worth $7.99 a month
·         Can watch content free online

	How long have you used Cable TV?
	·         Over 15 years

	What did you watch on Cable TV?
	·         Chinese Dramas
·         Breaking Bad

	What can Netflix do to improve?
	·         More selection of Content 
·         Chinese Dramas and Selection
·         Lower Price

	Would you try Netflix in the near future?
	·         No





Survey Questionnaire (100 completed surveys)
	Question
	Possible Answers (Percentage Chosen)

	How often do you Watch Netflix?
	1.   	Never (18%)
2.   	1-2 Times a Week (50%)
3.   	3-4 Times a Week (25%)
4.       5-7 (everyday) a week (7%)

	How Did you Hear about Netflix?
	1.   	Internet Ads (32%)
2.   	Friends, Family (30%)
3.   	Handouts (0%)
4.              Public Advertisement: (38%)

	How well does Netflix satisfy your Streaming Needs?
	1.   	Not satisfied; I want a refund (10%)
2.   	Somewhat Satisfying (26%)
3.   	Satisfying (40%)
4.   	Pretty satisfying (12%)
5.               Its good, I use it all the time!! (12%)

	What do you Watch Netflix on?
	1.   	Gaming Console (15%)
2.   	Television (50%)
3.   	Computer (30%)
4.   	Mobile phone (5%)

	Who do you Watch Netflix with?
	1.   	Family, Friends (30%)
2.   	Alone (20%)
3.   	Partner/Relationship (40%)
4.               Other (10%)
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