
Netflix  House  Is  Built  on
Brand Innovation and Cultural
Cachet

With  C-suite  leaders  from  iconic  brands  keynoting
sessions, leading workshops and attending networking
events, Brandweek is the place to be for marketing
innovation and problem-solving. Register to attend
September 23–26 in Phoenix, Arizona.

Since its inception, Netflix has been a challenger brand. A
born innovator, creating beyond convention.

Equal  parts  cultural  capital,  content  development,  and
category  expansion,  Netflix  sets  itself  apart  as  a  brand
keenly  aware  of  its  value  proposition.  While  its  actual
product may be streaming, its core product is entertainment.
What happens off the screen is just as important as what
happens on the screen; the brand is meeting people where they
are by bringing fans closer to the characters and worlds they
love is always at the top of the queue.

From comedy festivals to retail pop-ups, Netflix has spent
years cultivating the right mix of brand extensions. Next up?
Netflix House. It’s 100,000 square feet of your favorite shows
and movies brought to life through immersive and interactive
experiences, dining, and merchandise, making it the ultimate
fan haven.

Netflix is about to give an entirely new set of competitors in
the themed entertainment space a run for their money. It’s a
brand-building combination of a flywheel strategy, innovation,
and a different lens on competition. Netflix House is more
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than a marketing move—it’s a strategic investment that gives a
clear picture of the blueprint for brand growth: knowing who
you’re building for, what you’re building toward, and the
competition you’re up against.

Putting consumers and culture at the forefront
If content is king, then culture is its kingdom. Accelerating
the flywheel only happens if the kingdom’s infrastructure is
built on a rich offscreen ecosystem. Every touchpoint designed
to attract, engage, and delight the audience needs to answer
these questions: How does this fuel fandom? And how can it
deliver in a way that’s unique to Netflix?

Netflix has focused its growth on experiential as the most
immersive  way  for  fans  to  enjoy  entertainment  as  a
participant, not a viewer. Until now, fans’ experiences have
been successful, but ephemeral. But Netflix House, a permanent
installation  with  rotating  experiences,  is  a  destination
designed to hold literal space for fans year-round, with on-
demand access to dive into the stories they love.
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The House is built on a strong foundation of covetable content
and cultural cachet. Netflix’s unique place in culture gives
it a white space canvas that most brands dream of. It can
seamlessly navigate its place in the zeitgeist because it’s
not just a part of culture—it’s shaping pieces of it. When The
Queen’s Gambit debuted in 2021, orders for chess sets spiked
87%, while sales of chess books went up 603%, per research
firm Circana.

The Netflix effect is real. It may be a bit of magic, but it’s
mostly strategic rigor. Its fan-centricity and culture-first
design means that as audience satisfaction grows, so too does
engagement. Additionally, more opportunities arise to expand
into new realms and satisfy demand.

Innovation as a practice
Netflix House provides a new opportunity to expand and evolve
its  entertainment  footprint  across  an  out-of-category
enterprise. While it’s the first permanent physical experience
for the brand, it’s built on years of experimentation. As
Netflix CMO Marian Lee said, “We’ve launched more than 50
experiences in 25 cities, and Netflix House represents the
next generation of our distinctive offerings. The venues will
bring our beloved stories to life in new, ever-changing, and
unexpected ways.”

Netflix House will build from and be influenced by learnings
from successful predecessors like dining pop-up Netflix Bites,
The Bridgerton Ball, and the Squid Games obstacle course. It’s
the  poster  child  for  innovation;  it’s  growth  by  way  of
testing, inspiration, and iteration.

If you know what you’re building toward, who you’re building
for,  and  what  it’s  in  service  of  achieving,  the  patience
around  progress  becomes  more  palatable.  Netflix  takes  big
swings, but it doesn’t swing for the fences on the first at-
bat. The brand is methodical and knows that you can’t get to a
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big win without taking a few losses along the way.

Competition is different when you’re running your
own race
For the better part of a decade, we’ve watched streamers go
head-to-head. The race to more subscribers runs on a crowded
track  with  premium  original  content,  live  sports,  and
syndicated  favorites  shoulder  to  shoulder.  Netflix’s
competitive  advantage  is  seeing  beyond  the  race  of  just
gaining  subscribers;  it’s  competing  in  races  beyond  its
industry altogether to become a beloved entertainment brand.

But what of the KPIs? The industry competition? Running your
own race doesn’t mean you’re not steadfast in hitting the same
performance metrics as the brand in the next lane. It means
that there is only one form of competition you’re looking to
outpace.

Not quite a theme park but more than a pop-up, this lower-cost
option  to  traditional  theme  parks  will  challenge  new
competition and signal that Netflix’s growth goes far beyond
the content pipeline to build more brand equity and affinity
with fans.

Netflix  leads  because  it  doesn’t  follow.  It’s  focused  on
growth that is brand-right, audience-right, business-forward,
and has yet to be realized by industry competitors because
it’s myopically driven to be a category winner.

The bigger brand picture
The House of Netflix is always in build mode. Netflix House’s
first two locations in King of Prussia, Penn., and Galleria in
Dallas, Texas—set to open in 2025—are just the beginning of
what could become a themed experience empire.

For  brands  seeking  differentiation  in  contracting  and
saturated industries, Netflix’s approach shows how playing to



strengths is the ultimate competitive advantage, innovating is
as much about the process as the output, and growing beyond
your category is an exercise in getting closer to the consumer
and culture.

It means Netflix:

Treats its audience as fans
Creates with culture at the core
Knows who it’s competing against and what it’s competing
for
Tests and learns to iterate toward a bigger vision
Builds beyond its category not as an option, but as an
imperative
Looks at a strong brand as a catalyst for growth

Netflix’s ability to determine right-fit brand expansion comes
from understanding its audience, having a clear vision for its
brand, and identifying untapped market opportunities that give
it room to grow. Next in the queue? We’ll have to tune in to
find out.
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