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3. introduction
The emergence of digital streaming has revolutionised the global entertainment sector and altered the way that people consume television and films worldwide. Netflix, the top subscription-based video-on-demand (SVOD) service, is at the forefront of this change. As of 2023, it ran in over 190 countries and had over 238 million customers (Statista, 2023). Netflix is now a well-known brand and a representation of media consumption worldwide. Its marketing strategy, which strikes a balance between preserving a worldwide brand identity and customising tactics to fit local markets, has contributed to its success in addition to its extensive content library (Lobato, 2019).
This research looks at Netflix's marketing methods in two vastly different countries: India, an emerging market with enormous development potential but also substantial hurdles, and the United States, where the firm first launched and now holds a dominant market share. Before using a PESTLE method to analyse the macroenvironmental contexts of both nations, the study will start with an overview of Netflix's presence in each. Next, it will contrast Netflix's usage of the marketing mix (7Ps) and segmentation, targeting, and positioning (STP) strategies in the two markets. Using information on consumer involvement, market share, subscriber numbers, and brand recognition, the assessment will look at how successful these tactics have been. The report will also consider any moral dilemmas raised by Netflix's advertising strategies. The report ends with suggestions on how Netflix should improve its global marketing tactics in the face of growing competition in the streaming sector.






4.brand overview

Netflix has transformed the way people watch films and TV shows by expanding from a tiny DVD rental service to the top subscription-based video-on-demand (SVOD) platform in the world. Before making the daring move to online streaming in 2007, the firm, which was founded in California in 1997, first sent DVDs to consumers. This decision set the benchmark for digital media distribution and revolutionised the entertainment sector, Netflix (Lobato, 2019). By 2023, Netflix had more than 238 million paying members globally and was accessible in more than 190 countries (Statista, 2023). Netflix's promise of convenience, customisation, and choice lies at the core of its allure. The experience feels specially customised thanks to the platform's strong recommendation algorithms, which are driven by artificial intelligence, which promote films and television series that fit each user's viewing preferences (Gomez-Uribe and Hunt, 2016). The debut of House of Cards, the company's first original series, in 2013 marked a significant turning point. Since then, Netflix has made significant investments in original shows like Squid Game, The Crown, and Stranger Things. These original films enhance Netflix's reputation as a reliable source of high-Caliber entertainment while also differentiating it from rivals. Despite growing competition from Disney+, Amazon Prime Video, and HBO Max, Netflix continues to dominate its home market of the United States (PwC, 2022). On the other hand, Netflix has adopted a more flexible strategy in rapidly expanding areas like India. It has discovered ways to cater to a varied audience with varying cultural and economic needs by creating local-language films and television shows and offering subscription options that are exclusively available on mobile devices (Mikos, 2020). Even while there are still issues like competition, declining membership growth, and password sharing, Netflix is still at the forefront of innovation. It keeps its leadership position in the quickly changing streaming market because to its strong global brand and capacity for local adaptation.

Comparison and Contrast of Netflix’s Marketing Strategies in the United States and India
Macroenvironment (PESTLE) Comparison
The political, economic, social, technological, legal, and environmental elements that affect Netflix's business operations are examined in a PESTLE analysis.
United states:
Political: a stable regulatory framework with robust intellectual property protection. Creative freedom is made possible by little censorship (Thomas, 2021).
Economic: Premium pricing models are supported by proved digital infrastructure and high per capita income. Customers are used to services that need a subscription (PwC, 2022).
Social:  Netflix's offers are in line with individualistic society, a predilection for on-demand material, and binge-watching tendencies (Hofstede Insights, 2023).
Technological: Smooth streaming is made possible by extensive smart TV adoption and advanced broadband penetration (Statista, 2023).
Legal: Unambiguous copyright restrictions and data privacy rules (such as COPPA and GDPR for content of the EU).
Environmental: less direct environmental impact, but a growing emphasis on environmentally friendly content production methods.

India: 
Political: emerging market with a few governmental restrictions; contentious material may occasionally face censoring pressure (Thomas, 2021).
Economic: Significant differences in income; significant price sensitivity needs programs that are affordable. Opportunities for mobile streaming are created by the quick proliferation of smartphones (KPMG, 2021).
Social: Programming strategies must be customised to accommodate local-language content preferences, regional variety, and collective culture (Hofstede Insights, 2023).
Technological: Adaptive service approaches, such as mobile-only subscriptions, are necessary due to growing yet unequal bandwidth and mobile-first streaming.
Legal: There are laws on intellectual property, although they are not always enforced, and programming is influenced by local content regulations.
Environmental: Minimal immediate impact; sustainability is becoming increasingly important.
While India offers growth potential but needs adjustments for price sensitivity, linguistic diversity, and regulatory obstacles, the United States provides a mature, stable environment perfect for premium, innovative streaming.

STP Strategies
Segmentation: Behaviour and psychographic characteristics like binge-watchers, families, and niche audiences are the main emphasis of segmentation in the United States (Jenner, 2018). Segmentation in India considers regional languages, device types, and income levels (KPMG, 2021).
Targeting: Middle-class to upper-class homes looking for premium content are the target market in the United States. India used to attract wealthy metropolitan customers, but these days it prioritises younger, mobile-first audiences with reasonably priced plans.
Positioning: In the US, Netflix is positioned as a high-end, innovative streaming service with highly regarded original content. In India, positioning combines local content that is culturally relevant with international reputation.
Evidence:
· U.S. Originals: Stranger Things, The Crown.
· India Originals: Sacred Games, Delhi Crime.
· Pricing: U.S. standard plan ~$15/month; India mobile plan ~$3/month.


Marketing mix the 7ps

Marketing Mix (7Ps) Strategies
	7P Element
	United States
	India

	Product
	Extensive library of global content and Originals. High production quality.
	Global content plus local-language Originals. Content adapted to cultural context.

	Price
	Premium pricing model (~$15/month).
	Tiered pricing including low-cost mobile plan (~$3/month) to cater to price-sensitive users.

	Place
	Streaming via broadband, smart TVs, smartphones, tablets.
	Primarily mobile-first, also smart TVs, and tablets; partnership with telecom providers.

	Promotion
	Digital ads, social media campaigns, influencer marketing, mainstream media.
	Localised social media campaigns, regional influencer marketing, online video ads in vernaculars.

	People
	Customer service and support for diverse needs; strong brand identity.
	Multilingual customer support, culturally aware marketing teams.

	Process
	Seamless user interface, personalised recommendations, easy subscription flow.
	Mobile-optimised interface, simple mobile payment options, subscription flexibility.

	Physical Evidence
	Branding visible through UI, Originals, awards, media coverage.
	App interface, regional marketing visuals, culturally relevant artwork, and promotions.




Evidence & Market Data:
· U.S.: Netflix market share ~27% of SVOD subscriptions (PwC, 2022).
· India: Netflix has ~4.5 million paying subscribers, growing steadily with regional content (KPMG, 2021).
· Social media engagement: U.S. campaigns often trend globally; India uses regionalised campaigns to increase awareness.
The comparison proves how Netflix's marketing tactics adjust to local market situations while keeping a consistent corporate identity. The strategy in the US places a strong emphasis on individualisation, innovation, and superior quality. Strategies are changed in India to account for regional variety, affordability, and mobile-first consumption. Pricing, content, and promotion data prove how Netflix strikes a balance between localisation and global standardisation to keep relevance and a competitive edge in both markets.








5.Comparison of the socio-cultural context of the United States and India

It is crucial to consider the sociocultural contexts of the US and India when examining Netflix's marketing methods because these settings influence viewer expectations, viewing preferences, and the positioning of streaming services. Attitudes towards global versus local storytelling and price sensitivity are only two examples of how culture affects how audiences interact with media services in addition to the kind of material they consume. Netflix runs within a highly individualistic and mature society in the United States (Hofstede Insights, 2023). Convenience, individual preference, and on-demand entertainment are highly valued by American consumers, and these qualities strongly correspond with Netflix's primary product. Often made popular by Netflix, binge-watching has become a common viewing habit in the United States, where viewers are prepared to pay for high-quality, ad-free content. Netflix's quick growth in its native market has also been aided by the culture's predilection for innovation and early technological adoption. Furthermore, Netflix has effectively proved itself as a premium service, linked to award-winning original content like Stranger Things and The Crown, which appeals to American tastes for both drama and spectacle. The United States also has a long history of watching television and films (Jenner, 2018). India offers a radically distinct cultural environment. Families and communities are particularly important in this collectivist society (Hofstede Insights, 2023). Media consumption patterns mirror this, with many households watching programming collectively rather than separately. Along with a booming domestic film industry known as Bollywood and many regional cinemas, Indian viewers also have a varied range of linguistic and cultural preferences. Over 20 languages are officially recognised. Netflix has had to adjust to thrive, creating and promoting content in local languages like Delhi Crime and Sacred Games. In addition to reflecting regional stories and cultural themes, these programs appeal to viewers around the world. Another significant sociocultural element in India is affordability. Indian viewers are more cost-sensitive, and many of them use mobile phones as their main streaming device, while American consumers might value convenience over price (KPMG, 2021). Given the importance of cell phones in daily life, Netflix responded by launching a low-cost mobile-only subscription package designed especially for the Indian market. This modification proves how customer expectations are shaped by the intersection of cultural and economic reality. In India, media acceptance is also influenced by social and religious beliefs. Some topics, including politics or sexuality, might cause controversy and even put pressure on censorship (Thomas, 2021). Netflix has had to carefully manage these sensitivities by striking a balance between artistic freedom and legal and cultural requirements. Since freedom of expression is more engrained in American society and culture, Netflix may take greater chances when experimenting with darker or politically charged content there. In conclusion, even though both nations have a growing desire for on-demand entertainment, their sociocultural settings are vastly different. While India's market is influenced by collectivism, linguistic variety, cost sensitivity, and cultural control, the U.S. market is formed by individuality, premium positioning, and openness to innovation. The significance of cultural sensitivity in global marketing is proved by Netflix's capacity to change its tactics to fit these various environments. 

Socio-Cultural Comparison between the United States and India in Relation to Netflix
	Factor
	United States
	
	India

	Cultural orientation
	Individualistic – focus on personal choice and customised viewing (Hofstede, 2023)
	
	Collectivist – family and group viewing remain central (Hofstede, 2023)

	Language preferences
	Primarily English content with some appetite for international titles
	
	Highly diverse – Hindi, Tamil, Telugu, Bengali, and other regional languages are essential

	Content preferences
	Strong interest in premium, original dramas, documentaries, and genre diversity
	
	Local-language storytelling, Bollywood, regional cinema, plus growing interest in global hits

	Viewing behaviour
	Binge-watching culture; individual on-demand streaming
	
	Shared household viewing; mobile-first consumption patterns

	Price sensitivity
	Less sensitive – willingness to pay for premium, ad-free experiences
	
	Highly price-sensitive – demand for affordable plans, especially mobile-only subscriptions

	Technology adoption
	Early adopters of digital streaming platforms
	
	Rapid mobile penetration; streaming dominated by smartphones

	Censorship/values
	Strong protection of freedom of expression; wide creative freedom
	
	Content subject to cultural sensitivities, censorship pressures, and political scrutiny



The table illustrates how Netflix's strategies are directly influenced by sociocultural variations. Premium, customised experiences are prioritised in the United States, but cost, localised content, and mobile-first accessibility are crucial in India. Netflix's global expansion and competitiveness have depended on its ability to find and adjust to these unique cultural situations.





6. Comparison of Brand’s STP strategies in the United States and India

Segmentation, Targeting, and Positioning, or STP, is a method that helps brands find their target audience, decide how to connect with them, and decide how to differentiate themselves from rivals. For a multinational corporation such as Netflix, which has operations in over 190 nations, the STP strategy must balance keeping brand consistency with localisation. A comparison of Netflix's home market of the United States and one of its most difficult and rapidly expanding nations, India, reveals how the company employs the same structure in diverse ways. 
Segmentation
Netflix divides its user base in the US mostly based on behaviour and lifestyle. The emphasis is on viewing habits rather than affordability because American viewers are already at ease paying for premium digital services. Families, documentary enthusiasts, binge-watchers, and aficionados of specialised genres are among the segments (Jenner, 2018). While older fans like crime thrillers and documentaries, younger subscribers often favour teen dramas, and fantasy shows like Stranger Things. In summary, content choices, not price, decide segmentation in the United States. Segmentation is much more complicated in India. There is no "one size fits all" solution due to the nation's linguistic, socioeconomic, and cultural diversity. Netflix segments the market based on language preferences, devices used, and income levels. Netflix launched its mobile-only membership package since many customers rely significantly on smartphones for streaming (KPMG, 2021). Additionally, Indian audiences are divided between regional viewers who favour Hindi or local language stories and urban, English-speaking elites who take pleasure in international prestige shows. Despite being cost-conscious, the younger generation is very tech-savvy and plays a significant role in Netflix's segmentation.

Targeting
Netflix targets middle- and upper-class households in the US that are prepared to pay for entertainment without advertisements. Thanks to its recommendation algorithms, this approach is both comprehensive and customised (Gomez-Uribe and Hunt, 2016). Hollywood blockbusters and specialised documentaries are among the offerings available to subscribers, guaranteeing that most tastes and lifestyles are satisfied. India must be targeted more precisely and selectively. With its premium cost, Netflix first targeted wealthy, metropolitan households when it first entered the market. But expansion was constrained by this strategy. Netflix developed Hindi and regional-language originals like Sacred Games and offered cheaper subscription packages to engage younger, mobile-first consumers. This might make it appealing to both culturally varied populations and cosmopolitan spectators.

Positioning
Netflix is positioned as the top premium streaming service in the United States. Quality, innovation, and cultural significance are at the heart of its brand promise. Original shows like Ozark and The Crown support its reputation as a top-notch, award-winning entertainment provider. The platform is seen as a tastemaker that influences cultural discussions as well as a disruptor of traditional television (PwC, 2022). Positioning has been more flexible in India. Initially positioning itself as a high-end, exclusive platform, Netflix's reach was limited by the cost of its subscriptions. Its positioning has evolved over time to become more inclusive, serving as a venue for both genuine local stories like Delhi Crime and exclusive international hits like Money Heist. Netflix markets itself as the home of scripted entertainment and cinematic narrative, in contrast to Disney+ Hotstar, which controls the sports streaming market. 

There is a noticeable difference between the two markets. In the United States, positioning emphasises innovation and quality, while segmentation and targeting are motivated by lifestyles and content preferences. In India, targeting is centred on cost-conscious, mobile-first customers, positioning combines local authenticity with global prestige, and segmentation is influenced by linguistic and economic diversity. Netflix's success as a worldwide brand is proved by its ability to prove its STP methods. While it relies on its premium identity in developed markets like the U.S., it tries to appeal to a variety of customers in emerging markets like India by experimenting with pricing, local storytelling, and technology-driven accessibility.












Comparison of Netflix’s STP Strategies in the United States and India





	STP Element
	United States
	India

	Segmentation
	• Psychographic and behavioural: binge-watchers, families, niche genre fans.
• Age-based: younger audiences prefer fantasy/drama (Stranger Things), older groups prefer crime and documentaries.
• Less focus on price.
	• Multi-dimensional: income levels, devices, and languages.
• Urban elites prefer English/global content, regional audiences prefer Hindi and vernacular shows.
• Younger, mobile-first, cost-sensitive viewers are key.

	Targeting
	• Broad targeting of middle- to upper-income households.
• Wide content library appeals to mainstream and niche tastes.
• Personalised recommendations enhance individual targeting.
	• Initially targeted affluent, urban elites.
• Now focuses on younger, mobile-first audiences.
• Uses affordable plans and Hindi/regional originals (Sacred Games).

	Positioning
	• Premium, ad-free streaming leader.
• Associated with cultural relevance and innovation.
• Reinforced by critically acclaimed Originals (The Crown, Ozark).
	• Evolved from premium-exclusive to inclusive storytelling.
• Positioned as home for both global hits (Money Heist) and local originals (Delhi Crime).
• Differentiates from Disney+ Hotstar by focusing on scripted entertainment over sports.



The table illustrates how Netflix adjusts its STP tactics to suit regional markets. In India, segmentation, targeting, and positioning adjust to linguistic variety, mobile-first habits, and affordability, while in the United States, the emphasis is on premium content and personalised experiences. This adaptability supports Netflix's global expansion and competitive advantage.





















7.Comparison of Marketing Mix Strategies in the United States and India

Although Netflix keeps a consistent worldwide brand strategy, its marketing mix differs between nations to accommodate local consumer tastes and market dynamics. The difference between the US and India proves how Netflix has changed its 7Ps to be successful in both developed and developing markets.
Product: To prove itself as a premium streaming service in the US, Netflix's product strategy emphasises premium international Originals as well as a wide selection of Hollywood films and TV shows (Netflix, 2025). The corporation adopts a more localised strategy in India by providing content in several regional languages, like Delhi Crime and Sacred Games, which highlight local narratives and cultural variety (Economic Times, 2025).
[bookmark: _Int_aYoFBmHX]Price: One of the most significant distinctions between the two marketplaces is highlighted by pricing. With subscription options starting at about $15 per month, American consumers are eager to pay for premium ad-free experiences (Polygon, 2025). The Indian market, on the other hand, is more price-sensitive. To appeal to younger, mobile-first users, Netflix launched flexible subscriptions and affordable mobile-only options, with prices starting at about $3 per month (Moneycontrol, 2025).
Place: Indian viewers use mobile phones to access Netflix, while American viewers primarily stream through broadband and smart TVs. Netflix has adjusted by improving its mobile interface and collaborating with telecom companies such as Vi and Jio to sell subscription bundles (Times of India, 2025).
Promotion: Promotional activities in the United States often include large-scale digital campaigns, celebrity collaborations, and award-season marketing that strengthen its brand prestige (PwC, 2025). In India, promotions are far more localised. Netflix uses regional influencers, vernacular-language ads, and social media engagement to connect with audiences across diverse linguistic and cultural segments (Economic Times, 2025).
People: While Netflix's customer service representatives are educated to provide seamless experiences in all regions, local marketing teams and multilingual support are crucial in India to manage the nation's linguistic and cultural diversity (Netflix, 2025).
Process and Physical Evidence
The U.S. platform boasts high-resolution streaming, robust recommendation systems, and seamless user interfaces. Netflix prioritises mobile-friendly designs, easy-to-use payment methods like UPI, and adaptable programs that lower barriers to entry in India (Moneycontrol, 2025). There are also differences in physical evidence: Indian consumers relate to regional iconography and local promotional visuals, but U.S. users link Netflix with awards and distinction (Times of India, 2025).
Although Netflix tailors its 7Ps for every area, it has a consistent worldwide character. While affordability, accessibility, and cultural localisation promote engagement and growth in India, the emphasis in the United States is on a high-end, customised viewing experience.


8. Evaluation of the performance of marketing strategies

Netflix’s marketing strategies in both the United States and India prove how the brand has successfully balanced global consistency with local market adaptation. By assessing its market share, subscriber growth, engagement levels, and brand belief, it becomes clear that Netflix’s performance varies across the two markets but stays effective overall.
United states 
Netflix stays one of the leading companies in the streaming market in its native market. It keeps a significant lead in terms of engagement and brand loyalty, accounting for about 27% of all streaming subscriptions in the United States as 2025(PwC, 2025). Blockbuster Originals like Stranger Things and The Crown have bolstered its premium status, which has kept subscriber retention and served as justification for increased price tiers (Polygon, 2025). Furthermore, over 80% of views were influenced by algorithmic recommendations, proving the major influence of its personalised recommendation system on user happiness (Statista, 2024). Using humour, jokes, and interactive material to keep viewers interested, Netflix has set up a strong and relatable presence on social media (Hootsuite, 2024). However, Netflix is facing slower growth and increased pressure to innovate its pricing strategy as the U.S. market becomes more crowded and rivals like Disney+ and Amazon Prime launch ad-supported plans (PwC, 2025). Despite this, its devoted subscriber base and strong brand equity continue to contribute to the success of its U.S. marketing strategy.

India
Although more complicated, Netflix's journey in India has shown significant promise. Excessive costs and a dearth of localised content were the brand's first problems (Barraza, 2025). Its market performance was enhanced by the introduction of reasonably priced mobile-only plans and the growth of regional Originals like Delhi Crime and Kota Factory. Netflix has approximately 4.5 million paying customers as of 2024, and the company reported double-digit revenue growth in India (Economic Times, 2024) (KPMG, 2024). Localised marketing initiatives, such as telecom alliances, social media storytelling, and regional influencers, have increased Netflix's appeal to India's youthful, mobile-first populace (Times of India, 2025). Netflix stands out as a premium choice thanks to its emphasis on quality, storytelling, and diversity, while rivals like Disney+ Hotstar dominate because of their lower costs and sports coverage.
Given the circumstances, Netflix's marketing tactics have worked incredibly well in the US and are getting better in India. The company's capacity to adjust to the cultural, technological, and economic challenges of each area while preserving a strong, worldwide brand identity is what makes it successful.


9. Evaluation of marketing ethics practice
Being the industry leader in streaming, Netflix must have a solid ethical basis for its marketing strategies because it runs in many cultures and legal frameworks. Its brand reputation in India and the US is influenced by its policies about privacy, cultural sensitivity, and fairness. Even though Netflix has consistently upheld strong ethical standards, it still has difficulties controlling data use, cultural representation, and fair pricing.
United states 
Netflix works in a market in the United States where ethical marketing practices, data openness, and consumer rights are highly valued. Using algorithmic recommendations to tailor viewing experiences is one of its most talked-about tactics. Although this technology improves user pleasure, it also brings up moral questions about the extent to which Netflix's algorithms impact user behaviour and whether they inadvertently restrict access to a variety of content (PwC, 2025). Even though Netflix abides with stringent data privacy regulations including the California Consumer Privacy Act (CCPA), concerns about how openly it informs users of its data usage still exist (Statista, 2024). There has also been ethical discussion surrounding Netflix's move from an ad-free service to one with ad-supported membership options. Critics contend that if personal watching data is exploited for marketing, targeted advertising may jeopardise customer privacy (Hootsuite, 2024). Netflix, on the other hand, has promised to manage data sensibly, upholding openness and conformity with all US legal requirements (PwC, 2025).

India
In India, Netflix’s ethical marketing challenges are shaped by cultural and social contexts. In addition to drawing large audiences, the platform's dedication to daring storytelling and artistic independence through Originals like Sacred Games and Leila has generated political and public debates over moral and religious sensitivity (Barraza, 2025). Netflix's moral limits are being tested as it tries to balance upholding artistic integrity with honouring regional norms. Accessibility pricing is another topic of ethical discussion. Although Netflix's mobile-only plans made it more affordable, its premium memberships are still more expensive than those of regional rivals like Disney+ Hotstar. Fairness and inclusivity in a price-sensitive economy are called into question by this (Economic Times, 2024). Positively, Netflix supports the expansion of India's creative industries by investing in regional productions, which encourages cultural inclusivity and local employment (KPMG, 2024).

Given the circumstances, Netflix's marketing ethics are highly consistent with international norms, especially when it comes to data protection and diversity support. Nonetheless, issues with pricing, cultural sensitivity, and transparency continue to exist. Going ahead, Netflix's long-term reputation and success in both markets will depend on its ability to keep lines of communication open with customers and responsibly adjust to local standards.

10. Recommendation and conclusion
The expansion of Netflix in the US and India proves its capacity to adjust to new areas while preserving a distinctive worldwide brand. To be relevant, moral, and customer-focused, Netflix must keep improving its tactics as the competition heats up and customer expectations change.
Recommendation
First, Netflix ought to keep funding the production of regional content, particularly in India. The brand will be able to set up a deeper connection with a wider range of cultural audiences by working with local authors, filmmakers, and production companies. This helps India's burgeoning creative sector while also enhancing Netflix's appeal in smaller towns and rural areas (KPMG, 2024).
Second, the business should increase its pricing flexibility to accommodate different economic situations. Accessibility in India has been enhanced by its mobile-only plan; nevertheless, more cost-effective, and configurable bundles or ad-supported tiers can draw in new customers without sacrificing revenue (PwC, 2025).
Finally, as part of its worldwide marketing strategy, Netflix ought to take social effect and sustainability into account. Its ethical and business reputation would be enhanced globally by encouraging environmentally friendly production methods and helping neighbourhood projects.

Conclusion
In conclusion, Netflix's success abroad can be attributed to the way it strikes a balance between localisation and global uniformity. While its changing regional approach is driving growth in India, its premium brand and individualised experience are what generate loyalty in the United States. Netflix needs to remain flexible and put an emphasis on inclusion, creativity, and moral rectitude to keep this momentum. Netflix can continue to dominate the worldwide streaming market and solidify its standing as a customer-focused and socially conscious company by upholding transparency, encouraging local talent, and embracing cultural diversity.
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12.appendix 
1. Company Information
	Source
	Description
	URL / Notes

	Netflix Official Website
	Company background, press releases, investor info, subscription plans
	https://www.netflix.com

	Netflix Annual Report (2024)
	Global growth strategy, content investment, subscriber data
	Access via Netflix Investor Relations

	Netflix Help Centre
	Subscription tiers, device accessibility, customer support
	https://help.netflix.com/en


Visual Placeholder: Screenshot of Netflix U.S. vs. India pricing plans
2. Competitor Websites
	Competitor
	Market
	Website

	Disney+ Hotstar
	India
	https://www.hotstar.com

	Amazon Prime Video
	Global
	https://www.primevideo.com

	HBO Max
	U.S.
	https://www.hbomax.com


Visual Placeholder: Comparison table of Netflix vs competitors (pricing, content, subscription plans)
3. Market and Industry Data
	Source
	Information Provided
	URL / Notes

	MarketLine
	Company and industry reports
	Via UWTSD Library

	Mintel
	Consumer insights, OTT trends
	https://www.mintel.com

	Statista
	Subscriber growth, market share, content consumption
	https://www.statista.com

	PwC Global Entertainment & Media Outlook (2022–2029)
	Forecasts for streaming and digital markets
	https://www.pwc.com


Visual Placeholder: Graph of Netflix subscriber growth in U.S. and India
4. Government and Regulatory Sources
	Source
	Purpose
	URL

	Gov.uk
	Trade data, media regulations
	https://www.gov.uk

	Ministry of Information & Broadcasting (India)
	Streaming content and policy updates
	https://mib.gov.in

	Federal Communications Commission (U.S.)
	Media regulations and compliance guidance
	https://www.fcc.gov


5. Business Press and Media
	Source
	Coverage / Notes
	URL

	The Economic Times (India)
	Subscriber growth, revenue, content strategy
	https://economictimes.indiatimes.com

	The Wall Street Journal (U.S.)
	Pricing, competition, financial reporting
	https://www.wsj.com

	Moneycontrol
	Netflix India plans and market insights
	https://www.moneycontrol.com

	Times of India
	Promotions, partnerships, local campaigns
	https://timesofindia.indiatimes.com

	Polygon
	Entertainment trends, content launches
	https://www.polygon.com

	Variety
	Global streaming news, competitive analysis
	https://variety.com


6. Books, Theses, and Dissertations
	Author / Year
	Title / Type
	Notes

	Jenner, M. (2018)
	*Binge-Watching and Contemporary Television Culture*
	Media consumption and streaming culture insights

	Lobato, R. (2019)
	*Netflix Nations: The Geography of Digital Distribution*
	Global distribution and cultural adaptation

	Thomas, A. (2021)
	‘Censorship challenges for Netflix in India’ Journal of Media Studies
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Appendix B: Illustrative Figures and Tables
1. Netflix Subscribers – U.S. vs India
[image: ]
Description: Bar chart showing the number of Netflix subscribers in the U.S. (74 million) and India (40 million).
2. Netflix Market Share vs Competitors
[image: ]
Description: Pie chart showing Netflix market share compared with Disney+, Amazon Prime, HBO Max, and other competitors.
3. Netflix Marketing Mix (7Ps) Comparison
[image: ]
Description: Bar chart visualizing relative strength of Netflix’s marketing mix elements (7Ps) in the U.S. and India.
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Netflix Marketing Mix (7Ps) Comparison: U.S. vs India
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