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Selected Brand: NETFLIX
Countries: UNITED KINGDOM & INDIA
[bookmark: _Toc214023620]                                    Introduction

In the age of rapid digitization and a high level of global interconnection, streaming platforms have turned into the central elements of the international marketing strategies. The current report focuses on one of the leading over the top (OTT) providers in the world, Netflix, Inc., and compares its approaches to marketing in two different national markets the United Kingdom (UK) and India. 
The justification of the choice of these countries is twofold. To begin with, the UK is a mature streaming market, with a high internet penetration, established consumer behaviour and substantial competition, and India is a high growth emerging market, with mobile first consumer behaviour, linguistic and cultural diversity, and varying pricing trends. The juxtaposition of the two settings allows the in depth comparison and critical evaluation of the impact of macro environmental, cultural and regulatory factors on the international marketing strategies.
The primary objectives and research questions guiding this analysis are:
What is the cultural, economic and regulatory environment and how it affects the marketing strategies of Netflix on the UK and India markets?
What are the effectiveness of the Netflix Segmentation Targeting-Positioning (STP) strategies and 7ps marketing mix in these two countries?
What are the ethical and practical marketing issues facing Netflix in the UK and India international setting?
The answers to these questions make the report perfectly consistent the possibility to compare and contrast cultural differences and similarities between countries in a marketing environment critically and comparatively; the faculty to identify and reflect critically on the current ethical and practical models of marketing in a global environment.
The report structure is following, introduction, provides a brand overview of Netflix its origins, its mission, its global expansion and positioning. The comparison or contrast of socio cultural and more macroenvironmental (PESTLE) environment of the UK and India. Analyses STP strategies of Netflix in the countries, will introduce a comparison of the marketing mix (7Ps) of Netflix in the two markets, analyses how Netflix has performed in every country based on the main measures and facts related to the marketing strategies. 
Then  ethical concerns related to the marketing by Netflix in one or both countries are investigated. Lastly, a conclusion is given in the form of strategic recommendations on how Netflix can develop its international marketing strategies.
This analysis is based on the theoretical significance of the international marketing theory, particularly the standardisation versus adaptation debate (e.g., Levitt, 1983), and frameworks of cultural analysis, including the ones developed by Hofstede and by Kotabe and Helsen (2014). The report thus relies on both theory and current market information to give a strong analysis based on the research.
[bookmark: _Toc214023621]                               Brand Overview: Netflix
Netflix, Inc. was created by Reed Hastings and Marc Randolph, as a DVD by mail rental company in 1997 but developed into a streaming at the time in 2007 and then turned into a worldwide entertainment service providing TV series, films and games in over 300 countries with more than 300 million paid subscriptions (Netflix 2025; demandsage 2025). The mission of Netflix is to ensure that everyone and at all places can access entertainment on command (Netflix 2025). Following 2010, when it expanded into Canada, it rolled out further in 2012 covering the UK and Ireland, by 2016 it had further expanded to include many countries, such as India.
According to the brand positioning, Netflix has positioning as a globally edited and locally localised entertainment platform, its tagline is ‘Watch anywhere’. Cancel everything is more focused on local language originals in its content strategy, and puts a heavy emphasis on convenience and global presence with cancel anywhere (Weglot 2025). This is an indication of globalisation- localisation dynamic: Netflix aims at global size but localises by providing regional original content and localising user interface/ user experience (Bartlett and Ghoshal, 1989; Levitt, 1983).
In the United Kingdom, Netflix started its streaming platform on 9 January 2012, and became one of the leading companies in the subscription-video-on-demand (SVOD) market (Wikipedia 2025). The UK market is typified with high penetration of broadband, mature consumer behaviour and high competition. In India, Netflix was introduced in January 2016, in a highly price-sensitive, mobile-first and vastly linguistically diverse and region-specific market with high regional content demand. The external estimates indicate that Netflix India has approximately 20-22 million users by financial year 2025 and the local company has registered good revenue expansion (Economic Times 2025).
In both markets, the value proposition of Netflix is similar, an unlimited access to high-quality entertainment, personalisation through algorithms, and original content, however, the localisation of the product, pricing, promotion and distribution are done very differently. Theoretically, the brand exhibits a hybrid international approach: the manifestation of standardised brand image and global technology infrastructure, but with much customisation in content, price categories, language choices, and domestic collaborations (Cui, 2024).
Therefore, this report provides the groundwork towards a further comparative discussion of the ways in which the marketing approaches of Netflix have been executed in the UK and India.
[bookmark: _Toc214023622]Comparison of Socio-Cultural and Macro-Environment Context
This part presents a systematic comparison of the macro environmental and socio-cultural factors that affect the business of Netflix in the United Kingdom (UK) and India and a PESTLE framework is conducted, and cultural analysis using the Geert Hofstede dimensions is presented. It is not just to outline these differences, but to critically evaluate the way these external factors demand Netflix to respond to its international marketing efforts in each market.
[bookmark: _Toc214023623]PESTLE Analysis for the UK and India
The following table provides a critical comparison of the macro-environmental factors influencing Netflix’s marketing strategies in the United Kingdom (UK) and India.
	Factor
	United Kingdom (UK)
	India
	Critical Implications for Netflix’s Marketing Strategy

	Political
	UK has a very stable political environment and has well developed media laws that are contained in the Online Safety Act 2023, which aims to make online and video-on-demand services more responsible (Wikipedia, 2025; Panmore, 2023). This regulatory uniformity guarantees the defence of consumers yet sets tough compliance measures to streaming sites.
	The government of India is actively encouraging the process of digitalisation by the means of campaigns such as Digital India, but the recent changes in the format of OTTs have added more restrictions to the process, raising censorship issues (The Guardian, 2020).
	Netflix has to be focused on maintaining the content and consumer-protection laws in the UK. Regulatory uncertainty, such as content censorship and restrictions on foreign investment, however, is a matter of adaptive strategies, including local partnership or cautious review of the content in India.


	Economic
	UK is a highly-income, mature economy where there is penetration on subscription and saturation of streaming services (UKEssays, 2019). Expansion will be based on differentiation using unique content and retention tactics.
	The economy of India can be described as having strong GDP growth, increasing middle class, and the highly price-conscious audience, where mobile broadband penetration is rapid and entertainment consumption is soaring (India Brand Equity Foundation [IBEF], 2024).
	In the case of Netflix, the UK needs marketing that is retention-based and differentiation based on value added. In India, success is determined by mass affordability, regional content growth as well as scalable mobile-first offerings.


	Social
	UK audiences have a high degree of individualistic behaviour and prefer convenience-based on-demand entertainment, which is also personalised (UKEssays, 2019). The large internet literacy favours digital consumption.
	Indian consumers demonstrate collectivist traits, multilingual preferences, and a strong inclination towards culturally resonant, family-oriented entertainment (IBEF, 2024).
	The promotional message, language selections, and content localisation of Netflix need to incorporate the culture of collectivism, local preferences in India, whereas in the UK need to be based on the preferred qualities of premium, binge culture, and personal experience.

	Technological
	The UK benefits about 100 percent of broadband, 5G networks, and penetration of smart-TV (Panmore, 2023). These support regular HD/4K streaming.
	In contrast, India is more of a mobile-first country, as more than 750 million people own smartphones and data is cheap making content consumption a reality (EdrawMax, 2025). Fixed-line connectivity remains limited.
	In India, the approach that Netflix should have is based on mobile optimisation, the collaboration with telecom operators, and lightweight app interfaces. In the UK, cross-device integration, high-definition streaming and advanced user interfaces are the focus.

	Legal
	UK sites have to comply with GDPR, Data Protection Act 2018, and the content standards of Ofcom, which entails transparency of data and consent of a user.
	The legal environment of India is also changing, and the activity of India is regulated by the Information Technology Rules (2021) and the Digital Personal Data Protection Act (2023), which both introduce limitations on the use of data and OTT content (The Guardian, 2020).
	Netflix’s UK operations require strict privacy compliance and transparent data practices, while in India, navigating censorship and content restrictions necessitates proactive localisation and ethical oversight in marketing communication.

	Environmental
	Environmental awareness among consumers and regulators in the UK is high, and brands should become less emitting of carbon and be more streamlined (Panmore, 2023).
	India is becoming environmentally conscious, although affordability and accessibility are still the most important factors (EdrawMax, 2025). Nonetheless, the urban consumers are placing more importance on CSR activities related to sustainability.
	Netflix can position sustainability as a differentiator: emphasising carbon-neutral operations in the UK and community-based ecological initiatives in India to enhance brand perception and CSR alignment.


Critical Comments
The comparison of the two PESTLE analysis shows that the marketing strategies of Netflix have to be differentiated and adaptive in the two markets. The UK has a stable, regulation-based, and technologically advanced environment that allows Netflix to adopt a rather standardised premium strategy with the emphasis on differentiation and innovation. 
India instead requires a high level of localisation not just in terms of pricing and content, but also in terms of technology, promotion, and ethical governance. The Indian market is characterised by great opportunities due to the high economic growth and cultural diversity but needs agility in terms of compliance and customer contact.These results underline the glocalisation imperative (Robertson, 1995), integrating both global technological and brand coherence as well as a context-specific adaptation at the regulatory, socio-economic, and cultural levels.
[bookmark: _Toc214023624]Cultural Context
Using the six dimension model of Hofstede (Power Distance, Individualism vs Collectivism, Masculinity vs Femininity, Uncertainty Avoidance, Long-Term Orientation, Indulgence vs Restraint) will give an additional information on the influence of cultural differences on marketing communication and product adjustment in the case of Netflix (Hofstede, Hofstede and Minkov, 2010).
The major cultural differences between the UK and India (according to the scores widely reported) are:
Power Distance (PDI): scores of India are approximately 77 vs UK is approximately 35 meaning that India tolerates more hierarchical distance compared to the UK (ResearchGate, 2024).
Individualism (IDV): UK is strongly individualistic (high index of about 89) compared to India (relatively collectivist).
Masculinity (MAS): In certain analyses, the UK (~66) is more competitive /assertive than India (~56).
Uncertainty Avoidance (UAI): UK and India have moderate/low scores but these are dispersed (~35 in the UK, and the same in India).
Long-Term Orientation (LTO) and Indulgence (IVR): India is middle on LTO, and the UK is higher on indulgence- focus on leisure and gratification (ResearchGate, 2024).
[image: ]
Figure: Scores of India and the United Kingdom (ResearchGate, 2024)

[bookmark: _Toc214023625]Implications for Netflix marketing strategy
In high-power distance culture of India, messages about the product, which involve authority, approval of the famous people (local stars, local influencers) and status-related clues can work. Peer-oriented communication is more democratic and thus works better in UK where the democracy is lower than in the UK.
The collectivist orientation of India implies the significance of family-based content, local language groups and local consumption (shared viewing). The Indian marketing in Netflix should deal with group viewing, local subtitling/ dubbing and local originals. Personalised consumption (binge-watching, personal profiles) is the standard in the UK.
As the score on masculinity higher in the UK, the messages based on the competitive positioning (best content, award-winning originals) and self-achievement might work; the message based on the award-winning originals, or self-achievement could be more suitable in India, since its score on masculinity is slightly lower.
The moderate UAI of both markets indicates that consumers are fairly at ease with change and new products but in India the mobile-first, fast-moving ecosystem Netflix needs to underscore ease, trust and simple UX to minimise the perceived risk.
On the case of Indulgence vs Restraint, the greater indulgence of the UK indicates the marketing can be dominated by leisure, escapism and freedom (watch anytime, anywhere). In India, although escape is important, price-sensitivity and mobile usage mean that marketing with a value focus, flexible access (mobile only plan) and multi-language message can have a greater impact than straight indulgence messaging.
To conclude, this comparative PESTEL and cultural settings analysis shows that even though Netflix enjoys a global brand identity, its international marketing approach has to significantly distinguish the UK and India. Each market has its own structural and regulatory issues which are determined by the macro environment, and consumer behaviour, preferences toward content and promotional strategies are defined by cultural forces. Such a background preconditions the analysis of STP and 7Ps strategies of Netflix in the following parts of the present report.
[bookmark: _Toc214023626]              Comparison of Netflix STP Strategies

This part is critically evaluates how Netflix uses the concept of Segmentation, Targeting and Positioning (STP) in two different markets, the United Kingdom (UK) and India, and how the strategies meet the consumer behaviour in these markets, market conditions, and cultural values.

[bookmark: _Toc214023627]Segmentation
Netflix uses a segmentation that places much focus on the psychographic criteria within the UK. The streaming product focuses on the consumer segment that attaches importance to the on-demand convenience, the lifestyle of binge watching and multi-devices. An illustration is the UK market, a mature streaming market where the penetration rate of broadband is high, with many users flexibly consuming content across the devices and demanding curated and high-end original content (Yuan, 2023). The segmentation of behaviour is also not an insignificant shift: Netflix aims at those users who watch a lot, have multiple profiles, and interact actively with the platform through artificial suggestions (Sprintzeal, 2025).
By comparison, Netflix uses more demographic and behavioural segmentation in India. The mobile-first, price-sensitive market is a mobile first market in India, where Netflix can divide by income or device type (mobile vs TV), by region and language (e.g. regional language viewer), and by behaviour (e.g. one watches on their way to work). As an example, India has a “Mobile” package starting at Rs 149/months of smartphone users. (Times of India, 2024)
Therefore, in the UK, segmentation is based on lifestyle (e.g. binge-watchers, professionals, family with multiple users), whereas in India price-sensibility, access device, region / language and consumption of mobile only are the primary segmentation factors. This variation is consistent with the maturity of the market and consumer infrastructure that are divergent.

[bookmark: _Toc214023628]Targeting
The targeting strategy of Netflix in the UK is prone towards high-end, differentiated audience. It has various levels (Standard, Premium, ad-supported) with a high definition and multi-device support, which is aimed at individual households and other technology-advanced consumers who can afford to pay more to use more advanced functionality (Comparitech, 2025). The UK targeting therefore focuses more on quality and value and not the lowest cost.
In India, Netflix has been following a mass-market diversification policy, given the high value of scale in an already populous, price-sensitive market. The introduction of a mobile-only option at Rs 149/month depicts how Netflix is targeting the high number of smartphone users in the country, albeit at reduced margins, and then cross sell them with other options. Bundled deals with telecommunication companies go even further in terms of reach. In this case, the targeting of Netflix is between the cost-conscious young people to family-users, regardless of their income levels.
As such, Netflix targeting in UK is more of value premium customers and retention of the core customers, whereas in India is focused on customer acquisition, increased reach and price/device segmentation. The two strategies are market-oriented.

[bookmark: _Toc214023629]Positioning
Netflix brands itself as “Unlimited entertainment at your fingertips in the UK market, focusing on convenience, content breadth, high-quality original products, multi-device compatibility and quality experience. This is based on the quality expectations of on-demand and quality services by the UK consumers and is in line with the mature, individualised consumption culture.
Netflix positioning in India can be explained as follows: Entertainment in your language - concentrating on local-language originals, local storytelling, mobile-enabled, and low-price. The brand properties are focused on the relevance to the diverse linguistic groups, regional tastes and value pricing.

	
	High Quality / Global Appeal
	High Local Relevance

	High Price
	UK (Standard/Premium Plans)
	–

	Low Price
	–
	India (Mobile-only plan almost in £1 only)



[bookmark: _Toc214023630]Perceptual Map


Figure: Perceptual map of UK and India
On the perceptual map, UK positioned high on quality/ breadth and moderate to high on price sensitivity, whereas India would plot moderate on quality/breadth but high on local relevance and low on price.
[bookmark: _Toc214023631]Utilising Kapferer’s Brand Identity Prism
In the UK: the physique of Netflix is the international brand of high definition streaming; the personality is innovative, up-market, the culture is global, cosmopolitan; the relationship is personalised with individual profiles; the self-image is smart, connected.
In India: The physical form of Netflix is available mobile streaming in the local languages; personality inclusive, local-first; culture based on the multilingual background of India; relationship communal viewing; reflection value-conscious young people and families; self-image based on national culture but being a part of global trend.

Importantly, Netflix has a global brand name, but the positioning is adjusted to the cultural and consumption trends of the individual market. In the UK the emphasis on premium experience accesses the individualised, high-expectation consumption and in India the emphasis on localisation and affordability indicates the collective cultural consumption, mobile-first usage and extremely price and value sensitive consumption.
It is however worth mentioning limitations: In India, Netflix has embraced a mobile first positioning strategy the sheer breadth of local competition (e.g. free/low cost offerings) and price sensitivity is a challenge to uphold premium positioning without cutting on margins. Netflix is currently saturated in the UK, and it will have to maintain its value offer as competition increases and consumers may become tired of the high cost of subscription (The Guardian, 2025).
In summary, the STP options of Netflix in both markets represent a local marketing strategy global brand, locally oriented segmentation, targeting and positioning. The strategy is consistent with the theoretical approaches of standardisation vs adaptation (Kotabe and Helsen, 2014) and uses subtle local differentiation.

[bookmark: _Toc214023632]        Marketing Mix (7Ps) Strategies Comparison

This section consists of an in-depth assessment of the adaptation of the marketing-mix (7Ps) tactics by Netflix to the UK and India markets with the theory of glocalization (Roland Robertson, 1995) and the standardisation vs. adaptation debate (Keegan, 2017) as the theories that help understand how the tactical decisions fit (or do not fit) the local market environment.
[bookmark: _Toc214023633]Product
Netflix in the UK features a widely globalised catalogue with an English-language focus, high-definition originals (e.g, The Crown) and advanced capabilities (multiple profiles, UHD, offline downloads) as is representative of a mature and high-end market segment. The product is mostly standardised, based on the global brand name of Netflix, values of UX and content production.
In India, Netflix has made major product changes: local dubbing/subtitling, local originals (such as Sacred Games), mobile-first experience, and device-specific features to adapt to the affordability of smartphones and data plan limitations. Therefore, Indian product strategy is localised.
[bookmark: _Toc214023634]Price
In the UK, the standard levels of subscriptions (e.g., Standard, Premium) are based on the increased GDP per capita and the demand of the premium service. The rates in the UK per month vary depending on the specifics, but some of the higher relative prices in the world have been reported (Comparitech, 2025).
In India, Netflix has very sharp price differentiation by having a very low-cost mobile-only offer (e.g. INR 149/month) and other options up to INR 649/month (Times of India, 2024) - advertising to a price-sensitive, smartphone-centric consumer base.
[bookmark: _Toc214023635]Place
The UK strategy focuses on the accessibility of multi-devices (smart TVs, tablets, smartphones, desktops) and collaborations with ISPs/telecoms who have bundled plans. The infrastructure in the market facilitates fast fixed broadband and developed device ecosystems.
Netflix in India focuses on a mobile-first approach that includes deals with telecom providers (e.g., bundled data + Netflix offers) and a delivery system based on the cost-effectiveness of relatively low data charges and everywhere-network coverage by smartphones.
[bookmark: _Toc214023636]Promotion
Netflix uses social media campaigns, influencer campaigns, global launchs and Netflix Originals premium positioning in the UK. The high-end production with award-winning content and the comfortable convenience of streaming everywhere at any time underline the campaigns.
Promotion strategies in India are tailored in form of Bollywood celebrity endorsements, ads in local language, local events and festivals, and regional language social media ads. The advertising focuses on the relevance in the culture and embraces the local appeal to generate the interest.
[bookmark: _Toc214023637]People
Netflix is based in the UK and has teams of professionals in London/Europe to handle local content, as well as globally and local content production, marketing, and UX. The labour force has high competence and facilitates high standard service delivery.
Netflix has set up a content production studio in Mumbai, recruits local creative staff (writers, directors, actors) and partners with local production studios - developing a local creative workforce to create culturally-relevant content.
[bookmark: _Toc214023638]Process
The UK platform has an easier user experience (UX), algorithmic personalisation, high-speed streams, numerous device downloads and international content recommendation systems which are mostly standardised across markets.
Netflix makes mobile experience simpler in India, streamlines data usage and mobile only plans are limited, as well as colluding with telecoms to ease onboarding and payment (including mobile wallets).
[bookmark: _Toc214023639]Physical Evidence
Physical evidence in the UK takes the form of smooth app interfaces, UHD streaming, smart-TV integrations and a universal global brand look and feel.
In India, though the UI is still branded as Netflix around the world, the interface has regional language selection, low-data settings, mobile-only UI upgrades and localised banner images.
[bookmark: _Toc214023640]The 7Ps Synthesis A Glocal Strategy in Action
The marketing-mix of Netflix in the UK and India is a successful example of a glocal strategy: an international platform and brand image with some local modifications selected and target-oriented. Robertson (1995) coined the term globalisation to reflect the simultaneous presence of both global and local processes; the working model in Netflix is a model case study. 
The debate on the topic of standardisation vs adaptation (Keegan, 2017) presents trade-offs: standardisation is cheaper and guarantees wholesomeness of the brand; adaptation is more relevant and market focused. Netflix is evidently using the adaptation dimension in many dimensions (Price, Promotion, Place, People, Product) particularly in India, and standardisation in particular in platform architecture and brand identity.
[bookmark: _Toc214023641]Critical evaluation:
The UK market enables Netflix to shift to more standardisation since customer expectations, infrastructure and device penetration are more global. In this case, there is little adaptation and maximisation of economies of scale.
The basics of adaptation in India include: low subscription rates, distribution is mobile-first, local content, domestic production. In the absence of these, Netflix would probably not be able to compete in a saturated market with powerful domestic competitors and high sensitivity to prices.
The hybrid mix (standardised core + locally adapted elements) is the solution which will provide Netflix with the best of both worlds: cost-efficiencies, homogenous brand experience, and local relevance.
But with risks come benefits: being overly adaptable will lose brand solidity; being insufficiently adaptable will become irrelevant. As an example, in India the dilemma continues to be between global standards of quality and mobile constraints and price constraints, and Netflix is competing with cheaper or less expensive networks. Price increases (e.g., in early 2025) in the UK would lead to price churn, and it would indicate that despite the maturity of the market, the adaptation (regarding price sensitivity, the ability to communicate its values, etc.) may require more focus (The Guardian, 2025).
The marketing environment in the UK and India as reflected by the marketing strategy of Netflix demonstrates a well-thought glocal strategy. Product, price, place, promotion, people, process and physical evidence are strategic complements of the standardised core (brand, technology, global content library) especially in India. To write a postgraduate level critical analysis, this case allows understanding that a global brand needs to combine global coherence with a local differentiation in order to be successful in quite heterogeneous market.

[bookmark: _Toc214023642]                             Marketing Performance Evaluation

This section critically evaluates the performance of Netflix in the United Kingdom (UK) and India in the form of quantitative and qualitative data and relates them to its STP and 7 Ps strategies.
[bookmark: _Toc214023643]Subscriber growth & market share
Netflix has a global subscriber list of more than 301.6 million according to early 2025 figures, which constitute an annual growth rate of 15.9% (Singh, 2025). Netflix has reported 1.85 billion pounds sales in the UK in 2024 (a growth of 11%) and 59% household penetration (18.4 million households) according to Indexbox Inc. (2025). This implies strong market share within a fully mature market; in a market where the UK SVoD market is highly competitive, the ability to maintain a double digit growth is an indication that it is retaining and up selling the high-value plans (as discussed in our STP and 7 Ps discussion). India Netflix recognition of the Indian market is shows almost 12.37 million users, and the research has shown that Netflix is targeting mobile first and low cost plans and regional originals to increase scale (Cui, 2024).
[image: ]
Figure: Subscriber Growth of Netflix by country for the UK and India

Figure: Market Share of OTT platforms in UK and India

[bookmark: _Toc214023644]Engagement and popularity of content in social media
The original content of Netflix is still a crucial force of interaction. As an illustration, Netflix surpassed BBC1 in reach in a quarter in the UK, which means that this country has a large number of viewers of its products. According to McPhee (2025), the breadth positioning and high-quality content of Netflix in the UK are supported by such high visibility. Competition in India is quite high with such platforms as Disney + Hotstar and others, but Netflix focus on regional originals (ex: local language series) aims at increasing social media buzz and local word of mouth, but these metrics are poorly quantified in open sources.
[bookmark: _Toc214023645]Customer satisfaction and churn
The data on churn and satisfaction is not as publicly reported, however, industry commentary in the UK reports that cost-of-living pressures triggered 2 million streaming subscription cancellations in 2022, including Netflix. According to Sweney (2023) article is The Gaurdian, this indicates a weakness in Netflix targeting and pricing (7 Ps: Price) in a competitive and mature price sensitive environment. Localisation of pricing and content in India will minimise entry barriers and presumably increase stickiness of new subscribers, but it will not be easy to sustain them at scale and prevent high churn amid intense competition and price pressure.
[bookmark: _Toc214023646]Linking between performance and strategy
The basic segmentation, high-quality content (Product), multi-device availability (Place) and well-developed brand positioning in the UK Netflix corresponded to the increasing number of subscribers and a significant size of the revenue growth. The household penetration is high, which means that it has STP and 7 Ps that are suitable in an already mature market.
 The churn risk, however, demonstrates that the adjustment of pricing and value communication might have to be changed. The local segmentation and targeting are highly adapted in India through the use of mobile-only pricing, regional content, and partnerships by Netflix. Although absolute market share is more difficult to measure, the strategy is likely to allow Netflix to compete and grow in a price-sensitive and language-differentiated market, which fits the theoretical frameworks of adaptation instead of standardisation.
[bookmark: _Toc214023647]Competitors comparison
The penetration of Netflix in the UK households is still the best, with the company surpassing the traditional broadcasting channels. This leadership is an indication that the company has a better position than Amazon Prime and Disney+ within the premium niche. In India, the market is more competitive, and regional originals and Netflix mobile plan are the main source of difference as the local players provide low-cost carriers or free models. Nevertheless, it is difficult to maintain growth and profitability in low margin environment.
[bookmark: _Toc214023648]Critical evaluation
The performance indicators of Netflix prove that its glocal marketing strategy is not a waste: in the UK it is experiencing a strong premium growth strategy; in India a market entry and market scale strategy involving customised pricing and content. It is strong in the fact that STP/7 Ps is aligned with the local market conditions. Threats exist: subscription fatigue and sensitivity to cost can be a risk to growth in the UK; in India profitability and churn management in low pricing environment are major obstacles. The results of performance, therefore, show the effectiveness of strategy implementation but also reveal the spheres that need additional improvement.
[bookmark: _Toc214023649]             Marketing Ethics Practise Evaluation

This part gives a reflection on the ethical and practical marketing concerns that Netflix encounters in its global business ventures in the UK and India based on approaches like the CSR Pyramid of Carroll (1991) and the International Chamber of Commerce (ICC) Global Code of Ethics on Marketing (2018).
[bookmark: _Toc214023650]The content ethics: censorship and freedom of expression (India)
The idea of regulatory pressures is a threat to creative freedom, as in India, the government decided to subject OTT platforms to more strict regulation, which creates the risk of censorship (Ellis-Petersen, 2020). The Guardian+1 Netflix will have to find the balance between the appreciation of local cultural and religious sensitivities and freedom of expression. 
As suggested in the Pyramid by Carroll, the layer of ethical responsibility requires Netflix to exceed the legal practise to handle issues of cultural sensitivity and expectations of stakeholders in a responsible manner. Promoting controversial material can also result in a backlash, and this will impact the trust of the stakeholders. The content localisation strategies implemented at Netflix must, therefore, adopt stakeholder discussions and open content reviews in order to abide by ethical standards and comply with the marketing ethics framework of ICC focusing on respect to cultural diversity and honesty.
[bookmark: _Toc214023651]Data privacy: GDPR (UK) compliance
For Netflix (UK), and EU, it has to abide by data-protection and GDPR. The Dutch Data Protection Authority fined the company a total of 4.75 million euros, which demonstrates the dangers of the lack of transparency of the data-processing practises. Pera Prometheus Consulting (2024), based on the legal responsibility tier of the pyramid of responsibilities presented by Carroll, as well as the priority of data ethics offered by ICC, Netflix has to be informed of consent, limit data purpose, and data security. Not doing so compromises the customer faith, which, arguably, endangers the social agreement with the subscribers in the market where the variousiation is in some part personalisation algorithms (7 Ps: Process).
[bookmark: _Toc214023652]Affordability and fairness of pricing: digital divide and affordability (India)
In India, Netflix has made a move by launching a mobile only plan that recognises the costs. Nonetheless, there is an ethical aspect to it: digital divide implies that less affluent users can continue to pay to use it or have no access to it when there are local alternatives at no cost. Within the economic responsibility level, Netflix is obliged to take into account fairness and equity in access. Marketing messages should thus be clear regarding what features the low-cost plans would offer and not make false claims of full service.
[bookmark: _Toc214023653]Representation & inclusivity: cultural sensitivity on local productions
In both markets and particularly India, with its language and religious diversity, the local original content of Netflix should be representative. Otherwise, there is the danger of stereotyping or cultural insensitivity. The code by ICC assumes that marketing communications must be respectful of diversity and not exploitations of the vulnerable. The localisation strategy applied by Netflix (7 Ps: People, Product) thus has an ethical implication of engaging local voices in a genuine and non-tokenism manner.
[bookmark: _Toc214023654]Critical reflection
On the whole, Netflix fulfils its legal requirements, and it is ethically complex in international marketing. The pyramid created by Carroll makes us remember that economic and legal responsibility is not the only responsibility: ethical and philanthropic responsibility are also important: e.g. local creative industries, content literacy or digital-skills programmes. The adaptation strategy by Netflix in India is responsive to needs of cultural sensitivity as well as price sensitivity needs, but needs to be transparent and fair. Although creating personalisation based on data is valuable to consumers in the UK, Netflix should protect privacy and ethical application of algorithms. Under the marketing ethics perspective, failure on any of the dimensions may destroy trust, brand equity and ultimately performance.
In a nutshell, the overall international marketing practises of Netflix would be considered to be relatively strong and that they still needed to be overseen by ethics especially in growing markets such as India where the cultural, regulatory and digital-inclusion challenges are complicated and the advanced markets such as the UK where the factor of data privacy and consumer value perceptions is a strain.
[bookmark: _Toc214023655]                    Recommendation and Conclusion

[bookmark: _Toc214023656]Strategic Recommendations
Considering the critical analysis of Netflix marketing strategies in the United Kingdom (UK) and India, there are a number of strategic suggestions that can be made in strengthening international marketing performance and ethical reputation of Netflix. These are based on the findings of the PESTLE, cultural, STP, 7ps, and the ethics analysis provided above and are in line with the dual goals of maintaining profitability and improving local responsiveness.
1. Increase local alliances in content co-production.
Netflix needs to expand its relationship with the local creative industries in the UK and India. Luckily, in India, cultural authenticity, linguistic variety, and narrative significance can be improved through co-production with local studios, directors, and writers. On-the-ground ventures will also assist Netflix in negotiating regulatory sensibilities in the areas of censorship and representation (Singh, 2024). 
Netflix can enhance partnerships with independent production houses and invest in localised content in the UK that supports the other areas of the country rather than London-focused narratives. These alliances do not only enhance the content attractiveness, but also meet the philanthropic and ethical aspects of the CSR Pyramid developed by Carroll (1991) to promote employment and creative economy at the local level.
2. Create a pricing strategy that is between affordable and profitable.
Although the aspect of price adjustment in India (e.g., the INR 149 mobile-only plan) has increased accessibility, Netflix ought to consider hybrid pricing schemes that combine affordability with premium tiers. As an illustration, a lower-end subscription with ad-supported revenue would keep it affordable with other sources of revenue, as was already positively tested in other markets (Comparitech, 2025). The cost-of-living sensitivities and churning of subscription in the UK may be resolved by offering flexible bundled offers or loyalty programmes via ISP partnerships (The Guardian, 2023). The strategy of two-sided pricing would guarantee inclusivity in the emerging markets and customer retention in mature market.
3. Optimise personalisation on basis of data and ethical AI governance.
Highly sophisticated recommendation algorithms of Netflix are central to engagement with users, yet they have been subject to ethical and regulatory issues related to the privacy of data and the transparency of the algorithm (Prometheus, 2024). In order to ensure the adherence to GDPR in the UK and the new data-protection policies across the world, Netflix is advised to implement ethical principles of AI: transparency of consent, clarification of recommendations, and control over the use of data. The implementation of such measures in the marketing processes improves trust and complies with the ICC Global Code of Ethics in Marketing (2018). Developed intelligence on using AI responsibly will act as a competitive edge in privacy-sensitive markets.
4. Increase CSR and sustainability promotion campaigns associated with local creative economies.
Netflix needs to utilise its brand strength to promote local creative talent, digital skills, and sustainability efforts. Underrepresented filmmakers can be trained in the framework of the CSR campaigns and greener streaming operations should be adopted (UKEssays, 2019). These efforts appeal to the growing social consciousness among consumers and support the higher levels of ethics and philanthropy of the Carroll CSR model. Netflix will also be even more embedded into the community socio-cultural ecosystem in India through incorporating CSR with community storytelling and training in digital skills, increasing the brand equity over time.
[bookmark: _Toc214023657]Conclusion
This comparative study of the international marketing practise of Netflix in the UK and India shows that cultural, macroeconomic, technological and ethical environments critically influence the global marketing process. The UK is a high-income, mature, individualistic and technologically developed surrounding in which Netflix pursues a relatively uniform, premium-based approach. India, on the other hand, is a good example of an up-and-coming, collectivist and price-sensitive market where Netflix will succeed only with adapting to the market in the form of local content, regional agreements and price-saving strategies.
The analysis indicates that the positioning of Netflix as a global brand with local market responsiveness is well achieved through its glocalization strategy (Robertson, 1995). In both nations, the use of the 7ps, STP, and culture models demonstrates that standardisation of brand identity is in agreement with customization in product, price, and promotion. The competence of Netflix to incorporate cultural elements into the marketing process, including the focus on regional narratives in India and convenience-oriented language in the UK, is the basis of the company remaining competitive worldwide.
The moral factors are still the most important. Censorship, data privacy, representation, and accessibility issues demonstrate the fact that successful international marketing is not only about performance in the commercial sense but also about morality. The analysis shows that the global code of ethics (e.g. ICC, 2018) as well as the compliance with CSR frameworks (Carroll, 1991) are not only the obligations, but the strategic needs that preserve trust and legitimacy in various markets.
This case highlights the importance of contextual intelligence, or the skills to comprehend and react to the specifics of local cultural, economic, and ethical situations as part of a comprehensive global strategy to international marketers. The case of Netflix shows that to succeed in international marketing, a vigorous combination of the research-based decision-making process, a sense of ethics, and innovation can be instrumental. In line with the module learning outcomes, this report has compared the effects of cultural differences critically and evaluated the contemporary ethical frameworks providing a strategic foresight to the sustainable global marketing practise.
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[bookmark: _Toc214023659]Appendix: Marketing Advertisement visual examples
1. Netflix UK Advertisement: Poster for The Crown featuring London landmarks,  “History. Reimagined.” - emphasises prestige and heritage.
[image: ]
2. Netflix India Advertisement: Sacred Games 2 digital billboard in Mumbai featuring tagline in local national language highlighting linguistic localisation.
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Perceptual Map

UK	Quality Global Appeal	Local Relevance	Pricing Level	8	3	8	India	Quality Global Appeal	Local Relevance	Pricing Level	4	8	3	



Market Share

UK	Netflix (%)	Amazon Prime (%)	Disney+ Hotstar (%)	Others (%)	38	32	14	16	India	Netflix (%)	Amazon Prime (%)	Disney+ Hotstar (%)	Others (%)	12	20	33	35	
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