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Abstract

This study aims to explore, in the case of the Over-The-Top (OTT) sector, Millennials’ perceptions of brand experience in
relation to the well-established brand Netflix. In particular, the work addresses a clusterization of Millennials on the basis
of their experience with the brand. The study first explores the theoretical background, highlighting current perspectives
on Over-The-Top industry and on brand experience as a strategic process for creating holistic customer value, achieving
differentiation and sustainable competitive advantage. Second, it offers a quantitative study (using a survey) and highlights
the principal results related to the brand. Moreover, this work will attempt to use cluster analysis methodology exploiting
brand experience validated scale and other related brand and behavioural constructs to cluster consumers. Both academics
and marketing managers should focus on approaches able to deliver strong and memorable brand experiences. A positive
and durable brand experience is related to other important consequences for consumer action and behaviour, such as the
willingness to place brand trust, consumer loyalty towards the brand, an enduring consumer-brand relationship, repurchase
intentions, and lastly, the long-term life of the brand
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Introduction (Carbone and Haeckel 1994; Pine and Gilmore 1998; Shaw

and Ivens 2002; Gentile et al. 2007; Verhoef et al. 2009;

Brand experience has emerged as an important marketing
concept aimed at creating unique, pleasurable and memo-
rable experiences. It is a relatively established concept in
both theory and practice, which has gained greater attention
in recent decades, particularly in the last three decades. Fur-
thermore, it has lived a sort of renaissance in the last years
(Andreini et al. 2018). Scholars and marketers define it as a
strategic process for creating holistic customer value, achiev-
ing differentiation and sustainable competitive advantage
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Schmitt 2009; Brakus et al. 2009).

Currently, traditional goods or services value proposi-
tions are no longer effective when involving customers or
creating differentiation, and brands need to focus on the
emotional and experiential facets of consumption (Hol-
brook and Hirschman 1982). Thus, with the same level of
importance given to goods and services functional benefits, a
shift towards memorable, satisfying and total experiences is
required (Carbone and Haeckel 1994). On this point, Gron-
roos (2006) states that “customer value is not created by
one element alone, but by the total experience of all ele-
ments.” On this basis, organizations are reformulating their
strategies in order to develop an offering that is capable of
delivering “personalized, co-created experiences” (Prahalad
and Ramaswamy 2004). This shift means managing brands
and businesses from another more holistic perspective (e.g.,
the experiential perspective). It needs the development of
new capabilities and skills in creating and managing thrilling
consumer experiences that provide satisfying experiential
memories in the consumer mind.
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Moreover, the importance of this topic is seen by the fact
that managing each consumer experience is perhaps one of
the most important factors in building brand loyalty (Crosby
and Johnson 2007; Brakus et al. (2009); Iglesias et al. 2011;
Khan and Fatma 2017). Moreover, many scholars also
believe that experiences resulting from various interactions
with brands have a substantial impact on other important
variables of consumer behaviour (Pine and Gilmore 1998;
Schmitt 1999; Brakus et al. 2009).

Customer trust and loyalty towards a brand have tradition-
ally been regarded as a fundamental determinant of long-
term positive customer behaviour. The more satisfied and
loyal a customer is with respect to a brand, the greater is his
or her repurchase intention and, ultimately, the brand wealth.

The concept of brand experience has been explored
several times and in several areas such as FMCG, fashion,
apparel and food sectors during these last years (Brakus
et al. (2009), Khan and Fatma 2017; de Oliveira Santini et al.
2018; Das et al. 2019) using empirical models tested with
SEM technique or analogues. Although this interest, to the
best of our knowledge, this concept has not been investigated
yet in the particular Over-The-Top (OTT) sector who is liv-
ing a period of rapid expansion, as better explained later,
determining the attention of academics, practitioners and
governments. As enlightened better far ahead, OTT sector
refers to video contents provided via a high-speed Internet
connection rather than a cable or satellite provider (some of
the main player are Netflix, Amazon Prime, Hulu, Disney+).

Another mega-trend over the past few years is the impor-
tance given to the consumer segmentation in order to deliver
the most personalized and satisfying experience. According
to many important authors, segmentation is one of the fun-
damental cornerstones of modern marketing (Kotler 1997).
In fact, marketing theory suggests that businesses adopting
an appropriate segmentation approach to their consumers
can improve their organisational performance (Kotler 1997).
The principal logic is that segmentation can enhance mar-
keting effectiveness and increase an organisational ability
to derive competitive advantage from marketing opportuni-
ties (Beane and Ennis 1987; Weinstein 1987). Furthermore,
on this point, it should be said that great importance today
is given to specific clusters of customers because it allows
brands to deliver the best possible experience among their
variegated targets.

This work will focus on Millennials generation for many
reasons. Millennials (or Generation Y) characterize the
cohort born between 1982 and 2000 (Strauss and Howe
2000). From 2017 this generational cohort has exceeded the
Baby Boomers spending power and because of its growing
market power, it currently represents the focus of market-
ers’ targets (Beuchamp and Barnes 2015; Moore 2012). Mil-
lennials are moreover important for the investigated sector
of OTT because represent the first high-tech generation,
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preferring innovative brands, goods or services (Norum
2003; Moore 2012). Finally, being the highest technologi-
cally savvy cohort, they tend to share both delighting and
bad brand experiences also through their social networks
(Gurau 2012). Relating to the above mentioned Millennials’
features it could be interesting to explore this generation
related to an Over-The-Top brand, such as Netflix especially
because, to date, research has not investigated yet the rela-
tion among the construct of brand experience in OTT sector
in the case of Millennials generational cohort.

Thus, drawing on the above, this study aims to explore, in
the case of the OTT sector, Millennials’ perceptions of brand
experience in relation to the well-established brand Netflix.

In particular, the study addresses the following research
questions: Do Millennials share similar perceptions of brand
experience? How can Millennials be clustered on the basis
of their experience and other brand-related constructs (brand
loyalty, brand trust and brand originality)?

To answer these questions, this study first explores the
theoretical background, highlighting current perspectives
on brand experience. Second, it offers a quantitative study
(using a survey) and highlights the principal results related
to the brand.

At the same time, given that most of the previous
researches used empirical models tested statistically with
SEM technique or similar, this work will attempt to use
cluster analysis methodology exploiting brand experience
validated scale and other related brand and behavioural
constructs to cluster consumers. To the best of the authors’
knowledge, following the study by Zarantonello and Schmitt
(2010), this is the first study that attempts to group consum-
ers with cluster analysis on the basis of experiential aspects.
As said, the research uses Netflix as a case study, one of the
most important OTT players today and because to date, there
is been no research on brand experience in this particular
sector.

Theoretical framework
Netflix consumption

Just before analyze the brand selected for this study is
important to frame the reference market. Over-The-Top
(OTT media service) industry refers to streaming media
services offered directly to consumers (e.g. subscribers)
via Internet. Companies act as a provider or distributor of
contents bypassing cable, broadcast, and satellite television
platforms. The term often is a synonymous of subscription-
based video-on-demand (SVoD) services that offer access
to film and television contents (including new and original
movies of series specifically produced by the Over-The-Top
company, as well as existing contents acquired from other
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producers). Over-The-Top services are typically availed
via websites on personal computers, via apps on mobile
devices (such as smartphones and tablets), digital media
players (including video game consoles), as well as televi-
sions with integrated Smart TV networks. Some of the main
worldwide players are Netflix, Hulu, Disney +and Amazon
Prime Video.

Netflix—one of the major global Over-The-Top compa-
nies—was the brand selected for this study for two main
reasons: (1) the brand has high brand awareness (Interbrand
2020) and (2) it is a very well-known brand. Moreover, Netf-
lix is an innovative and growing brand in the media industry
and there is no research on brand experience regarding this
kind of companies.

Prior to the advent of Netflix, consumers went to the cin-
ema, rented VHS tapes and later DVDs, and viewed what-
ever was being broadcasted on television. In the present
time, consumers can stream content instantly to any device,
anywhere, anytime. Thus, from relatively modest beginnings
as a DVD-by-mail service, Netflix has grown into one of the
most influential media streaming services in the world. The
Company was one of the first to see the potential of stream-
ing technology and began to convert to a subscription video-
on-demand model in 2007. Since this transition, annual rev-
enue has grown from 1.36 billion to around 15.8 billion US
dollars in just ten years (total Netflix 2019 revenue is $20.2
billion) (Businessofapps.com 2020). The number of Netflix
subscribers has followed a similar trend, growing from less
than 22 million in 2011 to nearly 195 million at the end of
2020 (Statista 2020).

Therefore, Netflix has changed how consumers access
film and TV. Consumers are no longer limited to the TV
and compelled to sit through commercials. They now have
accessible contents and prefer the flexibility of viewing what
they want, when they want.

One of the most significant factors for consumers decid-
ing how to view content is scheduling. Consumers would
rather avoid paying for content they are unlikely to watch.
Netflix spent a staggering $17,3 billion on content in 2020,
with around 85% of that going to original shows. Original
content is what stands out to viewers (Forbes 2019). They
can access multiple platforms in multiple places and screens
but unusual content can only be found on Netflix. From the
above, it is not difficult to understand how the concept of
experience, and brand experience, has become a crucial ele-
ment in this type of sector.

The concept of brand experience and its related
constructs

Traditionally brands were focused on managing the func-
tional aspects of their offering. As has been widely pointed
out over the past years, they did not manage strategically

the emotional attributes (Shaw and Ivens 2002). Although
functional aspects are essential to achieve customer satisfac-
tion (Mosley 2007), brands cannot focus solely on ensuring
functional efficiency above all else, if their interest lies in
differentiating and delivering a strong and positive brand
experience (Westbrook and Oliver 1991). On this basis,
brands that are capable of conveying a superior brand expe-
rience can elicit positive behavioural outcomes from their
consumers, building important relations such as brand trust,
brand loyalty, and brand equity (Brakus et al. 2009; Bieden-
bach and Marell 2010; Iglesias et al. 2011; Jung and Soo
2012; Zarantonello and Schmitt 2013; Lin 2015; Khan and
Fatma 2017; de Oliveira Santini et al. 2018; Das et al. 2019).

From an academic point of view, revisiting the literature
on brand experience some important features of this hyped
marketing construct begin to emerge.

First of all, brand experience can be conceptualized as a
multidimensional construct involving cognitive, emotional,
behavioural, sensorial, social, and spiritual responses to all
interactions with a firm (Schmitt 1999, 2009; Brakus et al.
(2009); ; Lemon and Verhoef 2016; Bolton et al. 2014; Gen-
tile et al. 2007; Lemke et al. 2011; Verhoef et al. 2009).

Secondly, brand experience can also be viewed as a psy-
chological construct. In fact, every interaction, and so every
experience, is a reflection of internal, subjective and unique
mental processing by a consumer (Brakus et al. (2009);
Andreini et al. 2018; Carbone and Haeckel 1994; Palmer
2010; de Oliveira Santini et al. 2018; Das et al. 2019).

A third important feature of brand experience is that it
can be co-created through an alignment between the cus-
tomer goals and the marketing offering. Thus, the consumer
becomes co-creator of the experience (Andreini et al. 2018;
Black and Veloutsou 2017; Chandler and Lusch 2015; De
Keyser et al. 2015; Prahalad and Ramaswamy 2004) and he
or she can be viewed as an actor in the experiential process
(Jain et al. 2017).

Moreover, it is also important to recognize brand experi-
ence as a consequential process shaped by multiple factors,
which at the same time produces its own consequences of its
own. That is to say, once the experience between consumer
and brand has taken shape, the experience affects consumer
behaviour (Morgan-Thomas and Veloutsou 2013; Khan and
Fatma 2017).

Lastly, brand experience puts the basis for a holistic eval-
uation of the brand (Khan and Rahman 2015; Nysveen et al.
2013). Thus, behavioural intentions are influenced by emo-
tions during the pre, actual, and post-consumption stages
(Oliver 1999; Cronin et al. 2000; Barsky and Nash 2002;
Palmer 2010).

Building on this, it is consequent to note that even if the
brand has provided all the functional, emotional and expe-
riential aspects for achieving positive customer affective
and cognitive behaviour, each individual can nonetheless
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perceive all these inputs in quite different ways, imply-
ing that each customer may develop diverse behavioural
responses, such as brand loyalty, brand trust and repurchase
intention (Brakus et al. 2009; Andreini et al. 2018; Khan
and Fatma 2017).

According to the literature, brand experience is linked to a
number of behavioural constructs. Chaudhuri and Holbrook
(2001) define brand trust as “the willingness of the aver-
age consumer to rely on the ability of the brand to perform
its stated function.” Doney and Cannon (1997) suggest that
the construct of trust comprehends a "calculative process"
based on the capability of a subject to maintain over time its
promises and on an evaluation of the costs versus benefits
in remaining in the relationship. Thus, trust is an expec-
tancy of positive (or at list nonnegative) outcomes that one
can receive based on the expected action of another part
(e.g. a brand) (Bhattacharya et al. 1998). Moreover, authors
highlight that trust regards an inference about the goodwill
of the brand to performance in the best interests of the con-
sumers based on shared objectives and values (Chaudhuri
and Holbrook 2001). Trust is therefore a dimension that is
established over time. Consumers, desiring a positive expe-
rience and at the same time trust the brand who provide the
service or product (Kim et al. 2011). Thus, more recently
brand trust has been defined as ‘‘a feeling of security held by
the consumer in his/her interaction with the brand, such that
it is based on the perceptions that the brand is reliable and
responsible for the interests and welfare of the consumer’’
(Ha and Perks 2005). Building on this definition and in
according with Delgado-Ballester and Munuera-Aleman
(2001) it can be said that if a consumer feels a sense of
confidence during its journey with a brand it will likely to
establish a good brand experience. In other words, consum-
ers can generate a better experience interacting with a brand
when during this process he can feel a sense of trustworthi-
ness toward that brand (Rose et al. 2010; Kim et al. 2011;
Morgan-Thomas and Veloutsou 2013; Chen et al. 2014).

Second and third constructs taken into consideration
for this study are brand loyalty and repurchase intention,
which are moreover and in a certain sense very correlated.
Literature shows a strong relationship between brand expe-
rience and brand loyalty as demonstrated by numerous
researches (Brakus et al. (2009), Iglesias et al. 2011; Khan
and Fatma 2017). Oliver (1999, p. 34) defines brand loy-
alty as a “deeply held commitment to rebuy or repatronize a
pre- ferred product/service consistently in the future, thereby
causing repetitive same brand or same brand-set purchasing,
despite situational influences and marketing efforts having
the potential to cause switching behaviour”. From this first
definition Chaudhuri and Holbook (2001) recognize two
sub-dimensions of brand loyalty: Attitudinal brand loyalty
that includes a grade of commitment in terms of values asso-
ciated with the brand and behavioral, or purchase loyalty that
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consists in repeated purchases of the same brand (Chaud-
huri and Hoolbrook 2001). On this point brand loyalty and
repurchase intentions are correlated since companies have
started to measure loyalty as a high proportion of the same
brand choice, a high intention of positive word-of-mouth
and high rate repurchase intention (Yi and La 2004). This
means that even if the relationship between brand loyalty
and repurchase intentions is more complicated that it appears
it is reasonable assume a strong relationship between these
two constructs.

Drawing on this reasoning, it is plausible study consumers
taking into consideration this four variables simultaneously.
It is therefore clear that it is important to try and understand
how consumers can, on the one hand, be clustered accord-
ing to their experiences; and, on the other hand, according
to their behavioural responses.

The Millennials generational cohort

Millennials, broadly defined as the Generation Y (Howe and
Strauss 2000; Meister and Willyerd 2010; Wilson and Ger-
ber 2008) depict the generational cohort born between 1982
and 1995 (Strauss and Howe 2000). It presently represents
the focus of academics and practitioners’ interests above all
because by 2017 this cohort has surpassed the Baby Boom-
ers spending power and currently this is the cohort with the
most important growing spending power (Beuchamp and
Barnes 2015; Moore 2012).

Millennials group is the chosen cohort in this study for
many reasons. First of all, they are important for the inves-
tigated Over-the-Top industry because they are early adop-
ters of new technologies and extensive users of the internet,
they represent the first high-tech generation and usually they
looking for innovative brands and experiences (Norum 2003;
Moore 2012). Additionally, the emotional value of a brand
has a more marked effect on satisfaction than economic
value (Eastmann and Liu 2012; Burnsed and Bickle 2015).
Finally, they want brands mirroring their personality and
showing consistency between promise and delivery, other-
wise the decline of trust may happen (Gurdu 2012; Pattug-
lia and Mingione 2017). Being the highest technologically
savvy cohort, they tend to share both delightful and bad
brand experiences through their social networks.

Drawing on the above and given also many recent studies
about this two buzzed topics (Millennials and brand expe-
rience) (Lantos 2014; de Kerviler and Rodriguez 2019;
Jiménez Barreto et al. 2019) the relation about Millenni-
als perception of brand experience related to an in ferment
industry could be interesting to explore because of the great
modernity of the subjects and also because to the best of
authors’ knowledge no studies until now have explored these
themes intertwined.
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Methodology

To measure attitudes towards the OTT Company Netflix, a
data collection questionnaire consisting of an exhaustive list
of 23 items (with control questions) was developed using a
convenience sampling procedure. To answer to the initial
research questions this study employed a quantitative proce-
dure, using at the beginning the reliability and factor analysis
to ensure the validity of all the constructs and, after that,
data were analysed through the cluster analysis methodology
(with hierarchical method), performed on SPSS in order to
investigate if some consumers showed similar characteristics
or not.

Data were gathered through an internet survey (uploaded
to the Netflix online communities and blog) that was car-
ried out in Italy (Italian consumers) in March 2019 with the
millennial generation as target. Even if the literature about
millennials is sometimes divergent in terms of age range, as
Millennials we targeted people born between 1982 and 2000
(Howe and Strauss 2000).

The questionnaire consisted of three parts. The first sec-
tion gathered standard demographic information such as
age, region of origin, gender, and education level. The

Table 1 Section of the administered survey

second part concerned behavioural data regarding Netflix
viewing and consumption. To set up the third section of
the survey (see Table 1), the study adapted scale items
of four constructs (brand experience, brand loyalty, brand
trust and repurchase intentions) from existing literature.
A 12-item scale given by Brakus et al. (2009), which has
been applied consistently in the literature, was used to
measure brand experience. Brand loyalty was measured
with a four-item scale recommended by Odin et al. (2001).
Brand trust was based on the survey used by Sung and Kim
(2010) with a four-item scale. Lastly, to measure repur-
chase intentions, we adapted a three-item scale from the
study of Hsu et al. (2014). A seven-point Likert scale was
used in all cases.

Actually there was a previous screening question at the
very beginning of the questionnaire that was: “Are you
a Netflix subscriber?” with option to flag “yes” or “no”
allow the respondent to continue with the questionnaire
only if the answers would “yes.” This choice was made
by the awareness that only a subscriber of Netflix would
have answered in reliable way to experience, loyalty or
repurchase questions.

Investigated constructs

Source

Questions

BEX _SENSORY DIMENSION

BEX _SENSORY DIMENSION

BEX _SENSORY DIMENSION
BEX_INTELLECTUAL DIMENSION
BEX_INTELLECTUAL DIMENSION
BEX_INTELLECTUAL DIMENSION
BEX_BEHAVIORAL DIMENSION
BEX_BEHAVIORAL DIMENSION
BEX_BEHAVIORAL DIMENSION
BEX_AFFECTIVE DIMENSION
BEX_AFFECTIVE DIMENSION
BEX_AFFECTIVE DIMENSION
BRAND_TRUST

BRAND_TRUST

BRAND_TRUST

BRAND_TRUST

REPURCHASE INTENTION
REPURCHASE INTENTION
REPURCHASE INTENTION
BRAND_LOYALTY
BRAND_LOYALTY

BRAND_LOYALTY
BRAND_LOYALTY

Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Brakus et al. (2009)
Sung and Kim (2010)
Sung and Kim (2010)
Sung and Kim (2010)
Sung and Kim (2010)
Hsu et al. (2014)

Hsu et al. (2014)

Hsu et al. (2014)
Odin et al. (2001)
Odin et al. (2001)

Odin et al. (2001)
Odin et al. (2001)

This brand makes a strong impression on my visual sense or other senses

I find this brand interesting in a sensory way

This brand does not appeal to my senses

I engage in a lot of thinking when I encounter this brand

This brand does not make me think

This brand stimulates my curiosity and problem solving

I engage in physical actions and behaviours when I use this brand
This brand results in bodily experiences

This brand is not action oriented

This brand induces feelings and sentiments

I do not have strong emotions for this brand

This brand is an emotional brand

I trust this brand

This brand is safe

This is an honest brand

I rely on this brand

If I could, I would like to continue using this brand

I plan to continue using this brand in the future

It is likely that I will continue renew the subscription in the future

I am loyal to only this brand (Netflix) of this category

During my next subscription, I will subscribe the same brand (Netflix) of

this category
I always subscribe the same brand (Netflix)
Usually, I subscribe the same brand (Netflix) of this category
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Findings

The survey resulted in a total of 520 responses, though
81 respondents were not Netflix subscribers (for the ini-
tial question: “Are you a Netflix subscriber?” they flagged
“no”). Consequently, all 81 non-subscriber questionnaires
were deleted from the sample. This decision was made on
the basis that many of the questions concerned behaviour
based on the consumption and usage of Netflix, and thus
in order to avoid discrepancies and low reliability those

Table 2 Sample demographics

questionnaires were excluded. Therefore, the final survey
resulted in 438 usable responses.

The table below shows some descriptive statistics.

The data was further analysed for its reliability by
measuring Cronbach’s alpha for all the scales used in this
research. Table 2 presents the results of the reliability test.

As suggested in the literature (Fornell and Larcker 1981),
all Cronbach alpha values were found to be above 0.7 in
the study, which confirms the internal consistency of the
constructs.

Before proceeding with the cluster analysis, constructs
were further tested with their discriminant validity. There-
fore, a Factor Analysis with principal component method
was performed on SPSS.

As shown in the scree-plot (Fig. 1), Factor analysis con-
firmed 4 different variables (Gorsuch 1983), as expected
from the questionnaire. Moreover, Composite Reliability
(CR) and Average Variance Extracted (AVE) were esti-
mated to examine the internal consistency and validity of
each construct. Studies recommend that for CR the gener-
ally accepted threshold level for these tests is 0.7 (Fornell
and Larcker 1981). All CR values were found to be above
0.7 in the study (see Table 3), which confirms the internal
consistency of the constructs. Also, according to Fornell
and Larcker (1981), to clear the convergent validity test,
AVE values should exceed 0.5. AVE values exceeded the

Characteristic Sample =438
Gender
Male 134 31%
Female 304 69%
Birth year
1982-1989 (“old” Millennials) 288 66%
1990-1995 (“young” Millennials) 150 34%
Time spent per user per week
<10h 150 34%
10-30 h 223 51%
>30h 65 15%
Fig. 1 Scree-plot from FA
(Principal Component Analysis, 10
Varimax with Kaiser normaliza-
tion). (Eigenvalue (Y-axis) vs
number of components (X-axis)
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Table 3 Descriptive and reliability statistics

Construct N. of items o Mean SD
Brand experience 12 0.722 3.66 1.32
Brand loyalty 4 0.828 3.43 1.62

0.852 4.68 1.19
0.777 4.12 0.99

Brand trust

Repurchase intentions 3

Table 4 Composite reliability and average variance extracted

The nomenclature was further created in order to mirror
and reflect with just a word the consumers’ groups. Thus, the
emerged taxonomy from the 4 clusters is the following:

e Positive brand experience and high brand loyalty: the
Addicted

e Positive brand experience and low brand loyalty: the Jump-
ers

¢ Non-positive brand experience and high brand loyalty: the
Trapped

e Non-positive brand experience and low brand loyalty: the

Construct N. of items CR AVE
Strangers
Brand experience 12 0.82 0.52
Brand loyalty 4 0.86 0.61 As mentioned, every cluster reveals, in addition to different
Brand trust 4 0.82 0.53 levels of brand experience and brand loyalty, a different grade
Repurchase intentions 3 0.83 0.63 of the two other behavioural variables: the willingness to sub-
scribe again (e.g., repurchase intentions) and an inclination to

Fig.2 Dendrogram. Source: Authors’ elaboration from the dataset

benchmark of 0.50, indicating that all values satisfied the
suggested criteria (see Table 4).

In order to investigate similarities or dissimilarities
among consumers this study adopted the cluster analysis
methodology to group all those consumers that showed
similar characteristics. Thus, as a next step, hierarchical
clustering analysis using Ward’s method, which has been
considered an effective tool to examine multidimensional
constructs (Staake et al. 2012) and performed with SPSS
software, was used for clustering consumers. Since the
cluster analysis showed 4 different but homogeneous
clusters (see the dendrogram in the Fig. 2), with different
scores, meanwhile was created a matrix using two (brand
experience and brand loyalty) out of four variables inves-
tigated, to map in a coherent way the consumers grouped
in clusters and as further step all the four constructs were
used to analyze each cluster.

Thus, through consumer feedback obtained in the sur-
vey and collected data, 4 clusters contained within a grid
were created (Fig. 3). As said, the level of brand experi-
ence (from non-positive “-” to positive “+ ") forms the
x-axis; whereas the brand loyalty level (from low “-” to
high “+ ) forms the y-axis.

+
Trapped Addicted
Brand Loyalty
Strangers Jumpers
= Brand Experience +

Fig. 3 General clusterization of Netflix consumers. Source: Authors’
elaboration from the dataset
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+ Trapped Addicted
BRAND BRAND
EXPERIENCE
- EX ’:_F\.ENL.E
REPURCHASE _ _ BRAND REPURCHASE_ BRAND
INTENTIONS LOYALTY INTENTIONS LOYALTY
BRAND TRUST BRAND TRUST
Brand ‘ . ;
Loyalty Strangers Jumpers
BRAND BRAND
EXPERIENCE EXPERIENCE
1
REPLIRCHASE R REPURCHASE BRAND
INTENTIONS BARAND LOWALTY INTENTIONS LOYALTY
= BRAND TRUST BRAND TRUST

+

Brand Experience

Fig.4 Detailed clusterization of Netflix consumers — Focus on variables. Source: Authors’ elaboration from the dataset

confidence in that brand (e.g., brand trust). Figure 4 depicts the
average scores of each variable per each cluster.

Discussion

To date, a majority of studies and research on brand expe-
rience have focused mainly on the relationships between
the concept of brand experience and other related brand
constructs in order to identify possible antecedents and
outcomes.

Findings in the present study reveal a new way to view
(Italian) young consumers in relation to their OTT con-
sumption, in particular in the case of Netflix.

The first group to emerge is that of the “Addicted”.
They undergo a strong and positive experience and thereby
become more loyal towards that brand, as shown in previ-
ous research (Brakus et al. (2009); Iglesias et al. 2011;
Khan and Fatma 2017). Moreover, they feel a large sense
of trust and will likely renew their subscription over suc-
cessive months (high level of repurchase intention).

The second group, termed the “Jumpers”, is a whole
new level. Although the brand experience with Netflix is
positive (even if perhaps lower than the Addicted), they
do not feel at all loyal toward this brand. The sense of trust

¥

is medium-low, and very likely they will not renew with
Netflix and will change their OTT membership as soon as
they can.

The third group includes the “Trapped”, people who have
a Netflix subscription yet do not achieve a strong and posi-
tive brand experience. Similar to the Addicted, they are loyal
consumers but such loyalty is due to functional, personal, or
objective factors rather than a sense of delight or satisfaction
with respect to the brand.

Lastly, the group termed the “Strangers” concerns all
those people who are Netflix consumers yet will likely
change the OTT brand or in any case, will not continue their
annual subscription. All the brand experience, brand loyalty,
brand trust and repurchase intentions levels are very low.

From the preceding observations, it can be said that the
present study enhances the knowledge concerning the brand
experience phenomenon in various ways.

The results support brand experience as an important
variable related to other important consumer behavioural
responses, such as brand loyalty, brand trust and repurchase
intentions (Brakus et al. 2009; Biedenbach and Marell 2009;
Iglesias et al. 2011; Sahin et al. 2012; Jung and Soo 2012;
Zarantonello and Schmitt 2013; Lin 2015; Khan and Fatma
2017) but explore this construct from another point of view
to add knowledge on this field.
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As with previous findings, it could be noted that
although the many efforts to personalize the offering with
the so called “recommended for view” this research carries
out the understanding that now more than ever is essen-
tial to clustering and segmenting own consumers on the
basis of the behavioural characteristic. This can ensure
the transition from good brand experience to a high level
of brand equity (Iglesias et al. 2011; Zarantonello and
Schmitt 2013; Lin 2015).

Moreover, the segmentation that emerges can represent
a starting point for qualitative research that contributes to
theoretical advances in brand experience.

Future research could examine all these relationships in
other contexts, bringing about a deeper and clearer under-
standing of the effects of brand experience on consumers.

Managerial implications

The present study, in addition to the aforementioned theo-
retical contributions, highlights relevant implications for
practitioners and marketing managers.

Firstly, results highlight the fact that marketing manag-
ers should invest in strategies able to provide strong and
memorable brand experiences. This is because a positive
and enduring brand experience can trigger other important
consequences for consumer action and behaviour, such
as the willingness to place brand trust, consumer loyalty
towards the brand, an enduring consumer-brand relation-
ship, repurchase intentions, and lastly, the long-term life
of the brand. This is especially true and necessary in the
OTT sector because the nature of the industry is highly
innovative and variable.

Secondly, OTT managers and marketers should make
efforts regarding some core features and touchpoints to
create a strong and coherent brand offering (and therefore
influence Millennials’ expectations) and to deliver it as
promised.

From a more operational approach, this study suggests
marketers should understand their consumers as much as
possible; in particular, managers need to design strategies
to preserve “addicted” and “trapped” Millennials, enlarg-
ing these groups by dynamically managing a sophisticated
algorithm in Customer Relationship Management (CRM)
system. This could be useful, especially because in the OTT
environment consumers decide which OTT platform to sub-
scribe to, not only for the mere satisfaction of a primary need
(simply viewing films or series) but also to receive gratifying
brand experience (thanks also to a sense of community, flu-
ency and the user friendly portal).

The findings also highlight that if consumers find a
brand satisfying as well as in line with what they want, they

become more inclined to remain with that brand to gain and
share new and positive brand experiences with other con-
sumers on a daily basis.

Another important consequence is, therefore, the need for
marketers to develop marketing strategies that are enticing,
emotional, and personalized for all consumer types.

Moreover, nowadays, with the rapid evolution of the
internet and related technologies, marketing and commu-
nication managers need to better communicate the brand
and improve the targeting of their digital communication
campaigns—an aspect that is of great importance in the case
of Millennials. They would more easily connect with the
one-to-one logic, develop greater satisfaction, and in turn
develop loyalty to the brand. This becomes valid for each
type of segment.

Segmentation also helps businesses allocate financial and
other resources more effectively (McDonald and Cristopher
2003). By focusing these resources on the most attractive
areas, segmentation encourages businesses to play better
with their strengths.

Limitations

This study is not without limitations. Although Netflix is one
of the major companies in the OTT industry, this research
regards a single case. Moreover, the study was carried out
in a single country. Further research should aim to extend
this result through a multi-brand investigation. Furthermore,
findings are context-specific, and therefore future studies
should explore other countries and generational cohorts to
compare them and to create an ad hoc taxonomy for each.
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