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[bookmark: _Toc216697705]1. Introduction 
The entertainment consumption has deeply changed due to the global streaming industry, with Netflix being at the centre stage of this change as the first provider of video-on-demand services through subscription. As of 2024, Netflix is operating in over 190 countries and has 282.7 million subscribers worldwide, which proves the fact of tremendous success in navigating the specifics of different cultural environments and maintaining the brand presence simultaneously. 
This report will examine the marketing strategies of Netflix within two different markets, the United States and Japan. The United States is the native market of Netflix, and the core income earner, with around 84 million subscribers, and Japan is the largest market of the company in the Asia-Pacific region and has more than 10 million subscribers. These markets were chosen due to their divergent features: the United States is the country with a mature, culturally close environment, and Japan is the country with special cultural issues and strong national competition. This report discusses the macro-environment factors, STP strategy, marketing-mix implementation, performance measures, and ethical issues.
[bookmark: _Toc216697706]2. Brand Overview
Netflix was established in 1997 as a DVD rental company and introduced its streaming service in 2007, thus making content consumption a revolution. With a business idea of subscription and tiered pricing, the company receives $39 bn revenue in 2024, which is 15.7% higher than the previous year (Netflix Inc, 2024). The strengths of Netflix in terms of its competitive position are its advanced recommendation system, as well as the massive investments of Netflix in content annually of up to 16billion dollars.
The core business of Netflix is still the United States, which brings in 17.3 billion dollars annually, with about 84 million subscribers. The market is very saturated with 81 % household penetration, making it the most mature market in the whole world in terms of its Netflix presence (Statista, 2024). The company is supported by the well-established brand name, as awareness in the United States is 90 3/4 found, and possesses first-mover advantages not just in streaming technology but also in streaming content production ability.
In September 2015, Netflix launched in Japan, knowing the potential of the market despite the local competition that includes Hulu Japan, Amazon Prime Video and U-NEXT. Japan is the largest market revenue centre for Netflix in the Asia-Pacific region, having more than 10 + million subscribers as of 2024 (Statista, 2025). The market has its own set of challenges, which include the preference for domestic material, especially anime and manga adaptation, and also the threats of traditional television networks. However, the internet penetration of Japan (93  %) and the rising use of streaming services are a great opportunity.
[bookmark: _Toc216697707]3. Comparison of the Socio-Cultural Context (PESTLE Analysis)
The macro-environment is referred to as the external forces that can affect the operations of a firm, but they cannot be controlled by the firm. The PESTEL analysis is a framework that is regularly applied in international marketing to examine Political, Economic, Social, Technological, and Legal and Environmental variables of various national markets (Khandelwal et al., 2020).  
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Figure 1: The PESTLE Analysis Framework; 
Source:  (Khandelwal et al., 2020)
3.1 Political Factors
The telecommunications and media in the United States are run under both a federal regulatory system, whereby the Federal Communications Commission (FCC) is in charge. Liberty of content is relatively high, and content freedom is upheld by the First Amendment, although there is a content rating system by the Motion Picture Association (Deepak and Jeyakumar, 2019). The political environment is not so much aggressive, and there is no significant interference of the governments in the streaming service; nevertheless, there are some discussions related to data privacy and antitrust concerns lately.
Japan has a more rigid content control structure that is controlled by the Ministry of Internal Affairs and Communications. The Broadcasting Act governs the content standards, especially on issues of violence and sexual material. The political environment in Japan is stable due to the Liberal Democratic Party, and the government is supportive of digital-transformation efforts (Park, 2020). However, the issues of content-censorship (or explicit content, in particular) demand delicate content editing and adjusting.
The political environment in the USA is favourable to the freedom of content, but moderately unfavourable in Japan because the censorship is highly restrictive.
3.2 Economic Factors
The US has the largest economy across the world with a GDP of 27.4_ trillion and high disposable-income levels that underpin high-end entertainment. The entertainment spending has a mean cost of around $337 in a household per month, which makes the market favourable to subscription services (Statista, 2024). Disney+ competes with the HBOMax, Hulu, and Amazon Prime Video that saturate the market even more. The premium pricing strategy is encouraged by economic reasons, and inflation issues have increased price sensitivity.
Japan is the fifth-largest economy in the world, and its GDP is $4.2 trillion. With economic maturity, consumer expenditure on entertainment has continued to be high at ¥ 16,000 (107) by households each month (Brown, 2025). The penetration of smartphones is high (94 ), and mobile viewing is preferred in the market. Economic influences entail an ageing population, which influences the preference for content and deflationary forces which limit aggressive pricing policy.
These are overall favourable economic conditions in both markets, but competition in the USA and price sensitivity in Japan have limitations.
3.3 Socio-Cultural Factors
The watching behaviour of the Americans focuses on binge watching; 73 % of the subscribers in the U.S. also view several episodes one right after the other (Khandelwal et al., 2020). The market is very tolerant towards various representations and worldly content. Viewing patterns in the family also differ, and individual viewing is becoming more widespread. The main language used is English, thus making it easier to deliver content.
Cultural tastes in Japan are manifested through Japanese social factors. The content based on anime and manga is leading the pack, with 60 % of the Japanese Netflix users viewing anime regularly (Stoll, 2024). Language restriction is a cause of the high subtitling and dubbing. The Japanese audiences like shorter episodes (30 45 minutes) than the American hour-long. 
Social elements are very favourable in both countries as long as Netflix maintains high levels of localisation of content in Japan. 
Besides observation of behaviour, the six cultural dimensions by Hofstede can be used to analyse some of the differences between the USA and Japan cultures. The Hofstede model is convenient in the comparative analysis of national cultures in a systematic manner, but it has been argued as being stereotypical and insensitive to cultural change (Bajaj, 2020).
Table 1: Hofstede’s Cultural Dimensions – USA vs Japan
	Dimension
	USA
	Japan
	Implication for Netflix

	Power Distance
	Low
	Moderate
	Creative freedom easier in USA

	Individualism
	Very high
	Moderate
	Personalised content suits USA

	Masculinity
	Moderate
	High
	Competitive, high-quality content valued in Japan

	Uncertainty Avoidance
	Low
	High
	Clear genres & trusted franchises needed in Japan

	Long-term Orientation
	Short-term
	Long-term
	Long-term content investment favours Japan

	Indulgence
	High
	Low
	Entertainment-driven content stronger in USA


The cultural aspects in both markets are positive, though in Japan, there is much more to be done in terms of localisation and long-term commitment to the culture.
3.4 Technological Factors
In the United States, the adoption of streaming technology is the highest, with 91 % of the population having access to the internet with an average download speed of 242 Mbps. The ownership of smart TVs is 82% households and supported with 85% smartphone/53% tablet penetration rates (Statista, 2025). The 4K and HDR streaming is supported with technological infrastructure. The advanced CGI and virtual-production technologies are included in the innovation in content production. Interactive content and gaming are some of the new features that are easily picked up by the market.
Japan is exhibiting 93 % internet penetration, and with a speed of 199 Mbps, which is mainly obtained through mobile gadgets. Mobile phone ownership is 94 %, and this makes mobile-first strategies imperative (Jonwal, 2025). Compact gadgets are preferred as a result of limited space to live and a commuter nature. The Japanese customers welcome the high-quality streaming yet want to be mobile-optimised. The gaming culture changes the patterns of content consumption, providing the possibility of content about gaming.
The technological conditions are very favourable in both markets because of the developed digital infrastructure and high utilisation of streaming.
3.5 Legal Factors
The US legislation focuses on copyright protection based on the Digital Millennium Copyright Act (DMCA) and lobbying by the entertainment industry. The laws of data protection are on a state basis, and the CCPA established in California is strict. Content licensing is a business in a complex environment with limited territorial allocation and competitive bidding (Schlegelmilch, 2022). The level of antitrust scrutiny has increased, but the effects are slight.
Japan has strict copyright laws and puts things in terms of the most extreme consequences when violated. The Act on Protection of Personal Information (APPI) regulates the use of data, whereby the consent requirements are strict. Content licensing will have to take into consideration the exclusive broadcasting licenses that traditional networks have. Consumer laws require clarity in pricing as well as getting called off (Jain et al., 2022).
Legal considerations are slightly unfavourable in both nations because of the data protection and the complicated content licensing.
3.6 Environmental Factors
American consumers are looking at environmental sustainability, as 45 % of them are willing to use environmentally friendly brands. Netflix has pressure to lower its data centre and streaming infrastructure carbon footprint. The company is determined to ensure that greenhouse gas emissions are brought down to a net-zero point by 2030, and it is investing in renewable energy sources and sustainable production methods (Yuan, 2023).
Japan is highly environmentally conscious, having strict energy efficiency standards. Netflix shares the Japanese sustainability principles due to green data centre projects and cooperation with companies that provide renewable energy. Japanese consumers expect companies to be committed to the environment, but they put more emphasis on the services they offer and the relevance of the content rather than the environment (Bajaj, 2020). 
The environmental factors are moderate, since the sustainability expectations are in line with the environmental commitments of Netflix.
The PESTLE analysis, in general, demonstrates that the United States and Japan have some similarities in technological preparedness, digital infrastructure, and the increasing demands on the environment, which are favourable to the streaming model by Netflix. Nevertheless, the most important distinctions are the political regulation, cultural inclinations, and legislative frameworks. The USA has more freedom regarding the content and more flexibility over the prices compared to Japan, which needs more localisation, higher content compliance and a competitive price.
[bookmark: _Toc216697708]4. Comparison of STP Strategies
4.1 Segmentation Strategies
USA: Netflix uses multidimensional segmentation in the USA. It includes all the demographics from children to adults (Pérez, 2020). The geographical coverage is universal, including urban, suburban and rural. Psychographically, the segmentation is done to include tech-savvy early adopters, entertainment lovers, and value-conscious families. On the behavioural dimension, Netflix separates between heavy users (binge-watchers who spend 3 or more hours per day using Netflix), moderate users, and occasional viewers. Segmentation can be price-based with the three-tier subscription model (Standard with ads, at $6.99, Standard at $15.49 and Premium at $22.99) (Netflix Inc, 2024).
Japan: The Japanese target is to focus more on the cultures and target the content. On the demographic front, the target markets are anime fans (15-35 years), busy office workers who want to have mobile entertainment, and families who prefer local content. The geographical concentration of the strategies in Tokyo, Osaka, and Nagoya is triggered by urban concentration; however, rural penetration is on the rise (Hsiao, 2024). Psychographically, there are participants of the otaku culture, those who consume Western content and premium consumers who seek quality. Behavioural segmentation singles out mobile-first viewers (70 % of Japanese users mostly watch on their smartphones) and commuter entertainment frequenters and weekend binge-watchers. The buying power and the value: there are pricing levels (Standard, with ads, at ¥790, Standard, at ¥1,490, Premium, at ¥1,980) (Netflix Inc, 2024).
4.2 Targeting Strategies
USA: Targeting the USA, Netflix uses differentiated targeting, developing content and selling it to various groups at the same time. The main audience will be millennials and Gen Z (18-40) who consume on-demand content favourably, families with children in need of a variety of entertainment, and professionals with education who appreciate quality programming. Data analytics allows the company to find micro-segments and provide personal recommendations (Joonas et al., 2023). The mass media reaches the vast masses of people through marketing campaigns, and the Internet reaches the specific demographic, using digital targeting.
Japan: According to Japanese targeting, the company focuses on the audiences of anime and manga as the major ones, as these audiences promote subscriptions and other kinds of engagement. Secondary targets will be expatriates and the English-speaking Japanese who want to get Western content, and high-end customers who appreciate quality production. Netflix specifically aims at commuters using mobile-friendly content and offline options (Rešetar and Seljan, n.d.). The company also cooperates with the anime producers and manga publishers, targeting the satisfaction of core audiences but gradually opening to the expansive audiences based on the localised original content.
4.3 Positioning Strategies
USA: Netflix positions itself as the top entertainment destination that will provide unlimited storytelling and focus on the variety of content, quality and convenience. The brand is a symbol of cultural leadership in the entertainment world, with a tendency to define trends that are followed by other competitors (Paksiutov, 2023). Positioning is built on exclusivity of original content, from award-winning productions (Netflix received 24 Emmy Awards in 2024), and technological superiority. Their value propositions are focused on customised entertainment at affordable prices, making Netflix a necessity service in the family instead of a luxury entertainment.
Japan: Japanese positioning is based on the idea of the worldwide home of anime, as well as international quality content. Netflix positions itself as being in the situation of global and local entertainment, both with popular anime titles and Western productions (Tse, 2020). The brand focuses on the production quality, genuine localisation and appreciation of the Japanese culture. Differing from the USA positioning, where the company is concentrated on cultural leadership, the Japanese positioning is centred on collaboration with local creators and engagement with anime investment. In 2024, the company invested in Japanese content $500 million, and this shows that the firm is not in a hurry and instead, it is willing to invest over time as an indication that the company is not seen as a foreign entity that does not understand Japanese culture (Netflix Inc, 2024).
Furthermore, Netflix’s positioning in the USA and Japan can be illustrated using a perceptual map based on content localisation and premium quality.
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Figure 2: Perceptual Map of Netflix's positioning in Japan and USA; 
Source: Self
As shown in the above Map, Netflix occupies a premium-quality position in both markets, with significantly higher localisation emphasis in Japan.
Netflix has a roughly similar STP strategy both in the USA and Japan through data-based segmentation, differentiated targeting, and premium positioning along the lines of original content and user personalisation. Nevertheless, there are some distinguishing aspects in terms of execution: the USA approach is more mass-oriented and standardised, to have a wide reach to demographics and cultural leadership on the global level, whereas the Japanese one is more localised and concentrated, with its aim to penetrate segments based on anime and mobile-first orientation, and positioning as a native of the culture in co-creation with local creators.
[bookmark: _Toc216697709]5. Comparison of Marketing Mix (7Ps) Strategies
5.1 Product
USA: The USA content library has about 15,000 titles, which focus on original series such as Stranger Things, The Crown, and Wednesday. Content strategy focuses on large-scale productions that cost over 200 million dollars (series such as The Crown Season 6), a maximum variety of genres, and star-driven projects (Statista, 2024). True crime series and other types of documentary programming create a lot of engagement. The product focuses on English-language content, but shows international content that is subtitled in English, such as "Squid Game", and has shown content acceptance across the globe.
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Figure 3: USA: Product Depth; 
Source: (Netflix Inc, 2024)
Japan: Japanese content strategy involves anime that makes up 40 % of the content library, consisting of more than 600 anime programs. Netflix devotes much money to the original anime work, collaborating with such famous studios as Production I.G. and Studio Bones. Manga properties such as "Alice in Borderland" and, One Piece, are adapted into live-action films to meet the domestic market needs (Netflix Inc, 2024). Product mix involves global Netflix titles, which are Japanese-dubbed, and local content. The use of mobile-optimised formats and the duration of an episode (20-30 minutes for most anime series) is compatible with Japanese habits of watching.
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Figure 4: Japan: Product Depth; 
Source: (Netflix Inc, 2024)
Overall, the product strategy of Netflix has high product depth due to the variety of different genres and formats depending on the market (Brown, 2025). High-budget originals, documentaries and hits worldwide like Stranger Things and The Crown are the depth of the USA, whereas in Japan, it is reflected in massive anime collections and manga adaptations like One Piece and Alice in Borderland. 
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Figure 5: Netflix's Brand Extensions (Width); 
Source: (Netflix Inc, 2024)
The width of the product is demonstrated by brand extensions of Netflix, such as original productions, anime partnerships, interactive products, mobile-optimised viewing and downloading (Bajaj, 2020).
5.2 Price
	Market
	Standard with Ads
	Standard
	Premium

	USA
	$6.99/month
	$15.49/month
	$22.99/month

	Japan
	¥790/month ($5.30)
	¥1,490/month ($10)
	¥1,980/month ($13.30)


USA: The premium positioning and high market maturity are reflected in the American pricing. To maintain its growth and ensure profitability, the ad-supported level that was launched in November 2022 will cover price-sensitive audiences without reducing revenue via advertisement. The premium tier is expensive with 4K content, four simultaneous streams, and spatial audio (Fung and Chik, 2022). Since 2014, the pricing has grown by 60 %, proving pricing power despite competition. There is no promotional discounting, which preserves the brand's premium image.
Japan Pricing: Pricing in Japan is 30-35% lower than it is in the USA due to purchasing power parity, local competition due to Amazon Prime Video ( ¥500), and market penetration objectives (Statista, 2025). Ad-supported was introduced in November 2023, and it is Pleasing price-conscious customers. Pricing is not changing; the last rise was in 2021, which reflects the competitive pressure and price sensitivity of consumers.
5.3 Place/Distribution
USA: Distribution focuses on the provision of full-fleet services such as smart TVs (Samsung, LG, Sony), streaming devices (Roku, Apple TV, Chromecast, Fire TV), gaming consoles (PlayStation, Xbox, Nintendo Switch), and mobile devices (iOS, Android). The Netflix subscriptions are packaged with partnerships with internet service providers such as Comcast and AT&T. Integrations with cable companies allow easy access (Whitten et al., 2024). Distribution strategy presupposes a high-speed internet connection and having multiple devices.
Japan: The Japanese distribution focuses on mobile access, as 70% of the viewing is done using smartphones (Statista, 2024). Netflix is included in the mobile plans alongside partnerships with major carriers (NTT Docomo, SoftBank, KDDI), which are vital in penetrating the market. The category of Smart TV integration targets domestic brands (Sony, Panasonic, Toshiba). The supply of gaming consoles builds on the gaming culture of Japan (Humphrey, 2023). The offline downloading will solve the commuter viewing problem and the lack of internet connectivity within subways. Distribution strategy acknowledges space limitation in the Japanese houses, which focus on portable view.
Market Entry Methods
In the USA, Netflix directly invests in operating activities and partnerships, whereas in Japan, it uses strategic alliances with mobile operators and makers of mobile devices to access customers. Direct investment gives complete control; however, it is quite expensive. On the contrary, partnerships are less risky and quicker to enter the market (Fung and Chik, 2022).
5.4 Promotion
USA: American promotional campaigns utilise integrated marketing based on television promotion, digital promotion, social media (Twitter, Instagram, TikTok) and outdoor promotion in major cities. The celebrity endorsements and viral marketing are used in high-profile campaigns.  The use of social media is substantial, and communal accounts are created around the show. The company invests around 2.5 billion dollars in the USA marketing expenditure (Statista, 2025). Recommendations and news about the new material are sent through email marketing. The PR focuses on the cultural influence and leadership in the industry of Netflix.
Japan: Japanese promotion focuses on collaborations with anime conventions, manga publishers, and local influencers. Popular voice actors and anime creators are used in the campaigns. Social media strategy dwells on Twitter (X) and LINE, which are popular in Japan. Cooperation with convenient shops (7-Eleven, FamilyMart) in promotion builds physical touchpoints with brands. In Japan, marketing expenditure is approximated to be $400 million every year (Netflix Inc, 2024). Promotional campaigns are conducted at anime festivals and gaming conventions. Coupling with the celebrities involves J-pop artists and stars of Netflix original shows.
5.5 People
USA: In the USA, Netflix has a workforce of about 9,600 people (Netflix Inc., 2024). The American customer service is 24/7 via phone, chat, and email in English. The support staff solve technical problems, saves accounts, and makes content requests. Producers of content have top Hollywood directors, producers, and actors who are either hired or contracted to produce original content (Brown, 2025). The company has advanced data scientists and engineers who are also focusing on the optimisation of recommendation algorithms. 
Japan: The number of employees in Japan is approximately 227-235 (Netflix Inc., 2024). Japanese customer service offers native language services via phone and chat, and their service standards are cultural and focus on politeness and problem resolution. It has Japanese producers, directors, and writers who produce programming that is relevant locally. The localisation departments make sure that the quality of the dubbing and subtitling is at its best, which is essential in the acceptance of the content (Stoll, 2024).
5.6 Process
USA: Processes in the US are focused on a user experience with an easy onboarding process, a quick one-click sign-up and immediate activation. The interface has easy navigation with customised rows and automatic play. Content discovery gives importance to the trending content, new releases, and personal recommendations (Jonwal, 2025). The procedures are easy to cancel, but strategies such as special offers are employed.
Japan: Japanese process optimisation is aimed at simplifying navigation and screen impressions for mobile users who have smaller screens. Localisation of the interface includes the incorporation of a Japanese language menu, culturally well-suited imagery and localised payment modes (credit card, carrier billing, prepaid card).  Categorisation of the content pays more emphasis on category preference (anime, manga adaptations, K-dramas) that would be applicable to Japanese users (Wilson, 2024). The process of subtitling and dubbing quality control guarantees genuine localisation. Payment transactions are incorporated with the local systems, such as convenience store payments.
5.7 Physical Evidence
USA: American brand personality is the universally recognisable red "N" logo that is used in all touchpoints. The dark backgrounds and the bright contents illustration is employed in interface design. Brand consistency is facilitated by the use of red and black colour schemes. Original content features the "N" logo before the roll-over of ownership of the brand (Jonwal, 2025). There is no physical retail presence, and branded promotional materials are seen at industry events.
Japan: During promotional campaigns, Japanese physical evidence comprises localised app icons with anime characters. The brand presence is achieved by the use of promotional objects (posters, collectables) sold in convenience stores. Cooperation with anime cafes ensures physical brand practice. The Tokyo Metro transit advertisement has the bright Netflix brand with an anime image (Paksiutov, 2023).
In general, Netflix adjusts its marketing mix accordingly to every market without having a global brand identity. The similarities are good brand recognition, digital and social media promotion, original high-quality content and a user-oriented process. The local preference among markets leads to differences: the USA is more focused on high-budget series, access to multiple devices, and direct investment, whereas Japan is more focused on anime and manga content, mobile-based distribution, carrier partnerships, interfaces and promotional packages localised to the culture. The pricing and the number of employees, as well as the promotional channel, are also adjusted to the local consumer behaviour and the local market conditions.
[bookmark: _Toc216697710]6. Evaluation of Marketing Strategies Performance
6.1 Performance in USA Market
Netflix has 84 million subscribers in the US, which makes the company control around 50% of all households in the US that have streaming subscriptions. The market share is 22% of all hours of streaming video that are being viewed, where competitors are experiencing growing competition with Disney+ (17% market share) and Amazon Prime Video (14%). In 2024, the US market was valued at $17.3 billion in revenue, which is 44% of the total revenue throughout the world (Statista, 2024). It has the most effective monetisation, showing an average revenue per user (ARPU) of $17.17 monthly. Customer retention has been high at 93 % per year, although the increased competition has put pressure on retention. The metrics of content engagement demonstrate that the average daily viewing time per subscriber is 3.2 hours. The level of social media presence is active, with 17 million Twitter followers and 22 million Instagram followers. The brand awareness is 90% amongst the US adults, with 73% positive brand sentiment (Statista, 2025). The ad-supported level reached 23 million users around the world by mid-2024, a large portion of which came from the US, and yielded new sources of revenue.
Performance measurements indicate the age and level of maturity of market dynamics, where the growth has slowed to 3 % per year among the subscribers. Nevertheless, it keeps growing revenue by 8% by optimising the prices and adopting ad tiers (Brown, 2025). Threats in the market by Disney+, HBO Max, and Apple TV+ call on strong arguments of market power, which will have to be sustained through content investment to ensure that it continues to be differentiated.
6.2 Performance in Japan Market
Japan is the biggest market in Asia for Netflix, with a subscriber base of more than 10 million and a penetration of 8.3%. The market share is at about 35% of the SVOD market, with its competitors such as Amazon Prime Video (28 %), U-NEXT (15 %), and Hulu Japan (12 %). Japan was the largest revenue market in Asia-Pacific with a revenue contribution of $1.2 billion in 2024 (Wilson, 2024). ARPU is low at 10 dollars/month, which is lower than in the USA but higher than in other Asian markets. In Japan, the subscriber growth rate quickened to 15% per year in terms of investments in anime content. Season 2 of Alice in Borderland turned out to be one of the most-watched non-English shows on Netflix in the world, with 165 million hours watched in its initial month. The competition in Japan is intense, with customer retention standing at 88%, which is a little less than in the USA (Stoll, 2024). The average watching time is 2.1 hours a day, and 70% takes place on mobile gadgets.
The performance of social media, specifically Twitter followers, demonstrates the existence of 1.2 million followers of the official Netflix Japan account, with a high rate of engagement mainly during the release of anime content. The positive brand sentiment stands at 68%, and it is getting better with the increase in the quality of localisation. The ad-supported level was introduced in November 2023 and has already gained about 2 million Japanese subscribers, which indicates that the market is price-sensitive (Jonwal, 2025). Key performance indicators reveal that the company has been able to penetrate the market successfully even in the presence of intense local competition. Anime content strategy is good, as it works with 60 % of Japanese subscribers who watch anime titles on an average basis (Whitten et al., 2024). Local content production investment gives a differentiation to the international competition and develops cultural credibility. The growth curve is still trending well, putting Japan as a major market for future expansion.
Overall, Netflix does well in Japan and the USA, but the market dynamics do not match. The similarities are good brand recognition, good social media presence, and customer satisfaction regarding the quality of the content. Market size, ARPU, content preferences, and viewing habits are found to differ.
[bookmark: _Toc216697711]7. Evaluation of Marketing Ethics Practices in USA
The marketing activities of Netflix in the USA have both strengths and weaknesses as far as ethics are concerned. Even though the company is responsible in respect to content safety and data privacy, algorithm transparency and labour practices are questionable.
Ethical Marketing Practices
Content Warnings and Parental Controls: Netflix has improved its parental controls and content rating. Following criticism of the 13 Reasons Why series on its depiction of teen suicide, caution and viewer advice screens were included (Fung and Chik, 2022). The measures are effective in making informed decisions and reflecting responsible content marketing by the audience.
Data Privacy Compliance: Netflix adheres to the privacy legislation in the United States of America, including the California Consumer Privacy Act (CCPA), through which users can request personal data access, correction, or deletion. This shows the ethical treatment of the information of the users and the respect for the privacy of the consumer (Brown, 2025).
Unethical Marketing Practices
Algorithmic Transparency Issues: The recommendation algorithm is not clear, and it is not clear how user information is used to customise the content. Critics believe this can distort viewing behaviours, encouraging interaction over making informed decisions, and autonomy is ethically questionable.
Labour Concerns in Production: There have been reports regarding labour conflict in terms of working conditions, salaries and credit in the production of content (Brown, 2025). These problems demonstrate the ethical problems with the treatment of the production personnel and contributors by Netflix.
Parental controls and data privacy are the two segments where Netflix has moral responsibilities in the USA to keep users safe and ensure responsible consumption of its products. Nonetheless, non-transparent algorithms and labour strikes bring up the aspects that should be improved (Bajaj, 2020). The increased transparency and fair labour policies would improve the overall ethics and consumer confidence in Netflix.
[bookmark: _Toc216697712]8. Recommendations and Conclusion
8.1 Recommendations
Based on the above analysis, the following recommendations are proposed for Netflix to provide an actionable roadmap to maintain and improve its leadership in the market:
1. Content and Localisation: Netflix needs to invest more locally, but continue to have access to worldwide hits. In the USA, this implies investing in mid-budget series regardless of a niche audience and enhancing transparency of the content (e.g., more definitive ratings) (Wilson, 2024). In Japan, it needs to build on anime creation by way of unique studio associations and increase mobility-first traits among commuters. In any market, cultural acceptance requires good-quality dubbing and subtitling.
2. Pricing and Packaging: Netflix needs to implement more versatile price levels in order to target different segments. The ad-supported and the standard tier would have a middle ground where price-sensitive, advertisement-free users would be drawn in the USA. In Japan, it is necessary to keep competitive prices with the local competitors, such as Amazon Prime Video, and this may be achieved by closer carrier bundling with NTT Docomo and SoftBank (Brown, 2025). Student, family and local packages can enhance price-sensitive new market penetration worldwide.
3. Distribution and Partnerships: The strategic alliances will reduce acquisition and increase retention. The access can be simplified in the USA by even closer collaboration with ISPs (Comcast, ATandT) and smart TV brands. A local presence will be reinforced in Japan with payments and promotions with convenience stores (7-Eleven) and exclusive content with anime publishers (Stoll, 2024). In the emerging markets, telecom partners are the key to mobile-centric development.
4. Sustainability and Ethics: Netflix needs to make its environmental performance more transparent, particularly in the markets that have a strong focus on eco-friendly behaviour, such as the USA and Japan. The aspects related to the use of data, outlining the use of algorithms in personalisation approaches, and ensuring fair practices in producing content ought to be publicly confronted so as to achieve trust. In Japan, the local productions consider cultural authenticity as a priority; otherwise, it might be misrepresented and cause backlash (Bajaj, 2020).
5. Data-Driven Glocalisation: Use the analytics at Netflix to discover and market content on a hyper-local basis. This implies that viewing data is used when determining not only the content to make but also the manner of its marketed consumption, be it anime influencers in Japan or social media campaigns in the USA (Brown, 2025). A globalisation model characterised by a balanced approach, that is, global branding and local implementation, will continue to be the main key to the continued internationalisation success of Netflix.
8.2 Conclusion
This comparative analysis shows that Netflix comes across as a highly sophisticated company in the way it approaches international marketing, having mastered the concept of adjusting to the specifics of a particular market regardless of the global recognition of the brand. Netflix uses its first-mover and premium positioning in the USA to dominate an already saturated market with continuous innovation and high-value content. Japan has grown to be successful through cultural respect, excessive investments in anime, and mobile-friendly experiences that suit local viewing patterns. The comparative PESTLE, the STP, and the 7Ps analysis provide the notion of the strategies being adjusted to the market regulatory, economic, social and technological environment, with high-performance rates in both cases. The ethical practices are mostly good, and transparency and cultural sensitivity are the areas that can be improved.
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