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[bookmark: _Toc238651557]Abstract
Research question- The main research question is to analyse and access the effectiveness of Netflix’s localisation strategy in Indian streaming market.  
Research rationale- The research is justified because the growth of OTT platforms in the Indian is rapidly increasing, and the competition in the Indian market of the different global OTT is also very high. For gaining competitive advantages, the global streaming platforms have started to adopt localisation strategy, to analyse the effectiveness of Netflix India’s localisation strategy, this research is required to conduct.  
Methods – This research is following systematic literature review to critically examine the current strategic decision adopted by the Netflix company in India. Braun and Clarke thematic analysis technique identify the current trend of using localisation strategy in Indian steaming industry. 
Key findings- The key findings of the research revealed that localisation strategy is partially effective in India. It mainly helps the organisation to get the wide exposure to the Indian customer. Netflix modify the marketing plan to improve the brand position in the market. Thematic analysis identify that currently Netflix is leading OTT platform in India. SLR revealed a contrasting factor from the competitor analysis that regional relevance of the other company is high compared to Netflix. 
Outcome- The outcome of the research is important because Netflix’s localisation of content is limited tan Amazon Prime, hence Netflix may use this research findings and identify their gaps in developing localised content and the gaps of their pricing strategy, then they can improve ter localisation strategy and acquire more new customers.  
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[bookmark: _Toc238651560]1.1 Background 
Over the last few years, the world of entertainment has fully embraced the digital era with the emergence of Over-the-Top (OTT) video streaming services, which are now popular in every country worldwide, making them a key element in understanding the entertainment landscape (Khanna et al., 2025). Over-the-Top (OTT) video streaming services have become a big part of the global entertainment landscape, and their quick growth has exploded the world of film streaming with new possibilities and has the potential to grow 20.1% by 2030 (The Business Research Company, 2026). 
[image: ]
[bookmark: _Toc237290324]Figure 1: Global OTT market
(Source: The Business Research Company, 2026)
Localisation strategy is becoming a key term in the expansion of digital platforms by multinationals, in an increasingly competitive market. Localisation is the process of adapting a product, service or marketing strategies to reflect the peculiarities of the local language, culture, prices and perception of the local market. 
Localisation strategy has been implemented by Netflix, which helps them to have the most popular and top streaming platform in the world. As per Jenner (2025), Netflix focuses on developing more regional content in regional languages and cultural story-based contents, subtitles and regional dubbing of international content. The personalisation strategy in content also gives them competitive advantages. The experiences of the audience and the maintenance of international brand reputation are the main purposes of adopting localisation strategies. Therefore, localisation is highly critical in culturally diverse markets for customer acquisition, retention, and loyalty.
India's OTT market benefits from a large population, linguistic diversity, and a steadily improving digital infrastructure, making it one of the fastest-growing OTT markets in the world. The India OTT industry is among the biggest markets for digital entertainment in the world, with the SSCBS DU Report (2025) estimating India as having around 547 million OTT users in 2025. 
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[bookmark: _Toc237290325]Figure 2: OTT overview in India 
(Source: SSCBS DU, 2025)
Additionally, Netflix's revenue has been steadily climbing higher in India, and in the last year it has earned about INR 28.45 billion. According to the estimates by industry experts, Netflix now has over 12 million paid subscribers in India as of 2025 (Statista, 2026). 
[image: ]
[bookmark: _Toc237290326]Figure 3: Netflix India revenue
(Source: Statista, 2026)
However, Netflix has carved out a niche in the very competitive space, which is home to Amazon Prime Video, Disney+ Hotstar, and JioCinema, with an immense focus on producing content in regional languages, Indian OTTs, storytelling in the Indian context, and mobile-only subscription rates (Hsiao, 2024).
The study adds value by adopting the case of India and the localisation strategy adopted by Netflix, which enhances and strengthens the current literature. The study also focuses on the current context in India, where the rising middle-class population, internet penetration rate, and demand for dubbed international and regional content are increasing (Ithurbide, 2022). The study can add value to enhance the overall retention and revenue growth of Netflix also.
[bookmark: _Toc238651561]1.2 Research focus  
The main focus of the research is to evaluate the effectiveness of the localisation strategy of Netflix. The case area of the study is Netflix, which is one of the largest streaming organisations in the world. The company started its journey from a DVD organisation and then shifted its focus to the streaming of videos. On the other hand, another focus of the case is the Indian market, which is one of the emerging markets for streaming industry. Netflix has taken different approaches from a global model to a localised model to meet the preferences and demand of the local people (Kandyba, 2025). The diverse localised strategies are adopted by Netflix such as localised content, language adoption, pricing strategy, marketing and promotional strategies to enhance the subscriber acquisition of Netflix and enhance retention rate in India. 
The primary focus is given to the content localisation, where the Indian original contents are delivered an also Indian films are streamed through Netflix, which helps to acquire a huge number of Indian consumers. All the contents are available in multiple languages and the dubbing option in diverse languages available (Ithurbide, 2022). The regional storytelling and subtitle are also provided. As India has a diverse culture and diverse languages, so the consumers mainly focus on the preferred cultural and regional language-based contents. So, the focus is given to the localisation of content of Netflix and the content strategy (figure 4). The cultural relevance in the contents is effective in Indian market or not is evaluated. 
[image: How Netflix Uses Data in Content Strategy - visual selection]
[bookmark: _Toc237290327]Figure 4: Content strategy of Netflix
(Source: Famida, 2025)
Another important focus is given to the localisation pricing strategy. As the Indian customers are very prince-sensitive, hence Netflix has introduced the affordable subscription-based plans and flexible pricing strategy to acquire more customers. The accessibility of Netflix in diverse regional areas of India, noy only limited to urban regions but also in rural India, hence they customise the pricing strategy. They also set a comparative pricing to gain competitive advantages. 
Another focus of the research is given to the effectiveness of the localisation strategy of Netflix. The combination of localisation in the case of pricing, contents, and marketing impacts the retention rate and the acquisition rate of the customers (Hsiao, 2024). The research also focuses on the comparison of Netflix with its core competitors such as the Amazon Prime Video, Jio Hotstar etc. 
[bookmark: _Toc238651562]1.3 Research gaps and problems
The rapid expansion of the streaming industry in India has created opportunities and challenges for global streaming platforms like Amazon, Disney and Netflix (Chaudhury and Kansal, 2025). India offers one of the largest subscriber bases to the global streaming companies. For this reason, large scale companies like Netflix target India as an emerging market to build sustainable consumer bases. At the same time, targeting emerging market customer preference priorities by Netflix, where the marketing team noticed that customer preference is deeply shaped by cultural values, diversity and regional languages. Competitors brand such as HBO, Disney, and Amazon prioritises this factor along with the price sensitivity factor to build a loyal customer base in the market (Singh, 2026). Netflix company invest on localisation strategies that include content adaptation, pricing strategy, cultural systems and language dubbing to influence purchase decisions of subscribers. 
However, the effectiveness of the strategic decision of Netflix remains unclear. Despite significant investment in localisation strategies, the subscriber growth rate of Netflix in India is slower than expected outcomes. It raises the question regarding the effectiveness of the localisation strategy. The concern is associated with whether the localisation strategy does not resonate with Indian consumers (Rai, 2024). It creates a challenge to understand the right strategic option to enhance the effectiveness of the localisation strategy to influence consumer perceptions.
The core problem of localisation strategy is examined in this research to develop in-depth knowledge on current strategic practices of Netflix. This research explores to what extent Netflix companies adopt localisation strategy to influence subscriber decisions. It clearly analyses the acquisition and retention strategy of Netflix in India in the context of cultural, regional, linguistic and competitive factors (Ithurbide, 2022). The problems and limitations of localisation strategy are not clearly explained with proper data, which is mainly explored in this research by using recently published data from Netflix. To develop a sustainable subscriber base in India, consideration of local factors is highly essential (Saldanha and Aranha, 2022). The identified problem evaluates both the limitations and challenges experienced by Netflix while adopting a localisation strategy in India. This research contributes to developing a broad context on how global streaming platforms like Netflix adapt strategy in emerging markets to build a competitive position.
[bookmark: _Toc238651563]1.4 Rationale of the study
The rapid growth of the OTT platforms in the Indian streaming industry gives a strong rationale for conducting the research because the high growth also brings growth for Netflix in Indian market. The localisation strategy and its effectiveness in Indian market can also encourage other global streaming organisations to tap into the Indian market and adopt the localised strategy. As per the SSCBS DU, (2025) report, there are 547 million OTT users in Indian which makes India one of the largest streaming markets globally. The projected data also shows the gradual expansion of the market and market potentiality in India due to the internet penetration and low-cost data service (Singh, 2026). The competition in the Indian market also can be enhanced through this hence the study can show the path by which the Netflix can gain competitive advantage or uniqueness through localisation strategy tools. 
The organisation has already invested a lot for the localisation of content and research on the Indian culture and mobile-only subscription plans and focus on the cultural relevance marketing approaches. The gradual revenue growth which has been identified from Statista, (2026) data and 12 million paid subscriptions, which shows a positive effectiveness of localisation strategy of Netflix despite of having a huge competition in Indian market. In the existing academic literature, the localization strategy of Netflix is found but which are more focused on the one isolated perspective such as either content, marketing or pricing (Rai, 2024). However, the combined localisations strategy related work on Indian market of Netflix is less. Even how the diverse dimensions of localisation influence the subscriber acquisition are limited, hence the research is very justified because it can help to fill the gaps of existing literature. 
[bookmark: _Toc238651564]1.5 Research aim, objectives and questions 
Aim
The main aim of the research is to assess the effectiveness of the localisation strategy of Netflix in the Indian streaming market to increase subscriber retention rate, satisfaction, and subscriber acquisition.
Objectives
· To identify the significance of the localisation strategy of Netflix in India, including content, pricing, and marketing adaptation
· To analyse the impact of the localisation strategy of Netflix on subscriber acquisition and retention rates
· To propose a comparison Indian subscribers’ perception regarding Netflix's localised offering in respect to Amazon Prime
Research questions
1. What is the significance of the localisation strategy of Netflix in India, including content, pricing, and marketing adaptation?
2. How does the localisation strategy of Netflix impact subscriber acquisition and retention rates?
3. What is the Indian subscriber perception regarding Netflix's localised offering using qualitative data?
[bookmark: _Toc238651565]1.6 Scope, Importance and urgency
 Investigation in a market and strategic dimension is involved with broad scope. This study offers an excellent range of understanding regarding the current Indian OTT streaming sector and the process of subscriber acquisition and retention by emphasising the localisation strategy of Netflix. It covers the current localisation strategy followed by Netflix that includes regional language production, subtitling, pricing models, Cultural adoption and marketing campaigns.
This study critically analyses the significance of localisation strategy in an emerging market like India. By using KPIs, it analyses the effectiveness of the strategic decision of Netflix in India (Rai, 2024). This research compares and contrasts customer perception between global and emerging markets, which clarifies how localisation strategy is effective in an emerging market context. This research adds value at the local level. It provides OTT platform-based knowledge to improve performance and add value. Evidence-based discussion helps to tackle the issues with strategic knowledge. Discussion on different policy highlight that how the cultural system of emerging markets shapes strategic choices for value creation. This research further helps the OTT streaming platform regarding localisation strategy. It offers an excellent range of ideas regarding the benefits of localisation. It describes where localisation truly enhances customer accessibility, accountability and affordability.
Investigation of this topic is highly relevant at the current time because the competition level is increasing at a high rate. Indian streaming market is becoming highly competitive with the dominance of local players, which support to adapt localisation strategy to secure the market position (Saldanha and Aranha, 2022). This research helps to spread the knowledge of how OTT platforms shape strategic decisions with the rising demand for customers regarding regional content, language, and subtitles.
 From the competitive position analysis of Netflix in India, it has been noticed that Netflix comes at the premium segment. So, the pricing model of the company is not relevant to the current market context. Still, the value of the company in India is high due to the quality of content, which creates a contradiction regarding the behaviour of customers. This research clearly states how the quality of content in OTT platforms influences subscriber decisions in a price-sensitive customer group. Post covid digital consumption rate has also increased at a high rate, which accelerates the demand for unique and quality content, indicating the evolving nature of customers (Goncharenko et al., 2023). Discussion on impactful topics clearly includes knowledge in every aspect.
[bookmark: _Toc238651566]1.7 Dissertation structure 
The dissertation starts with an Introduction chapter, where a small background of the topic, its current research gaps and the urgency or importance of the study is highlighted, and then a clear aim, objectives and questions are set. Then, in the literature review chapter, empirical evidence is given based on the Netflix expansion in India and its localisation strategy. The retention rate and acquisition rate are also presented, supported by current existing literature. Then a conceptual framework is developed, and a theoretical foundation to support the research is also provided. Finally, literature gaps are identified. In the Methodology chapter, an in-detailed analysis of the methodology is provided, using the search strategies, terms, search strings, PRISMA and CASP to show how the data are collected and how these are analysed. With the methods, its limitations and ethical considerations are also included. In the results and discussion chapter, the results of the study are presented, and then it is critically discussed by aligning with the literature and existing theories. In the financial Conclusion chapter, the conclusion of the research is drawn by showing the meeting of objectives and recommendations are provided. 
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[bookmark: _Toc237290328]Figure 5: Dissertation structure
(Source: Self-developed)
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[bookmark: _Toc238651568]2.1 Introduction
The chapter proposes to compare, contrast and synthesise the diverse literature on the topic. Based on the objective of the study, the topic and concepts are reviewed from the databases. The chapter mainly reviews the literature and synthesises it with the current study, and through that, a new concept can be developed. Then the theoretical framework of the study is also supported by the literature, and specific concepts and models are discussed. The key theorists and their contribution to the study are also reviewed. It also helps develop new ways by drawing on the existing literature, and statistical data and other information are used to review and support the concept and topic. A conceptual framework has been developed where the relationship between the dependent and independent variables has been shown. Finally, the literature gaps are identified by which the research will be done. 
[bookmark: _Toc238651569]2.2 empirical evidence 
[bookmark: _Toc238651570]2.2.1 Localisation strategy of Netflix 
According to Jenner (2026), streaming organisations such as Amazon Prime and Netflix took a transnational approach to the language and content in their programmes to attract more views. The articles focus on the German language-based programs on Netflix and Amazon. However, through the findings of the articles, it is found that aligning with local cultural history for content streaming is depicted as the localisation strategy adopted by Netflix or Amazon Prime. The study shows the hyperlocalisation and transnationalism strategy adopted by the streaming industries, so this particular strategy is also aligned with the current strategy adopted by Netflix in India; hence, it is relevant to the research. However, the research mainly focuses on the comparison between the two streaming companies, and German is the main focus, which is not aligned with the current case region. In contrast, Gallo and Iordache (2026) argued about another localisation strategy which is based on dubbing and subtitles in the context. The study focuses on the European region. The study was conducted by conducting interviews with 7 small and medium-sized dubbing companies that are working with Netflix or Amazon Prime. This shows how the history of dubbing has been merged with the current dubbing industry. The ultimate finding from the study reveals that localisation strategy, such as dubbing in the local language, is a business strategy for the streaming business and a site of industrial change and global expansion. From the findings, dubbing as one of the major localisation strategies has been found because, while localising content, it needs to stream in the local language to be accepted by the local people (Gallo and Iordache, 2026). Hence, the dubbing strategy is one of the localisation strategies adopted by Netflix and in this study Netflix's localisation strategies are the main focus. However, the study doesn't focus only on Netflix, and it is generalised among diverse streaming companies, which are operating in Europe. In the European context, the study has been done, but the research mainly focuses on the Indian market; hence, the findings can't help to evaluate Indian culture. The authors argued on the different localisation strategies adopted by the global firms. All these literature are on global organisations like Netflix, however they take localisation approaches like dubbing, regions language contents etc to align the local culture. However, over localisation may enhance the global standardisation argued by some authors.  
As the organisation is a global organisation and operates in various countries, it is quite difficult to maintain a global standardised content and provide that in every country, because each country has a diverse culture and based on that, the need or demand for content is also different. Ithurbide (2022) uses a qualitative case study method and semi-structured interviews with stakeholders at Netflix in India, showing how Netflix has adopted a localisation business strategy in India. From the findings, it has been found that from Western content, Netflix started providing regional originals, invested in making regional original content, regional storytelling and multilingual subtitles and also offered affordable subscription plans. The author argued for a localisation strategy that is not limited to linguistic adaptation but also to organisational restructuring, aligning with the research goal. However, it only analysed the diverse strategies taken by Netflix in India rather than evaluating its success in India. In support of the study, however, Bouquillion and Ithurbide (2022) argued Netflix's localisation strategies from a political perspective to demonstrate changes in the industry. The qualitative documentary analysis method has been adopted for the study. The findings also show Netflix's approach to invest more in developing local or regional cultural content and partnership development with Indian regional creators. However, the study argues that it also creates competition between global and local OTT in India; however, the study gives a clear view on the localisation strategy of the overall streaming industry in India, lacking focus on Netflix's localisation strategy only. 
Ithurbide (2022) argued that localisation strategy is more effective than the globalisation strategy in India as India is a diverse cultural country and each region has different culture so attracting more customers and expanding among all levels of customers localisation is the most useful and profitable strategy. However, Navami and Thomas (2022) have done a systematic literature review for the identification of the factors behind the content localisation strategy in OTT platforms. Cultural relevance plays a major role, so the strategy related to making culturally relevant content and regional language dubbing is done by the streaming platforms. Content personalisation also helps to make entertainment cultural relevance and show cultural identity and Netflix in India also uses the strategy. However, Navami and Thomas (2022) argued on the entire OTT platform rather than focusing on one platform. The different dimensions of localisation, such as pricing, marketing and content adaptation, found in the article can be used for the current research on Netflix and its localisation strategy in India. In contrast, Kandybe (2025) also evaluated the localisation strategy of Netflix only and through this qualitative case study method, the competitive advantages of Netflix in the Indian market have been identified. Along with the localisation strategy, the marketing localisation of Netflix by using the local celebrities and the culturally relevant themes for the advertisement are used by them. The finding also highlights the glocalisation strategy of Netflix, where the pricing strategy is a standard strategy, but the affordability of Netflix is dependent on the purchasing power of Indians which argued the statement of Navami and Thomas (2022). The localisation strategy used in this study in the pricing and marketing can be used for the current research. However, there is a lack of empirical evidence in this research regarding the effectiveness of the strategies. On the other hand, Chakabu (2025) talked about Netflix's global localisation strategy, and Netflix focuses on making such contents which are culturally relevant but can attract a global audience. Hence, they develop local content with global appeal, which gives them competitive advantages; however, the globalisation strategy adoption in India has not been found from the study and argued by Gallo and Iordache, (2026). 
[bookmark: _Toc238651571]2.2.2 Impact of localisation strategy on subscriber acquisition
Netflix's localisation strategy in emerging countries is focused on language diversity modules to boost the subscriber acquisition rate (Rai, 2024). Localised language allows audiences to understand high quality content videos. As per, Goncharenko et al. (2023), from the current perception analysis of Indian customers, they prefer to watch OTT streaming videos in local languages. The main strength of the paper is that it critically analyses the reasons for changing the needs of users. It discusses that due to the high competitiveness in the market, OTT streaming platforms incorporated localised language to influence purchase decisions. The decision of Netflix increased subscribers' rate by 13%, which revealed that language localisation is a highly effective decision as stated by Goncharenko et al. (2023). To support this argument, there is a unique insight shared by Barraza (2025), the fact that, in 2018, the managing director of Netflix made the decision to incorporate Indian language-based original content to resonate with the local culture. This strategic decision of the company boosts customer acquisition rate by 12% (Barraza, 2025). Indian language-based original content mainly helps to attract urban customers and multilingual audiences. This strategic decision of Netflix is considered a turning point in subscriber acquisition policy. 
Lotz (2021), criticised this point and claimed that Netflix is mainly popular for high-quality diverse content, where the decision of regional storytelling reduces potentiality to target a large-scale customer base. According to Jain (2021), the language localisation strategy of Netflix is highly relevant in the Indian context. Netflix offers dubbing in 22 different languages that expand the services in India. Hindi, Tamil and Telugu are the most demanding service facilities, which create value in the process. This paper critically examines how language localisation helps to connect with customers. Compared to this aspect, it also highlights the pricing model of Netflix, which is not relevant to this concept. According to, Jain (2021), The pricing strategy of Netflix does not meet the value of local customers. The current package of Netflix is still high, which restricts the subscription to the middle-income economic group. The marketing manager of the organisation conducts a broad market assessment to develop an in-depth idea regarding the current preference of customers. According to, Jain (2021), Market survey and assessment provide the idea that offering a monthly package to the customer helps to add value in the sales volume. Currently, Netflix introduces mobile packages only at 199 rupees per month, which is a highly effective package. According to Jain (2021), offering this package is a highly valuable option in emerging countries. It reduces the entry barrier in emerging markets, and it directly boosts customer acquisition rate. This package is mainly introduced for the young Gen Z customer. This package is affordable to the student group. Mobile first consumers in India support using this package due to consideration of economic conditions. On the other hand, statistical data revealed that over time the price of the package increases, which reduces subscriber retention rate (Lotz, 2021). The statistical data shows that 4% of subscribers drop due to the increasing price chart. To support this argument, Jain (2021), highlights that selecting the right pricing strategy in an emerging country determines the brand position in the foreign market. Market entry barriers are dependent on the pricing model of the organisation. The decision to collect primary and secondary data and information about the Indian market helps the marketing team to select the right pricing model. This paper clarifies how macro environments play a crucial role in determining the strategic decision of the organisation to create value in the organisational practice (Jain, 2021). Consideration of the macro environment, socio-economic and social studies of the target audience is highly essential.
[image: ]
[bookmark: _Toc237290329]Figure 6: Netflix Subscription
(Source: Dazeinfo, 2020)
The managing committee of the organisation takes the decision to develop a team for the Indian market. The leader includes local market analysts to add value in the decision-making process. Recruiting local market analysts helps to design the localisation strategy more effectively (Varghese and Chinnaiah, 2021). From the annual report of the company, it has been revealed that local market analysis proposes to follow a collaboration approach with local creators to increase acquisition rate. As a result, it shows that partnership with local creators influences purchase decisions of subscribers. Collaboration with Bollywood talent enhanced the authenticity of the brand in the OTT industry as stated by Khan (2024). Collaboration with phantom films strengthened Netflix brand identity in India and generated 8% leads as per Khan (2024). This discussion reveals that developing a supportive infrastructure in the OTT platform is important to build an emotional connection with customers. Gupta (2021) highlights the challenges of integrating localisation strategy in the business function.  It clearly states that without the help of clear knowledge and perception about the market, it is difficult to incorporate a localisation strategy in the business function. Gupta (2021), Netflix works under a foreign marketing team where the opinion of the local marketers does not get priority, which creates a gap in integrating localisation strategy. As evidence, it highlights that a cheap plan is costlier for Indian customers. Hotstar and Zee5 are cheaper for the Indian audience compared to Netflix. Middle-income groups consider this option as preferable (Rani, 2025). Rani (2025), support this argument and claim that rival activities capture the mass market in India. Netflix's strategic decision is not to capture the mass market in India due to the lack of knowledge about the regional system. IPL, free-supported model and several tournaments attract a large market base in India. 
Saxena and Menon (2021), mainly highlights the attitude and behaviour of the customer that are shaped by several events and promotional activities. Free and ad-supported models play a vital role in engaging subscribers. Subscribers generally tend to watch and add free content where Netflix is a highly recommended option.  Price-sensitive customer groups who mainly belong to low to middle-income groups engage in an ad-supported model to enjoy the experience of an OTT platform. As per, Banana and Officer (2021), The Netflix company is already criticised in India for adult content. Censors related debate damages the reputation among the middle-income group. Regulatory pressure in India is very strict, which causes uncertainty about continuing the OTT service. This phenomenon is very common in emerging markets. The current geopolitical situation of India is very vulnerable, which does not support it to operate in the long run (Saxena and Menon, 2021). However, the technical environment of India is strong and welcoming. Still, the regulatory barrier remains a strict controlling factor for successful brand positioning.
[bookmark: _Toc238651572]2.2.3 Comparison between Netflix and Amazon Prime localised offerings
Netflix positioned the brand in the global OTT sector as a premium brand, which impacts the perception of subscribers. Amazon, on the other hand, develops the brand image as an original content provider (Rani, 2025). This is the basic difference in the positioning strategy, which impacts the value creation process. As per, Gupta (2021), Netflix offers high-budget original products to the audiences as per the competitors. By collecting data from the primary interview from the subscribers, Amazon customers get original products at a low price. The library allows subscribers to choose the right product as per preferences. Varghese and Chinnaiah (2021), argue with this point and claim that the main advantage of using amazon prime is it offers broad coverage of different regional languages. Compared to this, the library collection of Netflix is limited, which reduces retention rate. The main strength of this paper is that it develops a clear understanding that the key focus of the organisation plays an important role in brand value creation in emerging markets (Varghese and Chinnaiah, 2021). 
[image: Infographic: International Brands Rise to the Top of Indian Streaming Market | Statista]
[bookmark: _Toc237290330]Figure 7: International Brands in Indian streaming market
(Source: Buchholz, 2020)
Jain (2021) criticised this point and claimed that the product quality of Netflix is unbeatable by any OTT platform. World class cinematic experience is offered by Netflix, which adds value. Amazon offers mixed experiences which compromise the cinematic of maintaining the brand value in the market. In the India context, the value of Amazon Prime is currently high as per Lotz (2021). The localisation strategy of Amazon Prime is more effective in driving subscriber acquisition. Based on the localisation strategy of the company, below it develops a comparison table which provides a clear idea about the current strategic choice to position the brand in the emerging market.
	Factor
	Netflix
	Amazon Prime Video

	Content Localisation
	Selective but high-quality originals such as - Sacred Games
	Extensive regional film libraries and originals content in multiple languages

	Pricing Strategy
	Premium positioning strategy and mobile-only plan at ₹199/month (Barraza, 2025)
	Bundled with Prime membership (₹1499/year)

	Cultural Resonance
	Urban-centric focus and Prestige-driven
	Mass-market resonance

	Subscriber Acquisition Impact
	Struggles with affordability
	Rapid growth (Rai, 2024)

	Differentiators
	Global prestige
	Regional inclusivity, music bundle, affordability (Goncharenko et al., 2023)


[bookmark: _Toc237290357]Table 1: Comparison analysis
The above table provides insight into how the company conducts market analysis to select a strategy. Indian context specified strategy is incorporated by the company to influence subscribers. However, the Netflix company cannot compromise with the global standard, which impacts the pricing strategy. This discussion develops the idea that it is better for audiences who seek premium quality to subscribe to Netflix (Lotz, 2021). As per, Jain (2021), Netflix offers an excellent range of global and local content at cinematic quality. Otherwise, Amazon Prime offers affordable options to experience regional content with a bundle of services. The convenience rate of OTT platforms is determined by the other services' offerings, where Amazon Prime gets more preference.
[bookmark: _Toc238651573]2.3 Conceptual framework 
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[bookmark: _Toc237290331]Figure 8: Conceptual framework
(Source: Self-developed) 
This work focuses on the conceptualisation of the study where the relation between Netflix's localisation strategies and effectiveness in the local market in India is explored. Content localisation, language localisation, pricing adaptation and marketing adaptation are the independent variables. Content localisation involves creating culturally suited and region-specific content, whereas language localisation involves dubbing and subtitling, and building interfaces in multiple languages (Boisvert and Héloua Lavallée, 2026). Pricing adaptation involves such things as the affordability of subscription pricing plans, for example mobile only plans, and marketing adaptation refers to marketing activities and campaigns aligned with regional differences.
This localisation dimensions expected to affect these dependent variables are subscriber acquisition, subscriber retention and customer welfare. When Netflix tailors itself to the cultural and economic tastes of its Indian users, with different content, language, pricing, and marketing strategies, the service becomes more valuable to its users; it is said to be adapting itself to them (Jenner, 2026). This perceived value boosts customer satisfaction, gains new customers and helps existing customers stick around. Moreover, improved acquisition, retention and satisfaction lead to other outcomes in the economy, such as higher consumer welfare and better market performance. Hence, this is a positive correlation between localisation strategies and Netflix's success in the OTT streaming market in India.
[bookmark: _Toc238651574]2.4 Theoretical framework 
[bookmark: _Toc238651575]2.4.1 Glocalisation theory
The concept of Glocalisation was first developed by theorist Roland Robertson (1995), which describes the adaptation of global organisations to the requirements and preferences of local markets, while maintaining their global identity. The theory suggests that successful Multinational Companies are not only built on a mixture of the global and the local, but that there is more to it (Roundometof and Dessi, 2022). The companies are built by a blend of global efficiency and local responsiveness. In this way, companies can design products and experiences that engage the local audience whilst still outsourcing the benefits of being a global brand.
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[bookmark: _Toc237290332]Figure 9: Glocalisation theory
(Source: SunTec, 2026)
The concept of glocalisation is important to consider in the digital media and entertainment sector, where language, culture, traditions, and social values are closely related to consumers' preferences (Mizrahi-Shtelman and Drori, 2022). The theory implies that businesses trading across nations have to adjust their content, communication, pricing and promotional strategies based on market conditions or requirements of each country where they operate. This adaptation allows companies to develop better relationships with consumers and thus create more engaging experiences as well as provide a sustainable competitive edge in multicultural markets.
It is important because Glocalisation Theory is relevant to this aspect of research as it offers the proper lens to explore Netflix's localisation strategies in India. While Netflix is a global streaming service, it has layered its ongoing international approach with local concepts, providing regional-language content, dubbing and subtitling, even locally produced original content, low-cost mobile-only subscription models, and culturally relevant marketing campaigns (Robertson, 1995). These programs are examples of how capabilities offered through a global platform are becoming aligned with local culture and economic needs. The theory thus helps to understand the approach of Netflix towards balancing its international brand image with Indian consumer expectations. Moreover, it aids in understanding how localisation strategy will impact subscriber acquisition and retention and customer satisfaction (Usman et al., 2024). Considering the above objective of the study, which is to assess the success of Netflix's localisation strategy in the Indian streaming market, Glocalisation theory provides a strong theoretical perspective to analyse the localisation and business success relationship.
[bookmark: _Toc238651576]2.4.2 Hofstede cultural dimension theory 
Geert Hofstede developed the Cultural Dimensions Theory to help understand how the values and behaviours of the population may affect their decision-making processes and attitudes to human behaviour across various societies. The theory of six dimensions of culture includes those that are referred to as: Power Distance, Individualism versus Collectivism, Masculinity versus Femininity, Uncertainty Avoidance, Long-Term Orientation, and Indulgence versus Restraint (Geert Hofstede, 2026). These will help organisations understand consumers' cultural perception of products, services, communication and brand experience.
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[bookmark: _Toc237290333]Figure 10: Country comparison based on Hofstede model
(Source: The culture factor, 2026)
This theory proposes that there is no single universal consumer preference but can be influenced by cultural norms and social values. For instance, the norm of collectivist societies is to connect with the community, family and be a part of their society, while individualist societies place importance on personal achievement and independence (Żemojtel-Piotrowska and Piotrowski, 2023). Cultures that are more long-term oriented in their thinking look for products and services with continuing value. Therefore, if multinational businesses are to incorporate the various cultural differences they must account for in creating products, marketing campaigns and strategies for customer engagement.
Cultural values have a strong impact on the consumption of media entertainment services. Content that is in line with a given language, culture, traditions and social reality has a higher chance of engaging audiences (Singh and Pipaliya, 2024). The streaming platforms therefore must understand culture to produce their culture-specific and relevant experiences for varied audiences. The Cultural Dimensions Theory of Hofstede is very relevant to this research because of a high degree of cultural diversity across different regions, languages and culturally different societies in India. The theory mainly focuses on the preferences of the customers of India who need content in local languages and family norms and cultural values. Hence, Netflix is engaged to develop cultural content in diverse languages and also provide dubbing in various regional languages (Bouquillion and Ithurbide, 2022). Their campaigns and their marketing also are aligned with Indian culture, and the localisation strategy aims to make the content culturally relevant. 
This theory is therefore useful to analyse the relevance of Netflix's localisation strategies due to cultural aspects. It aids in understanding relationships between cultural adaptation and other selected aspects of outcomes, including customer satisfaction, acquisition of subscribers, and retention of subscribers (Kandyba, 2025). As a result of that, the present study will gain better insight into the nature of consumer behaviour as reflected in Hofstede's dimensions, measure the effect of being culturally sensitive through various strategies adopted by Netflix in the Indian streaming market, and analyse the success of Netflix's business model in the present Indian market.
[bookmark: _Toc238651577]2.5 Synthesis 
The above discussion identified that the regional storytelling helped Netflix to develop a strong position in India. Gallo and Iordache (2026) claim that Netflix adopted a multi-language model in India to compete with existing players. There is a robust change noticed in strategic decisions after the global pandemic. Secondly the above argument finds pricing strategy has a significant controlling power to determine subscriber rate in India. The value-added option of Netflix drives subscriber acquisition rate. As per, Ithurbide (2022) now Netflix offers a 300-800 recharge package per month which is a highly affordable option.  Rai, (2024), identified Netflix collaborated with local suppliers to strengthen the brand position in the market. Local suppliers provide the content as preferred by the Indian customer which helps to meet the current trend in India. Barraza (2025) stated that the campaign program shifted from global premium branding to cultural activity. Mainly Netflix incorporates Bollywood and regional festivals content to develop  strong brand position in the market. Market adaptation is considered as the key USO of Netflix to operate successfully in emerging markets. 
[bookmark: _Toc238651578]2.6 Research gaps
Varghese and Chinnaiah (2021), stated that there are very few research studies that conduct a comparative assessment between Netflix and Amazon Prime, which creates a knowledge gap. There are several competitors operating business in the OTT industry in India. Only comparison with Amazon Prime does not provide a clear idea of how it restricts Netflix to position the brand and attract the target audience. The selected study rarely collects data from the rural population, which does not provide a clear understanding regarding the socio-economic factors that create barriers to target the mass market (Khan, 2024). Further, focusing on the tier 1, 2,3 and rural areas, the data will be collected to fill this gap. To identify the reason for the poor subscriber retention as stated by it is important to collect data from a range of socioeconomic circumstances (Gupta, 2021). The literature lacks statistical evidence on how pricing strategy impacts the localisation efforts of Netflix. To examine the effectiveness of the pricing model, it is important to use statistical data (Khan, 2024). Quantitative information will be collected from the company report to evaluate the current subscriber retention strategy and process. There is very limited discussion in censorship related issues which impact on Netflix localisation strategy adaptation procedure in India in Rai (2024). It creates limitations in adapting to the evolving preferences of customers, which will be explored further.
[bookmark: _Toc238651579]2.7 Conclusion of the chapter
The overall discussion in this chapter provides a brief understanding that the Netflix company invests a significant amount in localisation strategy to demonstrate its commitment to the target audience to offer regional content. From a comparative perspective, the value of Netflix is low due to the high process. In terms of quality, Netflix maintains high standards compared to any other brand. To maintain this standard, the original content comes at a high price, which is not an affordable option for the middle-income group. Regional inclusivity is higher in competitors' brands, which decrease subscribers' number of Netflix. The selected study does not clearly state the process of implementing a localisation strategy, which create knowledge gap. Further, this research will focus on this factor along with the challenges to get a comprehensive idea about the overall situation by using secondary data.
[bookmark: _Toc238651580]Chapter 3: Methodology 
[bookmark: _Toc238651581]3.1 Introduction
Investigation of the effectiveness of the localisation strategy is highly essential as the existing studies create a knowledge gap on the subscriber retention process. By using a systematic literature review, this research explores the current practice. The main purpose of this section is to identify the accurate sources of data to investigate the reasons for the strong position of Netflix in India. Over time, Netflix has been operating successfully in India, which is critically examined in a systematic order by highlighting the effectiveness of the strategic choice in emerging markets. Based on the selected aim and objectives of the research, it states the rationale for selecting the methodology.
[bookmark: _Toc238651582]3.2 Research aim and objectives
Aim
The main aim of the research is to assess the effectiveness of the localisation strategy of Netflix in the Indian streaming market to increase subscriber retention rate, satisfaction, and subscriber acquisition.
Objectives
● To identify the significance of the localisation strategy of Netflix in India, including content, pricing, and marketing adaptation
● To analyse the impact of the localisation strategy of Netflix on subscriber acquisition and retention rates
● To propose a comparison of Indian subscribers' perception regarding Netflix's localised offering in respect to Amazon Prime
[bookmark: _Toc238651583]3.3 Research rationale
The rapid expansion of OTT platforms increases the demand for OTT services in India.  From the current behaviour analysis of Indian customers, it has been revealed that since the global pandemic, customers prefer to watch online videos (Rai, 2024).  OTT engagement rate increased in 2020 by 55% due to the global pandemic. During this phase, entering India was very easy for the Netflix company.  The marketing committee of Netflix targets Indian as an emerging market where the digital engagement rate has increased rapidly. In the last 10 years digital engagement rate has increased by 27% (Singh, 2026).  The managing committee noticed that incorporating a localisation strategy made the process easier to enter this market.  By offering market-relevant content under a localisation strategy, Netflix was successfully able to strengthen the brand position in India (Rai, 2024). This research offers an excellent range of ideas regarding the current localisation practices of Netflix to boost the subscriber rate. From the comparative concept, it also provides a critical analysis of the position of Netflix in India in relation to Amazon, which is the biggest competitor of Netflix in India.
[bookmark: _Toc238651584]3.4 Research design 
Kumar and Ujire, (2024) said inductive darts with data collection based on the topic and then, from the collected data, a concept or theory can be developed. Through gathering data, the pattern or theme is developed. In this current study, an inductive research approach is suitable for the study because the study doesn't have any hypothesis but synthesises the existing qualitative data on Netflix's localisation strategy and its impact on subscriber retention and acquisition (Yuwono and Rachmawati, 2023). By conducting a systematic literature review, diverse data are collected from the articles, and then, based on the findings, a concept or theory can be developed through the research; hence, an inductive approach is the most suitable for the study.
In this study mixed method approach has been chosen for selecting the articles where both qualitative and quantitative methods are used. But keeping the key focus on the ROs qualitative approach is considered as a predominant approach, however, quantitative data of the chosen articles are used to support the findings more evidently. The main aim is to use qualitative data to evaluate prior empirical evidence on Netflix's localisation strategy rather than rely on measurable data (Lim, 2025). As the study focuses on the effectiveness of Netflix's localisation strategy in the Indian streaming industry, which customer retention rates can measure; however, more detailed and better responses can be obtained from the qualitative data, where the responses of the participants can be obtained. In the database, there are numerous studies on the localisation strategy applied by Netflix in the Indian market and its effectiveness; hence, the qualitative method is relevant. As per Denny and Weckesser, (2022) a qualitative study can help to interpret the existing studies and also underpin the theoretical and contextual perspectives on the localisation strategy. 
This is a systematic literature review method because this method enables one to systematically search for the relevant articles and then systematically interpret and review those articles to find out the findings. However, the study follows a case study strategy because the study mainly focuses on a certain case of Netflix. As per Green et al., (2022) the case study approach helps to analyse in detail and gather detailed information on a specific sector, company or region. In this research, India is a specific country, and Netflix is chosen as a case organisation; hence, only Netflix's localisation strategy in the Indian market is a specific focus, and the case study method is suitable for the study. 
[bookmark: _Toc238651585]3.5 Research Paradigm/philosophy  
Research philosophy develops the core understanding regarding the current practices. Different types of research philosophy explore different segments (Gupta and Gupta, 2022). Based on the selected aims and objectives, it selects interpretivism research philosophy, which provides social knowledge to critically analyse the behaviour of Indian customers.  
To get a clear knowledge of the subscriber attitude and behaviour, interpretivism research philosophy is a highly relevant choice. The main reason for selecting this philosophy is to assume the real behaviour of the subscribers. It provides a clear understanding of the factors and determinants that shape human behaviour and expectations from the OTT sector. By considering social and cultural factors, this philosophy develops knowledge which provides meaningful insights regarding research topics. Subscriber acquisition is not related to the total number of subscribers or engagement. It is also associated with the audience experience from the localised content. Interpretivism offers subjective knowledge which is further helpful to develop critical insights (Verma, Verma and Abhishek, 2024). To develop subjective and contextual understanding, interpretivism research philosophy is considered the most effective choice because it values the socio-cultural environment of a country. It interprets the core findings minutely to prioritise the essential factors. Interpretivism philosophy explores how and why consumers feel connected with the Netflix localised content, which is meaningful information for critical review.
[bookmark: _Toc238651586]3.6 Data Collection
For a systematic literature review, secondary data is collected from open, accessible sources. Secondary data is processed data which offer an excellent range of current practices (Lê and Schmid, 2022). For this research, company reports, annual publications, ESG reports, and journal articles are helpful sources to gather high-quality information. The main advantage of using secondary data for SLR is that it helps to access a wide range of information from online sources. Within a very short time, it offers a huge number of collections to select the right information for evaluation. It offers a large-scale scope to compare and contrast the current practices of Netflix in the OTT industry. Systematically published data is used to develop a strong insight regarding the effectiveness of the localisation strategy of Netflix in India. The key sources of the data for SLR,
· Academic journals: Peer-reviewed articles on localisation strategy, OTT platforms and cultural adaptation.
· Industry reports: Deloitte, KPMG, PwC and FICCI reports on Indian streaming markets.
· Company records: Netflix press releases
· Media coverage: News articles
Search strings – “Netflix” AND/OR “localisation” AND/OR “India”, Netflix OR/AND “OTT platforms” AND/OR “localisation” AND/OR “regional content” OR/AND “India”, “cultural adaptation” AND/OR “localisation” AND/OR “regional language” OR/AND “India”, “OTT competition” AND/OR “streaming rivalry”
Keywords –Effectiveness, Localisation Strategies, Netflix, Indian Streaming Market, Amazon Prime, Netflix vs Amazon Prime, Streaming market competition, Netflix regional content, Netflix pricing adaptation,
Inclusion exclusion criteria
There are some potential limitations involved in the secondary data collection process; to avoid these limitations, this research follows inclusion and exclusion criteria. Inclusion and exclusion criteria maintain relevance with the research context.
	Factors
	Inclusion
	Exclusion

	Year of publication
	Only the recently published data is used in this research to maintain relevance with the current time. Data from 2021 to 2026 is considered for allocation to maintain relevance.
	Outdated data does not provide a clear understanding of the current practice to evaluate the effectiveness (Dawadi, Shrestha and Giri, 2021).

	Case study
	This research is particularly focused on the Netflix company due to this reason company focus data is collected (Saraswati and Devi, 2023).
	Multiple companies are operating businesses on Indian OTT platforms. Collecting data from other companies does not provide clear insight regarding the effectiveness of the localisation strategy of Netflix in India.

	Language
	English language-specific data is collected for clear understanding about the context.
	Articles and journals are available in multiple languages. To maintain the convenience of research, except English, all the language-based information is excluded.

	Country
	Indian context-specific data and information are collected to develop knowledge on current practices of Netflix in India.
	The Netflix company operates business in multiple localisations. Collecting data randomly does not provide research context-specific information (Dawadi, Shrestha and Giri, 2021).

	Type of method 
	Predominantly Qualitative method and mixed method. 
	Core statistical evaluation is excluded and grey literature papers


[bookmark: _Toc237290358]Table 2: Selection criteria
Following the proposed selection criteria ensures that the selected data meet the proposed research objectives. It offers valuable insight for data analysis.
[bookmark: _Toc238651587]3.7 Sampling
Sampling is the defined pathway for choosing a part of data sources and correcting details from a larger group of data to gain accurate details for addressing the study's particular goals (Ahmed, 2024). Sampling gives scope in research to find the data that relate with context and select the most relevant information for developing findings in a reliable way. Further in systematic literature review (SLR) sampling gives advantage to focus on information finding and selection that relate to study. This current study decided to follow the purposive sampling technique, among a type of non-probability sampling technique. Purposive sampling focuses on selecting studies based on specific characteristics relevant to the research topic (Nyimbili and Nyimbili, 2024). Purposive sampling is very much justified in this study because the goal of the study is not to do statistical generalisation. Instead, the study tries to achieve a detailed understanding of the effectiveness of localisation in a particular Netflix environment. According to Makwana et al. (2023), on the flip side, other methods like random or convenience sampling select details generally, so specific details on particular content cannot be obtained. This can give details, but they are less relevant and represent less aligned details. So purposive sampling is very suitable in this study to give specific Netflix-based details on their localisation strategies to address the research questions, increasing the depth of analysis.
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[bookmark: _Toc237290334]Figure 11: PRISMA 
(Source: self-created) 
The study used a total of 50 articles as its sample size based on Netflix and its localisation strategies. Further intentions are collected based on particular aspects like streaming platform strategies, digital media adaptation in the Indian market, and content. This has given the study the advantage of selecting information directly relevant to answer this study's objectives.
[bookmark: _Toc238651588]3.8 Data and Analysis 
There are several data analysis methods available for qualitative analysis. Content analysis is used to systematically analyse the textual descriptive information to quantify the concepts and patterns within the data. The narrative analysis method explores diverse qualitative stories and experiences to evaluate events; in contrast, the thematic analysis method identifies the themes and then analyses and interprets the data based on the identified themes through qualitative data. 
The current study is suitable for thematic analysis because the study uses the systematic literature review method for data collection, and then the collected data can be dispersed if they can't be grouped or themed. Thematic analysis techniques can help to interpret the underlying meaning and concept as well as the relationships between two main variables by using existing data (Squires, 2023). As this study focuses on synthesis evidence rather than measuring effectiveness, thematic analysis by Braun and Clarke can help to analyse those data. Brain and Clarke's thematic analysis method is the combination of six staged processes. The stages are data familiarisation, initial coding, theme generation, reviewing them, defining themes and reporting. The six stages can provide a systematic and transparent process (Braun and Clarke, 2023). The sources of data or articles and their findings is presented as data familiarisation, and then from the data, codes are derived; based on similar codes, some specific sub-themes are developed, and then one theme, combined with sub-themes, is developed. The themes based on the existing literature help to analyse the data properly and help to show the relationship. 
	Data familiarisation
	Initial code
	Sub theme
	Review theme
	Theme
	Reporting


[bookmark: _Toc237290359]Table 3: Braun and Clarke's theme table
(Source: Braun and Clarke, 2023)
The themes related to the localisation strategy, combined with the subthemes like pricing, content, marketing, etc. This thematic analysis method has been applied for the study because it is one of the flexible methods and it can integrate the diverse qualitative evidence, and using the specific framework coding process can be done. 
[bookmark: _Toc238651589]3.9 Reliability and Validity 
Reliability is the main aspect that shows how much steady details are in flow or contained for maintaining logical flow (Noble and Smith, 2025). It also determines if the research process is using the same process and approaches to do the entire work to get similar results or not. Here in this work, reliability is focused and approaches taken for doing the systematic literature review procedure. Reliability is maintained by using very precise search terms and criteria for including and excluding studies, too, for maintaining logical flow within the taken approach in study of SLR. Further procedures for selecting articles, such as only peer-reviewed articles, or in English language are found, screened and reviewed in the same process for selecting the final articles within the SLR approach. So, this helped the study form its reliability by reducing any deviation of data and having consistent details. This makes study outcomes become more transparent and limits the bias in results.
On the other hand, validity is the aspect shown as study accuracy levels and how research fulfils the goals of the study (Abbasi, Mohammadi and Mohammadi, 2024). This research achieved validity by gathering information from only peer-reviewed articles about Netflix localisation strategies, particularly with adapting to the SLR process. The gathered information is connected with the study aim, so it increases the accuracy levels of results. This gives the study a major point in confirming its results are correct and reflective to address the research problem insightfully. 
[bookmark: _Toc238651590]3.10 Limitations of the Research
Research limitations are the constraints that affect the credibility of the research study. This research has some potential limitations, which are identified below,
· Relevance – Secondary data offer a wide range of access to data regarding Netflix. The available data may not match the selected research objectives. Gathering specific information from the selected source creates a knowledge gap (Lê and Schmid, 2022).
· Bias concern – Online articles and journals are influenced by several factors which impact the final outcomes. Bias in the selected paper creates barriers to meeting the actual results.
· Time constraint- Within a specific time, the research has to be completed, which does not allow initiating any primary data collection process. Primary data collection involves a long time, which is not supported in this context (Gupta and Gupta, 2022).
[bookmark: _Toc238651591]3.11 Research Ethics 
The research involves secondary qualitative data but doesn't involve in the human participants, through to ensure its credibility and transparency, the ethical considerations are discussed below:
Academic integrity: The research follows academic integrity to ensure the ethics of the research. As the research data are obtained from previous empirical studies, proper acknowledgement of the studies is very important for maintaining integrity. Each study should be cited appropriately and referenced (Nii Laryeafio and Ogbewe, 2023). If directly copying the articles can create the issues of plagiarism, hence, using the data and summarised outcome rather than using the quote can help to avoid the plagiarism. For maintaining the integrity, original works should be interpreted, and checking for plagiarism can maintain academic integrity. 
Minimising research bias: One of the ethical concerns in research is that the interpretation can be different among different authors, and it is influenced by personal perspectives. In this research, the PRISMA framework can help to identify the most relevant data and using Braun and Clarke's thematic analysis method helps to analyse the data in a less biased way; hence, the bias can be reduced to maintain the ethics of the research.  
Copyright and confidentiality: The researcher should maintain copyright compliance of the secondary data used. In the case of secondary data collection, all copyright and confidentiality should be maintained (Schmit et al., 2024). No copyrighted figures or tables without proper acknowledgment can't be used, and permission seeking makes the research ethical. It should be ensured that all primary articles should maintain the informed consent and ethical compliance in human participation, and then those articles should be used very carefully. 
Protection of data: All the files and data should be stored in a secured system. The researchers should use a protected system and password protected file to store the data. Application of GDPR can help to maintain the ethics of the research; all the devices should be checked properly before storing data. All data are managed and retained properly by following the ethical compliance of the institution or university.
[bookmark: _Toc238651592]3.12 Conclusion 
The research follows a systematic literature review method, and it is qualitative secondary research. As qualitative data are collected from existing data and no measurable or numerical values are involved, it is an interpretivist study, and it follows an inductive approach. This is a qualitative mono study, and a case study approach is used because it uses Netflix as a case organisation and India as a case country. The SLR is done by setting inclusion and exclusion criteria. The selected data are analysed using the thematic analysis method. The research also maintains reliability and validity and identifies the limitations of the method. Through the set methodology, the data are collected, and in the next chapter, the data are analysed as results or findings. 


[bookmark: _Toc238651593]Chapter 4: Result
[bookmark: _Toc238651594]4.1 Introduction 
Netflix's localisation strategy creates hyper local experience for the Indian customer. It combines multilingual subtitling, native content production and regional transcreation to fit in the local cultural system. Netflix's localisation strategy enables the company to operate in more than 150 countries (Saxena and Menon, 2021). Based on the systematic literature review, the key themes are generated to critically evaluate the strategic decision – localisation of Netflix to develop a strong market position in India. As a developing country, there are several dynamic factors of Indian market influences, brand performance and position of Netflix. Compared to a leading OTT platform, it contextualises the idea of Netflix in India.
[bookmark: _Toc235028049][bookmark: _Toc238651595]4.2 Theme generation 
Braun and Clarke’s theme development strategy is applied to identify the main theme for further analysis. 
	Data
	Code
	Sub-theme
	Review
	Main theme

	Barraza, (2025), Rai, (2024), Bansod, (2023), Navami and Thomas, (2022), Tiwary, (2024) Neira et al., (2023), Lee and Ji, (2024), Banana and Officer, (2021) 
	Content localisation

Language localisation  
	Content and language localisation strategy of Netflix in India 
	It shows the local language used for the content creation and localised content with local actors. 
	Localisation strategy and the significance of Netflix in India. 

	Biswas, (2025), Saldanha and Aranha, (2024)  
	Pricing localisation 
	Pricing localisation strategy of Netflix in India. 
	Pricing aligns with the current economy of India. 
	

	Rastogi et al., (2023), Parihar et al., (2021), Sonali and Shikha, (2021), Arora and Ahuja, (2021), Rai and Srivastav, (2022), Srivastava and Madan, (2025), Marketer Asia, (2026) 
	Marketing localisation 
	Marketing localisation strategy of Netflix in India.
	Localised and cultural relevance promotional strategy. 
	

	Ithurbide (2023), Anand (2022), Drew (2024), Srivastava et al. (2025), Ithurbide (2022), Biswas (2025), Sull and Turconi (2021), Shenoy (2026), Jain (2024). 
	Acquisition metrics 
	Impact of localisation strategy on customer acquisition. 
	It deals with analysing the metrics to evaluate the impact of the localisation strategy. 
	Impact of the localisation strategy of Netflix on subscriber acquisition and retention rate 

	Vishwakarma (2025), Kandyba (2025), Mondal and Panda (2026), Kohli-Khandekar (2026), Taurani (2025), PWC (2026), Jain (2023), Jain (2024). 
	Retention metrics 
	Impact of localised strategy on customer retention rate. 
	It also reviews the retention metrics to analyse the customer retention rate of Netflix. 
	

	Sar (2023), TS and Sumathy (2021), Varma and Ray (2023). Saldanha and Aranha, (2022) GN, (2023). Barwal et al. (2023, September). 
	Perceived Value
	Comparison of perceived value between Amazon Prime and Netflix. 
	Usefulness and localised content types of Netflix and Amazon Prime. 
	Comparison of Indian subscribers' perception of Netflix's localised offering and Amazon Prime.  

	Saxena and Menon (2021), Chakraborty and Thakur (2024). Saggu and Mohan (2025). 
	Cultural Relevance
	Comparison of cultural relevance between Amazon Prime and Netflix. 
	Cultural oriented marketing and content creation of Amazon Prime and Netflix. 
	

	Suman, Moon, and Choi (2022); Etumnu and Noumir (2023). Jadhav and Mistry (2023). Paunksnis, (2022). Goncharenko et al. (2023). Dutta, (2021). Bhattacharyya, Sahay and Sahay (2022).    
	User experiences and satisfaction 
	Comparison of user experience and satisfaction between Amazon Prime and Netflix. 
	The user experience and customer satisfaction-based comparison between Netflix and Amazon Prime. 
	


[bookmark: _Toc237290360]Table 4: Theme table 
[bookmark: _mu0y2dol8c1n][bookmark: _Toc235028050][bookmark: _Toc238651596]4.3 Thematic analysis 
[bookmark: _nffl41xz7gyj][bookmark: _Toc235028051][bookmark: _Toc238651597]4.3.1 Localisation strategy and the significance of Netflix in India. 
Netflix has used three types of localisation strategies for its expansion and business in India. As India has diverse cultural regions and a huge number of viewers, Netflix has to localise their marketing, pricing and content strategies. Rai (2024), Barraza (2025), and Bansod (2023) discussed content localisation, where Netflix make local content by casting regional or national actors and creates content in national languages, as stated by Tiwary (2024). It enhances customer satisfaction because the demand of Indian customers is met through it. Also, the global shows like Stranger Things are dubbed in the local languages, as stated by Navami and Thomas (2022). The dubbing in various languages also meets the demand of all cultures, which also enhances the overall customer satisfaction. Lee and Ji (2024) said that local language content, as well as regional content, cultural relevance content, and various original series in the national languages, also enhance the customer satisfaction level. There are various contents which were originally made in Hindi languages but then it is dubbed in various other Indian languages to make it hyper localisation. On the other hand, the pricing strategy of Netflix is aligned with the local needs. As the subscription price of Netflix is high in other countries, based on the competitive situation in India, Netflix set competitive pricing as stated by Biswas (2025) and Saldanha and Aranha (2024). Srivastava and Madan (2025) also highlight the premium pricing of Netflix, but the Indian audiences are price-sensitive; hence, the organisation faces challenges in the Indian market for market expansion. The marketing strategy of Netflix is also relevant to the culture of India. Rastogi et al. (2023), Neira et al. (2023) and Parihar et al. (2021) talked about the marketing approach of Netflix as they use the content localisation, pricing localisation, promotional localisation and distribution localisation in India. They also use social media to promote their content based on the local people's needs and their preferences, as stated by Sonali and Shikha (2021), Arora and Ahuja (2021) and Rai and Srivastav (2022). In the Marketer Asia (2026) blog, it has been found that, along with product localisation, Netflix also uses local social media and other marketing channels or strategies to meet the demand. And also gain competitive advantages. Netflix entered India initially with a global content and global strategy, but they failed, so they adopted the localisation strategy, and they gained success. However, their local content is still limited compared to their other competitors like Amazon Prime or Jio Hotstar, so the significance of the strategy is moderate.  
[bookmark: _fy42wpfkaa7c][bookmark: _Toc235028052][bookmark: _Toc238651598]4.3.2 Impact of the localisation strategy of Netflix on subscriber acquisition and retention rate.
While Netflix started operating their business in India, it faced challenges in the Indian market due to the cultural variations in the Indian market, but the subscriber acquisition strategy applied by Netflix is the localisation strategy. Netflix has a good number of subscribers in India due to their localisation strategy. Ithurbide (2023) talked about the regional content or the localisation strategy of content in India based on the demand of the customers, and hence they are able to acquire more customers. The subscription plan is also lower in the Indian market, so by maintaining a competitive pricing strategy in India, they can acquire a huge number of customers, which shows that the localisation strategy has a positive impact on the competitive advantages. New (2024) also identified the successful customer acquisition model of Netflix. Srivastava et al. (2025), Vishwakarma (2025) and Ithurbide (2022) stated that customer acquisition through regional content and dubbing process is done by Netflix; however, retention is done through competitive pricing. Mondal and Panda (2026), Sull and Turconi (2021) and Kohli-Khandekar (2026) also talked about the localisation strategy and its global reach through localised marketing. It can examine the needs of the customers and find that people want global content in localised dubbing, as well as local language and culturally relevant content. Based on the needs, Netflix try to dub the different global contents like Squid Game, and they also made cultural relevance content with national casting like Sacred Games. PWC (2026) showed the buying behaviour of Indian consumers for OTT and the customer retention strategy. Also, Shenoy (2026) showed that Netflix places importance on the Indian market due to its emergence and profitability, so they have also developed a separate lab in India for improving regional storytelling. Jain (2023) and Jain (2024) also talked about local partnership building and Netflix's local partnership with diverse organisations, which enhances the ability to acquire more customers in India. From the analysis, it is very clear that the competitive position and acquisition rate of Netflix are less than those of other competitors; however, the current localisation strategies are very effective in acquiring new customers and reaching diverse locations in India and also retaining the existing customers. 
[bookmark: _Toc235011419][bookmark: _Toc235011480][bookmark: _Toc238651599]4.3.3 Comparison of Indian subscribers' perception between Netflix's localised offering and Amazon Prime
As per the identified study, Indian customers consider Netflix a premium brand. Subscribers of Netflix considers this brand as a high-quality OTT platform which offers an excellent range of global content. Many subscribers feel that the cost of Netflix is high compared to other platforms, which restricts them to renewal of subscription. From the subscriber base of Netflix, it is evident that 89% of subscribers are from urban regions (Shenoy, 2026). Most subscribers belong from high-tech city regions – Hyderabad, Bangalore, Pune, Mumbai and Kolkata. Rural or suburban audiences do not prefer to watch content offered by Netflix. Price sensitive customers do not allow subscribing to the premium package of Netflix. From the perceived value of urban customers, they prioritise quality over quantity. Due to this reason, the limited amount of content does not stop them from subscribing to this OTT platform. Compared to this, those customers who value price prefer to subscribe to Amazon Prime, which offers a large amount original content (Taurani, 2025). Subscription to Amazon Prime provides several additional benefits to the customer, which is another reason to retain customers. Amazon subscription includes music, shopping benefits, and faster online delivery, which increases the retention rate by 18% (PWC, 2026). Amazon develops a digital ecosystem which meet the needs of families and middle-class household in India. Practical and affordable service offered by Amazon is perceived as offering better value for money option to the customer.
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[bookmark: _Toc237290335]Figure 12: Price for Amazon Prime
(Source: Sar, 2023)
Systematic literature review identified the core cultural relevance, which denotes that prioritising the cultural factor while expanding business in a foreign market is highly essential. It maintains relevance to the target market. As per the data, Netflix focuses on global content. The majority of content is produced in the USA, which reveals that the availability of original content is lacking in Netflix, which reduces interest of subscribers (Jain, 2024). The current storytelling approach of Netflix only resonates with the urban audiences. This approach is not feasible to target the mass market in India. The mass market in India prefers mainstream Bollywood content or regional cinema. Compared to Amazon it can be said that Amazon focuses on marketing strategy, which allows it to develop a clear perception of cultural values. Based on cultural factor it offers service which builds a loyal customer base in the market. Amazon Prime operate in India as a content aggregator, which ensures 93% of subscribers renew yearly (Sar, 2023).
From the key trend analysis of OTT platforms in India, it has been revealed that Netflix offers a superior user experience to the audiences compared to Amazon. AI based algorithms offer excellent recommendation which save time to search content and increase personalised engagement (Sull and Turconi, 2021). The user interface of Netflix is convenient and smooth to navigate whereas Amazon Prime follow complex system. User-friendly interface creates a perceived value for the company. However, only the technological advancement of Netflix does not help to sustain it in the long term (Kohli-Khandekar, 2026). Through regional content, Amazon Prime appeals to diverse audiences. From the critical perspectives, it is identified that Netflix is used by the higher-income groups in India, where Amazon Prime is a flexible option for all types of audiences.
[bookmark: _Toc238651600]4.4 Discussion 
[bookmark: _Toc235011420][bookmark: _Toc235011481][bookmark: _Toc238651601]4.4.1 Theme-based discussion
The first theme of the research identified that the localisation strategy of Netflix is considered a strategic shift in India. It allows the development of a premium niche market in India. Mainly, the company differentiate the brand from other companies by offering an excellent range of service options (Rai, 2024). Based on the diverse cultural system of India, Netflix designs content which builds a strong reliance with subscribers. Netflix designed specific product, price, promotion and distribution channels to successfully operate in India. Mobile only plan of Netflix makes the OTT platform more accessible to the broader consumer market. Mobile-only plans at ₹199/month maintain the premium brand image in the market with high accessibility (Barraza, 2025). The most effective decision of the company is to collaborate with the local and regional filmmakers, producers, writers, and comedians. It strengthens the authenticity of the product and makes the OTT platform different from other brands. Netflix specifically invests in Indian original content such as Delhi Crime and Sacred Games, which reflects that Netflix prioritise the real incidents of Indians and values the emotions of subscribers (Bansod, 2023). The decision to invest in Indian content helps to resonate with audiences deeply. Content like Delhi Crime provides global recognition due to the high quality content. In this respect, it can be said that the localisation strategy offers numerous advantages to Netflix, which allow it to continue this strategic option as a growth factor.
Second theme specific discussion provides a rich understanding of the benefits of using a localisation strategy. Mainly, it discusses the two factors - subscriber acquisition rate and retention rate, which identifies that the affordable pricing strategy increased the subscriber acquisition rate by 12% from 2020 to 2022 (Ithurbide, 2023). This theme highlights that the localisation strategy has a direct impact on subscriber acquisition rates. Currently, Indian customers are looking for local content instead of global content. Local competitors' brands prove that local content can offer similar experiences, which influence the choice (Anand, 2022). Due to this reason, Netflix tries to maintain relevance with the current trend and social system. Cultural values to increase subscriber acquisition rate. To compete with the local brands Netflix, reduce the price rate and introduce monthly mobile packages. From the critical argument, it was derived that Netflix is not a convenient option for the college students’ group (Drew, 2024). Other platforms offer more budget-friendly, high-quality local content. There are very few web series like Kota Factory successfully able to build an emotional connection with viewers to engage in the long term. Subtitles and dubbing of global content increase subscriber acquisition rate, and a limited number of local contents reduces subscriber renewal rate. Only 73% of subscribers renew Netflix packages, and other customer groups find alternative options which offer original local content (Srivastava et al., 2025). The third theme provides the actual knowledge of Netflix's position in India by comparing it with Amazon Prime. It identified that in India, Amazon Prime has 20-60 million of viewers, where 93% of subscribers renew the subscription after one year (Mondal and Panda, 2026).  The main reason for the high retention rate is the affordability and availability of original content. Most of the content on Amazon Prime is released from local production.  
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[bookmark: _Toc237290336]Figure 13: competitors overview
(Source: Saldanha and Aranha, 2022)
The Indian mass audience has less knowledge and awareness about the global scenario. They prefer to watch local content with specific information where a local actor/actress is involved. It develops an emotional connection with them, and the audience can relate to the situation. Through Hollywood content, Netflix cannot build this emotional connection (Srivastava et al., 2025). Subtitles and dubbing are not alternative options to localise the global content. In the long term, it is essential for Netflix to release original Indian content to resonate with audiences.
[bookmark: _Toc235028056][bookmark: _Toc238651602]4.4.2 Linking with theory and models 
Application of Glocalisation Theory
The results of the current research can be discussed in light of Glocalisation Theory, which posits that the success of global companies depends on the integration of global competencies with the local culture, society and economics. Contrary to standardisation, according to which the multinational company follows the same marketing strategy in all countries where it operates, glocalisation claims that the company should adapt its products and services to the tastes of the local consumers without losing its global brand identity (Roundometof and Dessi, 2022). In this study, it is anticipated that the investments made by Netflix in terms of local language content, Indian original production, culturally related stories, low-cost pricing and marketing campaigns will boost the level of consumer engagement and satisfaction. The findings from this research will help validate the theories of Glocalisation Theory because they show that Indian customers tend to subscribe to and be more loyal to global platforms whose services relate to local languages, cultures and forms of entertainment (Robertson, 1995). Besides, the comparison between Netflix and Amazon Prime Video will demonstrate that locally focused platforms gain better acceptance in multicultural environments.
Moreover, according to the theory, localisation not only involves localisation of the content but also involves pricing and marketing strategies that take into consideration the purchasing power of the local people and their buying behaviour (Mizrahi-Shtelman and Drori, 2022). In case the results of the analysis reveal that the mobile-only subscription offers and the regional promotions and partnerships offered by Netflix have helped them acquire and retain subscribers, then the theoretical claim would be even further reinforced that the balance between global branding consistency and local responsiveness creates a competitive advantage. Thus, Glocalisation Theory is a complete justification for how Netflix has been able to satisfy the requirements of the Indian audience. 
Application of the Hofstede cultural dimension model 
The results of the research can also be viewed from the perspective of Hofstede's Cultural Dimensions Theory, which is an explanation of the impact that culture has on consumers' preferences and organisations' strategies in different countries (Geert Hofstede, 2026). According to this theory, multinationals should modify their product or service or communication offerings based on the characteristics of local cultures. In the case of India, the localisation efforts by Netflix show how important it is to address cultural diversity for enhancing subscription rates and retention. 
These results imply that Netflix's efforts at creating regionally specific language-based content, storylines related to the culture, popular stars and competitive pricing increase customer involvement and loyalty. The described trends are consistent with the collectivist culture of India, where people prefer stories related to families and social connections as well as to the culture (Singh and Pipaliya, 2024). Through the provision of Indian originals and the creation of content in several regional languages, Netflix helps people to establish an emotional connection to the relevant story. In addition, relatively high-power distance in India implies that the customers tend to like the content that reflects social norms and respected individuals. The flexible subscription plans for diverse customers also shows that based on the Indian culture, the pricing strategy has been changed than other countries. Hence, the cultural differences influence the overall localisation approach of Netflix. 
[bookmark: _Toc235011421][bookmark: _Toc235011482][bookmark: _Toc238651603]4.4.3 Connecting to literature
The existing literature identified that the current localisation strategy helps Netflix to generate a stable revenue from India.  Customer engagement rate increased by `13% after adopting the pricing localisation strategy. It is considered a driver for purchase retention. Studies show that localised content helps Netflix to achieve easier market penetration in India and higher conversion rates (Jain, 2021). A systematic literature review also identified the same point which discuss that localisation helps the organisation to connect with the cultural and social values of India (Bansod, 2023). Existing studies discuss how Netflix companies develop cultural connection with customers (Boisvert and Héloua Lavallée, 2026). Netflix adapts to the local values and behaviour, and based on that, it selects the content which develops a loyal customer base in India. Like this fact, SLR identified that offering regional content differentiates the business from the global competitor's brand (Anand, 2022). Netflix does not provide any generic messages like other global OTT platforms in India. It develops a separate marketing strategy for India, which offers strong competitive advantages. Localisation strategy opens the opportunities for Netflix to new regions as per Roundometof and Dessi (2022). It enables the business to scale operational and marketing systems with the target market. It reduces the market friction and vulnerabilities to operate successfully in the long term. Existing studies and SLR provide similar kind of information regarding the strategic decision. Additionally, SLR identifies the process of evolving the strategic decisions over time. Based on the identified key gaps, it collects the information to develop ideas on localisation systems which develop Netflix can use to build strong trust and loyalty among customers.  Existing literature does not identify the implementation issue which experienced by Netflix in India (Mizrahi-Shtelman and Drori, 2022).  SLR discusses the issue which delays the multilingual support system development process. The key theme identified is that cultural adaptation requires investment, which is only possible for a large-scale organisation. The strong financial capacity of Netflix to continue the process. Other than this, it is challenging for a financially weak OTT company to build a multilingual support system (Rai, 2024). Identification of the new insights through a systematic review adds value to this research to meet the research gap.
[bookmark: _Toc235011422][bookmark: _Toc235011483][bookmark: _Toc238651604]4.5 Summary
Netflix's localisation strategy is successful in reference to India because it transforms the company from a premium brand to a mainstream OTT platform. The decision to invest in regional content development is a highly effective option. It creates value to influence the purchase decision of audiences. The pricing innovation strategy of Netflix is a highly market-relevant strategic option in 2026. With time, Netflix evolve the marketing matrix, which helps the organisation to create value in its business operations. There are several popular contents available on Netflix which draw the attention of the premium category customer.  From the competitive position analysis with Amazon Prime, the OTT platform developed a separate fanbase in the market due to the variety of content. The content quality and pricing strategy of the company are different. Amazon Prime is considered as a budget friendly and useful option for Indian customers. Still now, Netflix is considered a superior brand which failed to target the mass market in India.


[bookmark: _6mmhkj1d6kia][bookmark: _Toc238651605]Chapter 5: Conclusion and Recommendations 
[bookmark: _hic62s6qzz3x][bookmark: _Toc237292688][bookmark: _Toc238651606]5.1 Conclusion
[bookmark: _xg58icsu7cpg][bookmark: _Toc237292689][bookmark: _Toc238651607]5.1.1 Overall summary
The study proposes an analysis of the effectiveness of Netflix's localisation strategy in the Indian streaming market. To examine the study, the current localisation strategy applied by Netflix in the Indian market is analysed. India's OTT market is a competitive market because there are numerous players operating in the Indian market, and it is one of the emerging markets in the streaming industry. Disney Hotstar, Amazon Prime, and Alt Balaji are the prime competitors of the organisation in the Indian market. The overall conclusion shows that the localisation strategy of Netflix is very effective in this market. Netflix has applied different localisation strategies, like they introduced dubbing in regional languages, especially in Hindi language because most of India's population prefers to watch web series, or films in Hindi language, hence, most of the global contents are streamed in Hindi. Apart from Hindi, other languages like Tamil, Telugu, Bengali, Marathi, etc. India is one of the culturally diverse countries. There are numerous languages, so based on those languages, the global content of Netflix is dubbed. For example, one of the most popular shows on Netflix is Stranger Things, which is dubbed in Indian in different regional languages. Another strategy of Netflix is regional content creation; based on regional culture and demand, content is developed. Netflix uses strong research on different Indian cultures and trends, and they develop regional content. For example, Sacred Games is regional content which is aligned with Indian culture. Another important strategy is Netflix's pricing strategy of Netflix as Netflix set a comparative pricing to compete with Amazon Prime and others and gain a competitive advantage and its priority strategy is also aligned with the affordability and economic growth of India. Signing regional actors in the original series of Netflix is another important strategy which attracts many customers. For example, casting Bollywood actors in the series can enhance customer support. The impact of the localisation strategy is very positive. It is found that the subscribers of Netflix have increased in India, and its popularity among the Indian youth is increasing due to the localisation strategy, especially the dubbing strategy. 
In respect of making regional content, Netflix has less capability to acquire new customers or retain customers; however, it has a mixed impact on subscriber acquisition and retention rate. In respect of developing regional content, Amazon Prime has a better customer base in India than Netflix because Amazon Prime can create some very successful content like Panchayat. Hence, the number of subscribers is much higher in Amazon Prime than Netflix. However, Netflix's revenue and acquisition rate have increased in India compared to the previous years due to its global content and its dubbing in regional languages. It is found that Prime offers more attractive and price-sensitive pricing to the customers than Netflix, and it includes music, retail service, payment service and many more along with streaming service, so the acquisition and retention rate is higher in Amazon Prime. 
[bookmark: _axj79jm5f93][bookmark: _Toc237292690][bookmark: _Toc238651608]5.1.2 Linking with objectives 
In this study, there are three main objectives, and based on linking the findings with the objectives, whether the objectives are met or fulfilled or not can be evaluated. 
Linking with objective 1: The first objective is about the different localisation strategies and their significance in the Indian market. Netflix's localisation strategy is local content development, where regional content based on regional culture is developed. India's diverse culture of Indian has diverse perspectives and diverse choices and based on that development of a local content strategy is very popular in the Indian streaming industry. On the other hand, dubbing in the regional language is another important strategy where the global or foreign contents are dubbed in different regional languages; through this strategy, Netflix can penetrate the urban, suburban or rural areas of India. Dubbing in Hindi or other regional languages makes it a hyper localisation strategy of Netflix. It also casts different local actors, especially Bollywood actors, for the original content. Another important strategy is promotional approach of Netflix, which is also localised and casting the regional artists for the promotions and using social media platforms to attract the young customer also an effective strategy identified from the findings. All these strategies are identified from the literature. All these strategies are very significant because Netflix has most of the global content; however, that content can't get prioritised in Indian, without its localisation strategy. The localisation strategies are significant for creating interest among the Indian population, and encourage acquisition of new subscribers, and retain the existing subscribers. Hence, the information helps to meet the objective 1. 
Linking with Objective 2: Objective 2 is about the impact of the localisation strategies of Netflix in India for subscriber acquisition and retention. From the review findings, it is found that Netflix’s localisation strategies are very effective and successful in attracting new subscribers because previously Netflix had limited subscribers in India; however, due to the localisation strategy, Netflix gained a huge customer base in India. Along with content localisation, pricing localisation is one of the reasons behind attracting new subscribers because Netflix set premium pricing; now they have set a competitive pricing strategy to compete with other competitors, and the pricing strategy is aligned with the affordability of Indian customers. The localisation strategy in promotion is moderately effective because other OTT platforms target each of the Indian festivals for their promotion of content, however, Netflix has limited adoption of festival for promotions. On the other hand, it is found that Netflix can't compete with the other competitors in respect of subscriber acquisition because Amazon Prime and Disney + Hotstar acquire more customers due to the popularity of their regional content. Hence, the effectiveness is more in gathering new subscribers; however, it cannot give them a competitive advantage in the Indian market.  These findings show that objective 2 is also met. 
Linking with objective 3: The last objective is to compare the subscribers’ perception regarding Netflix and Amazon Prime’s localisation strategy. To evaluate it, the finding shows that Amazon Prime has a better subscriber base in India than Netflix, and the perception of the Indian audience is that Amazon Prime offers more localised and regional content than Netflix, and it can connect with the regional culture of India more than Netflix. On the other hand, Netflix is famous for providing global content in dubbed languages. However, the perception among subscribers in India, they prefer Amazon Prime; another reason is the pricing strategy of Prime, which is more affordable than Netflix. In the comparison, it has been found that Amazon has increased its customer retention rate by 18% in India; however, the rate for Netflix is less than that. The subscribers of Netflix are from the urban or metro cities of India; however, Amazon Prime has a subscriber base from the suburban or rural locations also. All these aspects show that objective 3 is also met.   
[bookmark: _Toc237292691][bookmark: _Toc238651609]5.2 Recommendations for managerial practice 
Based on the overall evaluation in this section, it has been identified that the organisation is currently experiencing significant challenges from the competitor’s brand. It is suggested that the marketing team of Netflix can emphasise on the core elements of the business to strengthen the relationship with customers. The data and information indicate that the company is failing to maintain the relation with the customer due to a poor understanding of customer preferences. Through hyperlocal marketing strategy Netflix can boost the local traffic engagement rate. To design the marketing plan more effectively it suggests some option which should complete first such as- 
Competitor analysis – The company can emphasis on competitor analysis to improve strategic decisions. To develop a strong position in the market, it is important for the organisation to develop an in-depth understanding of the current strategy followed by other organisations. It helps the organisation to identify the current gap that exists in the operational process. Identification of the gap helps to improve strategic decisions to strengthen the position and ensure the long-term growth in Indian market. The company has very few effective marketing executives to assess the current market situation. It will be further helpful for the organisation to increase the number of marketing team members or executives to invest more time in market research and competitor position analysis. 
Regional storytelling – Netflix requires emphasis on the regional storytelling system, which is followed by other companies as well. From the competitor strategic overview, it has been revealed that other company emphasis on the regional storytelling, which helps to develop an emotional connection with customers. Currently, Netflix has very little regional content to strengthen the relation with customers. Increasing the volume of regional content ensures that there is a high chance to grow the attractiveness or interest among the customer regarding content. 
 It is expected that following these two strategic decisions in the business function will ensure that the company will successfully be able to improve its performance soon. The marketing should leverage the network for better engagement and loyalty. The other streaming platform in india can emphasis on the similar strategic decisions to ensure long-term sustainability in a competitive business market. 
[bookmark: _Toc237292692][bookmark: _Toc238651610]5.3 Contributions to theory 
This research discusss about two different theoretical concept which develop critical perspectives about localisation strategy. 
Glocalisation theory – According to glocalisation strategy, adapting local essence in the business function is a highly effective decision for a foreign brand during expansion. In relation to the Netflix company, this research identifies that it fails to adopt a glocalisation strategy successfully. The company invests more in the existing management system, which has core Hollywood features. A glocalisation strategy mainly helps the company to increase its reach in the Indian market. However, the long-term success in a foreign market through the current strategy is highly limited. So, in the long term, the company needs to consider alternative options. Mainly, adaptation of a glocalisation strategy improves the core operational function and ensures organisational resilience in india. 
Hofstede cultural dimension theory – This is another cultural model which is used in this research to develop a clear perspective about the influence of different culture in customer choice. As per the key findings of the research, the organisation has failed to consider the local cultural values of Indian in the marketing strategy. The company overemphasis on the core concept, which helps the organisation achieve global exposure.  The other competitor’s emphasis on the local culture, which help the customer to relate with the current service offerings. Consideration of cultural values and beliefs helps the organisation to deeply connect with customers. Regional buyers currently notice the current cultural values followed by the organisation to support the nation, which is misaligned with indian context. 
[bookmark: _Toc237292693][bookmark: _Toc238651611]5.4 Limitations of the study leading to areas of further research 
The main limitation of this research is that it does not provide any statistical evidence of the claim.  High dependency on secondary qualitative data leads to bias decision which impact the critical discussion. Limited statistical data and evidence raise the question about the evaluation of the effectiveness of the localisation strategy in India. Cultural mapping remains unclear in this research, which creates confusion about the current preference of the Indian customer. Indian customer has different preferences in different region which is stated in this research. To support this argument, a proper cultural analysis is required based on primary data. Secondary qualitative information does not provide an opportunity to evaluate the current update about the operation process and design of Netflix to strength brand position in India. This research does not check the biasness of the data source, which influences the opinion and critical assessment. 
Future research scope 
 Further, this research will collect the data and evidence from the customers and marketing managers of Netflix. It allows to develop in-depth idea about the current strategic decisions followed by the Netflix company to strengthen the brand position, where the behaviour of consumers is rapidly changing. Qualitative data will be used to interpret customer behaviour and preferences, whereas qualitative data will be used to evaluate the effectiveness of the localisation strategy. Mixed data enrich the overall quality and provide a rational decision of current choice. 
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	Sl no. 
	Theme 
	Author name 
	Article name 
	Method 
	Findings 

	1
	Localisation strategy and its significance of Netflix in India.
	Rai, (2024)
	Bollywoodizing Netflix or globalizing Hotstar? The cultural-industrial logics of global streaming platforms in India. 
	Qualitative case study using political economy and media industry analysis. 
	Netflix follows a cosmopolitan local strategy where the global production standards are combined with local storytelling. The localisation is not limited to language localisation but also content localisation. 

	2
	
	Barraza, (2025)
	Global Brand, Local Market: A Strategic Analysis of Netflix’s Adaptation Challenges in India 
	Qualitative case study analysis 
	Netflix gained long-term growth in India through regional localisation of content and telecom partnerships.  

	3
	
	Bansod, (2023) 
	Behind-the- scenes Look at Netflix’s Dubbing Process
	Descriptive secondary 
	It talks about the high-quality dubbing of Netflix and cultural adoption which makes the global content authentic, and it helps to improve viewer engagement. 

	4
	
	Biswas, (2025) 
	Global Leader, Local Challenges: An Overview of Streaming in India 
	Qualitative research design using textual and document analysis 
	The localisation strategy is the key for gaining success in India as aligning competitive pricing, regional content and regulatory adoption. 

	5
	
	Saldanha and Aranha, (2024)
	Pricing and content – Netflix’s dilemma in India 
	Qualitative case study 
	The organisation sets a premium pricing, which hinders their subscriber growth in India. Their limited regionalisation of content also hinders their growth in India. 

	6
	
	Navami and Thomas, (2022) 
	Understanding the Factors Lead to the Adoption of Content Localization Strategy by OTTP in India: A Review
	Systematic literature review 
	Regional language content, culturally relevant content, personalized recommendations and audience-based programming can enhance the engagement of the viewers and give competitive advantages of the OTT platforms like Netflix. 

	7
	
	Tiwary, (2024) 
	Streaming and India's film-centred video culture: Linguistic and formal diversity
	Qualitative cultural analysis using textual analysis. 
	Netflix diversified onto national language specific content and also the regional language-based contents which enhances the audience engagement. 

	8
	
	Rastogi et al., (2023) 
	A parametric analysis of AVA to optimise Netflix performance
	Mixed method using AVA framework 
	Personalised recommendations, content optimisation and user-experiences improvement enhance the customer retention and engagement.  

	9
	
	Neira et al., (2023) 
	Standing up to Hollywood: The Netflix Glocal Strategy for Popularising Non-English-Language Series Worldwide 
	Qualitative document analysis 
	Netflix’s glocal strategy where they produce local languages contents with global distribution which expand the audience reach.  

	10
	
	Lee and Ji, (2024)
	Strategies for Launching Streaming Content: Assessing Movie-Country Relatedness 
	Quantitative analysis 
	Culturally relevant content of Netflix helps to achieve more popularity, and it gives empirical evidence on the localisation strategy in India. 

	11
	
	Parihar et al., (2021)
	Impact of Marketing Mix on Consumers Satisfaction- A Study of Consumers of OTT Platforms in India 
	Quantitative research design 
	It revealed the marketing mix of Netflix in India and found the marketing strategies including the content strategy adopted localisation to improve customer satisfaction and encourage growth of popularity in OTT platforms. 

	12
	
	Sonali and Shikha, (2021) 
	VIRTUAL COMMUNITIES AS SITES OF MARKET GENESIS: A NETNOGRAPHIC STUDY OF NETFLIX INDIA AND AMAZON PRIME VIDEO INDIA’S FACEBOOK GROUPS
	Netnography using observation and archival data extraction. 
	Interactive social media strategies aligning with local people’s demand can enhance the brand image and user engagement of Netflix and enhance customer loyalty. 

	13
	
	Arora and Ahuja, (2021) 
	A Netnography of the Social Media Presence of Brand Netflix, India
	Netnography from archival data.
	The relational content gets more engagement from the users in social media than the promotional posts and Netflix India use the social media strategy to gain more customers in the Indian market. 

	14
	
	Rai and Srivastav, (2022) 
	Virtual Communities as Sites of Market Genesis: A Netnographic Study of Netflix India and Amazon Prime Video India’s Facebook Groups
	Netnography 
	The interactive and culturally relevant social media posts also help the Netflix fans to engage more for Netflix, and it increased the brand image and also Amazon adopted the similar strategy. 

	15
	
	Marketer Asia, (2026) 
	How Netflix Plans to Grow in India by Becoming More Local
	Descriptive analysis 
	Localisation of product, adapting marketing for local context using social media and investment in local content. 

	16
	
	Banana and Officer, (2021) 
	An overview of OTT platforms in India: With special reference to Netflix. 
	Descriptive secondary data 
	The original content and internet penetration enhance the subscriber base of Netflix in India. 

	17
	
	Srivastava and Madan, (2025) 
	ESEE3: Netflix in India: Understanding Consumer Behavior in the OTT Streaming Market 
	Case study 
	As the Indian customers are very price sensitive and there is limited regional content, it faces challenges in competition with Prime and Disney Hotstar. 

	18
	Impact of localisation strategy of Netflix on subscriber acquisition and retention rate 
	Ithurbide, (2023)
	Global Platforms Weaving into the Craft Industry 
	Qualitative case study 
	The platform adoption of Netflix has been increased through the regional content in India and partnership with local networks to enhance customer acquisition and retention rate. 

	19
	
	Anand, (2022) 
	Evaluating the Impact of Streaming Service Subscriber Acquisition Strategies in India on Firm Value: An Event Study Analysis 
	Event study methodology and Fama-French Five factor model. 
	The localisation strategy with lower price subscription plan to acquire more customers and develop positive inverter responses and found localisation strategy has a positive impact on competitive advantages. 

	20
	
	Drew, (2024) 
	Netflix and Their Customer Acquisition Model 
	Qualitative case study using secondary data.  
	The customer acquisition model of Netflix is analysed and found that original content, personalized recommendations, global expansion encourage the acquisition and Lifetime Value of customers is 836.83. 

	21
	
	Srivastava et al., (2025) 
	Assessing User Behaviour Toward Annual Subscription Purchases: A Netflix Case Study 
	Survey from 526 Netflix subscribers in India and using PLS-SEM model for analysis. 
	The finding shows that price, perceived value, quality, attitude, perceived risk influences the Netflix subscription decision of the customers in India. The localisation strategy regarding risk and price influences the customer acquisition the most. 

	22
	
	Vishwakarma, (2025)
	Netflix's Data-Driven Success: A Deep Dive into Predictive Analytics 
	Qualitative case study using secondary data. 
	The predictive analytics used by Netflix brings more personalized content recommendations based on local or regional need, enhance the customer satisfaction and improve customer experiences. 

	23
	
	Ithurbide, (2022) 
	Netflix in India: Localization strategies of a transnational platform and local reconfigurations.
	Document analysis and semi-structured interview
	Netflix improved their customer retention by designing regional contents and dubbing in multiple Indian languages and culturally relevant storytelling and gained long-term engagement. 

	24
	
	Kandyba, (2025)
	Glocalization of streaming platforms: Netflix’s strategy in the Indian market
	Qualitative case study analysis 
	The localisation strategy of Netflix impacts the customer engagement and customer retention of Netflix which shows the localisation strategy of Netflix helps to sustain the competitive advantages. 

	25
	
	Mondal and Panda, (2026) 
	Understanding the role of enablers and satisfaction in over-the-top continuance intention among Gen Z in India using an integrated approach
	Quantitative survey using PLS-SEM. 
	Customer satisfaction and facilitation of different conditions increase the intention of the customer which shows the positive retention rate of the customers for user experiences and service quality. 

	26
	
	Biswas, (2025)
	Global leader, local challenges: An overview of streaming in India.
	Textual and document analysis,
	Examined the Indian market specific factors that influenced content preferences, pricing policies and regulatory environment

	27
	
	Sull and Turconi, (2021)
	Netflix goes to Bollywood. 
	Qualitative
	Emphasis on Bollywood strategy to add value in business. As per the viewer preference Netflix set the strategic decision to build a loyal customer base.

	28
	
	Kohli-Khandekar, (2026)
	Netflix's India decade: From 'HBO moment' to a hunt for mass reach.
	Qualitative
	Critically examine the mass reach strategy adopted by Netflix to strengthen brand position in India. It develops a comparative understanding regarding the strategic shifts to add value in the operation.

	29
	
	Taurani (2025)
	What the Netflix–Warner Bros deal signals for India’s entertainment industry.
	Qualitative
	Discuss how Netflix positioned the brand in India through an innovative leadership approach. It provides a clear and comprehensive idea about Netflix strategy to sustain in long term in competitive Indian market

	30
	
	PWC (2026)
	Digital innovation drives demand for human experiences
	Secondary data
	PWC discusses how the buying behaviour and decisions of consumers change with time. With quantitative data it presents the graph to   identify the behavioural changes.

	31
	
	Shenoy (2026)
	Netflix Launches India's First Climate Scriptwriting Lab to Build the Next Generation of Climate Storytellers.
	Qualitative
	Netflix developed a separate lab in India to improve quality content to improve storytelling. These initiatives of Netflix describe that it prioritises the mainstream Indian cinema to fulfil customer needs.

	32
	
	Jain (2023)
	Netflix India Celebrates a Blockbuster Year of Global Acclaim and Local Love
	Qualitative
	Discuss how Netflix is trying to resonate with the cultural value of Indian customers to build loyal customers. Emotion focused local content published by Netflix to be the leading OTT company in India.

	33
	
	Jain, (2024).
	Next on Netflix: Blockbuster Entertainment Ka Next Level.
	Qualitative
	The key findings of the paper highlight how Netflix collaborates with Indian celebrities and influencers to influence purchase decisions in the long term.

	34
	
	Jain (2024).
	2024: A Landmark Year of Stories That United, Inspired and Redefined Entertainment.
	Qualitative
	Monika Shergill, Vice President, Content at Netflix India shares in this paper that 2024 is a landmark chapter because Netflix broke new ground. Content diversification with quality helps the organisation to strengthen its position in India.

	35
	Comparison of Indian subscribers’ perception between Netflix localised offering and Amazon Prime.
	Sar, (2023)
	Price estimation for Amazon Prime video in India
	Primary quantitative
	Estimate the price of subscription to Amazon Prime Video in India. Findings revealed that optimal price per annum is a feasible option to Indian customers.

	36
	
	TS and Sumathy, (2021)
	Millennial Satisfaction on Amazon Prime Video Platform with Special Reference to Thrissur District
	Mixed method
	The key findings of this paper discuss how Amazon prime modifies the connect list as per the preference of millennial customers. Case study-based research provides unique insights regarding the value of big budget local production to influence purchase decisions.

	37
	
	Varma and Ray, (2023).
	The case of amazons E-commerce digital strategy in India. 
	case study
	Focus on digital strategy followed by Amazon company in India to develop a digital ecosystem. The key findings highlight how the digital ecosystem helps the company to maintain a loyal customer base in India.

	38
	
	Saxena and Menon, (2021)
	Content Wars for Excellence in Online Streaming Platforms in India: A Comparative Analysis of Netflix and Amazon Prime Video. 
	Quantitative analysis
	By using quantitative analysis this research compares and contrasts the current position of Amazon Prime and Netflix in India. This paper mainly discusses post covid scenarios and strategic decisions of companies.

	39
	
	Saldanha and Aranha, (2022)
	Pricing and content–Netflix’s dilemma in India
	 
	Netflix follows a premium pricing strategy to expand business in India. As per the market data it changes the pricing strategy. This paper highlights the dilemma experienced by the company to change the pricing strategy from premium to affordable. The identified challenge of developing a clear insight that operating business in India is difficult due to over reliance on global content.

	40
	
	Suman, Moon, and Choi, (2022)
	Netflix, Amazon Prime, and YouTube: comparative study of streaming infrastructure and strategy. 
	Quantitative analysis
	This paper compares and contrasts the business strategy of Netflix, Amazon prime and YouTube. QoS analysis is used to examine the popular service in India. Based on connectivity, accessibility and buffering time it evaluates the engagement rate.

	41
	
	Etumnu and Noumir, (2023).
	The Effect of Amazon Prime on Sales Ranks
	Empirical studies quantified the economic value, consumer welfare impacts, or public policy implications of the subscription program
	This paper provides unique insights regarding the amazon prime strategy to improve sales performance over the time. It discusses that Amazon prime invests in several social welfare programs and economic value creation processes that develop a positive image among Indian customers.

	42
	
	Jadhav and Mistry, (2023).
	Customer Satisfaction Towards Over the Top (Ott) Platform in Navi Mumbai. 
	Mixed method
	Through a mixed method approach this study examines how the customer perception changes over the time regarding OTT platform. It highlights that Indian customers are price sensitive in nature which does not allow them to buy products and services at a premium price. Mainly this study surveys 18-25 years young adults to develop a clear perception on their buying attitudes.

	43
	
	Chakraborty and Thakur, (2024).
	Reflections of adult learners on binge-watching and its detrimental impact on the environment in West Bengal, India
	Quantitative analysis
	Quantitative analysis identified adult’s consumer behaviour in India. It specifically collects the data from west Bengal to determine the external factor which impact on customer decision. Quantitative evaluation revealed that consumer adult consumer in West Bengal prefers to buy high quality product at affordable price. Mainly consumer from Kolkata afford premium range product like - Netflix. Other than this mass audiences look for local content.

	44
	
	Paunksnis, (2022).
	Digital Being (s): Platform Entanglement and Everyday Life in 21st-Century India. 
	Qualitative descriptive strategy
	Based on a specific case study it examines how the customer behaviour determines in India. In the 21st century young adults prefer to watch global content to explore different genres. Emphasising on this point Netflix produces several global contents in the Indian OTT platform.

	45
	
	Saggu and Mohan, (2025).
	Over-the-top, Under the Radar: The Regulatory Panorama of OTT Video Services in India'
	Qualitative
	This paper highlights how OTT platforms offer an excellent range of local content to the audiences for entertainment. This study mainly discusses the regulatory framework and policy which has to be followed by OTT platforms to operate successfully in India. Censor board of India is very strict about adult content which impact on production.

	46
	
	GN, (2023).
	An Analysis on the Censorship and the OTT Platforms
	Qualitative analysis
	This paper highlights how censorship play a vital role in Indian OTT platform. Maintaining the quality of content is highly essential. Considering the local concept and real time scenario OTT channels produce the content to influence customer decision.

	47
	
	Goncharenko et al. (2023).
	Netflix, the Success of a Global Storytelling
	Qualitative
	This research is based on Netflix global strategy to maintain the leading position.

	48
	
	Dutta, (2021).
	Is OTT in India ‘over-the-top’? Re-Presentation, regulation and religious sentiments in Indian OTT
	 
	This paper emphasizes how the entertainment industry of India changed over the period. This paper reveals that the perceived value of customers is dependent on search time, recommendation, cultural beliefs and user experience. By maintaining these principles OTT platforms operate in India to maintain market value.

	49
	
	Barwal et al., (2023, September).
	The impact of Netflix recommendation engine on customer experience.
	Descriptive
	This paper discusses the Netflix recommendation which develops a strong perceived value among the customers. As per the data, it is clear that Netflix invests a large amount for technological upgradation to create value in business operations. advanced technological infrastructure ensure Netflix offer seamless service compared to another OTT platform

	50
	
	Bhattacharyya, Sahay and Sahay, (2022).
	The quest for competitive advantage: the role of technology depth and breadth at the customer interface. 
	Qualitative
	Developing a user-friendly interface is highly essential for an OTT platform. It allows the user to navigate the content easily. Currently Indian customer heavily dependent on quick search and recommendation which determine their satisfaction as well. This paper highlights how technology helps to improve the brand position of OTT platforms in India. AI algorithm based user interface offer a excellent user experience.
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APPLICATION FOR ETHICAL APPROVAL - INTRODUCTORY NOTES

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically.
A researcher may not be covered by the University’s insurance if ethical approval has not been
obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity:

“[CJreative work undertaken on a systematic basis in order to increase the stock of
knowledge, including knowledge of man, culture and society, and the use of this stock of
knowledge to devise new applications”.

As such this covers activities undertaken by:
e Members of staff (academic staff or support staff);
* Individuals holding honorary title from the University;
* Postgraduate research students;
In all of these cases ethical review is required regardless of discipline.

The individual undertaking the research activity is known as the lead researcher.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing
within normal educational requirements, and literary or artistic criticism.

For most projects you will only need to complete sections in the main part of the form. A few projects will
need more detailed ethical consideration and will need you to fill in sections in an appendix. At some points
in this form you will be asked questions about your research in the following way:

5 . Click to q
1 SD:eecsiﬁyccilfvresearch involve <<something YES (D NO C:::F::ctt?ot:e
) appendix <<N>>
2 Have you completed appendix <<N>>? YES O NO l

Clicking in the appropriate box will take you to the appropriate location in the text. At the end of each
appendix is a box. Clicking on this will return you to the question that originally took you to the appendix.

Return to the
main form

NB These clickable links will only work if you are editing the document in the desktop version of Word, not
the browser version. Please download and save the form before editing it.

Guidance notes are provided as comments or as text IN GREEN throughout this form. Please ensure that
the comments are removed and that the green text is replaced by your own text or removed as appropriate
BEFORE submitting this form.

Please ensure that you have read the UWTSD Research Ethics and Integrity Policy and the UWTSD
Research Data Management Policy BEFORE submitting this form.
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APPLICATION FOR ETHICAL APPROVAL

SECTION A: About You (Lead Researcher)

1 Full Name:

Tick all boxes that apply: Member of staff: O f:ﬁgsvr?ry [essarch O
2 ;
Taught Postgraduate Postgraduate
UnelergeeliptoSielent | Student & Research Student o
Institute/Academic
9 Discipline/Centre: licL
4 Campus: Birmingham
5 E-mail address: 2505073@student.uwtsd.ac.uk
6 Contact Telephone Number: 07440462775
Analysis on the Effectiveness of Localisation Strategies by Netflix
7 | Project Title in the Indian Streaming Market to by Netflix
8 Proposed Start Date 12/05/2026 Proposed End Date 28/08/2026
For students:
9 Student Number: 2505073
10 | Programme of Study: Master of Business Administration in International Business
11 | Supervisor: Mansoob Murshed
SECTION B: Grant or Contract Funding
Has your research been awarded, Click to Continue to the
1 applied for, or intend to apply for external YES continue to NO 5
R e next section
funding? appendix 1
2 Have you completed appendix 1? YES O NO l

SECTION C: Internal and External Ethical Guidance Materials

Ethical Guidance Documents

Please list the core ethical guidance documents that have been referred to during the completion of this
form (including any discipline-specific codes of research ethics, location-specific codes of research
ethics, and also any specific ethical guidance relating to the proposed methodology). Please tick to
confirm that your research proposal adheres to these codes and guidelines. You may add rows to this
table if needed.

1 UWTSD Research Ethics & Integrity Policy O

UWTSD Research Data Management Policy

2
3 UWTSD Open Access Publications Policy
4

UWTSD Export Control Policy
Required if Appendix 8 completed

[ A |

UWTSD Trusted Research and Innovation Policy
Required if research is taking place outside the UK

2
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[List any other relevant documents here] O

SECTION D: External Collaborative Research Activity

Does your research involve collaborating Click to Continue to the
1 partners at another institution or YES continue to NO SRR
organisation? appendix 2
2 | Have you completed appendix 2? YES 0 NO x

SECTION E: Details of Research Activity

Aims, Vision and Approach of the Research (maximum 200 words per section)

Please outline what are you hoping to achieve with your proposed work and how will you deliver it?

1

Research aims and objectives

Aim

India

The main aim of the research is to assess the effectiveness of the localisation strategy of Netflix in the

Objectives

n streaming market to increase subscriber retention rate, satisfaction, and subscriber acquisition.

To critically analyse the significance of the localisation strategy of Netflix in India, including content,
pricing, and marketing adaptation

To analyse the impact of the localisation strategy of Netflix on subscriber acquisition and retention|
rates
To analyse and compare Indian subscribers’ perception regarding Netflix's localised offering in|
respect to Amazon Prime

To propose an evidence-based solution for the strategic department at Netflix to enhance competitive
advantages in India.

Vision

It has importance within and beyond the research area because it will involve beyond the
streaming industry but overall entertainment industry.

It has the potential to improve the concept of the localisation strategy, however nw concept or new
theory can't be developed by this research.

It has the vision to explore the current trend of the streaming industry in India and the need of the
customers for more regional content and dubbing of international contents.

It has the impact on the economy enhancing the effectiveness of localisation strategy so that
Netflix and other steaming organisation can adopt the strategies and enhance overall economic
growth of India in this sector.
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Approach

Application of Research onion framework, the methodologies are identified. For the data collection
technique secondary qualitative method will be applied. This study will be done using systematic
literature review hence, secondary data collection from the authentic databases will be used. The
keywords such as Netflix, localisation strategy, streaming market, subscriber acquisition etc will be
used. Then search strings like Netflix OR OTT, language dubbing AND pricing will be identified.
Inclusion and exclusion criteria will be identified such as only the recent data from 2017 to 2026,
ABS ranking articles, English language articles, empirical qualitative and quantitative articles and
relevant to the topic articles will be included. By application of PRISMA diagram 50 articles will be
acquired through data collection. For data analysis technique

Secondary data collection technique by using systematic literature review will be the most suitable
because through this technique, with a systematic way articles will be collected from the databases
and there are numerous articles on the localisation strategy of Netflix in India so this study will help
to identify the effectiveness or failure of the strategy.

This is a very feasible strategy because it helps to critically review the existing academic evidence
on the localisation strategy of Netflix, comparing the subscribers’ perceptions and evidence-based
solutions.

As it will be a systematic literature review, so there will be no risk in data collection, if all the
sources will be acknowledged properly.

This approach will review all the articles and then using Brain and Clarke’s thematic analysis
method by application of six stages they will translate the output into the final outcome.

Location of research activity
Identify all locations where research activity will take place.

UWTSD Birmingham Campus.

Click to
continue to
appendix 3

Continue to the

Will any of your research be undertaken
YES .
next section

outside of the UK?

Have you completed any of appendix 3? YES O

SECTION F: Research Methods

Will the research activity include:

<
m
(7]

Use of a questionnaire or similar research instrument?

NO
O
2 | Use of interviews? ]
3 | Use of focus groups? O
4 Use of participant diaries? O
5 | Use of video or audio recording? O
6 | Use of computer-generated log files? O
7 | Participant observation with their knowledge? O
8 | Participant observation without their knowledge? O

9 Acce_s_s to personal or confidential information without the participants’ o .

specific consent?
10 Administration of any questions, test stimuli, presentation that may be o .

experienced as physically, mentally or emotionally harmful / offensive?

4
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Performance of any acts which may cause embarrassment or affect self-

11 esteem? o .
12 | Investigation of participants involved in illegal activities? O

13 | Use of procedures that involve deception? O

14 | Administration of any substance, agent or placebo? O I
15 | Working with live vertebrate animals? [m} .
16 | Procedures that may have a negative impact on the environment? O .
17 Other primary data collection methods. Please indicate the type of data

collection method(s) below.

Details of any other primary data collection method:

The above list covers most common data collection methods. If you will use other
types of data collection for all or some of your data collection then please describe
them here.

SECTION G: Research Participants

Research participants include people who will be taking part in your research as providers of research
data (e.g. being interviewed, answering questionnaires, or doing user testing of hardware or software).
This includes animal participants.

1

Does your research involve human or Continue this NO
non-human participants? section

Click to
continue to
section N

Participant numbers and source
How will you ensure an appropriately convened sample group in order to meet the aims of the research?

Give details for subgroups separately, if appropriate. How will any potential pitfalls, for example dual roles
or potential for coercion, be addressed?

1

How many participants will be
recruited and how was the N/A Secondary research
number decided upon?

Who will the participants be? | N/A Secondary research

How will you identify the

participants? N/A Secondary research

Will you be excluding any
groups of people, and if so N/A Secondary research
what is the rationale for that?

Will the research involve any
element of deception? Ifyes, | N/A Secondary research
please describe why this is
necessary and whether
participants will be informed
at the end of the study

Describe whether participants
will be able to withdraw from | N/A Secondary research
the study, and up to what
point (eg if data is to be
anonymised). If withdrawal is
not possible, after a certain
point, explain why not.
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How long will the participant
have to decide whether to
7 | take partin the research?

N/A Secondary research

What arrangements have
been made for participants
who might have difficulties
understanding verbal

8 explanations or written
information, or who have
particular communication
needs that should be taken
into account to facilitate their
involvement in the research?

N/A Secondary research

SECTION H: Research with Vulnerable People

- Click to 3
1 Are your participants classed as ST NO Continue tt_) the
vulnerable people? e next section
appendix 4
2 | Have you completed appendix 4? 0 NO X
SECTION I: Research Involving Animals
- Click to 3
1 Are_z your participants non-human SRR G NO Continue tt_) the
animals? s e next section
appendix 5
2 Have you completed appendix 5? O NO l

SECTION J: Research with the Prison Service

or the Probation Service

Are your participants staff or offenders Click to Continue to the

1 within the Prison Service or the Probation continue to NO R e
service? appendix 6

2 Have you completed appendix 6? (] NO l

SECTION K: Health and Social Care Research

1 Are your participants selected due to co?]ltlicﬁto NO Continue to the

their health or social care needs? e next section
appendix 7
2 | Have you completed appendix 7? O NO X
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SECTION L: Types of Personal Data

Personal Data

Does the research activity involve personal data (as defined by the General Data
Protection Regulation 2016 and the Data Protection Act 2018)?

YES NO

Personal data means any information relating to an identified or identifiable
natural person (‘data subject’). An identifiable natural person is one who can be
identified, directly or indirectly, in particular by reference to an identifier such as
a name, an identification number, location data, an online identifier or to one or i
more factors specific to the physical, physiological, genetic, mental, economic, o | X
cultural or social identity of that natural person. Any video or audio recordings of i
participants and transcription of such are considered to be personal data.

If you ticked YES, provide a description of the data and explain why this
data needs to be collected:

Any

use of personal data must be justified.

(this box should expand as you type)

Special Category Data

Does the research involve the processing of special category data (as defined by the | YES NO

General Data Protection Regulation 2016 and the Data Protection Act 2018)?
2 | Racial or ethnic origin O =
3 | Political opinions O .
4 | Religious or philosophical beliefs O .
5 | Genetic, biometric or health data O .
6 | Sex life or sexual orientation O .
7 | Trade union membership O .

If you ticked YES to any of questions L2-L7, provide a description of the data and explain why this special

category data needs to be collected to support the research and that it is in the public interest to do so:
8 | N/A Secondary research
9 Please describe how the research has been designed to gather the minimum amount of personal
data necessary for the specified research purpose:
N/A Secondary research
10 Demonstrate that the processing is not likely to cause substantial damage or distress to individuals
and that their interests will be safeguarded:
N/A Secondary research
1 Demonstrate that the data will not be used to take any action or make decisions in relation to the
individuals concerned:
N/A Secondary research
Data should be anonymised wherever possible, either at point of capture or once collated. If the
12 data cannot be anonymised, and if pseudonymisation is not possible, demonstrate why the that is

possible. If special category data cannot be anonymised, explicit consent to share that data must
normally be obtained.
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N/A Secondary research

13 If special category data cannot be anonymised, will you obtain explicit YES NO N/A
consent to share that data?
m] o =
SECTION M: Participant Information and Consent
Information for participants
It is normally expected that those participating in research should do so
having given their informed consent. If this is not appropriate or practical,
explicit justification must be provided, in line with prevailing disciplinary YES NO N/A
conventions. Please note however, that informed consent to participate in
the research is separate from consent to process (e.g. collect, analyse,
store, reuse or share) personal data, as the University's lawful basis for
processing personal data in research activities is part of its ‘public task'.
1 | Will you obtain written consent for participation? O O .
2 Will you describe the main research procedures to participants in o o .
advance, so that they are informed about what to expect?
3 | Will you tell participants that their participation is voluntary? O O .
4 Will you explain to participants that refusal to participate in the o o .
research will not affect their treatment or education (if relevant)?
5 If the research is observational, will you ask participants for their o o .
consent to being observed?
6 Will you tell participants that they may withdraw from the research o o .
at any time and for any reason?
7 Will participants be made aware of how you will treat any O o .
information that may reasonably by considered as confidential?
If your research requires your participants to sign up for a service
8 | provided by an external company or organisation will you inform O O .
them that their data may be stored and processed outside UWTSD?
9 | Will you give participants the UWTSD Privacy Notice for Research? O O .

If you have answered NO to any of questions M1-M9, please provide justification detailing why this is
necessary for the research.

10 | N/A Secondary research

Informed consent: Describe the arrangements to inform potential participants, before providing consent,
of what is involved in participating. Describe the arrangements for participants to provide full consent
before the research begins. If gaining consent in this way is inappropriate, explain how consent will be
obtained and recorded.

11 | N/A Secondary research
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Confidentiality: Confidential information refers to information that can be related to an identifiable
individual, whether living or deceased, which is not in the public domain and which is given with the
expectation that it will be kept confidential. Under Common Law when an individual entrusts a researcher
or research team with confidential information, the team must handle this in line with ‘reasonable
expectations’. In other words, confidential information should only normally be shared when there would
be ‘no surprises’ for the individuals concerned. Where participants would not expect the researcher to be
sharing their confidential information with others, researchers can manage their expectations by informing
them of their intentions (e.g. in the participant information sheet or during discussions about participation)
and asking them if they are happy with these plans. They should understand what is being proposed and
what this might mean for them, before they decide whether the researcher can share their confidential
information with others.

Please detail how you will treat confidential information:

12 | N/A Secondary research

Copies of any written consent form, written information and all other explanatory material should
accompany this application. If you have included these then please list the documents included here.

13 | N/A Secondary research

YES | NO N/A

O O | X |

14 | Consent form attached?

SECTION N: Research with Potential Military Application

q Click to q
1 Dc_:_es your rgse?rch have any potential oI NO Continue tt_) the
military application? e next section
appendix 8
2 Have you completed appendix 8? O NO I

SECTION O: Use of Artificial Intelligence Tools

Use of generative Al and other Al-based tools

There are a number of ethical issues relating to the use of generative Al
and other Al-based tools, including data security, output bias, and output
errors. In general you should assume that any generative Al or other Al-
based tool that you pay to use is more secure and accurate than one which
is free to use.

YES NO N/A

Will the research use Al tools to do any of the following:

1 | Capture data?

Generate and/or edit text?

Generate graphics?

Generate video?

Generate sound/music?

Generate code?

Generate synthetic data?

Analyse data?

o|ojo|o|o|o|lo|o|o
olojo|o|o|lolo|o|o
HINR KRR R XK

olo|N|lo|la|s|lw|N

Analyse personal or sensitive data?
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PG2 ETHICS FORM

10 | Classify data? o o 4

11 | Do you intend to use the free version of any Al tools? O . O

If you have answered YES to any of questions O1-O11, please provide justification detailing why this is
necessary for the research.

State which Al tool or tools you will be using, and where they are based (or store their data — you
may need to check their webpages or user agreement for this). If you are planning to use Copilot
then say if you're using the UWTSD version of it or the public version. You should also show how
12 | you are complying with current UWTSD guidance/policy of the use of Al.

Section P: Research Data Management Plan

1 | Data Summary

N/A Secondary research — Academic articles and industry / government reports used as data

2 | Responsibilities

N/A Secondary research

3 | Assessment of existing data

N/A Secondary research

4 | Management and curation of data

N/A Secondary research

5 | Quality assurance of data

N/A Secondary research

6 | Short-term data storage

N/A Secondary research

7 | Long-term data storage and preservation

N/A Secondary research

8 | Documentation and metadata

10
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N/A Secondary research

9 | Data sharing

N/A Secondary research

10 | Copyright and intellectual property ownership

N/A

11 | Resources

N/A Secondary research

SECTION Q: Risk Assessment

Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or
the University, and the steps that will be taken to address them.

If you have completed a full risk assessment (for example as required by a laboratory, or external
research collaborator) you may append that to this form.

1 | Full risk assessment completed and appended? MESRIENG
ER-
Risks to participants, researchers, and the University
2 Social risks: disclosures that could affect participants standing in the community, YES | NO
in their family and their job. @] X |
Legal risks: activities that could result in the participant, researchers and / or YES NO
3 University committing an offence; activities that might lead to a participant
disclosing criminal activity to a researcher which would necessitate reporting to O .
enforcement authorities; activities that could result in a civil claim for compensation
Economic harm: financial harm to participant, researcher and / or University YES NO
4 through disclosure or other event. 0O I
Reputational risk: damage to public perception of University or the University / YES NO
5 | researchers’ reputation in the eyes of funders, the research community and / or the
general public. u .

6 | [ YES [ NO

11
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Safeguarding risks: Risk to young people, vulnerable adults and / or researcher
from improper behaviour, abuse or exploitation. Risk to researcher of being in a O .
comprising situation, in which there might be accusations of improper behaviour.

Sensitive, embarrassing or upsetting topics. If research activity may include YES | NO
sensitive, embarrassing or upsetting topics or issues likely to disclose information
requiring further action (e.g. criminal activity), give details of the procedures to deal
7 | with these issues, including any support/advice (e.g. helpline numbers) to be o .
offered to participants. Note that where applicable, consent procedures should

make it clear that if something potentially or actually illegal is discovered in the
course of a project, it may need to be disclosed to the proper authorities.

Health and safety risks

Location hazards: for example: fire; visiting or working in participant’s homes;
working in remote locations and in high crime areas; overseas travel; hot, cold or YES NO
extreme weather conditions; working on or by water. Also hazardous work

8 locations, such as construction sites, confined spaces, roofs or laboratories. For
overseas travel, researchers will need to check country / city specific information,
travel health requirements and consider emergency arrangements as part of their O .
research planning. In all cases the University’s International Travel Policy must be
followed.

Activity hazards: for example: potentially mentally harmful activities; distressing YES | NO
9 and stressful work and content; driving; tripping or slipping; falling from height;
physically demanding work; lifting, carrying, pushing and pulling loads; night time 0 .
and weekend working.

[

Machinery and equipment: for example: ergonomic hazards, including computer YES NO
10 workstations and equipment; contact with electricity; contact with moving, rotating,
ejecting or cutting parts in machinery and instruments; accidental release of energy O .
from machines and instruments. |

Chemicals and other hazardous substances: the use, production, storage, YES NO
1 waste, transportation and accidental release of chemicals and hazardous
substances; flammable, dangerous and explosive substances; asphyxiating gases; O .

allergens; biological agents, blood and blood products.

Physical agents: for example: excessive noise exposure, hand-arm vibration and YES | NO

12 | whole body vibration; ionising radiation; lasers; artificial optical radiation and O .
electromagnetic fields

13 Environmental risks: for example: accidental spillage of pollutants, damage to YES NO
local ecosystems O I:

SECTION R: Disclosure and Barring Service

Disclosure and Barring Service

12
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If the research activity involves children or vulnerable adults, a
1 | Disclosure and Barring Service (DBS) certificate must be obtained YES NO N/A
before any contact with such participants.

Does your research require you to hold a current DBS Certificate? O O .

If YES, please give the certificate number. If the certificate number
is not available please write “Pending”; in this case any ethical
approval will be subject to providing the appropriate certificate
number.

SECTION S: Declaration

The information which | have provided is correct and complete to the best of my knowledge. | have
attempted to identify any risks and issues related to the research activity and acknowledge my obligations
and the rights of the participants.

In submitting this application | hereby confirm that | undertake to ensure that the above named research
activity will meet the University’s Research Ethics and Integrity Policy which is published on the website:
https://www.uwtsd.ac.uk/research/research-ethics/

1 | Name of applicant Harshkumar Anilkumar Mangarola

P Electronic or written

" " . Harshkumar Mangarola
signature of applicant:

3 | Date 11/06/2026

4 | Name of Supervisor Mansoob Murshed

Electronic or written
5 | signature of Director of
Studies:

6 | Date

Checklist: Please complete the checklist below to ensure that you have completed the form according to the
guidelines and attached any required documentation:

1 O | I have read the guidance notes supplied before completing the form.

2 O || have completed all relevant sections of the form in full.

3 O | | have attached a copy of the Participant Information Sheet (PIS) or Consent Form
4 o | have attached a completed copy of the Trusted Research and Innovation Checklist (where
applicable)

5 O || have attached a full risk assessment (where appropriate)

| understand that it is my responsibility to ensure that the above named research activity will
meet the University’s Research Ethics and Integrity Code of Practice

| understand that it is my responsibility to ensure that the above named research activity will
meet the University’s Research Data Management Policy

13
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8 o | understand that it is my responsibility to ensure that the above named research activity will
meet the University’s Research Export Control Policy
| understand that it is my responsibility to ensure that the above named research activity will
9 (m] . S N
meet the University’s Open Access Research Policy

1 [} 2 [} 3 [} 4

| have completed the following
appendices: 5 o 6 o 7 o 8

10

All communications relating to this application during its processing must be in writing and emailed to
paresearch@uwtsd.ac.uk, with the title ‘Ethical Approval’ followed by your name.

END OF MAIN FORM

14
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APPENDIX 1 - Grant or Contract Funding

PG2 ETHICS FORM

A1.1 Has your research been awarded external funding? YES NO O
A1.2 | Have you applied for funding / awaiting decision? YES NO O
A1.3 | Are you intending to apply for funding? YES NO O
A14 | Funding Body

A1.5 | Lead institution (grant holder)

A1.6 If awarded, grant reference

A17 If awarded, grant value

A1.8 If awarded, start date and duration

15

Return to the
main form
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APPENDIX 2: External Collaborative Research Activity

PG2 ETHICS FORM

INSTITUTION 1
A2.1 | Name
A2.2 | Researcher name and position
A2.3 | Role in project (e.g. co-investigator)
A2.4 | Contact e-mail address
External Ethical Approval : YES NO PENDING
Please detail the ethical approval required and Obtained? 0O 0 0O
A25 | arrangements for this partner. See Section 14 of
the UWTSD Research Ethics and Integrity
Policy. If approved, please supply confirmation.
INSTITUTION 2
A26 | Name
A2.7 | Researcher name and position
A2.8 | Role in project (e.g. co-investigator)
A29 | Contact e-mail address
External Ethical Approval : YES NO PENDING
Please detail the ethical approval required and Obtained? 0O 0O 0O
A2.10 | arrangements for this partner. See Section 14 of
) the UWTSD Research Ethics and Integrity
Policy. If approved, please supply confirmation.
INSTITUTION 3
A2.11 | Name
A2.12 | Researcher name and position
A2.13 | Role in project (e.g. co-investigator)
A2.14 | Contact e-mail address
External Ethical Approval ) YES NO PENDING
Please detail the ethical approval required and Obtained? 0 0 0
A2.15 | arrangements for this partner. See Section 14 of
) the UWTSD Research Ethics and Integrity
Policy. If approved, please supply confirmation.

Add additional collaborators as needed

16

Return to the
main form
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APPENDIX 3: Research Undertaken Outside of the UK

Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical
considerations are complied with and that the relevant permissions are sought. Specify any local
guidelines (e.g. from local professional associations/learned societies/universities) that exist and
whether these involve any ethical stipulations beyond those usual in the UK (provide details of any
A3.1 |licenses or permissions required). Also specify whether there are any specific ethical issues raised
by the local context in which the research activity is taking place, for example, particular cultural
and/or legal sensitivities or vulnerabilities of participants. Describe the measures you have taken to
comply with these and provide evidence of approvals etc. If you live in the country where you will
do the research then please state this. If you have a local research supervisor or research advisor
then please give their contact details here.

If you are working outside the UK provide details of the location(s) in terms of country and city/town.
Where you are working with organisations such as museums, schools, universities, or government
departments include them here together with details of the contact person involved. Where there are
specific local legal codes covering your research, e.g. for child protection or data protection, list them here
and state how you will ensure that you comply with them.

If you plan to work outside your home country then check your government's recommendations for the
country in which you will be working. For the UK this information is available at https://www.gov.uk/foreign-
travel-advice. It is also a good idea to make sure that you have the contact details of your nearest

embassy or consulate in case of emergency. Travel insurance that covers working outside of your home
country is recommended.

(this box should expand as you type)
Responsible Research and Innovation

A3.2 |If research is taking place overseas please refer to the UWTSD Trusted Research and Innovation
Policy and complete the Trusted Research and Innovation Checklist and submit it with this form.

A3.3 |Confirm that you have read the Trusted Research and Innovation Policy O

If you are a postgraduate research student working with a research supervisor
or research advisor at your local university then you do not need to fill in any
more sections of this appendix.

If you are working in a research collaboration with an overseas partner please
complete the remaining sections of this appendix.

Return to the
main form

Organisational Details

A3.4 | Name of Organisation

A3.5 | Country where organisation is based:

Registration number and name of registration body (examples of relevant registration bodies
A3.6 N 5 ) e
are government, tax, corporation, charity, educational authority):

Contact INSPIRE for support on this section.

(this box should expand as you type)

17
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What is the legal status of the organisation? (for example: public university, private university,
charity, private company, non-profit making company, government research organisation,

Fey independent research organisation) Please include the date of foundation. Note: We may be
required to ask for evidence of this at a later stage.
Contact INSPIRE for support on this section.

(this box should expand as you type)

A3.8

Is your organisation affiliated to any other organisation? (i.e. is the organisation legally part of a
larger organisation or a group of larger organisations).

Conta

ct INSPIRE for support on this section.

(this box should expand as you type)

A3.9

Name(s) of investigators in the organisation who will be responsible for the collaborative
research and innovation

(this box should expand as you type)

About New Partners

A3.10 | Why does a partner want to work with you?

Contact INSPIRE for support on this section.

(this box should expand as you type)

A3.11 | What are they expecting in return for their financial support or involvement?

Contact INSPIRE for support on this section.

(this box should expand as you type)
Is the organisation associated with a country which may be viewed as YES NO

A3.12 hostile to the UK or one which has different democratic and ethical values

. from our own? If you have ticked YES, please briefly describe below how o o

you will maintain the UK’s democratic and ethical values within the research.

Contact INSPIRE for support on this section.

(this box should expand as you type)
Has due diligence into the partner identified any involvement in research on YES NO
behalf of the military or police with links to a hostile state? If you have ticked

A3.13 ; y A 4 :
YES, please summarise below how you will prevent information from this O o
research from being released to these organisations.

Contact INSPIRE for support on this section.

(this box should expand as you type)
Set within the context of any information gained from due diligence, could YES NO

A3.14 | YoUur research be misused or have unintended applications which would be

. negative? If you have ticked YES, please summarise below how this might o o

oceur.

Contact INSPIRE for support on this section.

(this bo:

x should expand as you type)

18
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Are there any legal, regulatory or university policy constraints on YES NO
A3.15 | undertaking your research with this partner? If you have ticked YES, please
summarise these below. O o
Contact INSPIRE for support on this section.
(this box should expand as you type)
Having considered the answers to questions A3.10-A3.15, are there potential YES NO
A3.16 | reputational or ethical risks to you or the university? If you have ticked YES,
please summarise these risks below. O o
Contact INSPIRE for support on this section.
(this box should expand as you type)
About Research Relationships YES NO
A3.A7 Are the terms of any proposed Memorandum of Understanding (MoU) in o o
. keeping with the expectations of your department and university?
Are you providing existing intellectual property (IP), research data, confidential
A3.18 | or personally identifiable data to the project? If so, how is this going to be O [m]

protected?

Contact INSPIRE for support on this section.

(this box

should expand as you type)

A3.19

Who will own any IP that is generated?

Contact INSPIRE for support on this section.

(this box

should expand as you type)

A3.20

What plans do you have in place for protecting the resulting IP?

Contact INSPIRE for support on this section.

(this box

should expand as you type)

A3.21

academic institutions?

What contractual requirements are you able to put in place to protect the interests of your

Contact INSPIRE for support on this section.

(this box

should expand as you type)

A3.22

broader visibility might this provide?

What access will the research partner have to your IT network? If they do have access, what

Contact INSPIRE for support on this section.

(this box

should expand as you type)

A3.23

Is there any physical separation or protection required between research in similar fields?

Contact INSPIRE for support on this section.

(this box

should expand as you type)

19
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About Existing Partners

Would proceeding with the research raise potential conflicts of interest with YES NO
A3.24 | existing research partners? If you have ticked YES, please explain these

conflicts below. O o
Contact INSPIRE for support on this section.
(this box should expand as you type)

Have you spoken with your existing partners about any potential conflict of YES NO
A3.25 | interest? If you have ticked YES, please briefly summarise their response(s)

below. O o
Contact INSPIRE for support on this section.
(this box should expand as you type)

Does any non-disclosure agreement for this project include an expectation that | YES | NO
A3.26 | you will need to provide visibility to existing partners? If you have ticked YES,

please explain below how this will be managed. o o
Contact INSPIRE for support on this section.
(this box should expand as you type)

Will this research breach any existing contractual agreements that you, your YES NO
A3.27 | department or university already have? If you have ticked YES, please explain

below how this will be managed. O O
Contact INSPIRE for support on this section.
(this box should expand as you type)

Return to the
main form
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APPENDIX 4: Research with Vulnerable People

Will the research involve data processing involving the following data subjects: YES | NO

A4.1 | Children under 16

A4.2 | Adults with learning disabilities

A4.3 | Adults with other forms of mental incapacity or mental illness

A4.4 | Adults in emergency situations

o o
o(o| O |(o|o

A4.5 | Prisoners or young offenders

AL6 Those who could be considered to have a particularly dependent relationship with the

investigator, e.g. members of staff, students o ol
A4.7 | People who have not given their explicit consent to participate in the project O )
A4.8 | People engaged in illegal activities O
A4.9 | Any other people who can be considered vulnerable in the context of this project o

Please justify the inclusion of the above people (if applicable), explaining why the research cannot be
conducted on non-vulnerable people.

Any inclusion of vulnerable people must be fully justified.

A4.10

(this box should expand as you type)

Please give details of extra steps taken to assure the protection of vulnerable people participating in the
research. You should describe any arrangements to be made for obtaining consent from a legal
representative.

How will you protect your participants from any negative impacts caused by your research
process? This might include physical or emotional harm or discomfort. If vulnerable participants
will be giving consent themselves then explain the steps you will take to ensure that they are not
A4.11 | coerced into giving consent. If consent is to be obtained from a legal representative then how will
you identify the appropriate person?

(this box should expand as you type)

It is the researcher’s responsibility to check whether a DBS check (or equivalent) is required and to
obtain one if it is needed. Please confirm:

YES NO
A4.12 | DBS Check required?

O O

YES NO N/A
O O O

A4.13 | DBS cettificate obtained?

Return to the
main form
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APPENDIX 5: Research Involving Animals

The use of animals in research is tightly governed and monitored by law and by the Home Office,
specifically under the Animals (Scientific Procedures) Act 1986 and its accompanying codes of practice
and processes. The Act regulates procedures that are carried out on protected animals for scientific or
educational purposes that may cause pain, suffering, distress or lasting harm. Under the Act, a protected
animal is ‘any living vertebrate, other than man, and any living cephalopod’. The University does not hold
a Home Office issued Establishment Licence and therefore researchers must ensure that any proposed
work involving animals is either exempt from the Act or falls outside of its scope. Exempted research, for
example involving routine veterinary practice or clinical veterinary research, may still require external
ethical approval from the Royal Society of Veterinary Surgeons. When undertaking collaborative research
involving animals, the UWTSD Research Ethics Committee must be assured that the partner institution(s)
conform to the appropriate regulatory framework or legislation, and have approval from their local
Research Ethics Committee. Any such work must follow the guidance of the National Centre for the
Replacement, Reduction and Refinement of Animals in Research, known as the 3Rs. In all cases, advise
must be sought from INSPIRE for any proposed research involving animals, either at UWTSD, or by
research collaborators in partnership with UWTSD. This should be at the very early stages of research
design, so that an appropriate due diligence exercise can be undertaken.

Will the _res_earch_ involve any work with any of the following animals (including YES | NO
observation in their natural habitat)

A5.1 | Any living vertebrates, other than humans? O O

A5.2 | Any living cephalopods? O O

A5.3 | Has INSPIRE undertaken an initial due diligence exercise? O O

A5.4 | Due diligence assessment appended to this application? O O

Please provide a summary of the due diligence exercise, noting arrangements for compliance with the
necessary regulatory frameworks and legislation. Please append the full due diligence assessment from
INSPIRE.

Contact INSPIRE for support on this section.

A55

Return to the
main form
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APPENDIX 6: Research with Staff or Offenders in Prison Establishments and Probation Services

Research with staff and/or offenders in prison establishments, the Probation Service or within His
Majesty’s Prison and Probation Services requires additional approvals.

Will the research involve any of the following? YES | NO

| AB.1 | Staffin prison establishments

i A6.2 | Offenders in prison establishments

A6.3 | The Probation Service

O O
O O
O O
O O

AB.4 | His Majesty’s Prison and Probation Services

A6.5 | Has INSPIRE undertaken an initial due diligence exercise? O g
AB.6 | Have you applied to the HMPPS National Research Committee (NRC)? O O
| Has HMPPS National Research Committee approval been granted? If yes, please
A6.7 ; A O /o
append to this application.
i A6.8 | Due diligence assessment appended to this application? O [m]

Please provide a summary of the due diligence exercise, noting arrangements for compliance W|th the
necessary regulatory frameworks and legislation. Please append the full due diligence assessment from
INSPIRE.

Contact INSPIRE for support on this section.

AB.9

Return to the
main form
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APPENDIX 7: Health and Social Care Research

Al health and social care research must have a sponsor as defined by the Health Research Authority UK
Policy Framework for Health & Social Care. The University will under no circumstances act as the
sponsor of health and social care research (i.e. that which requires approval by a NHS Research Ethics
Committee). In all cases, therefore, an appropriate collaborating partner must lead the research. Any
health and social care research therefore requires an initial due diligence exercise, which will be
undertaken by INSPIRE. The purpose of the due diligence exercise is to ensure that the University has
the capability to undertake the research, either independently or in collaboration with research partners.
This will include advice on suitable collaborative arrangements and the appropriate involvement of
UWTSD researchers in the proposed research study. This is likely to apply to the following areas:

Will the data processing involve: YES | NO

Participants who have been recruited on the basis of medical and health conditions,

7 life stage or other physical or mental attribute.

O ]

Participants who will engage in physical exercise, activity or exertion of any kind, or
A7.2 | who use exercise equipment, assistive devices or other apparatus for the purposes O )
of the research study. This includes interventions that are minimally invasive.

A7.3 | Patients and users of the NHS (including NHS patients treated in the private sector). O )

Individuals identified as potential participants because of their status as relatives or

A carers of patients and users of the NHS. o ol
A7.5 | Patients who are cared for in private and voluntary sector nursing homes. O )
A7.6 | Confidential patient information.
A7.7 | Clinical trial of a medicinal product or medical device.
Access to organs or other bodily material of past and present NHS patients, or any
A7.8 9 g el [} ]
material consisting of or containing human cells.
A7.9 Use of human tissue (including non-NHS sources) where the collection is not o o

covered by a Human Tissue Authority licence.

A7.10 | Foetal material and IVF involving NHS patients.

A7.11 | The recently deceased under NHS care.
A7.12 | NHS staff or premises.

A7.13 | Practising midwives conducting a clinical trial.

A7.14 | Investigational medicinal product.

Medical devices that are not CE-marked or CE-marked medical devices that have
been modified or are being used for a new purpose.

A7.16 | Exposure to ionising radiation.

A7.15

oo |o|jo|o|o|o
o|o |o|jo|o|o|o

A7.17 | Other health and social care related research.

Please specify O O
Contact INSPIRE for support on this section.
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YES | NO | NA
A7.18 | Does the research meet the HRA definition of research?
O O O
YES | NO | NA
A7.19 | Is the Research being sponsored by a collaborating partner?
O O O
YES | NO | NA
A7.20 | Has NHS ethics approval been granted?
O O O
YES NO
A7.21 | Has INSPIRE undertaken an initial due diligence exercise? = =

Contact INSPIRE for support on this section.

A7.22
4 Click to
A7.03 | Have you been granted NHS ethical YES AT NO Return to the
approval? “SectionR_ main form
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APPENDIX 8: Export Control for Research with Potential Military End Uses

Export controls apply to the physical, electronic or oral transmission outside the UK of applied research,
sensitive technology, software and equipment that could potentially be misused, either directly or
indirectly, for military purposes. These legal controls are a serious obligation and UWTSD researchers
must actively manage the risks of these being misused to fuel conflict, threaten national security, support
terrorism and crime, violate human rights or proliferate Weapons of Mass Destruction. UWTSD'’s Export
Control Policy provides a clear six step process to determine if your research is covered by export
controls. Please complete the following screening to judge if you need to compete a full export control
assessment. If you are in any doubt, then please contact INSPIRE. Any research in UNTSD involving the
following high-risk areas must be screened.

Will the research involve:

Defence YES | NO
A8.1 | Military equipment and munitions O )
A8.2 | Defence equipment, including satellites O

A8.3 | Technical data, including some border and port information

A8.4 | Dual use research

=z
o

Materials and Technologies YES

A8.5 | Nuclear materials, facilities and equipment

A8.6 | Chemicals, microorganisms and toxins

A8.7 | Electronics design, development and production

A8.8 | Computers

A8.9 | Telecommunications

A8.10 | Sensors and lasers

A8.11 | Navigation and avionics

A8.12 | Marine technology

A8.13 | Composite materials

O|O|o|Oo|jo|jo|Oo|o|o|O
o(o|o(ojo|o|O(Oo(o|O

A8.14 | Aerospace and propulsion

<
m
[}
=z
o

Sensitive Information

A8.15 | Cryptology

A8.16 | Counterterrorism

A8.17 | Counternarcotics

A8.18 | Cyber-related

A8.19 | Non-proliferation

Oo|o|o|jo|o|O
Oo|ojo|o|o|O

A8.20 | Transnational criminal organisations
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Genetic Resources YES | NO

A8.21 | Genetic material of actual or potential value O )

A8.22 | Organisms, or parts thereof O m)

A8.23 | Populations (or organisms) O )

A8.24 | Other biotic components of ecosystems O )
Domesticated or cultivated species in which the evolutionary process has been

AB.25 | . [} O
influenced by humans

Will you be exporting military or dual-use technology, now or possibly in the future? YES | NO

This information may take many forms, including:

A8.26 | Physical transfer of goods, technologies, material or equipment

A8.27 | Blueprints

A8.28 | Plans
A8.29 | Diagrams
A8.30 | Models

A8.31 | Formulae

A8.32 | Tables

A8.33 | Engineering designs and specifications

A8.34 | Manuals and instructions

A8.35 | Software

O|o|jo|o|o|o|o|jOo|o|Oo|O
o o o o o o o o

A8.36 | Know-how

<
m
[}
=z
o

Will your project transfer technology using any of the following physical methods?

A8.37 | USB flash drives

A8.38 | Portable hard drives

A8.39 | Laptops

A8.40 | Tablets

Intangible forms by using electronic media, such as email, phone storage and cloud

FB file sharing

O|lo|ojo|jo|o
oo o|o|o|o

A8.42 | Physical exports

Will your project involve any of the following? YES | NO
A8.43 | Oral transfer by phone or videoconferencing or presentations O
A8.44 | Travelling overseas for any purpose, while unintendingly carrying any of the above. O
A8.45 | Will you be hosting foreign visitors? O

27





image41.jpg
Prifysgol Cymru

Y Drindod Dewi Sant

University of Wales PG2 ETHICS FORM
Trinity Saint David

A8.46 | Full export control assessment required? o o
A8.47 | Full export control assessment completed? o o
A8.48 | Full export control assessment appended? o o

Return to the
main form
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image13.png
Table 1 Prominent OTT competitors in India
OTT platform Subscription plen Membership fee Duration Subscribers/users
Amazon Prime Video Amazon Prime monthly plan  INR 179 1month 18 million
Amazon Prime quarterly plan INR 459 3months
Amazon Prime yearly plan  INR 1,499 1 year
Disney + Hotstar  VIP Plan INR399 2year  45.9millon
Premium Plan INR 1,499 3year
Voot Monthly INR9Y 1 month 1 millon (paid) and 100 milion monthy active users
Yearly INR999 1 year
ALTBalgji Monthly INR43 1month  2.4milion
Yearly INR300 1 year
SonyLiv. LIV Premium monthly INR299 1 month 327 milion (paid) and 118 million monthly active users
LIV Premium halfyearly  INR60O &months
LIV Premium yearly INR999 1 year
LIV Special+ INR399 1 year
WWE Network plan INR299 1 year

‘Sources: Baboori (2021, July 21); Team (2021, December 16)
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