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Introduction

Netflix is one of the biggest streaming companies in the world that has transformed the way individuals use entertainment across the world. It was created in 1997 in the United States where it has managed to evolve and grow not only a DVD rental service but also an online streaming giant with millions of subscribers all over the world (Hosch and Ashburn, 2025). Netflix is appealing to varied taste and pursuit with its various library of movies, series, documentaries and original content that offer maximized content to domestic and international audiences.

This report seeks to compare two marketing approaches of Netflix in the two different markets in the United Kingdom (UK) and Brazil. These nations are chosen as the examples that are the ideal towards investigating how Netflix is modifying its marketing mix to diverse settings. UK being highly developed with well-established infrastructure and a wide variety of the audience offers Netflix some opportunities and challenges characteristic of high-developed markets. However, Brazil, having an up-and-coming economy and unique set of cultures and technologies, requires unique strategies to succeed. Netflix is an ideal case study for analysing international marketing strategies due to its global leadership in streaming entertainment, innovative business model, and adaptability to diverse markets. The company demonstrates successful digital transformation, evolving from a DVD rental service into a streaming platform with over 301 million paid subscribers worldwide. Its investments in personalized content, localized productions, and technological innovation make Netflix an exemplary brand to study in terms of segmentation, targeting, positioning, and marketing mix strategies across different socio-cultural and economic environments
This report aims to discuss and compare the marketing strategies of Netflix in the two countries. The report will investigate how Netflix has maneuvered into these different markets by analysing some of its strengths like the microenvironment, segmentation, targeting, and positioning (STP) and the 7Ps of marketing. Moreover, its strategies will be measured by the market data such as the subscription rates, the use of the content and customer satisfaction. Moreover, ethical implications of the selling activities by Netflix in both nations will be reviewed. This report ultimately intends to offer some recommendations that can be realized by analysing by Netflix implement to maximize its measures that will see it thrive even more in the UK and Brazil. This report will identify some of the insights that can be analysed cross-culturally in developing the international marketing strategy of Netflix through a critical analysis of these markets.
Brand Overview: Netflix
Netflix, Inc. is a multinational entertainer that provides an extensive collection of movie films, series of TV shows, and games in over 190 countries worldwide (Global Lancers, 2023). At the start of 2025, the company has more than 301 million paid subscriptions and is a high-trafficked source proving its popularity and domination of the market.
Netflix is a streaming and film-on-demand enterprise that originated in 1997 in California under the name Netflix through the format of DVD-delivery and shortly thereafter shifted to the streaming platform in 2007 by its two founding members and entrepreneurs Reed Hastings and Marc Randolph (Global Lancers, 2023). This tactical shift helped the company to transform consumption of content whereby instead of the past content consumption which relied on traditional broadcast, it switched to on-demand streaming. Netflix has over the years diversified to offer original content, live programming and higher-interaction functionalities to keep up with the changes in consumer preferences.
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Figure 1: Netflix Headquarter, California

Source: (Hosch and Ashburn, 2025)
Financial Performance

By 2024, Netflix had already reached a revenue of 39 billion and 15.7% above their earnings in the prior year (Iqbal, 2018). The financial strength of the company can be connected with the growing number of its subscribers, the effective content policy, and the implementation of an ad-supported version of the subscriptions that has become very popular among the consumers with limited finances to spend.
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Figure 2: Netflix revenue 2011 to 2024 ($mm)

Source: (Iqbal, 2018)

Investment and Content Strategy

The approach used by Netflix in content it produces focuses on making a wide range of innovative works. In 2023, the company has spent on content of around 17 billion dollars with much of the investment being directed toward original production (Getmonetizely.com, 2025). This investment has led to honoring series around the world in cases like Squid Game that was the most watched series in non-English language on the site.

Technological Innovations

Netflix has continuously been using technology to increase the user experience. Recommendation algorithm, design of user interface, and quality of streaming on the platform is constantly being streamlined to satisfy the needs of an international simultaneous or potentially global viewer base. Besides, Netflix has also engaged in live programming by including sports events and interactive programming with the aim of diversifying its offerings and capturing the interest of the viewers in a different way.
International Tap and Market penetration

Netflix has an outreach in more than 190 countries; hence, its content and its marketing concepts have had to customize the preferences of various cultures (Global Lancers, 2023). Global accessibility and relevance of the company is facilitated by the use of local content, multilingual interfaces, and region-specific pricing models to offer the company local access to various markets.

Opportunities and Challenges

Though winning, Netflix has been facing competition that has steadily increased in the hands of other streaming services and pirates besides legal challenges in different nations. Those are not the vain challenges that give one a great chance to innovate and develop. Another kind of investment into originality, business of testing new forms of revenue and expansion towards new markets will aid Netflix in sustaining itself in the entertainment sector in terms of leadership.

Summing up, the Netflix case study about the development of the company that originally did not think of anything beyond providing the DVD-by mail service and changing it into a streaming giant in the universe, it is evident that the company is not universal and demands to deliver the most various and relevant content to its viewers on a global scale. This blend of ground-breaking investments in the technology and content realms and the presence of essential padding on the globe, makes this company the best placed to stay as it keeps attaining increased accessibility in the vibrant entertainment sector.
Comparison of Socio-Cultural Context in the UK and Brazil

Socio cultural environments in United Kingdom and Brazil are different and they influence the Netflix strategy of marketing. Making differences work against each other is necessary so to readjust content and engagement strategies to each of the markets.

Digital Infrastructure and Internet Penetration.

UK has extremely high internet penetration of 97.8 per cent as of early 2024 having about 66.33 million internet users. This ubiquitous connectivity facilitates the smooth streaming reaction and a wide access to online content (Kemp, 2024b).

The internet penetration in Brazil, conversely is 86.6, with 187.9 million internet customers (Kemp, 2024a). The users may be much more, but the gap between the rates is larger, which means that a more significant segment of the population has limited or no connection to internet access and may impact Netflix coverage and necessitate the measures to combat the differences in the rates.
Media Consumption Habits

In the UK, the online consumption of news information among adults is highest at 71-percent compared to traditional television (70-percent) (Milmo, 2024). The social media is also drawing in a lot of attention with 52 percent of the adults accessing news on social media pointing to increased consumption of digital media.
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Figure 3: Top 10 news source

Source: (Milmo, 2024)

Brazil is a more interactive media consumer habit. This is due to findings that 38% of urban Brazilians had recently posted a comment on a news story on a social network versus only 7% in the UK amounting to more involvement and interactivity with digital content.

Content localisation and Cultural preferences 

The UK subscribers appeal to a wide range in contents such as British dramas, foreign series as well as documentaries. A diverse range of content with different tastes and cultural appeal is provided by Netflix UK with its offer of a great number of localized content, like The Crown, Black Mirror, or Bodyguard.

Brazilian locals are very attached to local productions such as telenovels, reality shows, and Brazilian movies. Netflix Brazil has also spent on collaborating original work such as 3%, Coisa Mais Linda and Sintonia, which correlate with cultural intricacies and narrations in Brazil. Such local focus is vital in terms of engaging Brazilian audiences and developing cultural appropriateness.

Social Media activity and Influencer Effect

In UK, news and entertainment are highly sought on the social media alongside 84.7 percent of online users draining into the social media. Famous people and content creators are important in consumer choice and content promotion (Corbin, 2025).

The social media presence in Brazil is fruitful, as such platforms as Facebook, Instagram, and YouTube are very popular. As a recently established group in the country, influencers, locally referred to as digital influencers can create significant effect on consumer behaviour, influencing certain patterns in content consumption and setting trends. The partnerships with such influencers are essential to the Netflix so that it is more visible and engagements improve in Brazil.
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Figure 4: Gross national income (GNI) per capita

Source: (Our World in Data, 2025)
Economic Factors and Affordability

UK individuals whose Gross National Income (GNI) per an individual is higher, offers a market when consumers are more likely to have more money to dispose of and thus embracing subscription-based services such as Netflix is the easiest way to serve such a market. The GNI Per capita in the United Kingdom was approximately US$47,700 in 2023, while on a purchasing power parity (PPP) basis it reached US$60,090 in 2024.
The GNI per capita in Brazil is lower, recorded at US$9,280 in 2023, and US$21,650 (PPP) IN 2024, with varying economic disparities across regions. The given economic situation implies that Netflix has to contemplate the price policy that can cater to different income levels, potentially by implementing tiered plans or micro-mobility-only to make Netflix more affordable and more accessible.

Conventions and Censorship of Content

UK has provided regulatory policies, which regulate the distribution of content and broadcasting criteria, to make sure that the sets of local laws and cultural sensitivities are adhered to.

In Brazil, there have been laws to limit the use of smartphones in schools, which are meant to create improved learning experiences. Though this is mostly related to educational facilities, this is a symptom of how the nation handles use of digital devices and this may have an indirect effect on young populations who drive consumption of content.

Comparison of Netflix’s STP Strategies
The effective use of sophisticated STP (Segmentation, Targeting, and Positioning) strategies is one of them since Netflix successfully uses them to respond to the specific needs of various markets, amassing to become a global leader in streaming services (Hossain, Akter and Muzareba, 2024). The following section, shall examine the two different markets where Netflix applications its STP approach include the United Kingdom (UK) and Brazil.

Segmentation

Netflix has a complex and broad segmentation approach which includes the processes of demographic, geographic, psychographic, behavioural and technographic. This strategy enables the firm to address a large number of consumer tastes and habits.

· Demographic Segmentation: Netflix focuses on the wide age group with very important intentions on the Gen Z and Millennials, more interested in the on-demand-based content (Zhou, Wei and Xu, 2021). This group in the UK is very tech savvy, and one that favours the content that is close to current social issues. In Brazil, family oriented content and local stories are more common and young viewers unlike in Saudi Arabia are also targeted.

· Geographic Segmentation: Netflix serves regional tastes by tailoring its content to the local selections. In the UK, the British shows are more accessible to British dramas and foreign productions, meanwhile in Brazil, the platform provides abundance of Brazilian movies and telenovelas to appeal to the local population.

· Psychographic Segmentation: As people grow concerned with their lifestyle and values, Netflix can attract UK viewers to watch the movies that overcome social standards and ensure inclusiveness. In Brazil, the focus in the stories is to reason local culture and people values.

· Behavioural Segmentation: The habits like binge-watching, the genres one watches, and the duration dedicated to the platform are examined. The UK is also moving towards shorter content consumption bursts, whereas, in Brazil, the audience tends to spend even more time on the TV, mostly during the weekends.

· Technographic Segmentation: This is based on the usage habits, whereby the UK audience will use smart TVs and laptops whereas the Brazilian users will access the content through smartphones since internet infrastructure use varies across the countries.

Targeting

Netflix uses a differentiation strategy and offers unique content and experiences to given segments in every market.

· In the UK: The target market here is that of the urban worker, university student, and young adult into which people need a variety of and quality content. Netflix tries to appeal these market segments with British original content and foreign shows and documentaries which relate to their global lifestyle.

· In Brazil: The site has adopted a wider audience; it reaches out to different classes of families, working people, and more clientele young audience. The localization will involve localizing content that will incorporate popular Brazilian programming formats such as telenovelas, reality programs, and music-based series or shows that will appeal to the cultural tastes of these segments.

The targeting strategy can also be seen in the pricing strategy of Netflix (Hossain, Akter and Muzareba, 2024). In the UK, where the disposable income is greater, the standard and high-ends plans are more common. The wide access by more people to the service is facilitated by the introduction of mobile-only plans and new tiers with decreased costs in Brazil.

Positioning

Netflix markets itself as an elite streaming platform where one can find a large and varied assortment of material, at any time or anywhere. The brand positioning is however subtle in tapping into the cultural contexts of individual markets.
· In the UK: Netflix, focuses on the idea of being a distributor of original and provocative work. The brand poses itself as a source of entertainment, as well as education and interrogation of the viewers as a platform that deals with a variety of genres and global content.

· In Brazil: The positioning will target the idea that Netflix is a means celebrating Brazilian culture and tales. Investing in local productions and presenting the local talents, Netflix will be perceived as the predator of national filmmaking and proving that the country can narrate the stories in the world.

The adaptability of Netflix in its STP strategies to meet the needs and preferences of the UK and Brazil market has provided the key to the world-wide success of Netflix. Through cultural, economical, and technological awareness and reaction to the environment of every country, Netflix was able to develop a strong base of faithful subscribers within these locations. Feeling the necessity to customize the approach would not only improve the usability but would strengthen Netflix as one of the world leaders in streaming services.
Comparison of Marketing Mix (7Ps) Strategies

         The Netflix service provides an extensive and broad content base designed to meet specific whims and wishes of its users all over the planet. The content includes various British dramas, Friendly international comedy series, documentaries, and original Netflix contents in the UK. An example of such successes can be The Crown, Black Mirror, and Bodyguard into shows demonstrating the incredible popularity of the British audience towards internal and external high-quality productions. Netflix too has a variety of characteristics such as drama, thriller, comedy and reality TV so that every viewer will find something of his own.

In Brazil, Netflix localises its content based on local preferences which is composed of Brazilian movies, telenovelas, and music-related material. The audience of Brazil is skewed towards content that promotes the Brazilian culture and Netflix has adapted the same response by producing original content like 3%, Coisa Mais Linda, and Sintonia (About Netflix, 2017). Netflix made the list of top 10 markets with the most significant demand on original content in Brazil and several other countries, meaning that the market is highly interested in stories rooted in the region. Another aspect that should be noted, however, is the abundance of international content available on the platform, which is especially characteristic of it in order to be relevant and attracting to viewers.

Besides, Netflix has content distributed in several languages with subtitles or dubbed in solution to international as well as regionally oriented films and entertainment programs. The product mix is constantly altered and refreshed with new content and guarantees fresh products every month hence keeping subscribers on board and retaining them in the long run. Netflix has also tried itself in anything to do with interactive content, mobile games in both the UK and Brazil, not only offering more movies and shows to watch via the service.
Price 

The pricing structure of Netflix is priced to suit the varying economic trends and preference of the customer in UK and Brazil. In the UK, with a higher disposable income, the Netflix has three general levels of subscription including Basic, Standard and Premium subscription plans. Its Basic engagement begins of £ 5.99 per month and comes with one device access as Netflix in standard definition (SD). Basic plan costs £ 12.99/month and streaming is enabled on two devices at the same time in high definition (HD). The Premium, which is £ 18.99 a month, allows four devices and twenty-three Ultra HD quality streaming as well as being able to stream on up to four devices concurrently (Help Center, n.d.). Such a tiered pricing gives Netflix the ability to attract the most significant number of income levels, including per-capita customers and more substantial families, though still remaining indulgent to their subscribers regarding the quality of content and access to multiple devices simultaneously.

Netflix must deal with another economic environment, where the average levels of income are lower, and the price sensitivity is focused on Brazil. Netflix also has been providing the same level of tiered system at a lower rate to serve the Brazilian market. Basic plan will begin at BRL 25.90 (around £ 4.50) per month and the Standard plan at BRL 39.90 (around PS6.80). Also Netflix has launched a Mobile-Only subscription costing BRL 19.90 (around £ 3.40) per month as a direct target of smartphone owners to appeal to the large mobile reach in Brazil. The common features of this pricing strategy are to make sure that Netflix is popular among the wider audience in Brazil where network and mobility differ dramatically across regions.

In both markets, Netflix has been able to regulate its prices, in a effort to get prices of its services in local-market, without compromising the quality of their content.

Place

In the UK and Brazil, Netflix makes its content available on various platforms and modifies distribution channels with regard to technological infrastructure available within the countries and consumers tastes.

Netflix in the UK is compatible with many devices, such as smart ranges such as TVs, laptops, tablets, and smartphones. That platform has also created a corporation with key internet service providers (ISPs) such as BT and Sky to incorporate Netflix in broadband and TV packages, which is even more convenient to the UK customers. Gaming consoles will also include the app, including the PlayStation and Xbox, which means Netflix will reach the widest audience because there are people who use a gaming console, no matter what kind.

The case in Brazil is somehow different, as the internet infrastructure in Brazil is quite diverse. Although Netflix continues to be accessible via all key platforms, mobile streaming is still highly discussed because too many Brazilian users have access to the internet via phones. Netflix has optimized its mobile application as regards bandwidth and thus streaming is smoother in less reliable networks. Furthermore, Netflix has collaborated with the national mobile operators to support discounted subscription packages to the audience that is mostly mobile-first in Brazil. These will increase the scale of Netflix on various destinations as well as accessibility around Brazil.

Promotion 

In the UK and Brazil, Netflix uses various promotional techniques and refers to the peculiarities of local culture and multiple online tools when working with subscribers.

In the UK, Netflix makes use of both the traditional and digital advertising mediums. To cover a lot of people, the company conducts targeted commercials on TV and most of these ads are typically during the prime-time programs. Also, Netflix pays special attention to such social media as Twitter, Instagram, and Facebook to attract users in the UK and frequently discuss new releases and original materials. Their promotional strategy also involves using high profile releases by working with the most popular influencers and celebrities in the UK, which generates an organic buzz. As an example, Netflix produced a collaboration with the British actors and fashion counsellors to talk about the release of season 2 of Bridgerton in behind-the-scenes content and interactive posts in 2023 (F2F News Desk, 2021). More so, Netflix is using intelligent marketing techniques to attract users with a tailor-data communication to offer them content that is relevant within their likes and interests.

Netflix adjusts its marketing approach in Brazil through associating with domestic celebrities and influencers to design Brazilian relatable campaigns. Trailers, teasers, and cultural promotions based on the preferences of the Brazilian market are spread in social media such as Instagram, TikTok, and YouTube. As the example of Netflix teaming up with Brazilian musicians and influencers enhancing their appeal with Coisa Mais Linda and other localized content such like these. Another aspect that helps the firm to position itself as a cultural promoter is the fact that it sponsors regional promotions with resources provided by Brazilian filmmakers. The Netflix has also taken the advantage of local festivals and events to advertise the Brazilian originals so that the brand is also not seen as a streaming service but as one of the entities that are part of the entertainment experience in Brazil.
People

Netflix has high emphasis on people in both countries, the UK and Brazil, about both customer service and the internal content producing groups.

As a company with branches in the UK, Netflix offers 24/7 work frame service through online platforms such as live chat and e-mail where subscribers can access some attention as and when they need it. The platform focuses on the importance of UK creators and talent in creating new content as well (including The Crown and Black Mirror). This tendency of local content makers leads to a feeling of ownership and attachment to the brand among the audience in the UK.

In Brazil, Netflix cooperates with filmmakers, actors, and content makers in Brazil, investing in local content in the country, including 3% and Sintonia. The platform also guarantees the Brazilian subscribers of Portuguese speaking language, which also boost user experience. Partnerships with the local talent will help Netflix form solid relationships with the Brazilian population and provide them with content that resonates with the cultural values and traditions.

Process

The strategy of content delivery in the UK and Brazil used by Netflix is flawless, which has the advantage of guaranteeing the easy user experience that can be enjoyed on a range of devices and services. Netflix has a simple subscription model in the UK with an easy subscription procedure made available on its web and mobile platforms where one can subscribe, take care of their subscriptions and browse at the convenience of their web or mobile interfaces (Lindström, Vishkaei and Giovanni, 2023). The processing of payments is done in a safe manner where one would rather use a wide range of payment methods each having different options to choose such as credit/debit cards, PayPal, and gift cards. The personalized content recommender system can be seen through the advanced recommendation algorithms that utilize the viewing history in order to recommend personalized content that is likely to keep the users engaged at all times.

In Brazil, it is just as simplified, but lifespan-focused on mobile devices. The Netflix mobile app is optimized to support situations with even low bandwidth, which is essential when it comes to Brazilian customers who tend to use their mobile phones with unstable internet speed. The users also find the subscription process simple as they can use credit cards, bank and mobile payments. Netflix has also launched mobile-only plans to meet the needs of the mobile-initially focused Brazilians.
Physical Evidence

The physical evidence in the UK and Brazil is meant to enact the brand name of Netflix as well as to guarantee user satisfaction. The Netflix logo could be seen dominating multiple classifications of streamline devices, including smart Televisions, video game implementations, and smart phones within the UK. The user interface (UI) here is clean and easy to navigate and designed with the UK viewers in mind, which presents trending content, recommendation, and new release in a manner that is visually attractive. Netflix also makes sure that the promotional letters, posters, and online advertisements are in line with its global brand and meets the local preferences as well.

In Brazil, Netflix makes its physical evidence equally localized and provides content in Brazilian culture on the promotion. This involves adverts in Portuguese and localized programming that are handled in manner that the locals can understand. The navigation of the Brazilian market is translated into Portuguese and Netflix tends to organise physical campaigns and events such as festivals which amplify its presence and cement its role as a culturally oriented brand in Brazil.

Evaluation of Netflix’s Marketing Strategies in the UK and Brazil

Netflix has managed to reform its marketing approach to meet the specific socio-economic, cultural and technological conditions in the UK and Brazil and has achieved significant success in the two locales. Nevertheless, there is also a set of unique challenges of each of these markets which Netflix cannot ignore and keep its role of a leader in the streaming industry.

UK Market Evaluation

UK market offers more competitive environment to Netflix due to its well-developed digital infrastructure and increased disposable income. Netflix has been steadily increasing its subscription base in the UK and has an estimated revenue of £ 1.7 billion ($ 2.2 billion) by 2023, which contributes largely to the revenues received by Netflix worldwide (IMDb, 2023). The UK market is technologically advanced and values a wide range of high-quality content, and Netflix has already obtained the original productions that can be considered its strategy: The Crown or Black Mirror are both based on British productions. The relationships Netflix has developed with ISPs and integrating into the TV packages with TV providers such as Sky have further expanded the reach.

Nevertheless, competition in the UK has been rising because Netflix competes with both local and international rivals like Amazon Prime Video, different versions of Disney+, and the BBC iPlayer among others, which do provide some of their content at fair prices. The three-tier pricing approach used by Netflix in the UK enables the company to serve various customers with the needs. The increased cost of living and fees have however raised concerns on affordability especially within price sensitive segments due to the escalating costs of subscription. Nevertheless, the marketing approach that Netflix applies is also efficient and is based on intensive use of digital advertisements and cooperation with influencers as well as individual offers.
Brazil Market Evaluation

Netflix is a market in Brazil has differentiated its approach in line with a market with smaller disposable income and unequal access to internet (Brazil, 2014). Brazil has one of the largest subscriber bases of Netflix and is a key geographic region to extend the phenomenal expansion initiatives into. The focus on local productions by Netflix, including 3%, Sintonia, and Coisa Mais Linda, has been a huge success, making the strategy of the company to attempt to join the cultural tastes of the Brazilian people.

Netflix also has realigned its pricing plans to match the economic environment of Brazil, having lower priced plans, one of them being the mobile-only plan which has been successful among smartphone users. Such pricing elasticity has assisted Netflix, to achieve wider readership, and among the lower-income groups. Moreover, mobile-first is essential to Brazil, in which an important section of the internet usage is done through smartphones. Consequently, Netflix has reinforced its user base through mobile optimization, as well as, the provision of low prices to subscriptions.

Nevertheless, the internet connectivity and data usage rates are a challenge to Netflix in Brazil that can create a liability to the streaming quality in rural and less-wealthy regions within the country. Such competitors as Globoplay and Amazon Prime video provide a close local content that can be at relatively lower costs or packaged with other services, further pressuring Netflix.

Evaluation of Ethical Issues in Netflix’s Marketing Strategies

The main distinguishing feature that has made Netflix globally successful is the variety of content and marketing strategies depending on the local preferences. Nevertheless, these solutions cause a number of ethical concerns, especially in terms of cultural sensitivity and data privacy as well as the environmental effects of streaming.

Cultural Sensitivity

There are instances of doubt on the marketing adopted by Netflix in both the UK and Brazil in terms of cultural representation. Though here in the UK Netflix has made numerous similar local content, including The Crown and Sex Education, the companies depictions of the British history and issues have been criticized as historically incorrect, or as portraying contentious matters in a contentious manner (Dowey et al., 2021). An example of this is that The Crown received criticism because it falsely portrayed some historical events, which others considered to be historical distortion to entertain the audience. Nevertheless, Netflix reduces these fears by including disclaimers and declaring that its content will be fictionalized.

In Brazil, Netflix has been treading a very delicate ground where its content usually points the finger at challenges such as poverty, inequality, and corruption (Oliveirra, 2024). Shows 3% and Sintonia document the struggles of the Brazilian society but have also been criticized as doing to reinforce the negative stereotypes about Brazilian culture. It is a difficult task to balance all the characteristics reflecting local realities but not featuring detrimental stereotypes, especially when the content is made by foreign producers with the aim of local people.

Information privacy and personalization
One ethical issue which Netflix may have is data privacy. In order to target its content recommendations, Netflix gathers a lot of data regarding the viewing patterns of users (Chen, Sun and Liu, 2021). Whereas this improves the user experience, it also involves certain worries concerning how much spying is done and the level of misuse of data. The  proves highly valuable since a 2023 report indicated that users of Netflix are getting more concerned about what they are sharing regarding their personal data since more than 60 percent of the users around the world were complaining about their privacy and using personal information to target them with advertising campaigns.
Environmental Impact
The other yet ethical concern is the environmental footprint of Netflix (Makonin et al., 2022). Streaming services consume a lot of energy and data infrastructures are large facilities emitting CO 2. Millions of hours are streamed over Netflix every day and the impact of the company on the environment is significant. As they reacted to this, Netflix has undertaken a pledge to become carbon-neutral by 2022, though continued questioning of the practices takes place.

Altogether, even though Netflix has achieved some progress regarding handling the ethical issues, the balance between cultural representation, information protection and environmental issues remains a crucial challenge as the company proceeds to becoming global.

Recommendations for Future International Marketing Strategies
1. Invest in Local Content: Netflix needs to invest further into local content in order to serve various cultural understanding particularly in upcoming markets such as Brazil. Producing more localized content will make the company more loyal, as well as more attractive to the Netflix as a culturally relevant company. This assigns extra agreements with the host developers in order to devise genuine and appealing stories.

2. Flexible Pricing: In such countries with relatively low income levels as Brazil, there can be new approaches to pricing, including regionally selective and defaulted plans, as well as discounted student and family plans (Valarezo et al., 2021). It would make this platform not as distant to a larger number of people and, on the other hand, it produces a smaller amount of content.

3. Green Policies: Netflix should accelerate its sustainability initiative whereby its priority is to reduce its carbon footprint according to its streaming. The initiatives to restore the environmental impact such as building green data centers and converting to green energy will improve its environmental declaration and appeal to the environmentally savvy consumers.

4. Data Privacy Transparency: As the level of data use becomes more transparent and data privacy is increased, there will be increased trust to the user particularly in the European and Latin American markets where privacy is a factor.

Conclusion

To conclude, Netflix has successfully matched its marketing strategies with the unique socio-cultural, economic and technological environments of the UK and Brazil to emerge as a world leader in streaming services. In UK, Netflix can leverage its multiple content platforms, and good brand rendering, in overcoming competition and price elasticity. Netflix has taken advantage of the local content focus, low prices and mobile-centric streaming in Brazil to dominate the Latin American market. Nevertheless, the dilemma of cultural awareness, data security, and the ecological aspect are fields that ethical issues of Netflix still needs to address in the future.

As part of its growth strategy, Netflix needs to invest more in localized content, improve pricing principles to make them more affordable in the emerging markets, focus on sustainability, and strengthen transparency in the area of data protection. Through this approach, Netflix will be able to dominate the streaming market internationally and enhance confidence as well as loyalty in people belonging to various locations. 
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