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[bookmark: _Toc216189038]Introduction 
The current report has shed light on analysing the marketing strategies of Netflix in the UK and South Korea. Netflix is considered one of the leading entertainment services companies operating in 190 countries (Netflix, 2025a). The good quality products and services of the company have increased the revenue of Netflix. In 2024, the revenue of Netflix stood at approximately 11.1 billion U.S. dollars, as illustrated in Figure 1 (Statista, 2025). Every organisation requires a specific marketing strategy to meet the demands of consumers and the market in the form of products and services (Kaur et al., 2022). The report will first carry out a thorough comparison of the socio-cultural context of the UK and South Korea. The South Korean content accounts for approximately 8-9% of all viewing on Netflix, outpacing programming from the UK (Kahn, 2025). In terms of analysing the effective marketing strategies of Netflix, it has been selected for the report. The segmentation, targeting and positioning (STP) strategies of the brand in the two countries will be analysed in this report. The performance of the marketing strategies of the brand in the selected two countries will also be evaluated through this report. Finally, the report will analyse the marketing ethics practice of the selected brand. 
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Figure 1: Revenue of Netflix
(Source: Statista, 2025)
[bookmark: _Toc216189039]Brand overview
Netflix, being a global entertainment services company, attracts audiences through different series and films. The brand is headquartered in the U.S and offers entertainment to half a billion people in more than 50 languages (Netflix, 2025b). Netflix is a traditional company which has reshaped the way in which people access and interact with the media (Song, 2024). In 1997, the brand was founded by Hastings and Randolph to provide movie rentals over the internet (Butler and Button, 2024). In the next year, the company opened Netflix.com, which uses the internet to offer consumers rentable DVDs. The products of Netflix are the subscription-based video services that offer movies, TV shows and documentaries. 
Netflix dominates the entertainment industry in terms of producing, distributing and consuming the content. The effective streaming services of Netflix enable users to watch movies on their phones and computers, laying the key foundation for the on-demand model of the brand. The key competitors of Netflix are Amazon Prime Video, Disney+ and Hulu. Netflix applies massive amounts of behavioural data in its key selection of titles for commissioning and licensing. Netflix uses social media platforms such as Facebook, Twitter, Instagram and YouTube to connect with users and build good relationships with them (Rios and Castellano, 2023). Thus, Netflix reaches its customers through its active presence on social media platforms. 
The UK and South Korea are the host countries where Netflix has expanded its business. The market entry of Netflix in the UK has become successful as the company has faced an increase of 15% share price (Sweney, 2012). On the other hand, the entry of Netflix into the South Korean market has developed its position as a popular subscription-based online video platform (Telecomlead, 2025). This has led to an increase in the total subscriber base of Netflix. 
[bookmark: _Toc216189040]Comparison of the socio-cultural context of the UK and South Korea 
PESTLE analysis 
· Political: Political instability prevails on a large scale in the UK (NDTV, 2024). The rise of political instability is associated with the failure of British politicians (Diamond and Newman, 2024). This creates an unfavourable environment for Netflix that negatively affects its business by deterring investment. The current political instability environment in South Korea has resulted in a resurgence of open authoritarianism (Schottli, 2025). This is an unfavourable factor as it may result in reduced profitability for Netflix. 
[image: ]
Figure 2: PESTLE Analysis
(Source: Khan et al., 2023)
· Economic: The inflation of the UK reached approximately 3.8% in 2025 (Sky, 2025). This may force Netflix to increase the prices, which may reduce the demand of consumers. In 2023, the GDP of South Korea stood at 1712.79 billion US dollars (Trading Economics, 2025). The enhanced GDP is a favourable factor as it may positively influence the purchasing power of consumers with respect to subscription to Netflix.
· Social: In 2025, more people in the UK prefer ad-supported streaming services, as the rate has increased from 10% to 31% (WARC, 2025). This may positively enhance the revenue of Netflix in the UK. The popularity of South Korean content reached its high level with Squid Game (Kim et al., 2023). This is one of the most successful series of Netflix launched in South Korea. Thus, the demand for South Korean content is a favourable factor for the business growth of Netflix.
· Culture: Hofstede’s cultural dimension model can be applied to analyse the socio-cultural context of the UK and South Korea. The key advantage of this theory is that it offers a clear framework for comparing the cultures (Nickerson, 2025). However, the key disadvantage is that the theory increases the risks of stereotyping the entire nation. In terms of the power distance dimension, the score of the UK is 35, whereas that of South Korea is 60 as indicated in Figure 3 (The Culture Factor, 2025). This denotes that in the UK, hierarchies prevail, and the employees expect to be consulted. On the other hand, the high score of South Korea denotes that they have a strong respect for hierarchy. Thus, Korea is more hierarchical than the UK. 
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Figure 3: Country differences between the UK and South Korea
(Source: The Culture Factor, 2025)
The score of the UK is 76, and that of South Korea is 58 in terms of the individualism dimension (The Culture Factor, 2025). The key pillar of the South Korean culture is collectivism (Kawada, 2023). On the other hand, the UK is an individualistic country where autonomy is highly prioritised (Stone, 2017). In the UK, the main language is English, whereas in South Korea, Korean is the main language. This indicates the language differences between the two countries. In terms of uncertainty avoidance, the score of the UK is 35, and that of South Korea is 85 (The Culture Factor, 2025). The UK is open towards innovation and change, and the rules are not rigid systems. On the other hand, the high score of South Korea in this dimension denotes that the country has a strong preference for both predictability and structured procedures. The high degree of anxiety towards uncertainty results in risk avoidance. Thus, the key difference is that Koreans prefer clear rules and specific structure, whereas the people in the UK are immensely flexible and pragmatic. In terms of the indulgence dimension, the UK have a score of 69, whereas South Korea have a score of 29 (The Culture Factor, 2025). This denotes that leisure and enjoyment are the two valued attributes of life in the UK. On the other hand, South Korea has a restrained society and the behaviour is guided by social norms and self-discipline. Thus, the UK is expressive, whereas South Korea is reserved and well-disciplined. The cultural differences between the two countries can stand out as an unfavourable factor for Netflix, as it may lead to cultural backlash and a negative impact on its reputation in both countries. 
· Technological: The UK ranks high among the leading artificial intelligence (AI) developing nations (Thormundsson, 2025). This advancement of the technology may offer more personalised options to the users in terms of Netflix. South Korea has been focusing on becoming one of the top three artificial intelligence (AI) powerhouses (Werner, 2025). This is a favourable factor as it can drive more innovation at Netflix.
· Legal: The Employment Rights Act 1996 in the UK prevents unfair dismissal and protects the rights of employees (Morris, 2025). Netflix is required to abide by this law to efficiently operate in the UK. The antitrust body of South Korea has tightened the leash on subscription businesses of Netflix (Lee, 2024). This is an unfavourable factor as the lack of adherence to this law may affect the business growth of Netflix.
· Environmental: Climate change issues have resulted in floods, severe storms and rising seas in the UK (Campbell, 2025). This is an unfavourable factor for the business of Netflix in terms of disruption to the supply chain. Environmental issues such as air quality, freshwater issues, and climate change have heightened in South Korea (OECD, 2025). This is an unfavourable factor that may increase the operational costs of Netflix.
Similarities and differences
In terms of the analysis of the external environment of the UK, it has been identified that a high level of instability exists in the political environment of the UK. It may create an uncertain environment, which may deter the investors from investing in Netflix. Similarly, the increased political instability may reduce the profitability of Netflix. Moreover, it has been identified that the inflation rate is high in the UK, which can affect the profit margin of Netflix. On the other hand, the improved economy of South Korea can boost growth opportunities for Netflix. The key similarity between the two countries is that environmental issues are high, which can pose a negative impact on the supply chain of Netflix. The increase in the number of people in the UK preferring ad-supported streaming services can foster the growth of Netflix. The economic growth of the South Korean market can enhance the purchasing power of the consumers, and this can increase the subscriber base of Netflix. Netflix develops various South Korean content, which attracts consumers towards the brand. The advancement of AI may offer Netflix the opportunity to increase the personalisation of its services to attract more customers in the UK. Similarly, the technological development in the South Korean market with respect to AI can bring more innovation to Netflix. 
[bookmark: _Toc216189041]Comparison of Brand's STP strategies in the UK and South Korea 
Segmentation
Segmentation enables the business to tailor the marketing strategies towards specific customer groups. By segmenting the market, the marketers can target the suitable customer groups with pricing, product quality, and marketing efforts customised to the preferences and behaviours (Tavor, Gonen and Spiegel, 2023). The key segmentation approaches are demographic, behavioural and psychographic. In terms of demographic segmentation, Netflix targets Millennials and Gen Z consumers, who are the tech-savvy users (Pereira, 2024). The company focuses on the professionals, families and students. Similarly, in South Korea, the company targets young adults who are tech-savvy and seeking global content. In terms of psychographic segmentation, Netflix targets consumers who value entertainment. Due to this, the brand invests in original content production, which attracts and retains subscribers (Medium, 2025). This has contributed towards the improved financial performance of Netflix. 
In terms of behavioural segmentation, Netflix targets users of digital platforms and binge-watchers. Approximately four-fifths of people who are between 18 and 34 years of age in the UK with internet connections are either subscribers or possess access through their families or shared passwords (Sweney, 2022). In South Korea, the users who prefer Korean dramas with cultural relevance are targeted by Netflix. Korean content is the second most-watched on Netflix (Dasom, 2025). Netflix leverages local storytelling and Korean content production to fit the collectivist dimension of the Korean users. On the other hand, the segmentation approach of Netflix in the UK focuses on the binge-watching behaviour and aligns the product offering with the individualistic culture of the UK. 
The values and lifestyles (VALS) can be applied to analyse the psychographic segmentation of Netflix in South Korea and the UK. The VALS approach involves eight segments, which are innovators, thinkers, believers, achievers, experiencers, strivers, makers and survivors (Ledesma-Chaves, Gil-Cordero and Maldonado-López, 2025). The audiences of the UK value authenticity and informative content (Jenkins, 2025). Netflix target this particular group through documentaries and social dramas. This aligns with the thinker segment of the VALS approach. The audiences of the UK, driven by curiosity and trends, engage with popular series such as the Stranger Things. For example, Stranger Things in the UK has generated £22.8m in brand replacement value (Axling, 2022). As a result, Netflix promotes quality and convenience, appealing to this segment that values efficiency and can be regarded as achievers as per the VALS approach. 
The younger population of South Korea focuses on new trends and revolves around the consumption of K-pop and K-dramas (De la Mota, 2021). As a result, Netflix focuses on introducing localised Korean dramas, which reflect thrill-seeking narratives and resonate with their desire. This aligns with the experiencers segment of the VALS approach. Several South Korean viewers seek modern lifestyles, which aligns with strivers. The rise in popularity of Korean dramas has largely contributed to the increasing strength of Korean soft power (Choe, 2024). The global platform of Netflix enables customers to connect with Western pop culture, which demonstrates an image of cosmopolitan sophistication. 
Targeting
Effective targeting approaches enable the brand to focus its resources on the likely buyers and result in more efficient campaigns. Netflix mainly uses the differentiated targeting approach as it has distinct groups of audiences in each market. However, the company serves all these users under a unified platform. The differentiated targeting approach allows the brand to target different market segments at differentiated prices (Medium, 2024). The diverse psychographic and demographic groups are targeted by Netflix in the UK, which aligns with the multicultural society of the country. The consumers who are tech-savvy, trend-driven and seek excitement are targeted by the brand.  In the UK, Netflix have approximately 17.6 million subscribers (Sweney, 2025). This evidence indicates that the brand places emphasis on diversity and inclusivity, aligning with the key values of openness and representation. 
Similarly, the differentiated targeting approach is used by Netflix in South Korea to address the digital sophistication of South Korea. The brand targets customers who are trend-conscious, seek thrills and value emotional storytelling. Netflix has invested approximately $2.5 billion in Korean content to appeal to the audience (Wan, 2023). The differentiated targeting approach of Netflix allows consumers of both markets to receive globally recognised content, reinforcing the loyalty of customers. 
Positioning 
Positioning strategy indicates the way a brand is mainly perceived in the minds of consumers with respect to its competitors. In the UK, Netflix has focused on converting more audiences towards the concept of streaming services (Sweney, 2022). This denotes that the company positions itself as the platform for quality storytelling, offering content at high prices, which appeals to the consumers, as indicated in Figure 4. The data-driven recommendations and the multi-screen flexibility position the brand as user-centric and also technologically advanced. 
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Figure 4: Positioning map of Netflix in the UK
(Source: Self-developed) 
For the South Korean viewers, Netflix offers a premium platform combining Korean content with worldwide exposure. In 2021, the company invested approximately US$463 million in Korean content (Dal Yong et al., 2023). Netflix positions itself as a brand with a high cultural relevance and offers content at a high price, as indicated in Figure 5. The investment of the brand in Korean-language originals appeals to the national identity and also the storytelling traditions. The storytelling aspect of the brand highlights social issues resonating with the key cultural values of South Korea. 
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Figure 5: Positioning map of Netflix in South Korea
(Source: Self-developed) 
Similarities and differences of STP
In terms of the analysis of STP, it has been observed that various similarities and differences prevail between the STP approach of Netflix in the UK and South Korea. One of the key similarities is that Netflix targets young adults and tech-savvy users in both countries. However, in terms of behavioural segmentation, the brand targets users of digital platforms and binge-watchers. However, in the context of this segmentation, the brand targets users who prefer Korean dramas with cultural relevance. Another key similarity is that Netflix applies the differentiated targeting approach in both the UK and South Korea to target customers. The positioning strategy of the brand varies in both countries. In the UK, Netflix has positioned itself as the platform for quality storytelling and content. On the other hand, the brand has positioned itself with respect to a high cultural relevance and offers content at a high price. 
[bookmark: _Toc216189042]Comparison of Marketing Mix Strategies in the UK and South Korea 
Brand strategy: Netflix positions itself as one of the popular streaming services, which offers high-quality content and convenience to customers. In terms of branding strategy, Netflix uses the brand extension strategy. Through the brand extension strategy, the firms can take advantage of the existing brand equity in the new product category (Marin, Ruiz De Maya and Rubio, 2018). Netflix mainly started as a DVD rental company and then extended its brand into online streaming and into original production of content and interactive content (BBC, 2018). The brand essence, such as entertainment, innovation and personalisation, mainly remains consistent across these key extensions. 
[bookmark: _Hlk216174038]Product: The core product strategy of Netflix in the UK and South Korea revolves around the on-demand digital streaming of movies and documentaries. The product lines in the UK involve British Originals, Hollywood films and documentaries. Netflix offers 4K streaming and subtitles in the UK (Cremona, 2025). On the other hand, the product lines of Netflix in South Korea are the Glory and the Squid Game (refer to Appendix 1) (Noh, 2023). Netflix is mainly a digital service, and thus, the packaging involves the interface design, thumbnails and language settings. In both the markets, Netflix have a wide product line; however, it has a strong dominance of Korean Originals. The standardised elements of Netflix involve the logo, app design and subscription structure. However, the adapted elements are language, subtitles and themes of the content. 
Price: It has been previously analysed that Netflix faces an intense threat of competition in the UK. The brand applies a competitive pricing strategy in the UK, where the standard price with advertisements is £1 pricier (£5.99 a month) (Svetlik, 2025). This pricing method generates significant profit within the organisation. On the contrary, the brand follows a premium pricing strategy in South Korea. This strategy indicates exclusivity, which the consumers interpret as a key differentiating factor (Dwivedi and McDonald, 2025). The ad-supported standard plan of Netflix in the South Korean market is US$3.52 per month (Tech in Asia, 2025). This denotes the premium pricing strategy of the brand in South Korea. Pricing is adapted based on the local income levels of this market. 
Promotion: The key promotional objective of Netflix in the UK is to maintain market leadership and growth in the subscriber rate. The brand uses Facebook, Instagram, TV ads and outdoor billboards for advertising its services. For example, Netflix has approximately 4.3 million followers on Instagram, as denoted in Appendix 2 (Instagram, 2025). Similarly, in South Korea, the brand uses social media platforms and celebrity endorsements to advertise its new documentaries or movies. The brand has attracted 111 million viewers within a month of the release of Squid Game in South Korea (Marketing Interactive, 2023). This denotes that Netflix leverages the potential of South Korean celebrities to increase conversion. Squid Game and several other popular shows on Netflix in South Korea have indicated the brutality of the country towards the poor and the homeless (Lee, 2025). The brand posts the teasers and short videos of the show on social media platforms, which denotes the use of emotional appeal in advertising. Emotional appeal crafts a strong emotional connection between the customers and the brand (Vrtana and Krizanova, 2023). On the other hand, Netflix uses storytelling in the UK. In 2024, Netflix attracted a large number of audiences in the UK, becoming the most popular TV service in the country (City George's, 2025). This denotes that the brand used rational appeal in advertising. Rational messages offer information to persuade through logical appeals to recipients (Kim, Jeon and Lee, 2020). Netflix follows the adaptation strategy as the advertisements are highly localised. For example, the Korean dubbing team of Netflix carries out workshops on linguistic and cultural nuances to ensure that the local expressions and sayings are appropriately represented (Netflix, 2024). 
[bookmark: _Hlk216175048]Place: Netflix is available in both the countries through smart TVs, mobile apps and web browsers. The movies and documentaries can be downloaded on an Android phone or tablet, iPhone, iPad or Smart TVs (Netflix, n.d, a). The brand does not follow any physical distribution channels. Rather, Netflix uses Amazon Web Services (AWS) to deploy thousands of servers and also terabytes of storage within a few minutes (Kumar, 2021). The Netflix users of both the UK and South Korea can access its services through the strong internet coverage. 
People: In 2023, Netflix expanded its workforce and increased the number of full-time employees from 153 to 202 (Economic Times, 2023a). This indicates the dedication of the company to enhance its presence in the UK. In South Korea, Netflix ensures that all its working practices abide by the Korean law (Hellerman, 2023). This influences the smooth business performance of Netflix in South Korea. 
Process: The production facilities of Netflix are a key part of the business process of Netflix. In South Korea, Netflix has set up two production facilities in Paju-si and Yeoncheon-gun (Netflix, 2021). The brand has invested approximately $2.5 billion in South Korean content to support the creation of Korean TV series and movies (Telecom Lead, 2025). On the other hand, Netflix has built a production hub in the UK, which features 14 sound stages, workshops and office space (Netflix, 2019). The brand has invested approximately $6bn in the UK to make TV shows and films (Sweney, 2023). This indicates the business processes followed by Netflix in the UK and South Korea. 
Physical evidence: Netflix follows the standardisation strategy in both the UK and South Korea in terms of its brand logo. The signature colour of the brand logo of Netflix is red (Netflix, n.d.b). The consistent logo design of the brand has set up a differentiating image in the minds of the customers. In South Korea, Netflix has designed Korean-language originals to attract users (Economic Times, 2021). On the other hand, in the UK, the brand introduces movies and dramas in English. 
Similarities and differences
One of the key differences between Netflix in the UK and South Korea is in terms of the product strategy. It has been identified that the product lines of Netflix in the UK involve British Originals, Hollywood films and documentaries, whereas Squid Game and The Glory are the movies introduced by the brand in South Korea. In comparison to the UK, Netflix has introduced more Korean Originals to attract users in the UK. The pricing strategy of the brand also differs in the UK and South Korea. Netflix follows the competitive pricing strategy in the UK, whereas the premium pricing strategy is followed in South Korea. This denotes the key difference in the pricing strategy of the brand in the two markets. 
In both the UK and South Korea, Netflix follows the social media platforms. This allows the brand to understand the needs and preferences of the users. Although Netflix follows the celebrity endorsement strategy in the South Korean market, this strategy is not followed in the UK. Apart from this, the emotional appeal in advertising is followed by the brand in South Korea. On the contrary, the rational appeal is followed in the UK, indicating the difference in advertising appeal in the two markets. It has been analysed that the documentaries and movies of Netflix can be accessed on smart TVs, mobile apps and web browsers. No such physical distribution channels are followed by the brand in the two countries. 
In the context of the people element, it has been identified that the employees of Netflix in the UK and South Korea are one of the significant resources. The maintenance of effective working practices of the brand has ensured its smooth performance in both the countries. In terms of the process element, one of the key similarities of the brand in the two markets is that it has set up production hubs. This influences the business process of Netflix in the UK and South Korea. The brand has also invested in content production in both markets, and this has contributed to its user growth. 
[bookmark: _Toc216189043]Evaluation of the performance of marketing strategies 
It has been analysed in the previous section that Netflix follows a wide range of marketing strategies in both the UK and South Korea. This has made the brand successful in the two markets. The effective promotional strategy has increased the market share of Netflix in South Korea. In 2022, Netflix generated a market share of 38.2% in South Korea (Economic Times, 2023b). On the other hand, in 2025, Netflix dominated the streaming market in the UK. In the UK, the brand accounts for 59% of the top 100 original streaming titles (Senal News, 2025). The content volume of the brand in the UK has contributed to its brand loyalty. 
Netflix has a large dominance over the UK market. Approximately 17.6 million households in the UK subscribed to the streaming service of Netflix in 2025, as indicated in Figure 6 (Statista, 2025). This evidence denotes that Netflix is the top recognised and highly recommended streaming brand operating in the UK. The early entry of Netflix in the South Korean market and its increasing investment in original South Korean content have strengthened its position as one of the leading subscription-based online video platforms. The total subscriber base of the brand in the South Korean market is 31% (Telecom Lead, 2025). Thus, this evidence denotes the effective performance of the brand in South Korea. 
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Figure 6: Number of households in the UK subscribing to Netflix
(Source: Statista, 2025)
It has been analysed in the previous section that Netflix uses different price tiers to target different segments. The rollout of the different price tiers has enabled Netflix to target users and generate significant revenue. Netflix have raised its prices in both the UK and South Korea, and this has maximised the profitability of the brand. 
[bookmark: _Toc216189044]Evaluation of marketing ethics practice 
Marketing ethics are significant as they support the rights of customers and ensure effective business operations. Netflix maintains transparency in advertising in the UK. In 2025, it has been identified that users of Netflix could face a Rs 1 lakh fine if they are caught watching live TV without any proper coverage (Thakur, 2025). In terms of data privacy compliance, Netflix is required to follow the General Data Protection Regulations (GDPR). However, the company has faced a fine of approximately €4.75 million for violating the transparency regulations of GDPR (Centraleyes, 2024). Thus, this evidence indicated the maintenance of ethics in the business practices of Netflix. 
Netflix also focuses on ethical content representation, which indicates the maintenance of the brand. The brand invests in diverse and inclusive content, which represents the ethical minority group (Ravindran, 2021). All these efforts of the brand align with the positioning of Netflix as a socially responsible brand. On the other hand, Netflix has focused on investing $2.5 billion in South Korean content over the next four years (Economic Times, 2023c). This can be observed as an ethical and positive contribution of the brand to cultural industries. Apart from this, Netflix has faced a fine of 220 million won for illegally gathering the personal data before the users had mainly completed their subscription procedures (Lee, 2021). This evidence denoted the poor transparency of the brand in subscription terms. Thus, this directly relates to ethical marketing and the rights of consumers. 
[bookmark: _Toc216189045]Recommendation & Conclusion 
In terms of the thorough analysis of the marketing strategies of Netflix, it has been identified that in several areas, the brand requires necessary improvements. The brand has acquired strong market penetration; however, various strategic adjustments are needed for the maintenance of competitiveness and ethical integrity. 
· It has been identified in the previous section that Netflix has heavily invested in local content in both the UK and South Korea. However, the company is required to strengthen co-production partnerships, specifically in South Korea, where there are significant concerns about market dominance. Co-production is a significant way of fostering collaboration among different stakeholders (Ikhile et al., 2023). In terms of strengthening local co-production partnerships, Netflix can increase long-term partnership contracts with different South Korean studios and efficiently share the production risks more equitably. 
· Ethical concerns exist in both the UK and South Korea with respect to the recommendation systems for the content. Netflix can increase visibility for the diverse Korean, British and various independent creators beyond the key algorithmic bias. Algorithmic bias is when the bias is not in the input data; however, it is created by the algorithm (Belenguer, 2022). The adoption of this strategy can support ethical marketing by enhancing the autonomy of the users. 
· In terms of the pricing element of the marketing mix, it has been identified that the increase in subscription rate has occurred in the UK. This may lead to dissatisfaction among Netflix users in the future. In this context, Netflix can link the price changes to tangible consumer benefits such as enhanced recommendation algorithms and new original content. This strategy can maintain price transparency among the users in the UK. Price transparency results in price satisfaction, enhanced customer loyalty and stimulating willingness to purchase the service (Chu et al., 2025). Thus, this strategy can enhance ethical pricing communication of Netflix. 
The marketing strategies of Netflix in both the UK and South Korea have stood out as successful in driving brand visibility and subscription growth. By incorporating the recommended strategies, Netflix can strengthen its brand position and support the long-term consumer trust and sustainable growth. 
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Appendices
Appendix 1: Product line of Netflix in South Korea
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Figure 1: The Glory
(Source: Noh, 2023)
Appendix 2: Number of Instagram followers of Netflix in the UK
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