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[bookmark: _Toc213765001]1. Introduction 
This report aims to compare the international marketing practices of Netflix in two culturally and economically different markets such as the United Kingdom and India. Netflix is an international streaming service specialising in online services in over 190 countries which makes it a perfect brand to analyse in an international marketing environment (Netflix, 2025). This report will consider how Netflix changes its marketing strategies to fulfil the demands of both developed and emerging markets. It will analyse the macro environmental factors by use of the PESTEL framework and then compare the STP strategies of the company in both countries. The marketing mix such as 7Ps will also be evaluated to determine how Netflix markets its services, prices and promotions in these markets. Each part will outline the major similarities, differences and issues that the company encounters when adopting effective marketing strategies. 
On the whole, the report attempts to gain an overall insight into the international marketing activities of Netflix and assess the manner in which it is balancing its global brand image with the local consumer tastes and preferences to remain competitive in the UK and Indian markets.


2. [bookmark: _Toc213765002]Brand Overview 
Netflix is a subscription-based streaming entertainment company in the world that was started in 1997 in California, United States by Reed Hastings and Marc Randolph (Netflix, 2025). Netflix started as a DVD mailing company before switching to online streaming in 2007, which revolutionised the entertainment industry in the world. The vision of the company is to “Entertain the World” and its mission is to provide quality, varied and readily available content to audiences all over the world (Pereira, 2025). Netflix has a subscription business model with unlimited access to diverse movies, series and original content at a monthly payment.
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[bookmark: _Toc213764991]Figure 1: Netflix Logo
(Source: Netflix, 2025)
By the year 2025, Netflix will have over 260 million paid subscribers in over 190 countries (Su, 2024). Its high data analytics and recommendation algorithms contribute greatly to the success of the platform as it enables it to personalise content to individual users. Netflix remains highly invested in technology and original content, which guarantees a robust place in the streaming sector worldwide (Hsiao, 2024). The UK market is highly competitive in terms of technology and audiences are quite willing to subscribe to streaming services. The strategy of Netflix in the UK is to provide high-quality content, keep the brand in the spotlight, and increase user interest by using social media and digital marketing (Yuan, 2023). The firm works with local manufacturing companies and proceeds with marketing on how to enhance brand loyalty among British consumers. Netflix has a large and highly profitable presence in the UK, which brings a significant share to its global income (Lahiri, 2025).
In its broader international expansion strategy, Netflix entered the Indian market in 2016. The Indian market is varied and price-sensitive and Netflix has to adjust its strategies to local consumer demands and cultural tastes (IP, 2025). To attract more viewers, the company unveiled flexible subscription plans and invested in the creation of regional and national content. Its marketing efforts in India aim at digital platforms and collaborations with telecom and internet services to make them more accessible. Although Netflix competes with other streaming services, it is expanding in India because of its emphasis on localisation, affordability, and technological innovation (Canal, 2024). 
[image: ]
[bookmark: _Toc213764992]Figure 2: Netflix's International Content Spend Overtakes Domestic Investments
(Source: Canal, 2024)


3. [bookmark: _Toc213765003]PESTLE Analysis of Netflix in the UK and India
The PESTLE analysis assists in studying the external macro-environmental forces that affect the strategic decisions of a company in global markets. In the case of Netflix, the United Kingdom has an advanced economy while India has a fast-emerging market which have opposing challenges and opportunities. This analysis will explore the major political, economic, social, technological, legal and environmental factors that affect the marketing and business activities of Netflix in the two countries.
1. Political Factors 
The political situation in the United Kingdom is rather stable and favourable to business. The UK government promotes technological growth, global investment and digital innovation, which favours businesses such as Netflix (GOV.UK, 2023). Nevertheless, the political developments after Brexit have affected trade laws, copyright regulations and data protection policies. These developments necessitate Netflix to adhere to new digital content and privacy requirements in the UK and the European Economic Area. Along with that, the British Broadcasting Corporation (BBC) and Ofcom (British communications regulator) shape policies of media, which indirectly impact streaming services (BBC, 2022). Netflix has responded by adjusting its content and operation policies to these changing media regulations.
The political situation in India is also favourable to digital transformation but they are marked by more rigid government regulation of media and online content. The Indian government encourages projects such as Digital India, which improve internet connectivity and boost the streaming business (IBEF, 2025). Nonetheless, recurrent controversies on online censorship and cultural sensitivity have caused regulatory challenges to Netflix. The company has been forced to take special care with the production and distribution of content to prevent political controversy and follow the local advice on what is offensive and sensitive. 
2. Economic Factors
The UK has one of the highest purchasing powers in Europe, the economy is the largest and the internet penetration and expansion of digital payment systems are high (Aldaas, 2021). Netflix can afford relatively high prices to attract customers who care about high-quality entertainment, as the per capita income is relatively high. The inflation and post-pandemic cost pressures have economically affected consumer spending behaviour, yet the UK audience still prioritises digital entertainment, ensuring that the subscription base remains steady. 
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[bookmark: _Toc213764993]Figure 3: SVoD penetration of UK households by provider (2015–24)
(Source: Beckett, 2025)
The Indian economy is booming and there is an increase in the middle class and disposable income. Yet, it is a very sensitive market in terms of pricing (Chaudhary and Khatoon, 2022). To tackle this, Netflix changed its pricing strategy by offering cheaper and mobile-only subscriptions, which allowed more people to access its platform. The increasing availability of cheap smartphones and online payment systems has increased streaming online (Nafees, et al., 2021). India is facing stiff competition with local and international competitors which has a great long-term potential with its large and young demographic and growing internet users.
3. Social Factors
In the United Kingdom, digitisation trends heavily prefer the use of digital streaming to traditional television (Ibarra, 2022). Consumers choose on-demand, ad-free entertainment and Netflix is gaining advantages from this change in viewing patterns. The UK viewers demand quality, variety and originality, which tends to mirror global cultures. Social media also has a significant effect on promoting the content and engaging the audience, as Netflix can talk to the viewers (Xiao, 2023). It is also made more popular by the high rate of digital literacy and lifestyle change among the younger generations.
Social diversity and cultural preferences in India are significant in influencing the selection of entertainment. Consumers prefer content that is based on their culture, traditions and local issues. The content and localisation of content, which allows Netflix to reach diverse populations are crucial to its success in India. Instagram, YouTube, and X (formerly Twitter) are all key social media platforms in India, where Netflix can advertise its brand and new movies (Nafees, et al., 2021). The rising demand for online streaming is also influenced by changing lifestyles, urbanisation, and the rising acceptance of global online content.
4. Technological Factor
The UK is highly technologically developed, and broadband and 5G are widespread, which means that it can stream without difficulties (GOV.UK, 2024). Netflix is able to utilise this infrastructure to stream high-definition services as well as ultra-HD streaming services. Artificial intelligence (AI) and big data are also applied by the company to personalise recommendations and enhance customer engagement (Bano, et al., 2025). Intensive use of smart TVs, tablets, and mobile devices in the UK market also increases user access and satisfaction. 
The last few years have seen amazing technological progress in India. Cheap mobile internet and in particular Jio, has changed the way individuals consume entertainment (Jio, 2025). Netflix takes advantage of this trend by ensuring its mobile applications use less bandwidth and variable data usage. But there are still issues of internet speed changes and a rural connectivity issue. The high rate of development of digital payment systems, cloud computing and AI-based content analytics can assist Netflix in increasing its activities and improving its marketing in India.
5. Legal Factors
Netflix has clear laws in the UK related to intellectual property rights, consumer protection and information privacy (Gerken, 2022). The application of the UK General Data Protection Regulation (GDPR) requires safe management of user information (National Cyber Security Centre, 2025). The Ofcom regulators take care of adherence to broadcasting standards and censorship of content. To preserve confidence and legality, Netflix is required to comply with age ratings, copyrights, and advertising policies. 
In India, the legal situation of streaming platforms is changing. The Information Technology (Intermediary Guidelines and Digital Media Ethics Code) Rules of 2021 have introduced new regulations to over-the-top (OTT) content providers (Variath, 2023). Such regulations force organisations such as Netflix to self-rate age-based content and deal with objections to offensive as well as unsuitable content. Data protection laws and intellectual property laws are also becoming more stringent and they require never-ending legal compliance. Netflix responds to these issues through internal review systems and open content moderation policies.
6. Environmental Factors
Digital companies in the UK have to consider environmental sustainability. Netflix has invested in sustainable practices and renewable energy in order to lower its carbon footprint (Netflix, 2025). To deliver sustainable development of the UK nationally, the company enhances green programmes and minimisation of data centre energy consumption. Climate change awareness among the population makes Netflix practice environmental responsibility in its marketing and production activities.
The environmental concerns are becoming important in India as well, but digital streaming services carry a relatively minor adverse environmental impact. Nonetheless, the growing number of data centres and electronic devices adds up to carbon emissions. Netflix has been considering collaboration and technology to reduce its environmental footprint in India, which is consistent with the rising emphasis on sustainability in the country (Ma, 2024).


[bookmark: _Toc213765004]4. STP Analysis of Netflix In The UK and India
The STP model includes Segmentation, Targeting and Positioning which is a major concept in marketing that aids organisations to identify, reach and communicate with the target audiences (Luthfiandana, et al., 2024). 

[bookmark: _Toc213764994]Figure 4: STP Framework
(Source: By Author)
Applying STP strategies in developed and emerging markets in different ways can enable a global streaming company such as Netflix to meet local demands without losing its global brand image.
1. Market Segmentation 
Segmentation is the act of breaking down the total market into smaller, identifiable segments sharing common traits. Netflix employs demographic, psychographic, behavioural and geographic segmentation in its markets. 
In the UK, the major segmentation is demographic and psychographic. The UK audience consists of people and families of middle and upper-income statuses who appreciate premium, ad-free on-demand entertainment (Lu, 2025). Psychographically, they are busy people and would like to watch at their convenience. Segmentation based on behaviour is also central since Netflix makes use of user data to make sense of viewing habits and cater to individual preferences (Netflix, 2025). The company targets high-quality, diversified content segments that are willing to spend to be convenient and exclusive. 
2. Targeting Strategy 
Targeting requires identifying the most appropriate market segments to serve. Netflix applies differentiated targeting both in the UK and India for example, it provides various packages and content strategies to diverse audience groups. 
Netflix is aiming at digitally active consumers in the United Kingdom who enjoy ad-free content through subscriptions (Yuan, 2023). The primary target market will be working adults, families, and students who regularly use several digital gadgets. The company aims to maintain subscribers by regularly releasing original content with quality. The marketing communication in the UK is aimed at positioning the brand as a high-quality, trustworthy and innovative streaming platform. 
Netflix uses a more covering targeting approach in India because the socio-economic structure is diverse. The company is focused on urban and semi-urban customers aged between 18 and 40 years who are willing to use online entertainment (Jonwal, 2025). To target middle-income and younger users, Netflix created cheaper subscription plans, such as mobile-only. Furthermore, Netflix also focuses on regional language audiences as it provides content in different languages and cooperates with Indian producers (Mukherjee, 2025). This layer targeting will help Netflix increase its customer base and retain its premium brand image. 
3. Positioning Strategy 
Positioning refers to the perceptions of the brand in consumers’ minds. Nonetheless, it is a little different in the UK and India because of the cultural and economic differences.
Netflix is positioned on quality, exclusivity and innovation in the United Kingdom. It positions itself as the top streaming service worldwide, which offers convenience and original storytelling as a source of value. Its advertising promises the user experience, smooth streaming technology and prestige of being a Netflix subscriber (Renascence, 2024). Digital marketing, brand partnerships and continued focus on customer satisfaction help build the brand reputation in the UK. 
Netflix establishes itself in India as both international and local, with an exclusive international content and locally relevant stories. The brand targets Indian audiences by advertising its flexibility, variety and technological comfort. The variety of subscription packages is important to retain accessibility, whereas local content increases its cultural relevance (Chaudhary and Kansal, 2025). In general, the STP strategies of Netflix in the UK and India show that the company can strike a balance between global standardisation and local adaptation. It prioritises content quality and customer experience in the UK to maintain its high-end image and affordability, localisation and inclusivity in India (Renascence, 2024). 

[bookmark: _Toc213765005]5. Marketing Mix (7Ps) 

[bookmark: _Toc213764995]Figure 5: Elements of 7P's
(Source: By Author)
Product: The product mix of Netflix in the United Kingdom and India relies on its digital streaming platform that offers on-demand access to a vast array of films, web programmes and documentaries. The entertainment content provided as a user-friendly service on various devices is the core product. Netflix in both countries aims at personalisation, grounded on algorithms that suggest shows based on individual viewing behaviour. The focus in the UK is on original, high-quality and exclusive content that is appealing to global tastes (Asmar, et al., 2025). In India, Netflix localises their content by integrating local diversity, language choice and localised series to serve local tastes. 
Price: Netflix utilises a subscription pricing model, which varies in two countries to show income levels and market forces. Netflix in the UK uses a premium pricing system with different levels depending on the quality of streaming and the number of devices (Hodges, 2019). This strategy is in line with increased purchasing power and the desire of consumers towards quality entertainment. However, in India, Netflix uses the market penetration strategy and offers flexible pricing alternatives, such as mobile-only and low-cost plans (Bhushan and Szalai, 2020). This modification assists the company in attracting more viewers in a cost-sensitive market.
[image: A person on a stage

AI-generated content may be incorrect.]
[bookmark: _Toc213764996]Figure 6: Netflix Expected to Bring Mobile-Only Plan to More Markets
(Source: Bhushan and Szalai, 2020)
[bookmark: _Hlk213681586][bookmark: _Hlk213681680][bookmark: _Hlk213681916]Place: Netflix sells its streaming platform over the internet, which is accessible on a wide range of digital products smart TVs, computers, tablets and smartphones (Nelsa, et al., 2025). Within the UK, HD and ultra-HD streaming is a hassle-free experience because of the extensive coverage of broadband connections. Also, a high number of households with internet connections. The digital preparedness of the UK market also makes Netflix a target for customers that would choose access by multiple devices. To be able to stream without interruption in the most distant places possible. Netflix has also customised its service specifically to be consumed on mobile devices and low-bandwidth devices in India (Barraza, 2025). Netflix recognises that a large portion of Indian customers are highly dependent on smartphones and mobile internet (The Economic Times, 2025). Partnerships with telecommunications firms, including Airtel, offer Netflix as an affordable package, therefore reaching a greater number of consumers in cities and semi-urban areas (Desk, 2025). Despite this progress achieved, Netflix still faces obstacles in rural India due to the different quality of connectivity and rates of digital literacy.
[bookmark: _Hlk213682376][bookmark: _Hlk213682951]Promotion: The marketing strategy of Netflix is culturally oriented and corresponds to the behaviour of collective media use within the target markets (Yuan, 2023). In the UK, Netflix enjoys maximisation of digital, social media campaigns, influencers and community-based efforts in enhancing awareness and retention. Large-budget billboards, web banners and sponsorships of programs such as The Crown, reinforce the service on a premium basis (Netflix, 2025). Real-time interaction on social media and using interactive content such as polls, memes, or quizzes on X and the use of Instagram make Netflix relevant and stimulate viewership. In India, the marketing campaigns are more local. Netflix uses similar viral content and regional content, local festivals, collaboration with Bollywood celebrities, activations through influencers and billboard ads in large urban cities (Barraza, 2025). The activity of Indian originals and partnerships with other streaming stars in India enhances interactions with culturally differentiated segments and subscriber growth (Sull and Turconi, 2021). Internet sites that are essential channels of promotion include YouTube, Facebook, Instagram and Netflix, which have, on certain occasions, used price-sensitive advertising in order to attract a value-seeking group.
People: Netflix does not need a physical interaction with the customer and its human support and content creation teams are in the middle of the service. Netflix in the UK offers customer-responsive multi-language services, uses in-house and external services of creative professionals to produce original content, dub and create subtitles. Community management teams also engage with users on social media, systematically taking feedback and troubleshooting their problems. At the India level, people are even more critical. Netflix gives region-specific customer service in different languages, collaborates directly with local actors, scriptwriters, and directors to design geographically and culturally specific content. Additionally, operates business with locally staffed operations to meet marketing and compliance demands. Such initiatives help Netflix in overcoming the effect of culture to make sure that the brand is perceived as a member of the world community. As well as a company that pays attention to local preferences.
[bookmark: _Hlk213683357][bookmark: _Hlk213683556]Process: Netflix provides a seamless and standardised customer experience across the globe, localising it when needed to meet the local needs. The sign-up, subscription management system, content browsing and personalised recommendation services are easy to use and mostly automated and rely on advanced AI algorithms. The phenomenon in the UK is oriented towards the rapid, steady streaming and is supported by the high-quality user-experience-based approach. For example, quick account creation, easy billing, clear subscription offerings and immediate access to a huge content base (Netflix, 2025). Indian operations focus on making Netflix easy to use and flexible, with simple sign-up steps, more payment options such as UPI and digital wallets. The recommendation systems' continuous investment in localisation will allow Netflix to offer the relevant local content and maintain customer satisfaction in both nations (Netflix Research, 2025).
[bookmark: _Hlk213683747][bookmark: _Hlk213684058]Physical Evidence: Although a digital-first brand, Netflix builds its physical presence and trustworthiness with specific and convenient touchpoints (The Guardian, 2020). Its well-established logo, uniform interface design and the content quality are some physical indications of the service quality anywhere in the world. Netflix in the UK provides high-quality, uninterrupted streaming, unlike broadcasters that rely on ads for money (Sweney, 2025). Also, collaborated with smart TV makers and Internet Service Providers, which strengthens the brand in the daily households of customers. Netflix does not restrict transparency by occasionally hosting pop-up activities or exclusive screenings, or products associated with successful shows. Physical evidence used in India incorporates co-branded events with major entertainment influencers, in-store displays with telecom partners (Barraza, 2025). Also, regional campaigns with the help of digital and physical billboards at the local festivals. 
[bookmark: _Toc213681021][bookmark: _Toc213765006]6. Performance of the Marketing Strategies Assessed
The success in the UK and India marketing efforts at Netflix is adaptive, but the results are indicative of a unique market context and competitive pressures.
[bookmark: _Toc213681022][bookmark: _Toc213765007]6.1 Netflix in the UK
[bookmark: _Hlk213684388][bookmark: _Hlk213684524][bookmark: _Hlk213685421][bookmark: _Hlk213685499]UK: The country has been the largest market of Netflix in terms of revenue according to the statistics of 2025 (Stoll, 2025). The UK made nearly $2.2 billion per year. Q4 of 2024 listed Netflix at a market penetration rate, covering over a million subscriber households (Yossman, 2023; Sweney, 2025). Its UK market share was the best of the streamers, significantly above its competitors such as Prime Video and Disney+ (Beckett, 2025). Netflix generated more than $39 billion in operating revenue in only Q4 of 2024 and an increase of approximately 16% in year-on-year revenue between 2023 and 2024 (Tafradxhiyski, 2025; Goldman, 2025). Netflix uses both UK-based original content of high profile. For example, the Crown invests in production on the local level, with many new commissions in 2024 based in the UK. The social media interaction is quite strong and quickly the UK-based content is found on trending lists of the various platforms. Generating digital word-of-mouth and leading to an indeed high brand awareness.
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[bookmark: _Toc213764997]Figure 7: Netflix revenue 2011 to 2024 ($bn)
(Source: Tafradxhiyski, 2025)
[bookmark: _Toc213681023][bookmark: _Toc213765008]6.2 Netflix in India
[bookmark: _Hlk213686769]The digital market in India is growing very rapidly and presents alternative opportunities. Although direct subscriber counts are not provided, the industry estimates the base of 20-22 million users, including both direct customers and bundled relationships, by the end of 2025. The operations revenue increased 32% in FY 25 and net profit increased 61.7% in FY 24 to ₹85 crore for Netflix India (E4M, 2025). This is a huge jump in representing its investment in the local market environment. In 2024, Netflix India registered record content views on its local original series, such as "Heeramandi" and "Amar Singh Chamkila" (8.3 million views) (The Economic Times, 2024). This not only succeeded in hitting the top position on the program item list. But was also dubbed in 13 languages to broaden their social reach and brand recognition both at home and abroad. Although Netflix has a slightly smaller portion of the highly competitive Indian SVOD market, such as 5% in Q4 2024 (Bureau, 2025). The company became one of the top 3 in the country in terms of revenue growth. The investments of Netflix in the region are already yielding results due to the increased coverage of the area and the high percentage of profit and revenue increase. This demonstrates the efficiency of the local-content-and-pricing strategy.
The company's success in the UK shows a clear dominance in the market, dominance in revenue generation, industry recognition of brand awareness, and a great engagement level. In India, the level of absolute market share is lower, but the population increases in subscribers and income. As well as key victories in the domestic content use and social buzz, these demonstrate that the adaptive marketing policy of Netflix is leading to obvious business success.
[bookmark: _Toc213681024][bookmark: _Toc213765009]7. Assessment of the Marketing Ethics Practice
Netflix is in highly regulated markets like the UK and India, which have culturally diverse crowds. Thus, it requires ethical sensitivity in the marketing mix to ensure brand integrity and social responsibility.
[bookmark: _Toc213681025][bookmark: _Toc213765010]7.1 Content and Cultural Sensitivity Ethical Issues
[bookmark: _Hlk213687026][bookmark: _Hlk213687185][bookmark: _Hlk213687204][bookmark: _Hlk213687292]Cultural sensitivity and rules are usually problematic for Netflix marketing and content-based strategies in India. The Indian social-religious background has resulted in scandals whereby some of the shows and films have allegedly hurt the cultural or religious feelings. For example, titles such as Maharaj were legally questioned and examined by the government (Times Entertainment, 2024). These titles were deemed to have misrepresented or disrespected the religious themes. Netflix has reacted by reinforcing itself with content moderation rules and not violating the Information Technology (Intermediary Guidelines and Digital Media Ethics Code) Rules, 2021 (Gazette of India, 2023). These are regulations that obligate content rating and self-censorship, as they are age-based to prevent offending the local cultural values. The ethical challenge will be to create a balance between creativity and upholding cultural diversity without causing harm and preserving global brand identity. In the UK, the issues of ethics that revolve around the content are more based on the effects of the promotions on society and the level of truth in the promotion.
[bookmark: _Toc213681026][bookmark: _Toc213765011]7.2 Ethics of Data Privacy and Personalisation
[bookmark: _Hlk213687420][bookmark: _Hlk213687663]Netflix relies on advanced algorithms to make recommendations on content and marketing deals and gathers a lot of user data (Bastavade, et al., 2025). The strict data protection legislation in the UK, as well as data privacy regulations in emerging India, require Netflix to be transparent and secure in data management (GOV.Uk, 2025; Gazette of India, 2023). Ethical marketing needs to seek express user permission and restrictions on data use in an attempt to avoid other violations. The privacy policy of Netflix can be seen in published policies that guarantee the protection of user data and restrict the access of third parties (Netflix ADS, 2025). Despite benefits, personalisation provokes the issues of the formation of echo chambers that decrease the diversity of the content and can even lead to addictive viewing habits. Ethical marketing should consider the advantages of intimate interaction as opposed to marketing a balanced viewing experience.
[bookmark: _Toc213681027][bookmark: _Toc213765012]7.3 Social Responsibility and Advertising
[bookmark: _Hlk213688066]The movement of Netflix to an ad-based subscription in certain markets highlights the ethical obligation of continuing with transparent and non-exploitative advertising. The marketing campaigns should be fair when it comes to the product promotion and pricing arrangements. This will protect consumers, particularly in the low-cost areas of India. Beyond marketing, Netflix is facing more criticism about its responsibility as a company, especially on issues such as being environmentally friendly, fair content, diversity and social responsibility (Brodowicz, 2025). The business also focuses on green energy and sustainable business operations to minimise its impact on the environment across the world. Also in both regions, Netflix is doing its best to strike a balance between business aims and transparency, culture, manners, data protection, and social responsibility. This is the foundation of its international reputation and consumer confidence.
[bookmark: _Toc213681028][bookmark: _Toc213765013]8. Netflix International Marketing Strategies Recommendations
8.1 [bookmark: _Toc213681029][bookmark: _Toc213765014]Further Individualise Content and Marketing Strategy
[bookmark: _Hlk213688333]The current success of Netflix is attributed to its capacity to localise the content and marketing to different markets such as the UK and India. In order to strengthen this edge, Netflix should keep making investments in local productions that are culturally relevant to meet the local preferences and languages (Yuan, 2024). For the UK, this will require extending the collaboration with British creators and creating content that incorporates modern social themes in order to maintain its high-end brand image. In India, this can be further diversified to the local language and partial storytelling to enhance reach beyond the urban areas. Events at the community level and grassroots digital influencers will also help increase the market reach of the segmented market in India.
8.2 [bookmark: _Toc213681030][bookmark: _Toc213765015]Create Versatile Cost and Reimbursement Structures
Pricing strategies based on the market environment have to change in response to the dynamics of the economic environment and consumer habits (Hasanah and Rino, 2025). With the developed UK market, Netflix needs to come up with flexible packages, such as family packages or combine with the internet providers as much as possible. To ensure it reaches households with the maximum possible households without compromising the premium experience. At the same time, new trial or tiered pricing will be able to attract value-sensitive customers who are concerned about subscription burnout. The additional breakthrough of the ultra-low prices of subscriptions, such as mobile-only or pay-per-view options, is the key to the further success of Netflix in the price-driven and mobile-based Indian market (Barraza, 2025). There is a need to engage in further strategic collaboration with telecom providers, online payment systems and device manufacturers. To ease the process of subscription activations and renewals, particularly in the semi-urban and rural areas. The provision of localised methods of payment, including UPI as well as regional wallets, will make it more accessible.
[bookmark: _Toc213681031][bookmark: _Toc213765016]8.3 Make Ethical Use of Data-Driven Personalisation
[bookmark: _Hlk213688629]User engagement and retention at Netflix rely on advanced recommendation algorithms (Netflix Research, 2025). Netflix must focus more on AI-based content personalisation through the incorporation of real-time user feedback and cross-regional trends of viewing. Thereby ensuring new and relevant content proposals that appear appealing at the global and local levels. It is also crucial that Netflix is ethically responsible in terms of the privacy of data and the transparency of algorithms. Netflix will have to remain a leader in privacy courses with compliance with such laws as the UK GDPR, data laws in India (Netflix, 2025). The organisation effectively communicates data use policies to build trust. The presentation of algorithm content should be based on ethical marketing principles to prevent the further support of social biases or addictive watching habits. Netflix can make a differentiation by being publicly transparent, allowing users to control their information and encouraging socially responsible and wide-range content selections. Such specific recommendations can bring a balance between cultural change, new pricing and ethically deploying technology. 


[bookmark: _Toc213681032][bookmark: _Toc213765017]Conclusion
The current report explored the international marketing practices at Netflix in the context that is specific to the UK and India. It also pointed to the way Netflix uses macro-environment and differentiated segmentation, positioning and pricing to appeal to both the economy, culture and technology of the two markets. The overall marketing mix analysis indicated the significance of flexibility in distribution, localised marketing, processes that are customer-focused and ethical marketing in maintaining competitive advantage.
Performance review reflected the leading market position and high revenue growth of Netflix in the UK, and the growing subscriber gains and successful local content in India. However, these two markets offer ethical and operational issues, specifically in terms of cultural sensitivities, data privacy and these need to be addressed. Suggestions aimed at further localisation, refinement of prices, partnerships and development of data-driven, but ethical marketing strategies to drive sustainable growth. The fact that Netflix can retain a stable global brand image and, at the same time, manage to suit its strategies to the realities of the regions it operates in. Positioned it a leader in the rapidly changing global streaming market.
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