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[bookmark: _Toc216802466]1.Introduction Company Background
[bookmark: _Toc216802467]1.1 Introduction
This report examines the operation of Netflix in the United States (Country A) which is its home and most-mature market, and in India (Country B), a fast-growing and culturally diverse market. Netflix, Inc. is a globally recognised streaming entertainment platform that offers films, series and documentaries in multiple genres and languages (Netflix, 2025). The paper explores how Netflix adjusts its business model, content strategies and localisation practices in response to the divergent preferences in these two areas as well as regulatory frameworks. Analysis assesses the strategic adaptations of Netflix, challenges, and the overall effectiveness of its global-local integration strategy to maintain competitive advantage.

[bookmark: _Toc216802468]1.2 Company Overview: Netflix
Netflix, Inc. was launched by Reed Hastings and Marc Randolph in 1997 in the State of California in the United Kingdom. Initially, the firm operated as a DVD-by-mail rental service but then moved to an online streaming platform in 2007, thus taking a huge step in shifting the patterns of entertainment consumption (Yao, 2023). The transition of physical media to digital streaming has placed Netflix as a leader in the entertainment sector of the world. Its business model was focused on the subscription access to a large library of movies and television content without any advertising (Cui, 2024).
The company started its international expansion in 2010 and initially focused on English-speaking markets like Canada and the United Kingdom, but expanded to Latin America, Europe, and Asia (Chalaby, 2025). This strategy of expansion brought to the forefront investments into technological infrastructure, the development of strategic alliances, and localisation of content to enhance cross-border user experience.

[image: Netflix Review | PCMag]
[bookmark: _Toc216802746]Figure 1: Netflix Logo
(Source: Abhinav, 2024)

Netflix's vision 
Entertain the world, one fan at a time



(Source: Netflix, 2025)

[bookmark: _Toc216802469]1.3 United States (Country A) 
Netflix, Inc. was established in 1997 in California by Reed Hastings and Marc Randolph as online D.V.s mailed business to provide more convenient service as opposed to the traditional D.V.s models. Netflix has destroyed the DVD Rental Business by doing away with late charges and offering an online catalogue. In 2007, the company switched to the online streaming model, remaking the home entertainment and becoming the leader of the subscription video-on-demand (SVOD) market (Yao, 2023; Cui, 2024).
[image: A group of logos on a red background
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[bookmark: _Toc216802747]Figure 2: Netflix Evolution
(Created by learner)
In the U.S. market, Netflix has been able to dominate the market due to technological innovation and original content production. Netflix Originals like House of Cards and Stranger Things put the firm back in the middle of the role as distributor and content creator. Artificial intelligence, machine learning, and data analytics were strategically applied to enhance personalisation, audience engagement and content decision-making which supported long-term competitive advantages (Ribke et al., 2024; Chalaby, 2025).
[image: Netflix Originals Outpaced Acquired Content For First Time In 2018]
[bookmark: _Toc216802748]Figure 3: Netflix Originals
(Source: Burks, R., 2019)

[bookmark: _Toc216802470]1.4 India (Country B) 
In January 2016, Netflix entered India in India as a part of its global expansion to 130 countries having identified the size, diversity, and price sensitivity of the market. The localisation-led entry strategy that the company implemented included customising content, prices, and partnering to the preferences of the Indian consumers. The focus on cultural relevancy was to be achieved by focusing on investing in regional and Hindi-language content, matching the entertainment types in the particular viewer and social background (Barraza, 2025; Elanjimattom, 2023; Chaudhary et al., 2025).
[image: Netflix: Popular OTT Platform in India, Netflix Subscription Model, Success  of Netflix]
[bookmark: _Toc216802749]Figure 4: Netflix Journey in India
(Source: Arora, A., 2021)
Netflix's efforts to operate in India are centered on the ideas of cultural adaptation and digital accessibility. Successful originals like Sacred Games and Delhi Crime established the position of platform as a premium content provider. To address the affordability issue, Netflix launched a mobile-only subscription plan and enhanced accessibility by partnering with telecom companies, such as Jio, Airtel, enabling the broader adoption among smartphone users (Barraza 2025, Elanjimattom 2023; Chaudhary et al.2025).

[bookmark: _Toc216802471]2. The Macroenvironment (PESTLE) Analysis of Netflix
[image: ]
[bookmark: _Toc216802750]Figure 5: Definition of Macroenvironment (PESTLE) Analysis
(Created by learner)
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[bookmark: _Toc216802751]Figure 6: Macroenvironment PESTLE
(Created by learner)

[bookmark: _Toc216802472]2.1 Political Factors
[bookmark: _Toc216802473]2.1.1 USA - Favourable
Netflix is in a politically dynamic environment. The political situation in the United States has been generally favourable with great protection of digital innovation, intellectual property rights and open internet policies that permit the free distribution of content all over the world (Chalaby, 2025). Nevertheless, frequent controversies on the issues of data privacy and antitrust regulation can also become a threat since, with more restricting streaming policies, its independence will be reduced (Ribke et al., 2024). 
[image: Netflix Is King of Streaming. Is It a Benevolent Dictator?]
[bookmark: _Toc216802752]Figure 7: Netflix Content Power
(Source: Hollywood Reporter, 2023)
[bookmark: _Toc216802474]2.1.2 India - Favourable or Unfavourable
In contrast, India is a dual situation: government's efforts towards Internet and digital literacy, such as Digital India are promoting Internet access and digital literacy, while government and its regulatory intervention in media content is tougher. Netflix has issues concerning content censorship since cultural and political sensitivities have often caused the removal or modification of certain shows (Ashfaquzzaman et al., 2025). This creates a politically unfavourable but manageable environment with Netflix's global reputation for compliance and adaptability contributing to sustainability of its operation.
[image: Digital India Initiatives by STPI]
[bookmark: _Toc216802753]Figure 8: India’s Digital Transformation
(Source: Netflix, India)

[bookmark: _Toc216802475]2.2 Economic Factors
[bookmark: _Toc216802476]2.2.1 USA - Favourable
The U.S. economy presents a developed and high-income streaming market with consistent broadband access, which creates a favourable economic environment in terms of long-term viability of Netflix (Cui, 2024). The digital penetration and a big middle-income group that does not have issues with monthly subscriptions is also an advantage to the company (O’Brien, 2025). Nevertheless, the Hulu, Disney+, and Amazon Prime Video are saturating the market and pose a threat to its retention tactics (Chaurasia, 2025).

[bookmark: _Toc216802477]2.2.2 India - Favourable or Unfavourable
On the other hand, the economic scenario in India is mixed. The country's emerging middle class, low-cost smartphones and internet plans present opportunities for subscriber expansion (Barraza, 2025). Still, the market's sensitivity to price demands consistent innovation on Netflix's part in pricing policies, such as mobile-only plans (Elanjimattom, 2023). The unfavourable side is from income disparity and low willingness to pay compared to Western markets, but the company's financial stability and Spanish are global enabling long terms and localization (Chaudhary et al., 2025).

· Gross Domestic Product (GDP)

[bookmark: _Toc216802754]Figure 9:  Gross Domestic Product (GDP)
(Created by learner)
GDP is used to determine the total value of monies within a country in a given time in terms of goods and services. America is mature and stable economically whereas India is fast growing with the level of local consumption and IT based industries.

· Gross National Product (GNP)

[bookmark: _Toc216802755]Figure 10: Gross National Product (GNP)
(Created by learner)
GNP includes the GDP and the net income that is gained from investments in the foreign sector. The US has a higher GNP compared to GDP because of world corporate/ investment returns, however India has a slightly lower GNP because of foreign ownership in local sectors.

· Inflation Rate

[bookmark: _Toc216802756]Figure 11: Inflation Rate
(Created by learner)
Inflation measures the pace over which general prices are increasing over time at the expense of the purchasing power. In the U.S. control after post-pandemic spikes is successful, whereas India has moderate inflation with fiscal and monetary coordination.

[bookmark: _Toc216802478]2.3 Social Factors
[bookmark: _Toc216802479]2.3.1 Social Environment 
[bookmark: _Toc216802480]2.3.1.1 USA - Favourable
The social environment in the United States is very hospitable for Netflix with the high trend towards on-demand, digital entertainment. Audiences have grown more and more fond of convenience, personalisation and binge-watching over the more traditional cable television, aided by the high penetration of internet and digital literacy (Pereira, 2024; Cui, 2024; O'Brien, 2025). Existing liberal social norms, as well as the willingness to embrace diverse and inclusive accounts, provide Netflix with a lot of creative space, which can then be used to create successful original content that improves brand interactions and develops global fan bases (Yao, 2023; Chalaby, 2025). Even so, the issue of too much screen time and the growing level of streaming competition present problems, but a strong media consumption habit and cultural growth persist in supporting Netflix in its social positioning in the United States (Ribke et al., 2024).
[image: ]
[bookmark: _Toc216802757]Figure 12: Most Popular Streaming Service Combos in the U.S.
(Source: Chen, 2024)

[bookmark: _Toc216802481]2.3.1.2 India – Favourable or Unfavourable
India is a market with all opportunities-and challenges-for Netflix. A young and tech-savvy population, increasing smartphone usage, and a growing middle class has pushed the shift to digital, on-demand entertainment, making the market socially favourable, especially among the urban population (Elanjimattom, 2023; Barraza, 2025; Chaudhary et al., 2025). Localisation strategy through regionals like Sacred Games and Delhi Crime has facilitated culture relevant and connection with audience (Ashfaquzzaman et al., 2025). Nevertheless, traditional social norms and religious or political sensitivity have provoked the reaction and censorship pressure, forming a negative aspect. This intricate social setting is dealt with by the Netflix partnering with local creators and adaptive content approaches (Tawte, 2025; Barraza, 2025).
[image: Mirzapur VS Sacred Games, Inside Edge VS Delhi Crime & More - Who Wins  Amongst Netflix & Amazon Prime (India)?]
[bookmark: _Toc216802758]Figure 13: Netflix India Originals: Localised Storytelling

[bookmark: _Toc216802482]2.3.2 Cultural Environment Analysis
[bookmark: _Toc216802483]2.3.2.1 Hofstede Model
[image: ]
[bookmark: _Toc216802759]Figure 14: Definition of Hofstede Model
(Created by learner)
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[bookmark: _Toc216802760]Figure 15: Hofstede cultural analysis for two countries
(Created by learner)
India's high-Power Distance (77) as compared to the U.S. (40) means that hierarchical narratives and characters with authority traits had an added clarity, explaining why Netflix is thriving with its Indian originals like Sacred Games that deal with social stratification (Ashfaquzzaman et al., 2025). The low Individualism of India (24) in comparison with the U.S. (60) is an indication of the collectivism nature and the Netflix should advertise package deals and regional-language programming to enhance collective viewing in India (Chaudhary et al., 2025). Moderate Masculinity and low Uncertainty Avoidance in India allow Netflix to take creative risks with bold storytelling and genre-blending formats (Thuillas et al, 2024). Meanwhile, the high Indulgence (68) of the U.S. market supports binge watching behaviours, in line with Netflix's personalised recommendations and leisure-oriented branding (Pereira, 2024). Generally, the cultural context of the image, though it does, requires the application of company-level insights on different grounds since the Hofstede scores reflect countries but not corporate approaches.

[bookmark: _Toc216802484]2.3.2.2 Advantages and Disadvantages of the Hofstede Model
Advantages
· The Hofstede streaming paradigm adopted by Netflix, whereby content is disseminated using its proprietary platform as opposed to third-party broadcasting mechanisms, confers a number of benefits. 
· It provides absolute control over distribution, information analytics, and content tailoring, thus, allowing the accurate targeting of the preferences of the user (Cui, 2024). 
· The use of Hofstede model also allows the application to release across the globe at once, which increases the visibility of the brands effectively strengthening the standing of Netflix as a global cultural middleman (Ribke et al., 2024). 
· In addition, it supports a level of scalability between devices, language, and geographical location without considering local broadcasters (O’Brien, 2025).
Disadvantages 
· Still the model has some shortcomings, especially in culturally sensitive markets like India. 
· When using the Hofstede theory of cultural dimension, Netflix is exposed to unfair treatment by the government and activist organizations (Ashfaquzzaman et al., 2025). 
· In contrast to licensing frameworks, in which liability could be placed on third party distributors, the hosted model places sole responsibility for all disseminated content with Netflix. 
· Also, domestic firms like Amazon Prime Video and Disney+ Hotstar often offer culturally specific content which have a better regional penetration thus posing a threat to the Netflixs high-premium positioning (Barraza, 2025).

[bookmark: _Toc216802485]2.3.2.3 Cultural Factors in the United States 
The cultural context in the USA is very propitious to Netflix, preceded by an environment of openness to innovation, freedom of expression and multiculturality. Strong embrace of varied genres and storytelling across the world aids Netflix's mission and access to quality creative talent. However, there are challenges in the form of debates on cultural homogenization, algorithm-driven 'content bubbles' as well as intensified competition from culturally rooted platforms such as Disney+ and Hulu. Nevertheless, brand loyalty and impact require the use of the strong cultural fit and alignment to American viewers and the ability to tell the stories worldwide, which Netflix has (Cui, 2024; O’Brien, 2025; Ribke and Wayne, 2024; Chalaby, 2025; Yao, 2023).
[image: A poster of a netflix company
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[bookmark: _Toc216802761]Figure 16: Netflix’s Algorithmic Personalisation System
(Source: The Product Folks, 2025)
[bookmark: _Toc216802486]2.3.2.4 Cultural Factors in India 
India's cultural environment provides both opportunities and limits for Netflix. High linguistic diversity with strong regional entertainment industries favour localisation in the form of multilingual originals, making for a stronger cultural relevance, regional connection on part of the audience. However, it faces huge challenges, especially related to religious and social sensitivities produced by in-depth conservatism and censorship pressures. Netflix handles this tension through working with local producers and using adaptive storytelling, thus maintaining a balance between culture-related respectfulness and global production benchmarks that encourage long-term sustainability (Barraza, 2025; Ashfaquzzaman et al., 2025; Tawte, 2025; Elanjimattom, 2023).
[image: In 2025, we're redefining storytelling," says Monika Shergill as Netflix  India unveils its content slate for 2025 - MediaBrief]
[bookmark: _Toc216802762]Figure 17: Netflix India Promoting Local and Inclusive Stories
(Source: Qureshi, 2025)

[bookmark: _Toc216802487]2.4 Technological Factors
[bookmark: _Toc216802488]2.4.1 USA - Favourable
Technology is the biggest influence in making Netflix successful. In both the United States and India, the company uses AI-powered recommendation systems, adaptive streaming algorithms, and cloud technologies to ensure smooth viewing experiences (Cui, 2024). In the U.S., Netflix's innovation ecosystem fuelled by Silicon Valley's R&D environment is still very propitious (O'Brien, 2025). Its investment in content delivery networks (CDNs) and data analytics help achieve a uniform quality of service even when demands for service are high.
[image: Netflix Algorithm: How Netflix Uses AI to Improve Personalization]
[bookmark: _Toc216802763]Figure 18: AI-driven recommendation systems
(Created by learner)

[bookmark: _Toc216802489]2.4.2 India - Unfavourable
India has witnessed a fast rate of smartphone penetration and cheap internet access, enabling digital inclusivity that Netflix can leverage to tap into Indian markets. Nevertheless, rural bandwidth variability and the quality of various devices pose poor technical constraints (Team Pepper, 2022). These challenges are mitigated by the mature technological foundation of the firm supported by U.S. innovation, to localize products, including mobile-only streaming and multi-language interfaces (Elanjimattom, 2023).
[image: Netflix's India Problems are Many. What can the OTT Major Do? -  BusinessToday]
[bookmark: _Toc216802764]Figure 19: India Streaming Market Pressures
(Source: Qureshi, N., 2025)

[bookmark: _Toc216802490]2.5 Legal Factors
[bookmark: _Toc216802491]2.5.1 USA - Favourable
Netflix legal environment is complex and differs from country to country. In the US, strong legal protection of digital intellectual property and the availability of clear copyright laws are favourable for the content creation and distribution in the country (Ribke et al., 2024). However, new developments regarding antitrust conducts and taxing of global tech companies are potential risks to long-term flexibility (Chalaby 2025).
[image: A screen shot of a computer
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[bookmark: _Toc216802765]Figure 20: Netflix’s legal environment
(Source: Netflix, 2025)

[bookmark: _Toc216802492]2.5.2 India - Unfavourable
In India, the regulatory environment of the OTT platforms is dynamic. Government sets restrictions by the Information Technology (Intermediary Guidelines and Digital Media Ethics Code) Rules, 2021, where the regulations demand platforms to regulate themselves and follow the cultural regulations (Ashfaquzzaman et al., 2025). This creates a hybrid environment which is conducive to ensuring industry legitimacy, but not creativity autonomy. Netflix uncompromising adherence to and implementation of global governance standard signify its legal strength and stability of organizational structure to adapt to such dynamic systems (Barraza, 2025).
[image: What Are the Laws That Govern OTT Platforms in India? - LawMento]
[bookmark: _Toc216802766]Figure 21: Laws That Govern OTT Platforms in India
(Source; LawMento, 2025)

[bookmark: _Toc216802493]2.6 Environmental Factors
[bookmark: _Toc216802494]2.6.1 USA - Favourable
On the environment front, the effect of Netflix is mainly digital, but streaming server and data centre energy usage have been worldwide concerns (Cui, 2024). In the US, Netflix has already adopted carbon-neutral business operations and partnered with renewable energy sources, which is why this aspect becomes more favourable (O’Brien, 2025).
[image: A screenshot of a website
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[bookmark: _Toc216802767]Figure 22: Netflix Sustainability
(Source: Netflix, 2025)

[bookmark: _Toc216802495]2.6.2 India - Favourable or Unfavourable
In India, there is still a level of environmental awareness among consumers, but the adoption of green data practices and promotion of sustainability-focused documentary collections by the company are positive news in supporting its good image (Elanjimattom, 2023). While unfavourable infrastructure-related energy demands persist in developing markets, Netflix's global sustainability efforts and corporatism are conducive to mitigating reputational risks.
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[bookmark: _Toc216802768]Figure 23: India's Environment Analysis for Netflix
(Source: Edubirdie, 2025)
[bookmark: _Toc216802496]2.7 Similarities and Differences in Netflix’s PESTLE Analysis (U.S. vs. India)
	PESTLE Factor
	Similarities
	Differences

	Political
	Both countries support digital innovation and recognize the growing importance of OTT streaming services.
	U.S. offers favourable political stability with strong IP protection (Chalaby, 2025), whereas India faces stricter content regulations and censorship challenges (Ashfaquzzaman et al., 2025).

	Economic
	Both markets provide large audiences with increasing demand for digital entertainment and subscription services.
	U.S. is a mature, high-income market with saturation (Cui, 2024); India is price-sensitive but rapidly growing due to affordable internet and mobile plans (Elanjimattom, 2023).

	Social
	Both societies value convenience, entertainment, and personalized content experiences.
	U.S. has liberal content preferences and high creative freedom (Yao, 2023); India’s diverse and conservative segments demand localized and culturally sensitive content (Tawte, 2025).

	Technological
	Advanced AI-driven recommendations, cloud infrastructure, and adaptive streaming operate in both nations.
	U.S. benefits from advanced R&D and consistent broadband (O’Brien, 2025); India faces uneven connectivity but leads in mobile streaming innovation (Team Pepper, 2022).

	Legal
	Both countries promote OTT compliance through clear digital media regulations.
	U.S. enforces strong IP and antitrust laws (Ribke et al., 2024); India regulates OTT content via the IT Rules, 2021, limiting creative freedom (Ashfaquzzaman et al., 2025).

	Environmental
	Netflix globally promotes green data practices and sustainable operations.
	U.S. achieves carbon-neutral operations through renewable energy (O’Brien, 2025); India focuses on raising awareness through sustainability-themed content (Elanjimattom, 2023).


[bookmark: _Toc216802581]Table 1: Similarities and Differences in Netflix’s PESTLE Analysis (U.S. vs. India)
(Created by learner)

[bookmark: _Toc216802497]3. Comparison of Netflix’s STP Strategies in Country A and Country B
[image: STP Marketing Model - Segmenting, Targeting, Positioning]
[bookmark: _Toc216802769]Figure 24: STP Strategies
(Source: Sunday Times, 2020)

[bookmark: _Toc216802498]3.1 Segmentation Strategies
[bookmark: _Toc216802499]3.1.1 Demographic Segmentation
[bookmark: _Toc216802500]3.1.1.1 United States
Netflix considers the idea of demographic segmentation to appeal to millennials, Gen Z, families, and working professionals who constitute the greatest percentage of streaming consumers that have subscriptions in the US (Cui, 2024). Multi-member plans, family-sharing functions, and parental features are aimed at families; students and young adults will be targeted with discounted trials and shows such as Stranger Things and The Crown (Chaurasia, 2025). This is a demographic-based strategy that improves retention of high value streaming demographic groups (O’Brien, 2025).

[bookmark: _Toc216802501]3.1.1.2 India
In India, Netflix focuses on urban millennials, professionals with middle-income, students, and dual-income families (Barraza, 2025). Recognising the disparity of income of Indians, Netflix launched mobile-only low-cost plans to cater to the price sensitive younger crowd (Elanjimattom, 2023). The platform is also appealing to multilingual families by having content in Hindi, Tamil, Telugu, and Malayalam, therefore catering to the large culturally diverse population of India (Chaudhary et al., 2025).

[bookmark: _Toc216802502]3.1.2 Psychographic Segmentation (Including VALS-2 Personality Types)
[bookmark: _Toc216802503]3.1.2.1 United States
In the U.S., Netflix uses psychographic segmentation, categorizing consumers according to lifestyle, personality, and viewing purposes that it enhances through the use of an AI-based recommendation engine (Pereira, 2024). The Innovators, Thinkers, and Achievers type of VALS-2 prevails in the market in search of the trend-setting content, knowledge-rich series, and aspirational stories respectively (Alagar, 2025; Cui, 2024). The premium UHD plans and extremely personalised content levels appeal to these motives at Netflix.

[bookmark: _Toc216802504]3.1.2.2 India
In India the psychographic segmentation represents the cultural aspirations, values, and different entertainment lifestyle (Ashfaquzzaman et al., 2025). Netflix re-positions categories from VALS-2, Innovators, Thinkers, Achievers for local audiences, broadcasting to globally oriented elites, informed middle-class consumer base and ambitious youth looking for motivational/cultural related story lines (Barraza, 2025; Tawte, 2025). The platform builds engagement by way of regional storytelling, creator partnerships and culturally resonant marketing campaigns (Team Pepper, 2022).

[bookmark: _Toc216802505]3.1.2.1 VALS-2 Segment Characteristics for Netflix (U.S. vs India)
	Segment
	Lifestyle Characteristics
	Psychological Characteristics
	Consumer Characteristics

	Innovators (8% of pop.)
	U.S.: Tech-savvy, trendsetters, enjoy early adoption of new digital content, multitask across streaming platforms. 
India: Urban elites, cosmopolitan professionals with global exposure, use multiple OTT subscriptions.
	Self-confident, open to change, value innovation and status symbols. 
Seek experiences that reinforce individuality and success.
	Subscribe to premium Netflix plans; prefer 4K content and exclusive originals; less price-sensitive; value convenience and quality.

	Thinkers (11% of pop.)
	U.S.: Educated professionals with structured routines; watch documentaries, news, and educational content. 
India: Middle-class intellectuals and students seeking informative and motivational content.
	Rational, value knowledge and responsibility; deliberate before purchasing; less impulsive.
	Choose standard plans; consume thought-provoking series or documentaries; use Netflix for learning and leisure balance.

	Achievers (13% of pop.)
	U.S.: Career-focused individuals balancing work and entertainment; stream during limited leisure time. 
India: Ambitious urban youth, professionals balancing family and aspirations; watch aspirational and success-oriented content.
	Goal-oriented, value stability, social recognition, and success. 
Seek brands that enhance prestige and social image.
	Opt for mobile or standard plans; attracted to success stories and global hits; respond to motivational and lifestyle-based shows.


[bookmark: _Toc216802582]Table 2: VALS-2 Segment Characteristics for Netflix (U.S. vs India)
(Created by learner)

[bookmark: _Toc216802506]3.1.3 Behavioural Segmentation
[bookmark: _Toc216802507]3.1.3.1 United States
Netflix segments its customers based on frequency of viewing, device usage, content choices, and brand allegiance. Autoplay, personalised Top10 lists, and Continue Watching rows are features created by Netflix in response to the binge-watching habits of U.S. subscribers (Ribke et al., 2024). Exclusive originals and ad-free benefits are sources of brand loyalty (Yao, 2023). AI-assisted behavioural strategies guide the creation of marketing campaigns to suggest new seasons, trailers, and genre based on this data (Xiao, 2023).

[bookmark: _Toc216802508]3.1.3.2 India
Behavioural segmentation India Price sensitivity Mobile-based watching Regional content preferences Chaudhary et al. (2025) B. Many Indian viewers tend to sting shorter, locally relevant series like Sacred Games, Yeh Kaali Kaali Ankhein or regional stand up specials (Ashfaquzzaman et al. 2025). Netflix supports addictive viewing with cheap mobile service packages, multilingual dubbing as well as suggestions in the styles of language use (Team Pepper, 2022). Behavioural conversion also results out of trial-based promotions and frequency-based marketing on the name of a festival-season (Tawte, 2025).

[bookmark: _Toc216802509]3.1.4 Geographic Segmentation
[bookmark: _Toc216802510]3.1.4.1 United States
Geographically, Netflix appeals to its users across the US with a solid structure in terms of pricing, broadband availability, targeting one's usage in the metropolitan and suburban areas with greater tendencies towards streaming (Cui, 2024). Regional promotions promote books that are popular within particular US states (taking advantage of local cultural interests). Content in the form of American dramas, thrillers, and comedies match national viewing tastes.
[image: Netflix vs Disney+ Subscribers and Trends Around The World - Hyperset Group  Ltd]
[bookmark: _Toc216802770]Figure 25: US Streaming Demand Patterns
(Source: Hyperset Group, 2025)
[bookmark: _Toc216802511]3.1.4.2 India
In India, geographic segmentation is much finer and is determined by region, state and linguistic segment (Barraza, 2025). Netflix focuses on larger metropolises such as Mumbai, Delhi, Bengaluru, and Hyderabad where the digital distribution is high, and English proficiency is high (Elanjimattom, 2023). With the intention of expanding beyond urban markets, Netflix invests in geo-localised content or productions in Hindi, Tamil, Telugu, Malayalam, Bengali, and Marathi (Chaudhary et al., 2025). Campaigns that are run in the festival period (Diwali, Holi, Onam) also enhance local presence (Tawte, 2025).
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[bookmark: _Toc216802771]Figure 26: Geo-Demographic Segmentation of Netflix Subscribers in India
(Source: Gopalan and Sen, 2021)
[bookmark: _Toc216802512]3.2 Targeting Strategies
[bookmark: _Toc216802513]3.2.1 United States
Netflix uses a targeting approach that varies across both markets in this regard, based on their maturity levels. Nettflix, in the United States, is aimed at digitally savvy consumers who are entertainment-oriented by accessing premium, ad-free subscriptions, originals and also at a personalised level using the power of algorithms to get better retention and satisfaction (O'brien, 2025, Chalaby, 2025, Cui, 2024).
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[bookmark: _Toc216802772]Figure 27: Netflix Targeting Strategy US
(Source: The Business, 2025)

[bookmark: _Toc216802514]3.2.2 India
In India, Netflix targets low-end, but premium urban/semi-urban buyers who are aspirational, especially young and mobile-based users. Affordability and accessibility are facilitated by localised content, mobile-only plans, similar to flexible pricing and telecom partnerships with Airtel and Jio, in keeping with a culturally responsive and segmented targeting strategy (Elanjimattom, 2023; Barraza, 2025; Tawte, 2025).
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[bookmark: _Toc216802773]Figure 28: Price sensitivity in India
(Source: AlJazeera, 2021)
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[bookmark: _Toc216802774]Figure 29: Differentiated vs Undifferentiated Targeting
(Created by learner)

[bookmark: _Toc216802515]3.3. Positioning Strategies
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[bookmark: _Toc216802775]Figure 30: Definition of Perceptual Map
(Created by learner)
[image: The Brand Positioning Map for Netflix - 273 Words | Essay Example]
[bookmark: _Toc216802776]Figure 31: Perceptual Map
(Source: IvyPanda, 2025)
The figure shows Netflix's competitive positioning in the streaming market with a focus on personalization and content variety dimensions. The locus of Netflix and Amazon Prime lies in the upper right quadrant, indicating both huge content selection and advanced personalization capacities, hence possible robust algorithm-driven recommendations capability. Disney Plus and Hulu offer extensive options with little customization, whereas HBO and CBS have average options and customization. Platforms like YouTube TV and Curiosity Stream play second fiddle thanks to their limited personalization and a limited content library. In comparison, Netflix is the winner with data driven customization, a diverse content library and global scalability, which separates itself from conventional and niche streaming competition.
The brand positioning of Netflix in both countries is different, as the consumer perceptions, competitive environment, and cultures differ. Netflix (in the US) positions itself as a high-end global entertainment company, with an emphasis on the unmatched quality, novelty, and innovation (O’Brien, 2025). Its tagline, "See what's next," reaffirms that they are a forward-thinking, technology-driven entertainment brand (Chaurasia, 2025). The positioning of the brand highlights exclusivity through Netflix Originals and data-driven personalization integration, which reflect on its own brand as the ultimate streaming platform for creativity and convenience (Pereira, 2024).
[image: Netflix — “See what's next”. Netflix Streaming | by Ridunagarajan | Medium]
[bookmark: _Toc216802777]Figure 32: Netflix U.S. Brand Positioning ‘See What’s Next
(Source: Devaney, 2022)
In the Indian market, the positioning strategy adopted by Netflix seems to be responsive and entrenched in the cultural subtleties. The brand positively positions itself as an intersect of global and regional entertainment and focuses on providing stories that create emotional connection with Indian audiences (Barraza, 2025). Through the making of unique productions such as Sacred Games and Lust Stories, Netflix has created a cultural legitimacy without losing its worldwide prestige (Ashfaquzzaman et al., 2025). Marketing campaigns like "#WatchYourLanguage" and partnerships with Bollywood celebrities have helped to further cement Netflix's status as a platform that embraces diversity and focuses on youth (as an emerging target audience). (Tawte, 2025) But, as compared to the U.S, where Netflix leads the pack, in India it has to counter Disney Plus Hotstar and Amazon Prime, and it needs to constantly localise and be innovative with its prices (Chaudhary et al., 2025).
[image: Netflix India Celebrates a Blockbuster Year of Global Acclaim and Local  Love - About Netflix]
[bookmark: _Toc216802778]Figure 33: Netflix India Originals and Localised Content
(Source: FreeWBZVS, 2025)
[bookmark: _Toc216802516]3.4 Comparative Summary: Similarities and Differences in STP
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[bookmark: _Toc216802779]Figure 34: Comparison of Netflix’s STP Strategies in the U.S. and India
(Created by learner)

[bookmark: _Toc216802517]4. Evaluation of Netflix’s Marketing Mix Strategies
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[bookmark: _Toc216802780]Figure 35: 7P’s Marketing Mix
(Source: Oxford College of Marketing, 2020)

[bookmark: _Toc216802518]4.1 Product
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Figure 36: Definition of Product
(Created by learner)

[bookmark: _Toc216802519]4.1.1 United States
In the U.S., Netflix offers a premium and highly diverse content library including globally successful originals like Stranger Things and The Crown, House of Cards and extensive collections of documentaries, stand-up comedy and award-winning films (O'Brien, 2025). The platform focuses on high-definition streaming, sophisticated personalisation and seamless device continuity, leading to a better entertainment experience enabled by powerful AI algorithms (Pereira, 2024).
[image: Netflix Subscription Plans, Explained: How Much Does It Cost in 2025?]
[bookmark: _Toc216802782]Figure 37: Netflix highly diverse content library
(Source: Bankhurst, 2025)

[bookmark: _Toc216802520]4.1.2 India
In India, the product plan will focus on the localisation and language richness, where it provides an Indian content in Hindi, Tamil, Telugu, Malayalam, Bengali and Marathi cultures to depict the diversity of India (Chaudhary et al., 2025). Some titles like Sacred Games, Delhi crime and Lust stories increase the cultural relevance (Ashfaquzzaman et al., 2025). Mobile-first designs, data-saving features and location-based, locally-curated home screens are also present on the platform to suit local consumption patterns (Team Pepper, 2022).
[image: Stories Set to Thrill, Move, and Entertain: Netflix Announces Six Tamil and  Telugu Originals - About Netflix]
[bookmark: _Toc216802783]Figure 38: Netflix India cultural diversity
(Source: Netflix, 2025)
[bookmark: _Toc216802521]4.1.3 Product Variety, Depth & Width
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[bookmark: _Toc216802784]Figure 39: Definition of Product Variety, Depth & Width
(Created by learner)

[bookmark: _Toc216802522]4.1.3.1 United States
The U.S. catalogue exhibits high levels of width and depth with broad product lines from various genres including science fiction, romance, crime, animation, standup comedy, documentaries, true crime and reality television. Depth in originals into English and in Hollywood titles is particularly large, with a big number of movies and series into each category and Netflix's global entertainment leadership in the U.S. market (O'Brien, 2025).
[image: The Netflix TV Experience Just Got More Multilingual - About Netflix]
[bookmark: _Toc216802785]Figure 40: Multilingual Streaming Options
(Source: Netflix, 2025)
[bookmark: _Toc216802523]4.1.3.2 India
Netflix in India is a very diverse company with different product lines and multinationalism. The width is greatly extended through inclusion of regional languages whereas depth is highest in Hindi and South Indian content areas. In spite of the fact that depth in global genres might be less than the U.S, the platform is offset by a large presence of regional originals and culturally interesting story-telling that is internally consistent with localisation priorities (Barraza, 2025). 
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[bookmark: _Toc216802786]Figure 41: South Indian content categories
(Source: Netflix, 2025)

[bookmark: _Toc216802524]4.1.3.3 Main Differences Between the U.S. and India
The United States product strategy focuses on developing globally oriented original content and providing high performance digital experiences while the Indian approach focuses on language diversity, cultural relevance, and affordability as important aspects in mobile first environments. The highest depths are seen in global genre with U.S. catalogue, and in India with regional content. Seeing behaviours also distinguish the markets, though, with U.S. audiences focusing on having a drink in many devices and Indian audiences focusing on having a drink on a mobile and being data-efficient experience. These contrasts emphasize Netflix's individual approach to product design in different countries.
[bookmark: _Toc216802525]4.1.4 Product Design
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[bookmark: _Toc216802787]Figure 42: Definition of
(Created by learner)

[bookmark: _Toc216802526]4.1.4.1 United States
Netflix has an expensive-driven product design in the U.S., prioritizing rapid navigation, UHD, personalized rows and interactive are offered, including skip intro and autoplay (O’Brien, 2025). The cross-device connectivity helps to facilitate the culture of binge-watching when the integrated advanced AI makes the recommendations more relevant. The design is innovative, convenient and modern, which further reinforces the brand identity of Netflix (Pereira, 2024).
[image: How Netflix Used UX Design to Win 200 Million Paid Users | by Punit Chawla  | Prototypr]
[bookmark: _Toc216802788]Figure 43: Netflix premium-oriented product design
(Source: Volto Group, 2024)
[bookmark: _Toc216802527]4.1.4.2 India
In India, Netflix's product design incorporates the use of data-saving modes, mobile-first layouts, offline downloads and prominent regional languages rows to adapt to local digital conditions (Team Pepper, 2022). The interface caters for different internet speeds for a smooth navigation. Local content categories are in early onscreen, making more relevant for a diverse audience. These design revisions ensure that the product is easy to use and adaptable to Indian viewing behaviours (Elanjimattom, 2023).
[image: Merchandise Integration to Netflix's Mobile App — (UI/UX Case Study) | by  Firdous Inamdar | Medium]
[bookmark: _Toc216802789]Figure 44: Netflix’s mobile-first layouts
(Source: Inamdar, 2023)

[bookmark: _Toc216802528]4.1.5 Branding Strategies
[bookmark: _Toc216802529]4.1.5.1 Branding Strategies in the U.S. and India
Branding can be described as the establishment of a unique name, image and a collection of associations which distinguish a business at the minds of consumers and creates long-term equity (Xiao, 2023).
	Aspect
	United States
	India

	Branding Definition
	Branding refers to creating a distinctive identity, image and associations that differentiate the company and build long-term equity (Xiao, 2023).
	Same definition applies; adapted to local cultural expectations (Xiao, 2023).

	Brand Positioning
	Positioned as an innovative global entertainment leader, focusing on originality, convenience and technological excellence (O’Brien, 2025).
	Positioned as a glocal entertainment brand, blending global prestige with local cultural relevance (Barraza, 2025).

	Key Brand Message
	“See What’s Next” innovation, premium global storytelling, creativity, and high-quality originals (Chaurasia, 2025).
	Hinglish taglines, festival-based messaging, and youth-centric storytelling that emphasise inclusivity and Indian identity (Tawte, 2025).

	Brand Associations
	Creativity, prestige, cutting-edge content, advanced AI personalisation, global leadership (O’Brien, 2025).
	Edgy, cinematic, premium regional content; culturally grounded narratives such as Sacred Games and Delhi Crime (Ashfaquzzaman et al., 2025).

	Branding Activities
	High-profile global campaigns, Hollywood collaborations, tech-driven marketing, and international award promotions.
	Collaborations with Bollywood actors, regional creators, Hinglish campaigns, and culturally tailored social marketing (#WatchYourLanguage).

	Overall Branding Strategy
	Premium, innovation-focused, globally consistent branding.
	Culturally adapted glocal strategy combining Indian storytelling with global Netflix identity.


[bookmark: _Toc216802583]Table 3: Branding Strategies of Netflix in the U.S. and India
(Created by learner)

[bookmark: _Toc216802530]4.1.5.2 Branding Strategy in the United States
In the United States, Netflix brands itself as an innovative global entertainment leader that emphasises originality, convenience and advanced personalisation. Campaigns that emphasize the slogan "See What's Next" continue Netflix's identity as a forward thinking, technology based brand. High profile originals such as Stranger Things and The Crown help signal creativity, prestige and content leadership to strengthen Netflix's premium and globally influential market image (O'Brien, 2025; Chaurasia, 2025).
[image: Netflix — “See what's next”. Netflix Streaming | by Ridunagarajan | Medium]
[bookmark: _Toc216802790]Figure 45: Netflix See What's Next
(Source: Devaney, 2022)
[bookmark: _Toc216802531]4.1.5.3 Branding Strategy in India
Netflix uses glocal branding strategy in India, which combines the prestige of worldwide fame with culturally familiar Indian narratives. The brand positioning is as a kick-ass, filmic and high quality with such names like Sacred Games, Delhi Crime and Lust Stories (Ashfaquzzaman et al., 2025). Using Hinglish slogans in campaigns, partnership with Bollywood stars, and other campaigns, such as #WatchYourLanguage, present Netflix as young, inclusive, and based on the linguistic and cultural diversity of India (Tawte, 2025; Team Pepper, 2022).
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[bookmark: _Toc216802791]Figure 46: Netflix Indian storytelling
(Source: Tawte, 2025)

[bookmark: _Toc216802532]4.2 Price
[image: ]
[bookmark: _Toc216802792]Figure 47: Definition of Price
(Created by learner)

[bookmark: _Toc216802533]4.2.1 United States
In the U.S., Netflix has a superior pricing strategy based on its great brand equity, cutting-edge streaming technology, and its unique original content portfolio (Chalaby, 2025). Higher-priced UHD, 4K and ad-free subscriptions enforce its image as a premium streaming service provider with higher quality and convenience. American subscribers are also typically more willing to pay because of higher levels of income, robust adoption of digital technologies and long-term loyalty to subscription forms of entertainment (O'Brien, 2025).
[image: Netflix prices creep up again | TechHive]
[bookmark: _Toc216802793]Figure 48: Netflix Plans
(Source: Brown, 2015)

[bookmark: _Toc216802534]4.2.2 India
Netflix uses in India a highly localised and value-based pricing, which includes low-price mobile-only plans, adaptable monthly pricing and telecom-bundled subscriptions to suit the price-sensitive consumers in India (Elanjimattom, 2023). The platform varies the prices based on different income levels, mobile-based watching behaviour and high competition among low-cost OTT competitors that include Disney+ Hotstar. These services aid in enlarging accessibility as well as placing Netflix as aspirational but considerably near to the digitally active youth in the city (Tawte, 2025).
[image: From Local to Global: Netflix's Strategic Approach to Worldwide Expansion |  TSI]
[bookmark: _Toc216802794]Figure 49: Netflix's Strategic Approach to Worldwide Expansion
(Source: The Strategy Institute, 2025)

[bookmark: _Toc216802535]4.3 Place (Distribution)
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[bookmark: _Toc216802795]Figure 50: Definition of Place (Distribution)
(Created by learner)

[bookmark: _Toc216802536]4.3.1 United States
In the U.S., companies like Netflix have the advantage of extremely high-speed broadband in general, which means that streaming is easy across smart TVs, gaming consoles, laptops, tablets and premium home entertainment systems (Cui, 2024). The platform integrates comfortably with major device manufacturers such as Apple, Samsung and Amazon Fire TV. The standard pricing and availability make Netflix universal, as the convenience-driven model is supported, and most households with multiple monitors and stable Internet connectivity maintain high usage (O’Brien, 2025).
[image: Japan's internet is so fast it can download all of Netflix in 1 second:  Check speed and others details here - India Today]
[bookmark: _Toc216802796]Figure 51: Netflix high-speed broadband
(Source: Bhati, 2025)

[bookmark: _Toc216802537]4.3.2 India
In India, Netflix has taken a mobile-first distribution strategy because of India's high dependence on smartphones with varying quality of internet access (Elanjimattom, 2023). The service is provided through collaborations with major telecom providers like Jio, Airtel and Vodafone where bundled plans are offered to make the service more affordable. Prepaid billing, free to use online calculators and lightweight software optimisation enable easier entry for first-time streamers to access content, ensuring accessibility for all urban and semi-urban areas (Tawte, 2025).
[image: Netflix's Success Story: From Mail-Order DVDs to Global Streaming  Powerhouse – Pivot]
[bookmark: _Toc216802797]Figure 52: Netflix mobile-first distribution
(Source: Team ReadMe, 2021)

[bookmark: _Toc216802538]4.3.3 Direct vs Indirect Channels and Intensive Distribution for Netflix in the U.S. and India
	Distribution Type
	United States
	India

	Direct Channels
	Direct access through Netflix.com and the Netflix mobile app, supported by strong broadband and multi-device streaming including smart TVs, tablets and gaming consoles (Cui, 2024).
	Direct access through the Netflix app and website, predominantly via smartphones, with app optimisation for low-bandwidth environments (Elanjimattom, 2023).

	Indirect Channels
	Integration with device manufacturers such as Apple TV, Samsung, LG and Amazon Fire TV; partnerships with ISPs offering Netflix-ready bundles (O’Brien, 2025).
	Telecom partnerships with Jio, Airtel and Vodafone offering prepaid/ postpaid bundles that include Netflix subscriptions, increasing affordability (Tawte, 2025).

	Intensive Distribution
	Intensive national distribution supported by near-universal broadband penetration, ensuring that Netflix is available on almost all digital devices across the U.S. market (Cui, 2024).
	Intensive distribution achieved through mobile networks, telecom bundles and widespread app availability on Android, iOS and smart TVs, enabling accessibility in diverse regional markets (Chaudhary et al., 2025).


[bookmark: _Toc216802584]Table 4: Direct vs Indirect Channels and Intensive Distribution for Netflix in the U.S. and India
(Created by learner)

[bookmark: _Toc216802539]4.3.4 Market Entry Methods
[bookmark: _Toc216802540]4.3.4.1 Which Market Entry Method Netflix Uses in India
Netflix started working in India via Direct Investment (Wholly Owned Subsidiary), which gave the company complete operational control of the content development, marketing choices and platform control. This approach gives Netflix the freedom to work as an autonomous service and not be dependent on local co-ownership or license deals.

[image: ]
[bookmark: _Toc216802798]Figure 53: Wholly Owned Subsidiary
(Source: WallStreetMojo Team, 2019)

[bookmark: _Toc216802541]4.3.4.2 Why Netflix Chose This Method
The streaming market, in India, is witnessing rapid growth, and is supported by a great deal of linguistic diversity. This setting requires heavy localisation efforts, tight control over creative contents and adjustment of products with particular attention to mobile-only subscription plans. With a wholly owned subsidiary, Netflix can continue to use the brand, develop India originals (Sacred Games, Delhi Crime) and retain all intellectual property (Ashfaquzzaman et al., 2025). The positive digital transformation trend in India and the growing number of consumers in the middle class also favor Netflix (Barraza, 2025).

[bookmark: _Toc216802542]4.3.4.3 Advantages and Disadvantages of the Wholly Owned Subsidiary Model (India)
Advantages
Operating as a wholly owned subsidiary allows Netflix to have full strategic and operational control and to tailor-make its content slate, pricing, interface and marketing, without having to negotiate with any outside partners. This way they can guarantee global continuity of the brand and preserve to Netflix all profits and intellectual property rights. It also supports agile decision-making like multilingual original development and building regional production hubs (Chaudhary et al., 2025).

Disadvantages
Its financial requirements are high hence entering the market is expensive in a price-sensitive market. Netflix is seriously competing with low-priced local OTT sites like Hotstar, Zee5 and SonyLIV, raising customer acquisition expenses. Uncertainty over regulations, particularly on content moderation, also makes things harder. Due to the uneven quality of broadband services in India, the superior streaming features of Netflix sometimes surpass the local digital infrastructure, necessitating further optimisation (Elanjimattom, 2023).

[bookmark: _Toc216802543]4.4 Promotion
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[bookmark: _Toc216802799]Figure 54: Definition of Promotion
(Created by learner)

[bookmark: _Toc216802544]4.4.1 United States
In the United States, Netflix has a wide promotion campaign including massive advertisement, cinematic trailers, billboards and nationwide launch events. Treating award season campaigns for the flagship originals helps to reinforce its premium brand image. Celebrity appearances, sponsorships, and powerful public relations allow Netflix to dominate entertainment media while selective sales promotions aid subscriber growth in an extremely mature and competitive streaming market (O'Brien, 2025; Pereira, 2024; Yao, 2023).
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[bookmark: _Toc216802800]Figure 55: Netflix high-impact digital promotions
(Source: RDS Digital, 2025)

[bookmark: _Toc216802545]4.4.2 India
Netflix uses a cultural promotional application in India that is highly localised. Bollywood and regional stars, multilingual messages, and association with movie festivals and pop culture activities form a part of campaigns. PR efforts create hype on local origins, whereas promotions by telecoms through bundling with Jio, Airtel, and Vodafone lower entry barriers on affordability. This cultural-based strategy assists Netflix to compete successfully in the price-sensitive and saturated OTT market in India (Tawte, 2025; Ashfaquzzaman et al., 2025; Team Pepper, 2022).
[image: The Kapoors, The Khans, and so much more – Check out What's Next on Netflix India in 2025! Are You Ready for It? - IMDb]
[bookmark: _Toc216802801]Figure 56: Netflix localised promotion
(Source: IMDb, 2025)

[bookmark: _Toc216802546]4.5 People
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[bookmark: _Toc216802802]Figure 57: Definition of People
(Created by learner)
[bookmark: _Toc216802547]4.5.1 United States
The United States holds around 9,000 employees, most of them based in California and working in content, technology, data analytics, marketing and corporate functions (Yao, 2023; O'Brien, 2025). Netflix has a high-performance and innovation-based workforce, engineers, AI specialists, UX experts and original content teams, in the U.S (O’Brien, 2025). Organisational culture is focused on independence, openness and artistic license, allowing quick innovation and high-level development of algorithms. This human approach promotes Netflix as the market leader through the creation of high-quality content, world-renowned user experience, and customer satisfaction (Chalaby, 2025).
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[bookmark: _Toc216802803]Figure 58: Netflix workforce
(Source: Market.us, 2025)

[bookmark: _Toc216802548]4.5.2 India
India ~400-500 employees, mostly involved in content commissioning, regional production, marketing, partnerships and operations including extensive outsourcing and studio collaborations (Barraza, 2025; Tawte, 2025). In India, Netflix works heavily with local writers and directors, dubbing artists and cultural consultants so that the language of a country and its cultures are authentic (Barraza, 2025). Multilingual customer service engagements and local content developers are facilitating to adapt the platform to various audiences of India. The local affiliations provide the company with more trust, relevance, and harmony between global and local standards. In general, Netflix can use people strategies to achieve its localisation and engagement aims in India (Team Pepper, 2022).
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[bookmark: _Toc216802804]Figure 59: Netflix collaborates extensively with local writers, directors, dubbing artists and cultural consultants
(Source: Kothari, 2025)

[bookmark: _Toc216802549]4.6 Process
[image: ]
[bookmark: _Toc216802805]Figure 60: Definition of Process
(Created by learner)

[bookmark: _Toc216802550]4.6.1 United States
In the U.S., Netflix is providing a seamless digital process of simple user onboarding, card-based payment, personalised recommendations, high-speed streaming and synchronised multi-device viewing (Cui, 2024). Features such as autoplay, "Continue Watching" and advanced search help to improve convenience. Automated help centre tool and chat support to AI keep the problems quick. These streamline processes which maintain the premium user experience and ensure good customer retention (O'Brien, 2025).
[image: Why Netflix Asks "Are You Still Watching?" (and How to Stop It)]
[bookmark: _Toc216802806]Figure 61: Netflix Continue Watching
(Source: Glover, 2024)

[bookmark: _Toc216802551]4.6.1.1 Customer Complaint Process US
The complaint-handling system in the United States is a systematic technology-supported process to make issues easy to address. Customers can also suggest concerns by opening the Help Centre or Live Chat window, where automated diagnostics can resolve issues with account, billing or streaming quality real-time (Pereira, 2024).  If the issue persists cases are escalated to human support agents who are trained to deal with subscription issues, device compatibility issues and refund related queries. Netflix also sends follow up communication to ensure resolution and build perceived reliability of service and overall customer satisfaction (O'Brien, 2025).
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[bookmark: _Toc216802807]Figure 62: US Customer Complaint Process
(Created by learner) 

[bookmark: _Toc216802552]4.6.2 India
Netflix adjusts the local consumer behaviour in India to accept telecom billing, UPI payments, prepaid vouchers and simplified mobile-first navigation (Elanjimattom, 2023). The app is streamlined to use less data and fluctuate the internet speed. Language access will be facilitated by multilingual customer support, as well as regional FAQs. Such localised processes decrease the obstacles and simplify the processes of streaming among various groups of users (Tawte, 2025).
[image: Netflix introduces UPI AutoPay feature to make subscription renewal easier]
[bookmark: _Toc216802808]Figure 63: Netflix enabling telecom billing, UPI payments
(Source: Arora, 2021)

[bookmark: _Toc216802553]4.6.2.1 Customer Complaint Process India
The workflow for handling complaints in India follows the global standards and includes more localisation to cater to linguistic and regional diversity. Users report problems via in-app support, web-based help pages or WhatsApp-accessible serve links (Team Pepper, 2022). Controversy in the configuration of networks or devices are detected using automated system checks, and pending problems are raised to service agents who understand Hindi, Tamil, Telugu and other regional languages. Under the customer scenario of customers using Netflix through a combination of Jio, Airtel, or Vodafone, this comprises of channels that handle complaints in such a way that issues concerning payment activation or subscription linkage are worked together. The dual layer process increases the level of trust in the consumer and enables continuity in a complex telecom-driven distribution environment (Chaudhary et. a l, 2025).
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[bookmark: _Toc216802809]Figure 64: India Customer Complaint Process
(Created by learner)

[bookmark: _Toc216802554]4.7 Physical Evidence
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[bookmark: _Toc216802810]Figure 65: Definition of Physical Evidence
(Created by learner)

[bookmark: _Toc216802555]4.7.1 United States
In the U.S., the tangible evidence of Netflix is a red and black interface, smooth navigation structure, customised home page and sharp thumbnails. An upscale brand image is strengthened with help of billboards, organized events and prizes (O’Brien, 2025). Design uniformity in all devices creates confidence and demonstrates Netflix dedication to quality and innovation in its world-footprint (Pereira, 2024).
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[bookmark: _Toc216802811]Figure 66: Netflix’s red-and-black interface
(Source: Nakarani, 2025)

[bookmark: _Toc216802556]4.7.2 India
In India, Netflix incorporates regional artwork, multilingual menus and culturally tailored thumbnails, making up material proof of localisation (Chaudhary et al., 2025). Outdoor billboards in metro cities, cinema tie-ins and brands available in clothing for visibility. The UI is adapted to emphasise regional categories, which will appeal to broad and diverse linguistic audiences. These components ensure Netflix's commitment to cultural inclusivity and local relevance (Team Pepper, 2022).

[bookmark: _Toc216802557]4.7.3 Evaluation of marketing strategies
Promotion refers to the telecommunicative activities that are undertaken in order to educate, convince, and remind consumers about a brand and its product offerings (Rohmah et al., 2025).

[bookmark: _Toc216802558]4.7.3.1 Marketing strategies in the United States
In the United States, Netflix's most impressive promotional tools include global original launches, teasers, trailers and award-season campaigns for creating, promoting, and maintaining its premium brand image (O'Brien, 2025; Pereira, 2024). The company employs several channels such as online video ads, PR events, outdoor billboards, influencer tie ins, emails and in-app notifications (Chaurasia, 2025). These strategies help to enhance emotional engagement, improve brand prestige and retain subscribers in an ageing streaming market.
[image: Netflix is testing out ads in-between episodes – here’s why, and how to opt  out]
[bookmark: _Toc216802812]Figure 67: Netflix online video advertising
(Source: Global News, 2018)

[bookmark: _Toc216802559]4.7.3.2 Marketing strategies in India
Netflix in India takes a localisation-based promotional strategy, where the campaigns revolve around regional originals, festival seasons and telecom bundle deals (Tawte, 2025; Team Pepper, 2022). It reaches a wide range of the language and culture by using commercials of TV, billboards in the metros, regionalization influencers, and co-branded telecommunication ads (Elanjimattom, 2023; Barraza, 2025). This multi-channel combination is helpful in ensuring brand legitimacy, app download and adoption in price sensitive and highly competitive markets.
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[bookmark: _Toc216802813]Figure 68: Netflix India promotional approach
(Source: Qureshi, 2025)

[bookmark: _Toc216802560]4.7.3.3 Promotion Tools and Evaluation in Both Countries
	Aspect
	United States
	India
	Evaluation

	Campaign Focus
	Global original launches, teasers, trailers, awards campaigns (O’Brien, 2025; Pereira, 2024).
	Localised campaigns around Indian originals, festival-based promotions, telecom bundles (Tawte, 2025; Team Pepper, 2022).
	Both markets use emotional storytelling; India places more emphasis on localisation and partnerships.

	Channels (not just “social media”)
	Online video ads, outdoor advertising, PR events, influencer tie-ins, owned channels like emails and app notifications (Chaurasia, 2025).
	TV spots, outdoor billboards in metros, influencer marketing, comedy collaborations and co-branded telecom promotions (Elanjimattom, 2023; Barraza, 2025).
	Multi-channel promotion strengthens awareness; India adds ATL + BTL tactics to reach non-digital-heavy segments.

	Objective
	Reinforce premium, innovation-driven brand image; push new seasons and Originals to existing subscribers.
	Drive trial, app downloads and regional adoption while building brand legitimacy versus entrenched competitors.
	Overall, promotional mix supports Netflix’s growth but India still faces high competitive clutter.


[bookmark: _Toc216802585]Table 5: Promotion Tools and Evaluation
(Created by learner)

[bookmark: _Toc216802561]4.7.4 Profit and Sales 
[bookmark: _Toc216802562]4.7.4.1 United States
In the United States, Netflix's approach to promotion and engagement plays a significant role in its worldwide financial performance. As of 2024, Netflix overtook 270 million such paid memberships around the world with revenues of around USD 39 Billion IR, abound in profitability by aiding premium pricing and highest retention (Netflix, 2025; Yahoo Finance, 2025). The US remains the leading revenue contributor to Netflix, where steady subscription growth and higher ARPUs helps to achieve reinvestment cycles in both original content and advanced streaming technologies.
[image: Netflix Hits 270M Global Subs : r/Infographics]
[bookmark: _Toc216802814]Figure 69: Netflix paid memberships worldwide
(Source: Carbon finance, 2023)
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[bookmark: _Toc216802815]Figure 70: Netflix revenue
(Source: Lesjak, 2024)
[bookmark: _Toc216802563]4.7.4.2 India
In India, Netflix makes a smaller portion of the global performance, but its growth is growing as a result of localisation and competitive pricing. Even though Netflix does not report country-based revenue, subscriptions in emerging markets fueled the global paid membership to exceed 270 million in 2024 (Netflix, 2025). An investment in regional content and low-cost mobile plans in India are contributing to increasing sales which in the long-term lead to profitability due to gaining subscribers, enhanced ARPU and telecom relationship enhancing market penetration (Yahoo Finance, 2025).
[image: Netflix rolls out mobile-only plan in India, 60% cheaper than Basic plan -  SoyaCincau]
[bookmark: _Toc216802816]Figure 71: Netflix India’s low-cost mobile plans
(Source: MovieCrow, 2020)

[bookmark: _Toc216802564]4.7.5 Social media engagement 
The social media market refers to the ecosystem of the digital platforms and online user communities where brands communicate, interact and build engagement through content, conversations and campaigns (Yuan, 2023).
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[bookmark: _Toc216802817]Figure 72: Social Media Market
(Created by learner)

[bookmark: _Toc216802565]4.7.5.1 United States
In the United States, Netflix relies on key social media features in Instagram, Tik Tok, X to produce high-importance content to drive buzz and subversion. To make new releases go viral, the brand is regularly posting memes and brief reaction videos, backstage videos, challenges on social media, and interactive polls (O’Brien, 2025). This perpetuates social buzz and builds more anticipation around new titles and makes Netflix seem like a culturally relevant brand of entertainment.
[image: Behind the Scenes B-Roll Footage | The Bubble | Netflix]
[bookmark: _Toc216802818]Figure 73: Netflix behind-the-scenes footage
(Source: Netflix, 2025)

[bookmark: _Toc216802566]4.7.5.2 India
In India, Netflix is using Instagram, YouTube and regional language platforms to create strong engagement across different linguistic communities. The brand exploits memes and stand-up comedy inspired by Bollywood, influencer reels and culturally resonant hashtag campaigns to create a connection with youth culture (Tawte, 2025). Regional humour, vernacular captions and festival-based content help to make highly sharable posts. These strategies enhance the sense of connection and create lively fandoms, and so social media is an important element of market penetration (Team Pepper, 2022).
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[bookmark: _Toc216802819]Figure 74: Netflix India Bollywood-inspired memes
(Source: X)

[bookmark: _Toc216802567]4.7.6 Customer Reviews 
Customer reviews and feedback are the quantitative and qualitative understandings that are produced as a result of user response, opinion and reaction on different platforms like rating systems, social media user discussions, comments and viewing behaviour analytics.

[bookmark: _Toc216802568]4.7.6.1 United States 
In the United States Netflix collects customer feedback including "thumbs up/down" rating system, personalised recommendations, completion rates and search behaviour, which collectively show user satisfaction (Pereira, 2024). The company also does a great deal of social listening on platforms such as X/Twitter, Reddit and YouTube to monitor the reactions of viewership towards new releases and campaigns (Ribke et al., 2024). These insights help in refining content promotion, improving user experience and also in better personalising accuracy.
[image: Netflix just bolted its Thumbs Up rating buttons directly on its video  player - Neowin]
[bookmark: _Toc216802820]Figure 75: Netflix thumbs up/down rating system
(Source: Tiwari, 2023)

[bookmark: _Toc216802569]4.7.6.2 India
In India, Netflix supplements behavioural analytics with local social listening, tracking discussions in multiple languages on YouTube, Instagram and X/Twitter (Tawte, 2025). The reactions of viewers to culturally sensitive or breakthrough titles like Sacred Games and Delhi Crime offer valuable data to localisation choices, content notifications and narrative changes (Ashfaquzzaman et al., 2025). Dubbing quality, subtitles and regional character also get feedback that is used to make logical changes to suit the wide audience base in India.
[image: Tuning into Netflix: ROI, KPIs, and Social Listening | by Kim Carabis |  Medium]
[bookmark: _Toc216802821]Figure 76: Netflix regional social listening
(Source:

[bookmark: _Toc216802570]4.8 Similarities and Dissimilarities of 7Ps between Netflix in the U.S. and India
	7P Element
	Similarities (U.S. & India)
	Key Dissimilarities (U.S. vs India)

	Product
	Both offer an on-demand streaming service with originals, licensed content, personalisation and multi-device access.
	U.S. focuses on global English originals and broad international genres; India emphasises localisation, multiple regional languages, mobile-first layouts and data-saving modes.

	Price
	Both follow a tiered subscription model with different plan levels and features.
	U.S. uses premium pricing with higher ARPU and UHD focus; India uses value-driven pricing with low-cost mobile plans and telecom bundles for a highly price-sensitive market.

	Place (Distribution)
	In both markets, Netflix is accessed via the app and website and is available on smart TVs, mobiles and other connected devices.
	U.S. relies on high-speed broadband, ISP/device integrations and household multi-screen viewing; India is mobile-first, depends heavily on telecom partnerships, UPI/prepaid payments and optimisation for variable network quality.

	Promotion
	Both use advertising, PR, trailers, events and sales promotions to build awareness and engagement.
	U.S. focuses on global originals, award campaigns and large-scale media presence; India prioritises local stars, Hinglish messaging, festival campaigns and co-branded telecom promotions.

	People
	Both employ creative, technical and support staff plus local production partners to deliver content and service.
	U.S. workforce is oriented to global innovation, AI and Hollywood content; India relies more on local writers, directors, dubbing artists and multilingual support teams for cultural and linguistic authenticity.

	Process
	Both provide streamlined onboarding, subscription management, recommendation algorithms and online support systems.
	U.S. processes are built around card payments, high-speed streaming and global-standard help centres; India adds telecom billing, UPI, vouchers, low-data modes and regionally localised complaint handling with partner telcos.

	Physical Evidence
	Both use the recognisable red “N” logo, thumbnails, branded UI and external promotional materials as tangible cues of the service.
	U.S. interface and offline touchpoints highlight global, premium positioning; India incorporates regional artwork, multilingual menus and localised billboards that foreground Indian stories and languages.


[bookmark: _Toc216802586]Table 6: 7Ps - Similarities and Dissimilarities of 7Ps between Netflix in the U.S. and India
(Created by learner)

[bookmark: _Toc216802571]5. Ethics of Netflix in the United States
[image: ]
[bookmark: _Toc216802822]Figure 77: Definitions of Ethical and Unethical Marketing
(Created by learner)
The ethical behavior of Netflix within the United States is subject to a high level of regulatory frameworks, consumer protection standards, and transparency requirements within the digital entertainment space. In a highly regulated setting, Netflix will have to comply with Federal Trade Commission (FTC) rules that regulate honest advertising, non-deceptive promotional claims, and responsible communication with customers (FTC, 2024). In the United States compliance with ethical data practices is central to Netflix's operations. The company is obliged to comply with privacy legislation, such as the California Consumer Privacy Act (CCPA), which requires that data is collected transparently, users consent, opt out is provided and viewing behaviour and personal information are handled securely (Pereira, 2024). Adherence to these laws strengthens the position of Netflix as a conscientious and technology-based media service provider.
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[bookmark: _Toc216802823]Figure 78: Netflix US Digital Regulation Oversight
(Source: Netflix, 2025)
Content ethics are also part of Netflix's critical dimension for the U.S. ethical framework. The platforms are expected to steer clear of harmful stereotypes, correct age classifications and offer content warnings in order to safeguard the vulnerable. Netflix has become more and more committed to diversity, inclusivity and representation in their Originals, reflecting more ethical commitments to social responsibility and cultural sensitivity (O'brien, 2025). Ethical leadership is also applied to corporate behavior where Netflix is subjected to U.S. standards in transparent financial reporting, fair employment practices and workplace anti-discrimination laws. Ethical behaviour is further supported by the internal culture (autonomy, accountability and open communication) of the company that allows employees to make concerns without any threats of being punished (Chalaby, 2025).
Overall, Netflix's ethical operations in the U.S. surround regulatory compliance, consumer data protection, socially responsible content creation and fair corporate governance, allowing the company to maintain public trust while sounding its way through the complex ethical expectations of the American media landscape.
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[bookmark: _Toc216802587]Table 7: Ethical vs Unethical Marketing at Netflix (Using STP / 7Ps – United States)
(created by learner)

[bookmark: _Toc216802572]6. Recommendations 
[bookmark: _Toc216802573]6.1 Recommendations – United States
· To support high-pricing, further investments in higher-budget original productions, award-winning productions and exclusive franchise programming are critical to maintaining differentiation over business rivals, including Disney+, Hulu and Amazon Prime Video.
· Augment bundling partnerships with Internet service providers, smart TV manufacturers and device ecosystems to provide guaranteed placement of applications, seamless integration with billing, and co-branded promotional programs.
· Increase the level of data-driven customization and at the same time enhance ethical protection, thus guaranteeing transparency, user data control, and overall alignment with the California Consumer Privacy Act (CCPA) and emerging privacy policies.
· Use social media channels, fan communities and behind-the-scene narrative frameworks to shift current cultural discourse in continued subscriber retention.
· To improve the sustainability and corporate social responsibility discourse, strategic focus on responsible content production, eco-conscience data protocols and inclusion narrative frameworks are needed thereby appealing directly to ethically aware consumers in the United States.

[bookmark: _Toc216802574]6.2 Recommendations – India
· To strengthen the depth of regional content, reaching out beyond the Hindi language and key metropolitan centers, it is imperative to place more orders for original productions in Tamil, Telugu, Malayalam, Bengali, and Marathi, thus adding to the cultural resonance.
· Implement micro-pricing schemes such as weekend passes, weekend packages and student schemes, to accommodate the price-sensitive customers, with the incremental growth in average revenue per customer that is easy to achieve.
· The development of strong telecom and ISP partnerships, notably with Jio and Airtel among others, is imperative in terms of improving affordability, easing out of billing integration and the promotion of bundled access in urban and semi-urban markets alike.
· Bring in local-global brand equity by the use of linguistically hybrid Hinglish campaigns, regional celebrity endorsements, and festival based promotional engagements, and thus growing the emotional appeal of the youth and family segments.
· Improve the functionality of the platform in low fiber connectivity settings by deploying enhanced compression techniques, adaptive streaming protocols and offline download functionality as well as multilingual customer support to reduce infrastructural and accessibility constraints.
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[bookmark: _Toc216802588]Table 8: New Target Markets for Netflix (STP / 7Ps)
(Created by learner)
[bookmark: _Toc216802575]7. Conclusion
The analysis illustrates that Netflix has successfully incorporated an internationally unified strategy with local sensitivity in the international marketing strategy, as revealed in its operations in the United States and in India. In the United States, Netflix is operating in a mature, high income and technologically advanced environment, hence, it can strategically position itself as a world-leading entertainment provider characterised by original content, advanced AI-driven personalisation, and strong brand equity. Innovation, perceived quality, and long-term retention of subscribers of the firm is on a strategic basis through the pricing, distributional and promotion strategies within a market, which is relatively stable but characterized by stiff competition.
In contrast Netflix's strategy in India is governed by the heterogeneity of its culture, price sensitivity and the overwhelmingly mobile oriented digital interactions. To overcome the specified threats, the corporation has localized its content, proposed programming costs that are flexible, established partnerships with telecommunications firms, emphasized on regional languages, and implemented culturally aware branding efforts. While this market has challenges to deal with-in the form of regulatory constraints, social sensitivities and intense competition from domestic OTT platforms-there are huge opportunities for long-term growth as well. In both the markets, the comparative approach of PESTLE, STP, and the 7Ps show that the competitive advantage to Netflix lies to its ability to embrace technology, data analytics, narrative storytelling, and strategic alliances, and simultaneously adjusting ethically and strategically to the requirements of the local market. Maintaining this advantage will depend on the further localisation, strengthening of customer centred processes as well as adherence to strict ethical and governance standards in an evolving and changing global streaming environment.
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Gross Domestic Product (GDP)

2023 GDP (USD Trillion)	
United States	India	27.97	3.73	2024 Estimated GDP Growth (%)	
United States	India	2.5	6.8	



Gross National Product (GNP)

2023 GNP (USD Trillion)	
United States	India	28.45	3.62	GNP as % of GDP	
United States	India	1.0169999999999999	0.97	



Inflation Rate

2023 Inflation Rate (%)	
United States	India	3.4	5.7	2024 Projected Inflation (%)	
United States	India	2.9	4.8	
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Cover Story Netflix

Netflix debuts its
streaming servi

in India in January.
Italso unveils the
Downloads feature
for on-the-go
viewing.

Announces
investment of 23,000
crore into content
for two years. Also
debuts its mobile-
only plan for 2199,
and a host of original
content.

Opens India office;
announces partnerships
with DTH operators

and telcos. Shows like
Narcos and Stranger
Things find a wide
audience.

Launches its user
interfacy di

and its Top 10 row

of titles. Organises
atwo-day-long free
streaming programme
called StreamFest in
December.

§ a E businesstoday.in

An Eventful
Journey

Netflix has completed more
than five years in India.
Here's how the past few
years have been

Sacred Games drops its first
season and is met with great
success worldwide. Netflix
enables members to pay for
their subscription via mobile
and broadband bills for certain

Announces 41diverse
Indian stories across
formats, including films,
series, documentaries
and stand-up shows.
Rolls out payments via
UPI Autopay.
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The macro environment refers to external, uncontrollable factors such
as political, economic, social, technological, environmental, and legal

forces that influence an organisation’s strategic decisions and overall

performance (Karadzhov and Patarchanova, 2025).
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Political

* United States Favourability: Favourable due to strong IP protection, digital
innovation policies, and open internet norms; however, risks include

* India Favourability: Mixed/Unfavourable due to content censorship, cultural
sensitivities, and regulatory interventions despite Digital India enabling digital
growth.

» Key Insights: Politically stable but regulated environment; India requires higher
localisation and compliance.

Economic

» United States Favourability: Favourable - mature streaming economy, high digital
penetration, stable broadband infrastructure; but competition and saturation
challenge retention

* India Favourability: Mixed - growing middle class, cheap internet, smartphone
adoption create opportunity; however, high price sensitivity and income disparity
limit premium pricing

» Key Insights: Strong U.S. revenue base offsets India’s price-sensitive market,
allowing long-term investment.

Social

* United States Favourability: Favourable - diverse, liberal, on-demand
entertainment culture supports binge-watching and content variety

 India Favourability: Mixed - high demand for regional content and multicultural
preferences help growth; however, conservative social attitudes can cause backlash

» Key Insights: Social adaptability through localisation and culturally sensitive content
strategy is essential.

Technological

* United States Favourability: Highly favourable - strong Al, analytics, streaming
algorithms, and Silicon Valley innovation ecosystem

* India Favourability: Mixed - high mobile adoption and affordable data boost reach;
rural bandwidth gaps and device variability limit performance.

» Key Insights: U.S. tech leadership supports global scalability and customised tech
for emerging markets.

Legal

» United States Favourability: Favourable - IP laws and copyright protections;
threats include antitrust scrutiny and taxation of global tech firms.

* India Favourability: Mixed/Unfavourable - OTT rules (IT Act 2021) require self-
regulation and cultural compliance; legal constraints limit creative freedom.

» Key Insights: Legal resilience needed to navigate diverse global regulatory
frameworks.

Environmental

» United States Favourability: Favourable - carbon-neutral operations, renewable
energy partnerships, efficient data centres

* India Favourability: Mixed - sustainability awareness increasing but infrastructure-
related energy consumption remains high.

» Key Insights: Environmental commitments boost global reputation but developing
markets pose limitations.
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PESTLE
Factor

Political

United States
(Country A)

Supportive  policies
for innovation, strong
IP protection, stable
political environment
(Chalaby, 2025)

India (Country B)

Digital India  initiatives
promote digital adoption,
but frequent content
regulation and censorship
exist (Ashfaquzzaman et
al., 2025)

Favourability
Status

Mixed - Stable
governance but
differing
censorship
pressures.

Economic | High purchasing Price-sensitive Mixed - High
power, mature digital consumers, fast internet potential  but
economy, advanced  growth, increasing | affordability
broadband smartphone users | challenges.
infrastructure (Elanjimatiom, ~ 2023;

(O'Brien, 2025) Barraza, 2025)
Social Culturally ~liberal Diverse cultural and Mixed - Strong

society, acceptance
of diverse content,
strongentertainment
consumption  habits
(Yao, 2023).

linguistic audience, local
storytelling success, but
conservative  backlash
possible (Tawtel 2025).

engagement but
social
sensitivities.

Technological

Advanced R8&D, Al-
driven algorithms,
cloud  infrastructure
ensures  service
stabilty (Cui, 2024)

Expanding 4G/5G access,
smartphone growth, yet
rural - bandwidth _ issues
(Team Pepper, 2022).

Favourable  in
both - Enabled
by Netfi's tech
innovation
stabilty.

Legal

Clear P and
copyright  protection,
some concems over
data and _antitrust
regulation (Ribke et
al, 2024)

Evolving  OTT  laws;
cultural compliance
required under IT Rules
2021 (Ashfaquzzaman et
al., 2025)

Mixed - Legal
clarity in US.,
evolving
framework  in
India

Environmental

Stong _corporate
sustainability ~efforts;
investments in
renewable _energy
(O'Brien, 2025)

Emerging  awareness;

eco-friendly content
delivery supported by
global policy

(Elanjimattom, 2023)

Favourable -
Corporate
stability ensures
sustainable
practices.
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Strategic Area

Premium
Content
Leadership

Year 1 (Short Term)

Increase _investment
in flagship _originals
and  award-focused
productions; _ secure
exclusive P and
franchise renewals to
defend  premium
positioning.

Personalisation = Audit

& Ethics

Partnerships
Distribution

Audience
Engagement

CSR

ity

recommendation
algorithms; ~ enhance
transparency, consent
options, and user data
dashboards to comply
with CCPA

& Strengthen  bundiing
with 1SPs and smart-
TV brands; negotiate
default app placement
and billing integration.

Scale social media
storytelling,  fandom
marketing, and
behind-the-scenes
content  to  boost
retention

& Publicly report on
green data practices
and inclusive
production standards.

Year 2 (Medium
Term)

Expand  franchise
universes  (spin-offs,
sequels, limited
series) to extend
content lifecycle and

deepen fan
engagement
Introduce ~ user-
controlled
recommendation

settings (e.g. genre
weighting, diversity
exposure).

Launch _co-branded
subscription _tiers

with device
manufacturers and
broadband

providers.

Buid official fan
communities, live
virtual events, and
interactive features.

Introduce ~ carbon-
reduction targets for
productions and data
centres|

Year ng
Term)

Establish  Netfix-
owned  global
franchises

comparable o
Disney IP, reducing
dependency  on
licensed content.

Position Netflix as
an industry leader
in  ethical Al
personalisation
and  responsible
data use.

Lock i long-term
ecosystem
partnerships,
making  Netfiix a
default
entertainment
service in US
households:

Convert ~ fandom
ecosystems  into
long-term  brand
advocacy  and
lower churn rates.

Position Netflix as
a  sustainabilty
benchmark in the
US.  streaming
industry.
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Strategic Area Year 1 (Short Term)

Regional
Content
Expansion

Pricing
Revenue
Growth

Telecom
ISP

&

&

Partnerships

Global
Branding

Technology &
Accessibility

Customer
Support
Ethics

&

Commission _new
originals i Tami,
Telugu, Malayalam,
Bengali, and Marathi;
expand partnerships
with regional studios.

Introduce ~ micro-
pricing  (weekend
passes, festival
bundles,  student

plans) to grow user
base.

Deepen bundiing with
Jio, Aitel, and
Vodafone;  simplify
billing and
onboarding

Launch Hinglish and
regional  campaigns
using local celebrities
and festivals

Improve
compression,
adaptive ~ streaming,
and offiine downloads
for  low-bandwidth
users.

Expand multiingual
customer support and
clearer content
warnings

Year 2 (Medium
Term)

Establish  regional
production hubs
beyond major metros
to reduce costs and
increase output

Gradually upsell
frequent users to
higher ~ tiers  using
loyalty rewards and
exclusive content

Expand bundled plans
into_semi-urban and
Tier-2 cities.

Strengthen youth and
family targeting
through  culturally
resonant  storytelling
and infiuencer
ecosystems.

Introduce ~ Al-based
bandwidth
optimisation ~and
regional-language Ul
enhancements.

Improve  complaint
escalation with
telecom partners and
regulators.

Year 3 (Long Term)

Become a leading
platform for regional
Indian  storytelling
with  strong  local
loyalty.

Achieve sustainable
ARPU growth while

maintaining
affordability
leadership ~ among
premium oTT
platforms.

Secure  long-term
strategic _ alliances
making Neffix a
default OTT partner
across networks.

Position_Nefflix as
both a global
prestige brand and a
trusted local
entertainment
platform

Deliver a seamless
Netflix ~ experience
across rural, semi-
urban, and urban
India.

Build long-term trust

through ethical
content governance
and cultural

sensitivity.




image9.svg
        • United States Favourability : Favourable due to strong IP protection, digital innovation policies, and open internet norms ; however, risks include • India Favourability : Mixed/ Unfavourable due to content censorship, cultural sensitivities, and regulatory interventions despite Digital India enabling digital growth . • Key Insights : Politically stable but regulated environment ; India requires higher localisation and compliance .  Political  • United States Favourability : Favourable - mature streaming economy, high digital penetration, stable broadband infrastructure ; but competition and saturation challenge retention • India Favourability : Mixed - growing middle class, cheap internet, smartphone adoption create opportunity ; however, high price sensitivity and income disparity limit premium pricing • Key Insights : Strong U . S . revenue base offsets India’s price - sensitive market, allowing long - term investment .  Economic  • United States Favourability : Favourable - diverse, liberal, on - demand entertainment culture supports binge - watching and content variety • India Favourability : Mixed - high demand for regional content and multicultural preferences help growth ; however, conservative social attitudes can cause backlash • Key Insights : Social adaptability through localisation and culturally sensitive content strategy is essential .  Social  • United States Favourability : Highly favourable - strong AI, analytics, streaming algorithms, and Silicon Valley innovation ecosystem • India Favourability : Mixed - high mobile adoption and affordable data boost reach ; rural bandwidth gaps and device variability limit performance . • Key Insights : U . S . tech leadership supports global scalability and customised tech for emerging markets .  Technological  • United States Favourability : Favourable - IP laws and copyright protections ; threats include antitrust scrutiny and taxation of global tech firms . • India Favourability : Mixed/Unfavourable - OTT rules (IT Act 2021 ) require self - regulation and cultural compliance ; legal constraints limit creative freedom . • Key Insights : Legal resilience needed to navigate diverse global regulatory frameworks .  Legal  • United States Favourability : Favourable - carbon - neutral operations, renewable energy partnerships, efficient data centres • India Favourability : Mixed - sustainability awareness increasing but infrastructure - related energy consumption remains high . • Key Insights : Environmental commitments boost global reputation but developing markets pose limitations .  Environmental


image10.jpeg
As Studios License More
Films and Shows to Netflix,
It Only Grows Stronger

Over the past year, legacy studios — from Disney to Warner Bros. Discovery —
have signaled that they’re willing to send more titles to rival Netflix than in
previous years. This has, as MoffettNathanson researchers note, allowed
Netflix to reduce its reliance on its own original productions while still main-
taining a large share of Nielsen’s top streaming titles across all platforms.
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Hofstede’s cultural dimensions model explains how national cultures
differ across dimensions such as power distance, individualism,
masculinity, uncertainty avoidance, long-term orientation, and
indulgence, influencing organisational behaviour and international
business strategies (Yao, 2023).
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Ecstasy and Agony

Netflix saw its global user base
rise in October-December
2021, but saw a marginal fall in
January-March 2022...

‘SUBSCRIBER BASE
(in million)

Source: Company reports

Netflix’s Indiaincome
is improving but profits
remain small

NET PROFIT
(i crore)

so1 1072

FYIS Y19 FY20 FY21  FYIB FYI9 FY20 FY21
‘Source: Ministry of Corporate Affairs.

INCOME
(in? crore)
§
:

~.While India, too, hasn't been
a cause for much cheer

Acrveran
SUBSCRIPTIONS
(in million as of Aug 2021)
-
S = 2
| ]

Disney+ Amazon ZEES  Netlix SonyLIV
Hotstar* Prime
Video
“Disney: Hotstar reported Q2 global
numbers of 501 milion subscribers across
the world in May 2022 sources estimate
that 85-90 per cent will come from India
‘Source: Ormax Media

A Costly Proposition

ANNUAL SUBSCRIPTION PLANS IN INDIA

Note: As of May 2022; Source: Industry
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Terms of Use and
Privacy Statement

Solutions - Insights _ Partnerships  FAGs ;5 Act (CCPA) Privacy Notice, including “Notice at Collection” details, plmses:m!ldov-

the “Supplemental Privacy Disclosures for US Residents” section.

Collection and Use of Information

We and/or our Site Providers may collect certain information and/or content from you, including the following:

Identifiers (such as name, e-mail address, postal address, postal code, telephone number, identifiers from the devices you

use to connect, characteristics about the networks you use when you connect to our Site

Information you provide to us (such as your company, job title, and other information you submit to us)

internet or other electronic network activity information, such as identifiers from the devices you use to connect,
characteristics about the networks you use when you connect to our Site and your interactions with the Site

« Geolocation data such as IP address

We and our Site Providers will use the information and content you provide to administer, analyze, and improve this Site, to fulfll
your requests, and to communicate with you. We also use information for: troubleshooting; audit logging; to prevent, detect and
investigate potentially prohibited or illegal activities, including unauthorized access to content; and to generate usage statistics.

‘This Site may permit you to sign up to receive our marketing or informational emails. You can unsubscribe from such emails at
‘any time by clicking on the “unsubscribe” link in the footer, or by following such other instructions as may be provided to
unsubscribe.

When you interact with us, certain information might be collected automatically. Examples of information include: the type of
computer operating system, device and software characteristics (such s type and configuration), referral URLs, IP address
(which may tell us your general location), statistics on page views or interactions with activities, and browser and standard web
server log information. This information is collected using technologies such as cookies, pixel tags, and web beacons. We use
this information for the support of internal operations, such as to conduct research and analysis to address the performance of
our Site, and to generate aggregated or de-identified reporting for our use.




image21.jpeg
LAWS GOVERNING OTT
PLATFORMS IN INDIA

m, Information an\‘ Information
EQ Technology G‘ Technology

(IT) Rules 2021 D' (IT) Act, 2000

@ Indian Penal <. Ministry of

III Information

Code (IPC)

and Broadc-

Copyright sating (MIB)
m LawMento Act, 1957

ical Legal Educ:




image22.png
Impact - Leadership New Releases Newsroom Investors Press [ Careers

Sustainability

To entertain the world, we need a habitable world to entertain.

Reaching Our Climate Targets

If we are to prevent unmanageable climate change, what we do — and don’t do — in the next decade will be critical. At
Netflix, we’ve established climate targets that can be measured in years, not decades:

« Reduce our emissions by roughly half by 2030; and

« From 2022 onwards, match any remaining emissions in support of global net zero goals by investing in natural climate
solutions.

We continue to make progress against these targets and beyond 2030, Netflix will continue to reduce our emissions in line
with the latest climate science until global net zero is achieved.
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Netflix's Overview and Performance

Netflix has become a worldwide phenomenon in which people are given the ability to stream the:
most popular movies, television shows, and even have DVDs delivered to their homes for alow
monthly fee. “The company has a subscriber base of more than 117 million members across 190
countries globally” (Harrington, 2019, p. 5). They offer a different variety of packages you can get
depending on the number of screens you are looking to stream their services on and also have
the ability to add the DVD service to your package as well if you would like for an additional fee.

Netflix has currently been dominating the streaming service industry within the past three years.
Their revenues have drastically increased between the years of 2016-2018 making them a strong
force within their industry. In 2016, revenues amounted to $8,830.67 million with a gross profit of
$2,800.77 million (Harrington, 2019). In 2017, revenues generated were $1,692.71 million with a gross
profit of $4,033.05 million (Harrington, 2019). Finally, in 2018 revenues were $15794.34 million with a
gross profit of $5,826.80 million (Harrington, 2019). As one can see, the revenues of Netflix has
increased each year, therefore, there seems to be a definite need and want for what Netflix has
to offer to its consumers.
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Netflix share of searches
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GEOGRAPHIC
SEGMENTATION

Encompass a broad and
diverse international
‘demographic.

DEMOGRAPHIC
SEGMENTATION

Targets millennials and

genz, all genders, various

income levels and higher
Tevels of education.

MARKETING
STRATEGY

Personalized content
recommendations, social
media and digital
‘advertising.
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SEGMENTATION AND MARKETING

BEHAVIORAL
SEGMENTATION

Serves single users
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In India Netflix slashes prices 60 percent
as it seeks viewers

It has struggled to gain tra 1 with highly price-conscious Indian

consumers, the bigges
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United
States

India

Differentiated Targeting

Undifferentiated Targeting

Personalised _content, _premium
originals, and data-driven
recommendations targeting  digitally

sawy consumers (Cui, 2024; Chalaby,
2025)

Broad mass appeal as a
SVOD  platform
offering diverse content for all

audiences (Yuan, 2023)

mainstream

Localised originals, mobile-only plans,
and telecom bundles targeting urban,
young, price-sensitive
(Elanjimattom, 2023; Barraza, 2025),

users

National brand presence as a
global premium platform, though
limited by price sensitivity (Team
Pepper, 2022)
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A perceptual map is a visual marketing tool that illustrates how
consumers perceive competing brands across key attributes, helping

firms evaluate competitive positioning, differentiation, and strategic gaps
in a market (Rohmah et al., 2025).
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Product refers to the bundle of features, content and digital experiences that
a company offers to satisfy consumer needs (Yuan, 2023).
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Variety represents the different categories offered, width refers to the
number of product lines, and depth indicates the number of titles within
each genre (Yuan, 2023).
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Product design includes functional and aesthetic decisions that shape the
user experience and content accessibility (Xiao, 2023).
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Price refers to the monetary value consumers pay for a product, shaped by
purchasing power, competition, operating costs, and local regulations (Cui,
2024).
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Place refers to the distribution channels and platforms used to deliver the
service to consumers (Yuan, 2023).
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Promotion encompasses communication strategies used to inform, persuade
and engage consumers about the brand (Rohmah et al., 2025).
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People refer to employees, creative partners and customer support teams
who shape the service experience and represent the brand (Pereira, 2024).
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Process refers to the digital and operational workflows through which
customers access and consume the service (Yao, 2023).
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Physical evidence refers to tangible cues that communicate service quality,
such as user interface, branding and promotional materials (Pereira, 2024).
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« Ethical marketing refers to the application of moral principles such as
honesty, transparency, fairness, and social responsibility in marketing
decisions, ensuring consumer welfare and long-term trust (Kotler and
Armstrong, 2022; Pereira, 2024).

s Unethical Marketing ———

* Unethical marketing involves misleading, manipulative, or exploitative
practices that violate consumer rights, distort information, or prioritise
profit over societal well-being (Ferrell, Hartline and Hochstein, 2021).
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Ethical Marketing Practices

STP — Targeting: Netflix ethically targets
adults and specific audience segments
using transparent algorithms and age-
based content classifications, supporting
informed viewing choices (O'Brien, 2025)

7Ps — Promotion: Advertising in the U S.

follows  FTC  guidelines, avoiding
deceptive  claims  and  clearly
communicating  subscription  terms,

pricing, and content availability (FTC,
2024; Pereira, 2024).

7Ps — Product: Netflix promotes diversity,
inclusivity, and representation in Originals,
aligning with ethical content standards and
social responsibility expectations (O'Brien,
2025).

Unethical Marketing Practices (Risks /
Criticism)
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personalisation  may
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create

manipulation  of choice

(Chalaby, 2025)

consumer

7Ps — Promotion: Criticism arises around
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younger viewers (Ribke et al., 2024),

7Ps — Product: Some content has been
criticised for reinforcing stereotypes or
insufficient content warnings, ~ raising
ethical debates despite  regulatory

compliance (Chalaby, 2025)
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Target Market Strategic Rationale (STP / 7Ps)

Students & Young Using STP (Targeting), this segment values affordability, mobile

Professionals access, and binge-worthy content. 7Ps (Price & Promotion)

(India & U.S.) strategies such as student plans, mobile-only access, and
campus-focused digital campaigns can increase long-term
lifetime value (Elanjimattom, 2023; Barraza, 2025).

Family & Regional Through STP (Segmentation by language and lifestyle) and 7Ps
Language (Product & Place), Netflix can target families in semi-urban
Households (India) | markets with regional-language, family-friendly content and

bundled telecom subscriptions to expand penetration and trust

(Ashfaquzzaman et al., 2025; Team Pepper, 2022).
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