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[bookmark: _Toc213970751]Introduction
The world streaming market has never been more established during the last ten years, due to innovation, rising internet penetration and shifting consumer media consumption trends. This report focuses on the international marketing practices of Netflix, one of the most popular worldwide subscription video-on-demand (SVOD) providers, which is functioning in various markets, including the United Kingdom and India. This study aims to critically examine the marketing strategies employed by Netflix in both these countries, its PESTLE environment, segmentation, targeting, positioning (STP), and its marketing mix (7Ps), to determine how effective these strategies are, and to offer ethical considerations and any strategic recommendations on future growth. Netflix was selected to be analysed because of its innovativeness in changing digital media consumption, its ability to convert content and promotional plans in local markets, and its comprehensive investment in global originals and region-focused productions. The reason is also the dynamism of Netflix in response to challenges in the market, competition, and changes in technology, and thus, it is a perfect study to analyse the international marketing practices. The report is arranged in such a way that it first gives an overview of Netflix, its operations, and then proceeds to PESTLE analysis, STP, 7Ps marketing strategies, effectiveness evaluation, ethical considerations and future strategic recommendations about international expansion.


[bookmark: _Toc213970752]Overview of Netflix and Its Operations
[bookmark: _Toc213970753]Background of Netflix
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Figure: The History of Netflix (Chapman, 2021)
Founded in 1997 as a DVD-rental platform, Netflix has since transformed into one of the biggest subscription streaming platforms in the world (Netflix, 2025). As of December 2024, Netflix had around 301.6 million paid members in 190 countries worldwide (BMI, 2025). Its total revenue was approximately US$39 billion during the entire year 2024, with a year-on-year growth of approximately +16% and finally it earned an operating income of over US10 billion (Statista, 2025). The new global approach of Netflix is not focused only on the expansion of subscriptions, but also on ARPU (average revenue per user), ad-supported levels, and the use of local content creation to enhance retention and utilisation (Brennan, 2018). This swings the company not to global roll-out pure but country-specific operational frameworks, local originals, tiered pricing, and collaboration with telcos/distributors in order to make it fit the various markets and to reap the value beyond mere acquisition of new users.
[bookmark: _Toc213970754]Operation of Netflix in the United Kingdom
In the United Kingdom, Netflix functions through its subsidiary Netflix Services UK, which offers a localised service; a mix of worldwide catalogue titles and domestic originals and increased marketing campaigns. The 2024 UK business also reported revenues of PS1.85 billion (US 2.48 billion), or up by approximately 11 percent compared to the previous year (Ramachandran, 2018). Its operating environment in the UK is characterised by an advanced streaming market, with the number of UK subscribers approximated at 18.4 million (Statista, 2025). The UK has strategic priorities production investment (UK being a creative production hub to Netflix), ad-supported layer (around 20% of the UK subscribers have been reported to be on that cheaper tier) and collaborations with distributors in the UK (Sweney, 2024). Its UK operation has high ARPU compared to emerging markets and leverages locally appealing content to reduce churn and maximise monetisation, which adds it both as a source of revenue and a content innovation base across the EMEA markets.
[bookmark: _Toc213970755]Operation of Netflix in India
In India, Netflix has set up its operations in such a manner that they respond to a rapidly expanding yet low-ARPU streaming market. The domestic subsidiary, Netflix Entertainment Services India, had a gross turnover of INR 2,845 crore ([?]US$345 million) during FY24 (an increase of approximately 29% over INR 2,214 crore during FY23) and net profit of INR 52.4 crore (Farooqui, 2024). As of 2024, the number of paid subscribers of Netflix in India stands at approximately 12 million (Statista, 2025). The Indian strategy of the company is characterised by low-entry-price mobile-only plans, an ad-supported plan, localisation of payments and extensive investments in regional originals (e.g., Hindi and regional languages). For example, series such as Heeramandi reportedly delivered 15 million views in India in FY24 (Times of India, 2024). Netflix positions India as one of its major growth markets, accepting lower ARPU in exchange for scale and data-rich content to refine its global model. This localisation enables competitive positioning versus domestic platforms in a crowded OTT landscape.
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[bookmark: _Toc213970757]PESTLE Analysis of Netflix in the United Kingdom 
	Factor
	Analysis

	Political
	The UK regulatory environment is tightening for major online services: the Media Act 2024 and the Online Safety Act 2023 expand Ofcom’s remit to cover video-on-demand (VoD) services and impose duties to protect users from harmful/illegal content (Althoff, 2024). That raises compliance costs and content-moderation requirements for Netflix’s UK subsidiary and may force additional editorial controls, local reporting and transparency. Brexit-driven trade and tax policy changes also affect production economics (e.g., rules for inward talent/cross-border crews) and incentives for on-shore production, a reason Netflix continues to invest in UK studios despite higher regulation (UK Government, 2025). These political shifts make regulatory relations and local public affairs a material operational priority.

	Economic
	The UK is a high-ARPU market for Netflix: the UK arm reported ~£1.85bn revenue in 2024, reflecting robust monetisation in a mature SVOD market (Statista, 2025). However, the UK economy’s slower growth and advertising market weakness have depressed broadcaster budgets (UK TV production sector income fell by ~£400m in 2023), increasing competition for commissioning spend and pushing Netflix toward cost discipline and selective local commissioning (Sweney, 2024b). Exchange-rate volatility also affects repatriated profits and content spend denominated in USD. Overall, the UK provides stable revenue per user but rising local production and talent costs compress margins if content budgets are not optimised (Ramachandran, 2018).

	Social
	UK viewers are highly engaged. SVOD penetration and subscriber density are among the highest in Europe (estimates place Netflix penetration at ~20–25% of households) (Lee, 2025). Demographic shifts (older cohorts increasing streaming adoption) and cultural preferences for UK-produced drama (e.g., prestige series) mean Netflix must balance global tentpoles with locally resonant IP. Social attitudes around content sensitivity are influential, given heightened public scrutiny; controversial releases can trigger regulatory review and reputational costs (Beckett, 2024). Cultural proximity also helps series shot in the UK perform well internationally, justifying production investment despite local cost pressures.

	Technological
	UK broadband and mobile infrastructure are strong: Ofcom’s Connected Nations 2024 reports average max download speeds rose to 223 Mbps (2024), enabling widescale 4K/HD streaming and multi-device households (Ofcom, 2024). This supports Netflix’s high-bitrate product offerings and interactive features, but also raises user expectations for streaming quality and low-latency features (e.g., live sports). Technology also stresses CDN costs and demands edge delivery optimisation; Netflix must continue investment in codecs, adaptive streaming, and local CDN peering to contain CDN/transport costs while delivering premium UX (Ofcom, 2024).

	Legal
	Legal exposure includes intellectual property enforcement, data protection (UK GDPR), and new VoD codes. Ofcom’s evolving codes will require VoD services to adhere to editorial standards (classification, age-gating) and to maintain complaints processes, increasing compliance overhead (Ofcom estimated set-up and recurring costs for VoD codes) (Ofcom, 2024). Data/privacy compliance affects personalisation algorithms and ad-tier targeting; strict UK data rules constrain some targeting practices and require careful lawful-basis management for recommendation/ad analytics. Litigation risk (content disputes, rights issues) remains a persistent legal cost factor (UK Government, 2022).

	Environmental
	Environmental pressure is increasing. Netflix publishes targets to halve emissions by 2030 and reports that Scope-3 (content production & delivery) constitutes the bulk of its footprint (Stewart, 2024). UK production partners and regulators expect greener production practices; the UK’s creative sector has seen calls for sustainable production standards. Compliance and ESG reporting require Netflix to invest in low-carbon production practices, offsets, and supplier engagement, adding cost but also protecting licence relationships and brand reputation in a sustainability-sensitive market (Stewart, 2024).
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	Factor
	Analysis

	Political
	India’s regulatory landscape for digital platforms is active and evolving. OTTs operate under overlapping frameworks, the IT (Intermediary Guidelines & Digital Media Ethics Code) Rules, 2021 (administered by MeitY) and the Digital Media oversight by the Ministry of Information & Broadcasting, producing compliance ambiguity that raises content takedown, classification and reporting obligations for Netflix India (Panday, 2024). Proposed broadcasting legislation and frequent policy interventions (e.g., advisories on “public order” or “objectionable” content) increase political risk for high-profile local originals and require sustained government engagement and legal counsel (Panday, 2024). These conditions make content governance and local public-affairs investment operational necessities.

	Economic
	Netflix India accepted lower ARPU to scale: its Indian subsidiary reported gross turnover ≈ INR 2,845 crore (≈US$345m) in FY24 and net profit ≈INR 52 crore, rising 29% and 49% YoY respectively, showing monetisation gains despite higher marketing spend (Farooqui, 2024). India’s paid subscriber base is estimated at ~12 million (2024), far smaller than in developed markets, so pricing tiers (Mobile ₹149 → Premium ₹649/month) and ad-supported approaches are required to improve penetration versus low-cost local rivals and telco bundles (e.g., JioCinema, Disney+ Hotstar) (Money Control, 2025). Netflix increased local marketing spend (other expenses rose ~32% in FY24) to acquire subscribers and counter bundling and piracy.

	Social
	India’s linguistic and cultural fragmentation (dozens of major languages) means local originals drive discovery and retention (Kumar, 2024). Netflix has scaled Hindi and regional commissions, e.g., Heeramandi reported ~15 million views in India (FY24), underpinning subscriber growth. Social norms and community sensitivity also shape content planning, controversial titles can trigger public backlash and regulatory scrutiny, increasing reputational risk (Times of India, 2024). Consumption is heavily mobile and social-sharing driven, so short-form promos, influencer partnerships and region-specific marketing are primary acquisition channels.

	Technological
	India’s connectivity profile supports mobile-first streaming but creates scale demands: total wireless subscribers exceed 1.15 billion (Jan 2025), and average mobile data use rose to ~19.3 GB/month (2023-24) per TRAI reports, enabling HD streaming for many users (TNN, 2025). Rapid 5G/FWA deployment (Reliance Jio’s JioAirFiber leadership in FWA) improves last-mile throughput, but network outages and variable regional broadband persist (TNN, 2025). Netflix must optimise codecs, adaptive bitrate and local CDN peering to control delivery costs and ensure QoE across a spectrum of devices. (trai.gov.in)

	Legal
	Data privacy and intermediary liability are material legal exposures. The IT Rules (2021) impose grievance redressal and content classification duties. The Digital Personal Data Protection (DPDP) Act tightens consent, data portability and localisation pressures, affecting personalisation, ad targeting and analytics (Ministry of Information and Broadcasting, 2021). Ambiguity over which ministry regulates OTTs (MeitY vs MIB) raises compliance complexity and potential fines/delisting risk for non-compliance, so legal teams and privacy-by-design architecture are operational priorities.

	Environmental
	Production-related emissions are the dominant component of Netflix’s footprint globally; Netflix has set decarbonisation targets (e.g., halve emissions by 2030). In India, the high volume of local productions combined with limited green production standards in the industry raises Scope-3 exposure (Netflix, 2024). Industry commentators and civil-society groups increasingly call for green production guides and emission reporting for film/TV shoots, meaning Netflix must invest in sustainable production practices, supplier engagement and reporting to protect brand reputation and comply with evolving ESG expectations.
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	Factor
	Details

	Market Segmentation
	Netflix segments the UK market using demographic (age, household income, family status), behavioural (viewing patterns, binge-watch behaviour, device usage) and psychographic (tech-savvy, value convenience, culturally curious) criteria. For instance, UK data shows that as of 2024, SVOD penetration in UK households reached ~58%, indicating segmentation by adopter status and household streaming maturity (Gollasch, 2025). Moreover, internal Netflix analysis of usage behaviour allows segmentation into “action lovers”, “documentary fans”, “rom-com watchers”, etc., enabling tailored recommendations and content strategies (Schellen, 2023).

	Targeting Strategy
	In the UK, Netflix targets the largest segments that promise high ARPU, retention and engagement. That means middle-to-upper income households with broadband/multi-device access, ages 25-44 (heavy streamers) and families seeking convenience and variety. UK household penetration data suggests ~17.4 million UK homes (≈59.2%) subscribed in Q1 2025 (Gollasch, 2025). On the fringe of growth, Netflix also targets the older age groups (45-54) and “silver streamers” to sustain growth in a mature market (Sweney, 2022). The targeting is supported by a tiered pricing model (Standard, Premium, ad-supported) and family profiles to suit multiple users.

	Positioning Strategy
	Netflix UK positions itself as the premium, anytime-anywhere streaming service offering “the world’s best in TV and film” combined with strong UK/local originals and ease of use. Its value proposition emphasises freedom from broadcast schedules, multiple devices, and exclusive content. Research on Netflix’s brand strategy indicates its positioning rests on accessibility, personalised experience and variety (Varadarajan, 2011). For the UK market, the positioning emphasises quality (4K/Ultra HD streaming), local relevance (UK-produced originals) and broad appeal (from kids to families to single viewers). Given high household penetration, Netflix must maintain its distinctiveness versus competitors, positioning itself as “the original streaming brand” and a trusted service for all users.


[bookmark: _Toc213970761]STP Strategy of Netflix in India
	Factor
	Details

	Market Segmentation
	In India, Netflix segments based on a combination of device‑/connection‑type, geography, language/regional preference and price‑sensitivity. For example, a large mobile-only segment uses smartphones and lower-priced plans (mobile-only tier at ~₹149/month) in Tier 2/3 cities (Marketer Asia, 2021). It also segments by language: regional‑language viewers (Tamil, Telugu, Malayalam, Hindi) are a distinct cohort, given India’s 22 official languages and preference for vernacular content. Further, it segments heavy streamers (urban, multi-device households) versus casual viewers (mobile/occasional) and price-sensitive users who may adopt the ad-supported or mobile-only plans. Industry estimates place India’s paid subscription base at ~10‑12 million by mid-2024 (Marketer Asia, 2021).

	Targeting Strategy
	Netflix India targets three main segments: (1) Urban, affluent households who are willing to pay full‑price for multi‑device/premium plans and value international originals; (2) Mobile‑first consumers in Tier 2/3 cities who are sensitive to price and consume content primarily on smartphones, Netflix offers mobile‑only and discounted plans for this; (3) Regional‑language audiences across India, Netflix commissions local content, dubs/subtitles global titles in Hindi, Tamil, Telugu, etc. (Marketer Asia, 2021). The company also partners with telcos and bundles offers to target users who may not subscribe via standalone OTT. Netflix’s strategy in India emphasises user‑acquisition via tailored pricing, device-friendly plans and regional content localisation.

	Positioning Strategy
	In India, Netflix positions itself as a premium global entertainment brand that is locally relevant. Its tagline emphasises “the world’s best stories, Indian stories, in your language, your device”. It invests heavily in Indian original programming (for example, Heeramandi achieved ~15 million views) to anchor its relevance (Madhavan, 2017). It emphasises quality streaming-HD, curated originals, global catalogue, while offering locally priced access. The positioning strikes a balance: aspirational (global brand, premium production) yet accessible (mobile plan, vernacular language) (Madhavan, 2017). This dual‑positioning allows Netflix to compete both with domestic low-cost OTT players and premium global streaming brands.
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	Factors
	Strategy & Details

	Product Strategy
	[image: The encouraging advancement of Netflix UK | Nerdly]
Netflix UK provides a full streaming service that includes a wide global archive of films, episodes, documentaries, and games, as well as locally produced UK originals designed to cater to the adult UK market. Netflix focuses on original programming, such as UK-produced dramas, and invests extensively on first-run exclusives (Sleator, 2025). For example, in the United Kingdom, the franchise based on "The Gentlemen" and "Baby Reindeer" promotes both retention and brand uniqueness. The product is available on numerous devices (smart TV, mobile, tablet, PC, and gaming console) and is regularly updated (Sleator, 2025). This extensive availability is crucial in the United Kingdom, where streaming home penetration is quite high. The method prioritises depth (local relevance) and quality (HD/4K, multi-device).

	Price Strategy
	[image: Mapping Netflix price by country]
Netflix UK uses a tier-based, value-based pricing strategy, responsive to UK consumer dynamics. As of April 2024, the UK pricing guide showed four plans: Basic with Ads at £4.99/month, Standard at £10.99/month, Premium at £15.99/month, and extra member slots available for add-ons (Carr, 2023).  In February 2025, Netflix announced a price increase: Standard without adverts rose by £2 to £12.99, Premium to £18.99 and Basic with Ads to £5.99 (Wood, 2025). This indicates Netflix’s willingness to raise ARPU in the UK mature market, while still offering a lower‑cost entry via an‑ad-supported tier. Price strategy also aligns with monetisation (not just subscriber count) in a saturated UK market.

	Place Strategy
	Netflix UK’s “place” is digital and ubiquitous – the service is available via app/website in the UK and reachable on smart TVs, game consoles, mobile phones and tablets. Distribution is essentially online via broadband/mobile. As seen in the Marketing Mix literature, Netflix leverages global CDN infrastructure, local UK peering, and multi-platform access to reduce friction. Moreover, Netflix partners with UK telecom/TV platforms (e.g., bundling via BT/EE or Sky), offering Netflix as part of triple-play packages, enabling reach into homes where TV or broadband is bundled. Such partnerships expand reach beyond direct sign-up.

	Promotion Strategy
	Promotion in the UK market emphasises digital marketing, social media, original content launches, partnerships and word‑of‑mouth. Netflix employs guerrilla marketing (e.g., themed events), meme marketing, and influencer campaigns. The social media emphasis shows how Netflix uses interactive campaigns, trailers, teaser drops and strong original‑content buzz to drive subscriptions (Wood, 2025).
[image: The Epic Secret to the Netflix Marketing Strategy - How to Use It]
For example, UK originals are promoted heavily via outdoor advertising in London, digital billboards and press launches to capture cultural attention in a competitive market. The February 2025 price rise article noted Netflix’s justification: “so we can reinvest in programming and deliver more value”, signalling the link between promotion, content spend and messaging (Wood, 2025).

	People Strategy
	Netflix UK invests in people across content production, customer service, UX/engineering and local marketing teams. The “people” element for a digital-only service still matters. Netflix’s UK local team commissions UK originals (script, production, marketing), engages with UK-based talent (cast, crew) and ensures local relevance (Wood, 2024). This local staffing differentiates Netflix in the UK compared to global-only players. Moreover, customer service (help centre, chat support) is localised for the UK market (GBP billing, UK support numbers, local consumer rights compliance). Although explicit numbers are harder to find, the content production boost in the UK implies increased local employment (Netflix’s UK economy impact noted at ~£275 million over five years from “Bridgerton universe” alone) (Wood, 2024).

	Process Strategy
	Netflix UK’s processes emphasise seamless onboarding, recommendation engine, content updates, multi-device streaming, download features and password‑sharing enforcement. In the UK, Netflix rolled out password‑sharing crackdowns in late 2024/2025, which focused on targeting and optimisation of conversion from free users to paying customers (Sperling, 2023). The marketing mix sources note that Netflix’s processes revolve around customised algorithms, delivery infrastructure and continuous UX improvement (Sperling, 2023). Process efficiency also underpins Netflix’s ability to release full seasons at once, enabling binge-watch behaviour in the UK, which is a competitive advantage.

	Physical Evidence
	Although Netflix is primarily digital, “physical evidence” in the service marketing context for Netflix UK includes the user interface, device compatibility, quality of streaming (e.g., 4K HDR support on Premium tier), branded signage (posters for originals in UK cities), the app/website experience, and the set of notifications/emails. Concrete items are - app UX, recommendation engine, promotional artwork, social media presence, and branded content as physical evidence of service quality. For instance, the visible branding of UK-produced originals in the London Underground or rail stations, and thematic campaigns around launches (e.g., “Baby Reindeer” posters) contribute to perceived service tangibility.
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	Factors
	Strategy & Details

	Product Strategy
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Netflix India offers a streaming service adapted for the Indian market: global originals, vibrant Indian‑original series (e.g., Sacred Games, Delhi Crime) and heavy localisation (dubbing/subtitles in Hindi, Tamil, Telugu, Malayalam). Netflix has invested ₹3,000 crore (~US$400 million) between 2019‑and 20 into Indian original and licensed content (Marketer Asia, 2021). The “mobile‑only” plan (smartphones) reflects product adaptation for mobile-first consumption in India. The product emphasises: (a) local relevance, (b) device flexibility (smartphone, smart TV, set‑top box, tablets), and (c) premium streaming features (HD, offline downloads) despite lower ARPU. The strategy also includes exploring sport/documentary formats tailored to India’s cricket culture (e.g., series about the Mumbai Indians).

	Price Strategy
	[image: Mapping Netflix price by country]
Figure: Netflix Pricing in Different Country (Shah, 2024)
Netflix India employs a differentiated, tiered pricing strategy aligned with India’s price-sensitive market. For example, following its December 2021 pricing reset, the mobile plan was lowered to ₹149/month, helping drive ~30% year-on-year engagement growth and ~24% revenue growth in 2022 (Marketer Asia, 2022). The standard plans range higher, up to ₹649/month for premium multi-device, probably in 2025. The objective is: entry-level affordability + upsell to higher ARPU plans. Price is set relative to local telecom bundles and competing OTT services (e.g., free/very‑cheap rivals, telco bundling), so Netflix accepts lower ARPU in the Indian market whilst building scale (Shafer et al., 2022).

	Place Strategy
	Netflix India is distributed purely digitally via its app and website, accessible across devices (smartphones, tablets, smart TVs), essential in a market with >900 million internet users and high mobile penetration (Rahman, 2023). Additionally, Netflix partners with Indian telecom and internet service providers and uses bundling (for example, some mobile pre‑paid plans include Netflix subscriptions) to reach users who may not subscribe directly. Moreover, Netflix focuses on mobile-first UX (downloads, data optimisation) to ensure quality service in regions with variable bandwidth. Product‑delivery optimisation (adaptive streaming, local CDN, regional data‑centres) supports place strategy in diverse geographies (Tier 1, 2, 3 cities) (Marketer Asia, 2021).

	Promotion Strategy
	[image: Toh Baat Pakki? | #NetflixForAll | Netflix India]
Netflix India uses aggressive digital marketing, social‑media campaigns, influencer marketing and vernacular outreach. For example, Netflix India’s social‑media following: Facebook ~78 M, YouTube ~15.3 M, Instagram ~5.5 M (Marketer Asia, 2021). The brand engages in buzz marketing (memes, viral campaigns) for Indian originals, region-specific campaigns, and uses trailer drops, outdoor promotions in metro cities, and local events. The brand also uses local partner tie-ups and influencer collaborations to increase cultural relevance (Chacko, 2024). The promotion emphasises “world’s best stories in your language on your device,” thus signalling both premium global brand and local relevance.

	People Strategy
	Netflix India’s people strategy includes local commissioning teams (Indian content creators, regional language talent), customer‑support staff adapted to Indian time‑zones, payment‑processing in local currency (INR) and local marketing teams knowledgeable about Indian regional markets. As the “mobile‑only plan” roll‑out shows, the people strategy encompasses product‑management talent focused on regional consumption behaviours (Chacko, 2024). This localisation in “people” ensures Netflix can tailor content, user‑experience and service to Indian consumer expectations, cultural norms and device‑usage patterns.

	Process Strategy
	Netflix India’s processes emphasise seamless onboarding (Indian payment methods such as UPI, mobile wallet), multi-device streaming, downloadable content for low‑bandwidth regions, and regional language UI/UX (Biswas, 2022). The process from viewer data to content recommendation is optimised for India: Netflix leverages algorithms but also local cultural insights (e.g., Indian viewers’ preference for regional genres). Their product‑management process adjusted for mobile-first consumption (video length, content format, UX). Additionally, Netflix adapted its password‑sharing crackdown and ad-supported tier processes in India to the local context, increasing conversion of mobile-only users to paid tier (Biswas, 2022). The review, payment, billing and re-subscription processes are optimised for Indian consumers (easy cancellation, local currency pricing), which supports retention in a competitive landscape.

	Physical Evidence
	Although the service is digital, Netflix India uses tangible cues: the mobile app interface (highly rated in India), local language subtitles/dubbing, marketing visuals in Indian cities (billboards for Indian originals), and branded social‑media content in local languages. The ARPU‑lower strategies are visible via the mobile plan SKU (“Mobile ₹149”), which serves as physical evidence of accessibility for Indian users (Faraswal, 2025). Content such as Laapata Ladies or Heeramandi serves as proof of local‑original investment and local-market relevance. The availability of multiple device streaming, offline downloads, and 4K/HD tiers (where applicable) serves as proof of premium service even in India’s lower‑ARPU environment (Faraswal, 2025).


[bookmark: _Toc213970765]Evaluation of Marketing Strategy Effectiveness
[bookmark: _Toc213970766]Performance in the United Kingdom
The UK performance of Netflix captures strengths and various pressures emerging. The UK arm registered subscriber revenues of about PS1.8 billion in 2024, an increase of about 11% compared to the previous year (Fallon, 2025). Household data indicate that approximately 17.6 million UK homesteads, or approximately 59.6 pct of UK households, were subscribers to Netflix in June 2025, by far the most popular SVOD service on the market (Gollasch, 2025). Nevertheless, even with this scale, the growth of subscribers seems to have fallen: in 2023, Netflix is adding only about 4 in the UK, much less than in past growth rates, which indicates that the market has matured and is becoming more competitive (Sweney, 2023).
In the realms of social media engagement and brand awareness, Netflix still scores very high, with one survey indicating brand awareness of 96% in the UK (Beckett, 2024). It was also identified as the No.1 “Most Loved Media Brand” in the UK in 2023, based on a study of 45,000 consumers (Linsdell, 2023). The combination of high awareness, strong international catalogue and UK-focused originals (Netflix cited increasing its share of UK viewing time from 8 % to 9 % in Q1 2025) gives Netflix a robust brand position (Benjamin, 2025).
Taken together, Netflix’s UK marketing strategy has achieved scale, strong brand recognition, premium ARPU and local relevance via UK production investment. The challenge ahead lies in maintaining growth and engagement in a saturated market: subscriber additions are falling, and profit growth is slowing despite revenue increases. Thus, while marketing strategy in the UK can be judged successful in many respects, the marginal returns are diminishing and sustaining momentum will require innovation (e.g., enhanced ad‑tier experience, live events, deeper localisation) rather than more of the same.
[bookmark: _Toc213970767]Performance in India
In India, Netflix’s results reflect the outcomes of its adaptation and localisation strategy in a high-volume, low-ARPU market. On revenue, the Indian subsidiary reported a turnover of ₹2,845 crore (~US$345 million) in FY 2024, up ~29 % from the previous year, and net profit of ~₹52 crore (~49 % increase), signalling improved monetisation of its India operations (Times of India, 2024). More recently, for FY 25, revenue rose ~32 % to ~₹3,769 crore, and profit surged ~63 % (Farooqui, 2024). Industry estimates place Netflix India’s paid subscriber base at ~12 million subscribers by mid-2024 (Jha, 2024).
Importantly, Netflix stated that India was its second-largest market globally for paid net subscriber additions in one quarter in 2024 (Jha, 2024). On social media engagement and brand awareness, Netflix India has invested in strong local promotional campaigns: for example, one case study (“Brand Saga”) details drone shows, influencer campaigns and vernacular content aimed at penetrating Indian pop‑culture consciousness (Chacko, 2024). A netnographic study showed that more relational and promotional social‑media content (likes/shares/comments) contributed significantly to consumer engagement (Arora and Ahuja, 2021).
Thus, Netflix India’s marketing strategy is succeeding in raising awareness, acquiring paid users, and growing revenues in a competitive Indian OTT market characterised by low ARPU and many free and bundled alternatives. That said, despite good growth percentages, the base is still small relative to the overall Indian internet/mobile user base, and ARPU remains far below the UK or US markets. The brand is still scaling. Overall, Netflix’s marketing efficacy in India can be judged as good: strong growth, increasing localisation, and improving monetisation, but the task remains challenging to translate scale into profitability and significant share gains in a highly price-sensitive market.
[bookmark: _Toc213970768]Ethical Issues in Netflix’s Marketing Strategies
In the United Kingdom, one of the most salient ethical issues in Netflix’s marketing / service strategy concerns the crackdown on password‑sharing. The UK government’s Intellectual Property Office (IPO) announced that sharing passwords for streaming services may constitute a breach of copyright and potentially fraud, and stated that around 4 million UK households may have been accessing Netflix via shared credentials (Sweney, 2022b). The move by Netflix to monetise this by levying additional charges or compelling account holders to upgrade questions the question of equity, transparency and consent of the users. A study conducted by VideoWeek revealed that 9 percent of users in the UK had ceased to use Netflix after the crackdown on password sharing, and just 3 percent had made a new account, suggesting that there is a likelihood of inadvertent damage to users (Meier, 2023).
Ethically, even though Netflix has the freedom to defend its revenue and invest in content, the change can be considered as one that values monetisation over consumer goodwill, particularly following several years where the service was implicitly permissive towards sharing. Moreover, brand trust studies in the UK ranked Netflix as one of the most innovative yet least trusted of large brands; in one 2022 survey only 14 per cent of respondents in the UK said that the brand was trustworthy (Parr, 2022). Such loss of trust can be an expression of the belief that the company is applying deep-seated monetisation methods and not honest marketing. In general, within the UK, the marketing and service development of Netflix brings about ethical issues, such as treating consumers fairly, having transparency on the terms of varying conditions, and possible reputational harm.
Netflix marketing and content practices create a unique range of ethical problems in India. A prominent example was the case IC 814: The Kandahar Hijack that portrayed Muslim hijackers as Hindus with Hindu names, leading to national indignation, government summons, and a lawsuit against the news agency ANI over unauthorised use of historical footage and trademark (Reuters Staff, 2024). This distortion involves ethical concerns of cultural sensitiveness, accuracy, and respect of religious communities when marketing content (Reuters Staff, 2024). More so, the director of the well-known Indian filmmaker Anurag Kashyap openly criticised Netflix India and claimed that the service prioritises subscriber base building at the cost of meaningful or authentic Indian content (The Express Tribune, 2025). Another ethical dimension concerns localisation vs exploitation: Netflix’s adaptations (e.g., mobile-only plans) acknowledge price sensitivity, but the broader strategy must balance accessibility with responsible marketing and content ethics in a highly diverse society (The Express Tribune, 2025). Critics contend that aggressive upselling and tier segmentation may harm lower-income customers or add to digital divisions. 
[bookmark: _Toc213970769]Recommendations for International Marketing Strategy
To improve its standing within the UK market, Netflix ought to dwell on improving customer loyalty and value differentiation in an over-crowded streaming market. Although Netflix has a good brand and a large collection of content, the subscriber growth has been sluggish, which means that the market is mature. The suggested strategic measures are to invest more in UK-original content and genre diversification, i.e. comedy, drama, documentary formats, which are attractive to the local taste and reflect cultural specificities. Partnership with local artists and media outlets may increase exclusivity and engagement with the audience. Furthermore, Netflix needs to think of new subscription strategies, including flexible micro-therefores or package deals with telecommunications companies, which will appeal to churn-resistant households with low incomes. The content discovery and retention can be enhanced further by using data-driven personalisation and sophisticated AI recommendation systems. Transparent communication on account policies, particularly sharing passwords and upgrade to higher tiers of subscriptions should also receive ethics in marketing to ensure that the brand trust is not eroded. The further consolidation of brand awareness and loyalty among younger demographics would be possible through the expansion of social media campaigns through interactive storytelling and the involvement of the community. 
In the case of the Indian market, scaling of subscriber growth and increasing localisation and affordability should be the priority of the strategy. The mobile-only plan and vernacular content has been a successful move in Netflix, and the company can penetrate the market further by partnering with telecom operators and regional OTT platforms, as well as payment providers, to offer convenient and easy subscription options. To increase cultural resonance and distinguish Netflix among domestic competitors, investment in regional content production in Hindi, Tamil, Telugu, Malayalam and other languages may help. Creating content and marketing should be ethical, without misrepresenting a community or delicate issues, thus building consumer trust. Other potential strategies that Netflix can implement include exploring new pricing models like ad-supported or event-based subscriptions (e.g. festival or cricket-season plans) to reach lower-income and first-time subscribers. Moreover, the use of digital marketing elements like influencer partnerships, vernacular campaigns and fan engagement will serve to increase brand awareness and spur user-acquisition. The user experience can be enhanced by process optimisation, such as faster content delivery via local CDNs and improved app performance on low-bandwidth networks, which can further enhance the competitive advantage of Netflix.
[bookmark: _Toc213970770]Conclusion
Netflix has proven to be very flexible and strategic in its international marketing in both the United Kingdom and India, successfully using content localisation, tiered pricing, and online promotion to get into the market and gain brand awareness. In the United Kingdom, high brand loyalty and ARPU have been maintained through its emphasis on premium originals, sophisticated personalisation, and multi-device accessibility, although market saturation and declining subscriber increases are a problem. Netflix has used mobile-first, regional-language, and vernacular marketing as strategies to speed up growth in subscribers and engagement in India, but the low ARPU and cultural sensitivities must be managed. In sum, Netflix needs to be highly innovative, make content that resonates with the local market, engage in ethical marketing, and use pricing tactics to be competitive and gain consumer trust in the various global markets.
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