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Introduction
With an emphasis on KLM's possible growth and strategic posture within India, a developing aviation market with significant growth potential, this report critically examines the airline's foreign operations. 
The study evaluates how KLM's capabilities match India's market features and cultural environment using well-known international business frameworks, such as Hofstede's Six Cultural Dimensions and the OLI paradigm (Ownership, Location, and Internalization). 
The purpose of this report is to assess the risks and benefits of operating in India and to find the best market entrance tactics. Furthermore, the report looks at cultural variations between the Netherlands and India and how these could affect stakeholder relationships, human resource practices, and customer engagement. 
Three recommendations are provided for changes to KLM's Standard Operating Procedures (SOPs) to ensure strong market performance and long-term viability. This report which combines theoretical insights with practical implications and provides a structured platform for KLM's decision-making in India.
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Established on October 7, 1919, KLM is the oldest airline in the world that is still flying under its original name. (Spray and Kylie, 2024) The airline is headquartered in Amstelveen and operates a global network with its primary hub at Amsterdam Airport Schiphol, connecting key European and intercontinental locations.
In 2004, KLM and Air France came together to work as one, creating the Air France KLM Group. (Baxter, 2019) This group is set up as “one group, two airlines, three main areas” which are passengers, cargo, and engineering &amp; maintenance and KLM keep its own brand.
[bookmark: _Int_vZMHxEr3]KLM focuses on how customers feel and the importance of people for its brand. The company aims to provide a flight experience that stands out by recognizing passengers and keeping high service quality. For example, during a flight from Birmingham to Holland is ruffly a one-hour flight and KLM provide free drinks and snacks for all passengers considering the fact that this service is usually provided on long hull flights is a bonus for passengers.
Additionally, the airline is dedicated to growing in a way that is good for the environment. This means updating their planes to ones that use less fuel and working to use more eco-friendly aviation fuel to meet their carbon dioxide goals. As one of the oldest airlines that has been operating continuously, KLM blends legacy and tradition with contemporary strategic alignments in a cutthroat international aviation industry.
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Why KLM can be designed an MNC/TNC
[bookmark: _Int_WPY0DIme]KLM fits the description of a multinational company or transnational company for a few key reasons, it main headquarters are located in the Netherlands, yet it operates in many places around the world, with plans to reach 156 locations in 2024. (KLM, 2024) 
This includes 92 spots in Europe and 64 in other parts of the world. (KLM, 2022) it is a member of the Air France KLM group, which combines its activities between France and the Netherlands and works together globally in partnerships and shared projects. 
KLM runs a worldwide system for creating value, such as getting supplies like working with partners worldwide, running its services flights and airport centres, selling tickets international ticket sales and partnerships, funding borrowing money globally, getting help from the government, and finding ways to cut costs, and developing new ideas using technology and focusing on being environmentally friendly.
KLM employs various ways to operate internationally, such as sharing flights with other airlines, forming partnerships, and working together on joint projects, rather than only selling its flights from its main location. (Gudmundsson, 2018) This shows that it is a worldwide airline and not just one that operates within its home country. 
Therefore, KLM shows key traits of a Transnational Corporation, it works across countries, connects business activities worldwide, and has a global network instead of just a local focus. Below examines the ways KLM is involved in different areas of
the value chain, including research and development, sourcing materials, production, sales and marketing, and financing.


KLM’s Global Operations
Research and innovation
KLM has joined forces with Boston Consulting Group, also known as BCG, to use tools that are based on artificial intelligence and optimization. These tools will help KLM manage its operations worldwide, including areas like its airplanes, staff, ground services, planning routes, and handling unexpected problems. (KLM and BCG, 2025)
By doing this, KLM is updating its main operations worldwide, which helps them run many international flight routes more efficiently and at a lower cost. In terms of being environmentally friendly, KLM is working on updating their airplanes to newer models and using new technologies to cut down on carbon dioxide emissions and noise. (aviation direct, 2025)
Operations and Products 
KLM’s main service is its flight routes: its planes fly from its main base at Amsterdam Airport Schiphol (AMS) connecting Europe with other parts of the world. (KLM, 2022) It uses a system called hub-and-spoke, where flights from various places come to Schiphol and then connect to longer flights. This helps KLM make the most of its global operations and the benefits of having a wide network. KLM also runs smaller companies for local flights like KLM city hopper and has teams for maintenance and engineering, showing that it combines different functions for operations worldwide. (Donselaar, 2020)
Supply chain and sourcing
KLM gets its planes from manufacturers around the world, along with engines, parts, maintenance help, and suppliers from different places. For instance, its company AFI KLM E & amp; M works with Smart wings to support the LEAP-1B engine, showing how it gets technical services from various global sources. (Wilson, 2024)
KLM's "Supplier Sustainability Code of Conduct" highlights how it thinks about its global sourcing. It emphasizes the importance of human rights and ethics while working with suppliers all around the world. (Air France, 2025) The sourcing and supply chain are worldwide; components may originate from anyplace, ground services are provided at several airports around the world, and partnerships exist in many nations.

Marketing and sales
KLM sells tickets for their flights all over the world using different methods like partnerships and shared flight tickets. For instance, KLM has a section on their website that talks about sharing tickets with airlines from places like Asia, Africa, and Latin America, and mentions their joint projects for flights across the ocean. (Aviation week, 2020)
By teaming up with other airlines and forming international partnerships, KLM can fly to more places (with the help of partner airlines) besides the routes it runs itself, which helps them sell tickets worldwide. KLM promotes its brand globally, has loyalty programs (like Flying Blue), and runs smaller companies to connect with local customers, which helps increase its overall sales around the world. (KLM, 2023)
Global strategy and Finance
The Dutch government previously provided financial assistance to KLM, (Sullivan, 2021) but as part of its international operations, the company now uses debt markets to raise capital. For instance, KLM presented a restructuring plan to the Dutch Ministry of Finance during the pandemic. (KLM, 2020)
It makes investments in fleet replacement (billions of euros) and implements cost-cutting strategies to stay profitable in a fiercely competitive market. A typical TNC must deal with currency risk, fuel price volatility, and regulatory challenges across several jurisdictions. This global financial complexity is common in TNCs.
Below are brief points of KLM’s challenges in worldwide operations.
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KLM’s challenges in worldwide operations.
[bookmark: _Int_JBFXn4uR]There are a number of obstacles to KLM’s worldwide operations. Higher operating costs, such as fuel, labour, and airport charges, put a burden on profitability. Market share is eroded by fierce worldwide competition from gulf and low-cost airlines. Operational complexity including managing global fleets, crews, and maintenance introduces reliability concerns. Geopolitical and regulatory factors, such as environmental legislation and airspace limitations, exacerbate uncertainty, below provides a more in-depth understanding of KLM’s challenges.
KLM’s high operations cost
Operating over long distances is costly because of things like fuel, crew breaks, fees for airports and flying over certain areas. KLM has experienced increasing cost for each unit because of outside reasons such as worker expenses. Airport charges, and technical problems. (Port, 2023)
Fierce global competition
Not just with other legacy carriers, but also with state backed gulf carriers and low-cost carriers that have hub locations and cost advantages. KLM’s hub model is susceptible to competition from other hubs and direct competition.
Operational difficulty
The challenges of managing a worldwide operation include coordinating crew, aircraft, maintenance, and ground services across several jurisdictions, which increases the risk of disruption and complexity. This could include things like a lack of personnel or delays in maintenance. (Aviation direct, 2025)
External risk exposure, geopolitical and regulatory
Operating in different countries can involve changing rules, limits on flying over certain areas, risks are related to currency changes, price changes in fuel, outbreaks of diseases, and agreements between countries. (Button, 2017) These kinds of risks can affect how much money a company makes.
Relying on transfers and how well the hub works 
KLM’s way of operating depends a lot on passengers changing flights at Schiphol. If other airports or non-stop flights increase, KLM could be at a disadvantage. The plan of having two hubs has its risks.
Environmental challenges a Sustainability
The global airline industry is being closely watched for its pollution levels. (Amankwah-Amoah, 2020) KLM is putting a lot of money into updating its airplanes and sustainable aviation fuel, but these efforts come with significant expenses and rules to follow.
Cost of weak routes
Being present in various global markets means that some routes might not do well because of changes in demand, pricing battles with competitors, or new regulations. KLM can try to regularly assess its network.
Hub/airport capacity limitations
Schiphol has limits on flight times and environmental rules, which make it hard for KLM to expand and might require changing where their planes go or how much they can carry.
Financing problems and dangers
Running a business worldwide needs a lot of capital for planes, equipment, and more. KLM's struggles to make money highlight the difficulties of costs that come from being global. (Aviation outlook, 2025)
Below are key benefits obtained by KLM from its international operations










key benefits obtained by KLM from its international operations
Network effects and scale of Economies
By running international operations, KLM can share its fixed expenses like its planes, computer systems, and advertising across a larger number of flights and places. This also helps KLM use its main airport, Schiphol, for connecting flights. As a result, they can use their planes more often and fill more seats.
Brand building and international reputation
Working all over the world helps KLM improve its brand image. Being in a worldwide group like Sky Team and collaborating with partners from different countries makes the brand more trustworthy and keeps customers loyal globally.
Cargo and trade support
KLM has its main base in the Netherlands, which is an important point for trade. (KLM, 2024) Because of this and its global connections, KLM can take part in international shipping, helping local businesses sell their goods overseas and earning extra money besides what they make from passengers. (Bronsing, 2023)
Competitive advantage and Innovation  
International operations require KLM to embrace new innovative approaches, including the use of AI technology for global operations, maintenance of its aircraft, and environmentally friendly fuel. For instance, working with BCG allows it to improve its operations globally. (KLM, 2024)
Operational strength through hub design
The worldwide network combined with the hub provides away to change routes, handle supply chains, and stay connected, even when things get tough, however, it can still carry some risks.
Global network reach and connectivity
By operating flights between continents and teaming up with other airlines around the world, KLM sets itself visions itself as an important international airline instead of just a regional one. (KLM, 2024) This makes it more appealing to business travellers, those transferring flights, and the movement of worldwide shipping.
Revenue diversification and growth opportunities
Entering different markets around the world, including Asia, North America, and South America, enables KLM to explore areas with growth potential, branch out from older European routes, and lessen dependence on just one market. 
[bookmark: _Int_jFjUo6O3]To enter and conduct business in international markets, KLM has used a variety of methods. Code shares and alliances, KLM enters markets using code share agreements with other carriers across continents, which allow it to do so without actually flying planes on those routes. For instance, KLM, Air France, and Virgin Atlantic established codeshare agreements for routes to North America. (Baxter, 2019)
The section below delves into what entry modes are used by KLM, entry modes refer to the different ways a business can start and run its operations in other countries.  (Annushkina, 2020) Some common ways include selling products to other countries, allowing others to use its brand for a fee, setting up franchises, partnering with other companies, forming alliances, and owning businesses completely on its own. 
Each method has its own level of control, amount of money needed, level of risk, and possible profits. These methods are significant because they affect how well a company can reach customers in other countries, adjust to local customs, and compete in the global market. 
Picking the right way to enter a new market helps companies find the right balance between risk and profit, make use of local knowledge, and reach important goals like growing their market or saving costs. 



[image: ]

[image: ]
Entry modes used by KLM into international markets
Joint ventures
KLM is involved in big partnerships with other airlines, like the one it has with Air France and Delta for flights across the Atlantic. They work together by sharing both the income they earn and the expenses for those routes. (Baxter, 2019)
Subsidiary operations
KLM has smaller companies like KLM City hopper that handle flights within Europe. It also has maintenance divisions called AFI KLM, E & M that work with partners all around the world. (Waters, 2024) These ventures show KLM's commitment to investing more directly in international markets.
Partnerships and affiliations deals
By teaming up with groups like Sky Team and making agreements with airlines globally, such as Kenya Airways and GOL Brazil. (kasiti, 2018) This approach has less risk because it uses the connections of local partners.
Hub base growth
KLM’s primary hub is at Schiphol, but its international network supports that hub and even goes further. This allows KLM to reach new markets by linking numerous starting points to its hub and then to various places around the globe.
Alliances and Code sharing
KLM makes use of code-share agreements with other airlines across the world, allowing it to "enter" markets without always flying aircraft on those routes. For instance, Virgin Atlantic, KLM, and Air France established codeshare agreements for routes to North America.
Rather than owning its operations directly in other nations, KLM seems to prefer alliances, code shares, and joint ventures as its primary mode. (Button, 2023) The network &amp; alliances page highlights partnerships as crucial: “Collaboration with partner airlines allows KLM to offer an additional 525 destinations.” As a result, the majority of KLM's worldwide presence is comprised of joint ventures and network alliances, with just a few fully owned foreign carriers. (KLM RDA, 2022)
[image: ]According to the OLI paradigm (Dunning, 1988) a company's choice to internationalize is contingent upon three main advantages: Ownership, Location, and Internalization. (Batschauer da Cruz, 2022) The manner of entry into foreign markets is determined by these benefits, which may include joint ventures, strategic alliances, wholly owned subsidiaries, or franchising. Using the OLI framework to examine KLM sheds light on the company's expansion into developing markets like China, India, or Brazil, where there is a mix of regulatory complexity and market potential. Ownership-specific advantages are special skills and resources that a company has, which help it do well in other countries. For KLM, these advantages are quite significant and include; 
· Ownership Advantages Effect on Entry Method 
· Strong brand reputation (established in 1919) This allows for more control methods like partnerships and working together with other companies 
· Membership in SkyTeam global alliance This helps in entering new markets and sharing services with others 
· Advanced fleet, engineering, and MRO expertise This backs up entry methods that need a lot of investment, like owning everything 
· Digital innovation (AI crew planning, yield management) This improves how well KLM can compete in busy markets 
· Financial strength via Air France–KLM Group This lessens the risks when investing a lot of money in entering new markets
KLM’s worldwide image and years of experience help it reduce risk when it goes into new countries. In several developing markets, KLM picks partnerships and joint projects, relying on its solid operational know-how. The SkyTeam group lets KLM work together with local airlines on routes, maintenance, and marketing, like when they team up with China Eastern and Kenya Airways. These ways of entering markets need a fair amount of control and match KLM’s strengths in ownership. (KLM, 2022)
Even though KLM has some strong points, its way of handling costs can be a downside. Since it is an older airline, it has bigger expenses for workers and facilities, which makes it harder to keep up with cheaper airlines from new markets. Because of this, in certain areas, like Southeast Asia, partnering with other airlines or sharing codes is often better than owning everything outright. (Kofoed, 2019)
Location benefits
Location benefits are about the characteristics of a country that make it appealing to do business there. For KLM, how they decide to enter a market change based on the economic, political, and legal situations of that country. Countries that are developing can offer both chances for growth and challenges to face.
Important Site Considerations for KLM Implications of Location Factors in Emerging Markets Increasing middle-class demand promotes direct route operations. Joint ventures are encouraged by government limitations on foreign ownership. (Chen, 2008) Regional bases are more appealing due to lower operational expenses. Dubai and Nairobi are examples of strategic geographic centres that support hub-and-spoke operational models. Infrastructure gaps restrict completely owned subsidiaries Bilateral air service agreements (ASA) limit market access and pricing flexibility. 
Aviation is subject to strict regulation in nations like India and China. (Abeyratne, 2018) Rigorous aviation infrastructure and ownership regulations govern KLM, which frequently restricts the potential for fully owned subsidiaries. Consequently, KLM depends on joint ventures and code-sharing agreements, which provide market access without subjecting the company to the full weight of regulatory dangers.
On the other hand, in African countries like Kenya and Nigeria, KLM has usually taken a more active approach by putting money into local partners and boosting cargo services. Transportation of goods, upkeep, and running operations can succeed in transport centres where facilities are getting better, making it possible to have partial ownership and teamwork with others as good ways to get involved.
KLM makes good use of the Amsterdam Schiphol airport to reach new developing markets. (Donselaar, 2020) Instead of setting up several local offices, KLM keeps everything at Schiphol and provides connections to new places using a hub-and-spoke method.
Internalisation advantages
Internalisation refers to advantages gained by maintaining activities within the company rather than contracting out to foreign partners. (Narula et al., 2019) Since the aviation sector is especially susceptible to concerns about timing, cost control, safety, and coordination, KLM gains from maintaining operational authority in some areas.
The Advantages of Internalization for KLM and the Influence of the Internalization Factor on Market Entry Regulatory compliance and safety push for high-control entry methods. Prioritize strategic partnerships above licensing in managing service quality. Integrating with IT systems (AI, scheduling, ticketing) allows for more advanced control modes. Discouraging franchise arrangements is the protection of exclusive technologies (MRO procedures). Centralized decision-making is necessary to optimize the fleet.
Outsourcing is problematic because aviation clients demand consistent service quality across national borders. (Krossmann, 2017) As a result, KLM often stays away from franchising and licensing as they relinquish operational control. Rather, when possible, it uses fully owned subsidiaries and joint ventures to internalize key operations including maintenance, training, logistics, and digital management.
But total internalization can be expensive and difficult, especially in developing nations where infrastructure is still being built. KLM frequently selects hybrid entry strategies, such as joint ventures with codesharing, to mitigate these risks by striking a balance between internalization and local adaptation. (Claude et al., 2024)
Dominant entry mode, across markets, KLM's dominating entrance mode is strategic partnership or joint venture, particularly through its membership in the SkyTeam alliance. These relationships enable KLM to:
· Share routes and flight codes with the local airlines.
· Reduce the operational and regulatory risks.
· Adapt to local customer habits.
· Maintain brand presence while limiting investments.
· Gain indirect access to bilateral air service agreements.
This is especially advantageous in India, China, Latin America, and Africa, where legislative regimes frequently prevent foreign carriers from fully owning their operations. Fully owned subsidiaries are only employed in Europe and certain high-income regions where regulatory concerns are low.
OLI Factor Strength for KLM Challenge in Emerging Markets Typical Entry Mode

	OLI factors
	Strength for KLM’s
	Challenge in emerging markets
	Typical entry mode

	Ownership 
	Reputation, fleet and technology
	Expensive labour costs
	Partnerships and collaborations

	Location
	Increasing passengers
	Rules and regulations
	Strategic partnerships, code sharing

	Internalisation
	Control over quality
	Limited infrastructure
	Mixed approaches



KLM’s plan to expand around the world shows that it tries to find a good mix between having control and managing risks. Their advantages help them enter new markets easily, but they need to change their approach in developing countries where there are limitations. KLM feels the need to keep important parts of their operations but does not always have to own everything completely. 
When using the OLI framework (Growth shuttle, 2025) to look at KLM's operations around the world, it is obvious that forming partnerships and joint ventures are the best ways to enter new markets. KLM has important advantages like a well-known brand, strong skills, and good technology, but rules and poor infrastructure in developing areas make it hard to have completely owned companies there.
The need to keep control over key processes also pushes KLM to think about how to manage things better and teaming up with local airlines gives them more freedom and helps handle risks.
As a result, KLM's internationalization is a well-balanced OLI-driven strategy that emphasizes partnership over complete ownership. This strategy fosters market responsiveness, geographic reach, regulatory compliance, and operational efficiency, all of which are crucial for long-term growth into developing economies while preserving core capabilities. 
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Cultural differences affect the ways businesses start and run in other countries. For airlines such as KLM, which offers a product that is complex, relies heavily on services, and is built on relationships, culture plays a big role in decisions ranging from choosing partners to designing services. Looking at the Netherlands and India through Hofstede’s framework and intercultural concepts shows various effects on KLM’s approach to entering these markets and its chances for success 
Power distance
The difference in power distance is significant. India has a high-power distance score, which indicates a clear hierarchy and deference to authority, while the Netherlands has a low power distance score, which indicates egalitarian decision-making and informal management techniques. (Hofsted, 2010) 
For KLM, this means that its interactions with India, airport authorities, regulators, and major business clients will usually be official and hierarchical. Thus, entrance tactics that involve negotiated approvals joint ventures, codeshares, or commercial agreements should include senior-level engagement and respect for procedure.
KLM’s usual way of managing with a flat structure might need some short-term changes: giving more power to local top leaders, sending experienced representatives from Amsterdam, and sticking to formal negotiation steps will make it easier to get access and speed up the approval process.
Individualism vs collectivism
The culture in the Netherlands focuses more on individualism, while in India, there is a stronger emphasis on collectivism, which means that loyalty to groups, family connections, and social networks are very important. 
Entering the market through partnerships or joint ventures that focus on lasting relationships fits better with what people in India expect compared to deals that are just business transactions. KLM's connection with SkyTeam and their sharing of flight codes works well because their partners look for commitment from each other. Still, KLM needs to put effort into building these relationships by visiting often, engaging in social activities together, and being part of local business networks to keep trust strong and gain advantages like better flight schedules, cargo agreements, and marketing partnerships. (KLM, 2022)
Uncertainty avoidance
India rates somewhat high when it comes to thinking about the future and has a different way of dealing with uncertainty compared to the Netherlands. Business partners in India might agree to changeable contracts and focus more on building relationships for the long run instead of just sticking to strict legal rules. KLM can take advantage of this by focusing on lasting partnerships that highlight developing skills, like training and maintenance work, instead of pushing for strict performance rules. However, KLM should be careful about ensuring rules are followed by using strong management systems that fit the local customs.
Masculinity motivation towards achievements
India has a comparatively higher achievement/competitive orientation, whereas the Netherlands has a low score on traditional "masculinity" (care, consensus, and a work-life balance, which are all more feminine values). This divergence has an impact on customer positioning as well as worker expectations. In India, KLM should concentrate on operational excellence, status signalling (business-class product differentiation), and performance indicators while also considering Dutch service ideals (customer care, sustainability).
If recruiting and HR practices do not reflect local motivators (clear career ladders, recognition), KLM may struggle to retain employees or fail to live up to market expectations in terms of prestige and competitive service offerings. (Hofstede, 2010)
Indulgence vs restraint
The Netherlands is known for having a lot of enjoyment in life and leisure activities, while India has a reputation for being more reserved. However, people living in cities in India are starting to spend more on fun things. 
For KLM’s products and marketing approach, they could customize what they offer they could highlight products that focus on comfort and experiences, like premium seats and vacation packages, to wealthier Indian customers. At the same time, they need to keep in mind that many people in India tend to spend more carefully. Offering loyalty programs and deals during local festivals, like Diwali and summer breaks, is a smart way to connect with customers.




Long term vs short term orientation
India places a strong emphasis on looking ahead for the long term compared to various Western nations. (Ayres, 2017) This means they believe in sticking with things and maintaining relationships over time. Similarly, the Netherlands has practical and future-focused traits. 
This common ground is positive because both cultures appreciate making plans, which helps in building lasting partnerships and making joint investments, like training programs, working together on maintenance, or pilot programs for sustainable aviation fuels. 
KLM can take advantage of this by creating joint venture agreements that last several years, sharing resources with IndiGo or other airlines, and working together on sustainability projects that provide ongoing benefits and goodwill with regulators.
Hofstede’s model gives helpful advice on a large scale, but it can lead to stereotypes. India is very diverse with different regions, languages, and social classes, KLM can mix national cultural knowledge with detailed market research. Also, changing to fit a culture can be expensive (like training, management, and adapting products) and these costs must be weighed against possible earnings. KLM’s current expense challenges mean they need to choose wisely which important routes and partnerships to focus on.
To achieve lasting success in India, which is a rising aviation market due to the increasing needs of the middle class and better regional links, (Bardhan, 2022) KLM needs to change its Standard Operating Procedures (SOPs). (Earl, 2018) These changes should consider not just the strategic options from OLI, but also the cultural differences between the Netherlands and India. 
Below are three recommendations which are three key changes to the SOPs that KLM can make to enhance how they respond to regulations, work well with partners, and customer confidence.
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1. Localized Partnership and Hierarchical Decision-Making SOP
In India, there is a demand for respect, rules, and talks with higher-ups. (Chavez, 2023) This is different from the Dutch business style, which is more equal and straightforward. KLM can change how it handles partnerships and decision-making by: 
· Putting senior leaders in charge of talks with the government and airport officials. 
· [bookmark: _Int_v2IPS0iZ]Using official systems that show who reports to whom clearly. 
· Starting procedures for solving problems based on relationships instead of just business deals.
This is consistent with OLI factors: while location factors in India place a premium on connection and regulatory compliance, (Dunning, 1988) KLM is driven to uphold quality standards by internalisation advantages (safety, operational control). Joint ventures and flexible alliances (such as the KLM–IndiGo codeshare) are culturally and institutionally preferable to entirely owned enterprises. However, for this to happen, there must be significant changes to the SOP: 
By reflecting cultural norms and hierarchical structures, KLM can implement a "stakeholder-mapping SOP" (Krkac, 2021) that pinpoints important decision-makers in ministries, airport authorities, and affiliated businesses. Without such adjustment, route extension and approvals may be slowed, making it less competitive with Emirates, Air India, and Qatar Airways.

2. HR and Service Delivery Guidelines: Blending Cultures and Boosting Motivation 
The way people work in India focuses more on reaching goals and working together as a group. (Bedi, 2024) This is different from how things are done in the Netherlands, where people value agreement and balancing work with personal life. Because of this, KLM can change its HR guidelines below is a brief description.
	SOP Areas
	Recommended adjustments 

	Recruitment
	Look for people who are excited about moving up in their jobs and want to be appreciated.

	Training
	Include lessons on understanding different cultures and what customers expect

	Performance
	Start using more rewards based on how well employees do, keeping in mind what motivates people in India.

	Cabin crew protocols
	Adjust the way we talk to customers, welcome them and what food served based on local tastes 


These changes to the standard operating procedures help KLM keep its benefits, especially its strong brand and high level of service, while also boosting loyalty among local employees. This is important because hiring is very competitive in India’s airline industry. (Hill, 2020) Putting money into organized training about culture helps cut down on misunderstandings, makes customers happier, and enhances teamwork between partners.
3. Customer Experience and Product Localisation SOP
India’s low score for indulgence indicates that people tend to spend carefully. However, those living in cities are starting to seek out better and more luxurious travel experiences (Hofstede Insights, 2024). Because of this, KLM can think of how to adapt its customer service procedures that are visible to the customers, especially in these areas: 
· Food served on board (preferences for spice levels, choice of vegetarian meals). Language support (announcements in Hindi and English, crew members who speak multiple languages). 
· Special promotional offers during festivals (like Diwali and Eid, and the increases in travel during school breaks). 
· Options for payment (using digital wallets and monthly payment plans for high-end tickets).
These SOP changes are functionally consistent with OLI. Market growth is supported by locational advantages and increasing disposable income, but it necessitates customized products. Ownership benefits, such as sustainability branding and digital innovation, can be utilized, but only if KLM adjusts its service protocols to reflect cultural norms and tastes. 
It is important to note that India is not just one big market, KLM can create specific plans that understand different areas, like Delhi for business, Mumbai for finance and international connections, and Kerala or Bengaluru for travel related to the community and technology. This detailed focus on local needs will help attract more customers while keeping the brand's image the same.
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Conclusion
This report looked closely at how KLM is expanding its business into India, which is a developing market. It looked at how culture and strategies influence the choices about how to enter the market and be successful in operations. By using the OLI framework, it was found that KLM’s strengths like its strong brand, technology skills, and partnerships match up well with India's advantages, such as more people having money to spend and better airport connections. However, the complicated rules and poor infrastructure in India make partnerships and joint ventures a better option than owning everything outright.
Key distinctions between the Netherlands and India were discovered using Hofstede's cultural dimensions, especially in power distance, collectivism, and achievement orientation. These cultural differences have a big impact on negotiation styles, partnership expectations, HR management, and customer experience. As a result, KLM must tailor its Standard Operating Procedures (SOPs) to the Indian context by placing a strong emphasis on hierarchical stakeholder management, culturally tailored HR practices, and customer service localization.
Cultural adaptation must be viewed as a strategic imperative rather than a requirement. KLM's success in India will be dependent on its ability to incorporate local cultural insights into SOPs and operations while upholding global standards and long-term strategy consistency.
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