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Netflix is mostly known for its streaming service, 
but we decided to take a dip into the virtual reality 
category. We have designed the Netflix Labyrinth 
to do just that.

The Netflix Labyrinth is a virtual reality headset 
that immerses the user into whatever show they 
are watching. The main goal of the product is 
to give the user an escape from reality. The user 
would be able to watch their favorite Netflix shows 
100% distraction free. The device would be for use 
anywhere the user desires, but is recommended 
for in home use or anywhere that wouldn’t be a 
danger. When the user has the headset on, they 
will be completely blocked out from the outside 
world and zoned into the show they are watching. 
It will give them an experience as if they were in the 
show themselves. 

We are taking 
Netflix
into a new 
product category. 



• Hand and voice command will be integrated 
to increase consumer interaction with the brand 
and make their experience hassle free.
• Surround sound system within the headset to 
give the consumer the fully immersive experience.
• Eye-tracking capabilities will be added to give the 
user even more of an ease while using the product.
• Bluetooth integration to connect with Netflix.
• Built in microphone
• Color scheme: Red, black, white. 
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VR INDUSTRY TRENDS:
• The Virtual reality industry is one of the fastest 
growing markets out there right now. The technol-
ogy immerses a user into a computer generated 
simulation of an environment and displays highly 
3D visual imagery. 
• Virtual reality is mostly associated with the gam-
ing industry, but new technology has given it a 
great amount of potential with video, e-commerce 
and more. It is known as the “next big thing” in 
technology. 
• CCS Insight believes that total sales of virtual 
and augmented reality devices will soar from 2.5 
million in 2015 to 24 million by 2018.

why VR category?



The Netflix Labyrinth is a form of entertainment 
and streams shows from Netflix. Therefore the 
competition for the Labyrinth can be a variety of 
different products and services:

• DIRECT COMPETITION:
Some direct competition for the Netflix Laby-
rinth would be movie theaters, movie projectors, 
and high-end television sets. These are direct 
competition because they are in the business of 
giving the user an escape from reality experience 
by streaming movies and shows. 

• INDIRECT COMPETITION:
Some indirect competition would be other VR 
headsets like the Oculus Rift, HTC Vive, Sony 
Playstation VR and the Samsung Gear. These 
are indirect competition because they are in the 
same industry but they are working towards 
different outcomes.

competition



We have strategically priced the Netflix 
Labyrinth at $349. Compared to its indi-
rect competitors it is an appropriate price 
because the Netflix Labyrinth doesn’t do 
all the things other VR devices do. Prod-
ucts like the Oculus Rift, Samsung Gear 
and Sony Playstation VR are priced at the 
minimum $600.

The Netflix Labyrinth will be sold in tech 
stores like Best Buy, Fry’s Electronics. Tech 
stores such as these are where consumers 
go for all the latest technology. We will also 
have an online option for users who prefer 
that option. Most of our target audience 
are millennials who are digital natives so 
making it available online would get the 
most attention.

The packaging for this device would be in 
a sleek box that’s red and black. The box 
will feature only the Netflix Labyrinth logo 
to stray from any distractions. Inside it will 
have the product itself along with a manual 
on how to use the product and warnings. 

pricing

$599.00

$799.00

$3000.00



Target 
Market



Our  target  audience 
are  people  who  

desire an  escape  
from  reality.

• When people watch movies and/or shows they 
want to get away from their busy lives for a little. 
They want to get lost into what they are watching.
• Our market can be a variety of people but we 
believe that the consumers who want the escape 
more are Millennials 18-35.



• Millennials
• Tech Savvy (Digital Natives)
• Early Adopters
• 24% of the U.S. Population (77 Million)
• Highly desire immersive technology
• Embrace change more than other 
segments
• Increasing purchasing power 
•Social Influencers



meet: max
high school senior, 18 years old

• Loves downloading the newest 
apps for his iPhone
• Unofficial social media celebrity 
• 25k followers on Instagram 
• 2700 friends on Facebook (most 
from his HS)
• Captain of the Soccer team
• Plans on going to UCLA after
 high school
• Watches at least 1 hour of 
Netflix per day



meet: jullian
young professional, 24 years old

• College Educated
 and Motivated
• Works Full-time as 
an HR manager
• Loves traveling with 
friends and family
• Works out three times 
a week
• Active Instagram and 
Facebook user
• Obsessed with re-runs 
of “Friends”
• Watches 3-hours of 
Netflix per day



meet: sarah
new mom, 33 years old

• Seeks immersive escape from 
Motherhood
• Loyal Netflix subscriber (joined 
in 2009)
• Former IT software sales rep for
Salesforce.com
• Loves grabbing Happy Hour 
with friends monthly
• Watches 5-hours of Netflix
 per day



Our “Escape from reality” campaign is meant to 
give our audience a sense of irony and fun. It tells 
a story of appropriate and inappropriate places to 
use the Netflix Labyrinth in a humourous way. It ex-
presses a different side of the brand that will help 
connect with the audience and a different level.

OBJECTIVE: To take Netflix into a new product category and 
introduce the product to the public.

TARGET: Consumers who want an escape from reality. The 
majority of these people will be millennials ages 18-34.

KEY MESSAGE: The Netflix Labyrinth helps the user escape 
from reality, but it can’t help in all situations.

SUPPORT POINTS: The product gives you an immersive and 
distraction-free experience.

PERSONALITY: Ironic, Fun and Creative.



The main goal of the Netflix Labyrinth is to help 
users escape from reality. The product gives 
them a little break from their busy lives so that 
they can relax and enjoy their favorite shows.

Reality

Escape  
From   

Essential    Message:



Some things 
you can´t 

escape from, 
for everything 
else there´s 

Netflix Labyrinth

big  idea

Our big idea was essentially derived from our 
main message. We wanted show our consumers 
that you can’t escape from everything in life, but 
when you can, you can turn to the Labyrinth.



SCENE #1
Mother Having Baby – 
NOT HERE!

SCENE #2
Guy Relaxing on Couch – 
HERE!

SCENE #3
Couple Getting Married – 
NOT HERE! 

SCENE #4
Woman on Job Interview- 
NOT HERE!

SCENE #5
Widow at Funeral- 
NOT HERE!

SCENE #6
Mom with Her Family- 
HERE!

The TV spot was created to generate 
awareness with the audience. It acts as an 
introduction to our product and should be 
like a little teaser for them.

television



The print ads are a fun innovative way for us to 
get the audience’s attention. The ad is an inter-
active ad that lets the user spin a wheel of “here” 
and “not here” places that you can use the 
product. It will be featured in magazines such as 
Vogue, GQ and Wired magazine.

print ad



augmented    reality

We used augmented reality as a fun way to get 
interaction with our consumers. It is meant to 
intrigue them and generate interest and desire 
and later lead to purchase decisions.



radio

Our radio ad acts as a transition ad. It is still 
used to generate awareness as the other ads 
but it also adds a little more information about 
the product and promotes our social media.



print ad

This ad works to give our audience a little more 
knowledge about a product. Here is where we 
want to tell what our product can do.



We created a Facebook page for our product 
to let out audience connect with other users 
and to display other ads that we have. It is also 
meant to generate interest and desire that will 
later lead them to making purchasing decisions.

facebook   page



instagram

Our instagram is used to do the same thing as 
our Facebook page, which is to generate inter-
est and desire.



youtube:  ugc

Our YouTube page is used to create UGC. This 
gives us a way to connect with our audience 
and see their experiences of using the product.



Communication 
Strategy 

and 
Timeline



COMMUNICATION 
STRATEGY 

Consumer’s Electronic Show (Las Vegas)

VR Conventions (Los Angeles, New York)



• Instagram - pictures of ce-
lebrities using product, like the 
Kardashians
• Facebook- Virtual Reality 
Pages, Netflix Account
• YouTube- PewDiePie
•Reddit - AMAs, Gaming 
SubReddits 

social media



Through an automated content marketing 
platform such as Hootsuite, Nimble, 
or MioDatos. 

email marketing



timeline



So today, we have taken you on a 
journey through the creative strategy 
behind the initial launch campaign 
of the Netflix Labyrinth! We Showed 
you the individual creative compo-
nents that all come together to form 
a consistent integrated marketing 
communications approach. We 
showcased the timeline we feel will 
be the most successful for this in-
novative product. We hope that you 
like our recommendations we pre-
sented and hope to see these ads 
“Go Live” in the near future!

SUMMARY

Thank you for your business! It’s 
been our pleasure! 


