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1. [bookmark: _Toc203900001][bookmark: _Toc216690159]Introduction
This report analyses the internationalisation strategy of Procter and Gamble, one of the largest global consumer goods companies. Procter and Gamble originated in the United States but maintains an extensive presence in the United Kingdom, which serves as an important regional market. The analysis focuses on India as the chosen emerging economy, given its expanding consumer base, rising incomes, and strategic relevance for multinational enterprises. The report evaluates the benefits and challenges of global operations and assesses why Procter and Gamble qualifies as a multinational enterprise. It examines key aspects of its international value chain including research and development, sourcing, production, marketing, and financing. The report further analyses the company’s entry mode choices using the Ownership, Location and Internalisation framework. A comparison between the home and host markets highlights major cultural and institutional differences that shape market entry and operational success. The report concludes with recommended adjustments to Procter and Gamble’s procedures for sustainable growth in India.
2. [bookmark: _Toc216690160]Overview of Procter and Gamble (P&G)
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Figure 1 Soh, D. (2021) 5 things I learnt about Branding & Marketing from P&G
Procter and Gamble is an American consumer goods company that started in 1837. William Procter, an English candlemaker, and James Gamble, an Irish soap maker, formed a partnership in Cincinnati, Ohio (Procter and Gamble, 2024). The company grew steadily throughout the nineteenth century and was incorporated in the United States in the early twentieth century. This established its long-term identity as a major producer of household and personal care products. Its early focus on soap and candles set the stage for a diverse range of well-known brands in cleaning, beauty, health, and baby care.
Procter & Gamble seeks to establish itself as a leading company in the global consumer goods sector by providing high-quality products that enhance everyday life. The organisation expresses a clear ambition to be recognised as the world’s best consumer products and services company, highlighting its long-term focus on excellence across its diverse brand portfolio (Procter & Gamble, 2025). Its mission centres on addressing consumer needs through continuous innovation, efficient operations, and responsible business conduct. Beyond product performance, P&G is committed to delivering value to shareholders, employees, and the wider communities where it operates. These values shape key strategic decisions involving innovation, international growth, and operational practices. Collectively, P&G’s vision and mission reflect a strong emphasis on ethical behaviour, market leadership, and sustainable development in competitive global environments.
Today, Procter and Gamble is a large global corporation with a presence in over 180 countries. It has offices, manufacturing sites, and research centers in about 70 countries (P and G Annual Report, 2023). This global reach is backed by a strong value chain that includes innovation, supply networks, and distribution through retailers, pharmacies, and e-commerce platforms. The company's ability to create products tailored to local markets while managing global scale and efficiency has helped it maintain its competitive strength.
Procter and Gamble’s operations are organized into product-based business units that meet various markets and consumer needs worldwide. Its global strategy focuses on building strong brands, continually innovating products, and maintaining a distribution system that ensures quick access to both developed and emerging markets (Britannica, 2024). This approach has helped the company remain one of the most influential consumer goods manufacturers in today's global economy.
3. [bookmark: _Toc216690161]Why Procter and Gamble is an MNC or TNC
Procter and Gamble is a clear example of a multinational corporation. This type of firm owns and controls assets in more than one country (Caves 1996). The company operates in over 180 markets and manages a large network of global subsidiaries, manufacturing sites, and distribution systems (Procter and Gamble 2024). Scholars define transnational corporations as organizations that balance global integration with local responsiveness (Wei & Nguyen, 2019). Procter and Gamble shows this balance by centralizing research and development while customizing its products, packaging, and marketing to suit local preferences. The firm also shares knowledge across its units and keeps global brand platforms that adapt to regional needs. These traits, along with the company's direct ownership of its international operations, explain why it is considered both a multinational and a transnational enterprise.
4. [bookmark: _Toc216690162]Nature of Global Operations
Research and Development (R&D)
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Figure 2 P&G Singapore Innovation Center, LinkedIn company profile
Procter & Gamble’s global innovation network covers countries like the U.S., U.K., Germany, Belgium, and Japan. These centers focus on new product formulations, digital technologies, consumer insights, and sustainable packaging. This global research and development effort supports the company’s long-term growth and its sustainability goals, especially its “net-zero by 2040” targets, which are part of a larger responsible growth strategy (Collins, 2025).
Sourcing
The company sources a variety of materials, including chemicals, fragrances, polymers, machinery, and agricultural inputs. It works with suppliers in Asia, Europe, and North America. By forming strong, long-term relationships with these suppliers, P&G can keep quality consistent and lower the risks from supply chain disruptions (Collins, 2025).
Production / Manufacturing
P&G runs over 100 manufacturing facilities around the world, including in India, the United Kingdom, China, the United States, and Mexico. This global reach helps the company stay close to its customers, reduce logistics costs, and meet local regulations. Many of these plants use automation and modern digital systems to improve efficiency and productivity (P&G & Microsoft, 2022).
Marketing and Sales
[image: ]
Figure 3 Hobbs, T. (2015) P&G presses on with marketing efficiency drive as sales projections fall. Marketing Week
P&G promotes universal brand values such as hygiene, care, and cleanliness. However, it adjusts its marketing campaigns to suit local cultures. Advertising teams collaborate across regions to make sure the brand stays consistent worldwide while still connecting with local audiences (WARC, 2009).
Financial Management
P&G’s financial operations support its global activities through internal capital markets, international borrowing, and reinvested earnings. A strong credit rating lets the company access financing at competitive rates. Meanwhile, global treasury systems help manage taxation, currency risks, and profit repatriation effectively.
Knowledge Management
P&G works with academic and research institutions like Fraunhofer to use outside scientific expertise and speed up innovation. This sharing of knowledge between sectors is a key part of how it grows sustainable ideas across its global operations (P&G & Fraunhofer, 2023).
[bookmark: _Toc216690163]4.1	Entry modes used by P&G 
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Figure 4 Manuel, L. (2022) 6.1 International Entry Modes. In: Global Marketing In a Digital World.
Procter & Gamble (P&G) uses various market entry strategies based on local conditions and business goals. These approaches include acquisitions, joint ventures, wholly owned subsidiaries, and greenfield investments. This flexibility helps the company respond to different regulatory environments, competitive landscapes, and consumer markets (Dunning and Lundan, 2008).
Acquisitions
In markets like the United Kingdom, P&G has used acquisitions to enter quickly and strengthen its position. Acquisitions help P&G gain established brands, distribution networks, and market knowledge without delay. This strategy is typical for consumer goods companies looking for speed and growth in mature markets (Dunning and Lundan, 2008). In 2023 P&G acquired Mielle Organics, a natural hair‑care brand rooted in the Black beauty community. The acquisition allows P&G to scale Mielle’s products globally while preserving its distinctive brand identity (S&P Capital IQ, 2023).

Joint Ventures
In India, P&G initially entered the market in 1964 through a joint venture with Godrej Soaps. This strategy helped the company navigate local regulations and leverage the partner’s knowledge of domestic consumer behaviour. Over time, as regulations relaxed and the market matured, P&G gradually moved toward majority ownership and eventually full ownership (UPI, 1992).
Wholly Owned Subsidiaries (Dominant Mode)
Globally, P&G mainly enters new markets through wholly owned subsidiaries. This method gives the company strong control over its technology, production processes, and brand management. It also protects its research and development knowledge, ensures consistent product quality, and helps coordinate the global supply chain. The benefits include a lower risk of intellectual property theft, improved integration of global operations, and the ability to quickly introduce innovations in different markets.
5. [bookmark: _Toc216690164]Key benefits and challenges obtained by the company from its international operations
· Benefits
Access to Diverse Markets and Risk Diversification: Operating internationally lets P&G spread business risk across different regions. Weaker performance in one market can be balanced by strong performance in another. This helps stabilize revenue streams (P&G, 2024; Devadiga & Aithal, 2025).
Economies of Scale: P&G's global presence allows for big cost savings through large-volume manufacturing and centralized sourcing. The Supply Chain 3.0 program, used worldwide, brings notable productivity improvements through automation, data synchronization, and digitization (P&G, 2024; Schroedel, 2024).
Enhanced Innovation and Talent Pool: A truly global presence gives P&G access to different talent and skills, which fosters creativity and innovation. Its operations in many countries also promote sustainable business model innovation. This aligns with green and digital technology trends (Schroedel, 2024; Qing & Jin, 2023).
Stronger Brand Equity: Operating in many markets builds brand reputation and trust around the world. Global exposure helps P&G’s main brands keep consumer confidence and strengthens their position in both mature and emerging markets (Devadiga & Aithal, 2025).
Environmental and Social Performance Gains: International regulations and ESG pressures encourage P&G to adopt more sustainable practices, including green process innovation, responsible sourcing, and digital transformation. These initiatives lower environmental impact and can improve long-term financial performance (Heliyon, 2024; Qing & Jin, 2023).
· Challenges
Cultural and Market Differences: Operating in many different countries means P&G faces wide variations in consumer tastes, cultural norms, and buying behaviour. Strategies and products that work well in one market may not succeed in another, increasing the need for localisation and making market research more complex and costly (Devadiga & Aithal, 2025).
Regulatory and Legal Complexity: Each country has its own rules covering product safety, labour practices, taxes, and environmental standards. Meeting these different legal requirements raises operating costs and adds administrative complexity, particularly in emerging markets where regulations often change (P&G, 2024).
Supply Chain Disruptions: Running a global supply chain exposes P&G to risks such as geopolitical tensions, trade barriers, transport delays, and shortages of raw materials. Global disruptions can interrupt production and distribution, affect product availability and raise costs, even with efficiency initiatives like Supply Chain 3.0 in place (Schroedel, 2024).
Intense Global Competition: Operating in international markets puts P&G in direct competition with both global competitors and strong local brands. Local firms often understand domestic consumers better and may have lower operating costs, which increases pressure on P&G’s pricing, margins, and market share (Devadiga & Aithal, 2025).
Currency and Economic Risks: Working in many currencies exposes P&G to changes in exchange rates and economic instability. These currency changes can affect the company’s income, costs, and profits, especially in emerging markets with less stable financial systems (P&G, 2024).
6. [bookmark: _Toc216690165]How the OLI factors impact the international market entry mode
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Figure 5 de Bruin, L. (2016) OLI: Choosing the Right Entry-Mode Strategy
The OLI framework provides a clear way to understand why companies choose to enter foreign markets and how they select their entry methods. It highlights three types of advantages. Ownership advantages are the strengths a firm already possesses, such as well-known brands, unique technology, or strong management skills that help it succeed internationally (Dunning and Lundan 2008). Location advantages involve what a specific country offers, like a large customer base, lower costs, or good infrastructure (Rugman and Collinson 2012). Internalization advantages refer to the benefits a firm gains by keeping activities in-house rather than relying on external partners, which can help safeguard knowledge and maintain consistent quality.
These three elements help companies determine how to enter international markets by guiding the level of control and resource commitment required. When ownership advantages are strong and the host country provides favourable location advantages, companies often select high commitment options like wholly owned subsidiaries. If internalization advantages are lower, entry modes such as licensing or franchising may work better. The OLI framework provides a clear way to align company strengths and host market conditions with the best entry mode.
[bookmark: _Toc216690166]Ownership Advantage
In the United Kingdom, P&G has a strong set of skills built over decades. Its brand portfolio, research expertise, and marketing strength give it a clear advantage over competitors. It makes sense for the company to maintain tight control of its operations. Studies on multinational firms show that when companies have such strong internal assets, they usually prefer ownership structures that allow them to protect their knowledge and manage quality directly (Buckley and Casson, 2020). This is why P&G often relies on acquisitions or wholly owned subsidiaries in markets like the UK, where the environment is stable and the company can confidently use its global strengths.
In India, P&G entered with the same global advantages, but the company had to adjust to a market that was less predictable in its early years. Partnering with a local firm through a joint venture helped P&G understand consumer behaviour, navigate regulations, and reduce risk. Over time, as the company gained more experience and the Indian market became more open, P&G gradually shifted to having more control. Research on how multinational firms act in emerging markets shows that transitions from partnership to full ownership are common as companies learn and as their confidence in the location increases.
[bookmark: _Toc216690167]Location Advantage
The United Kingdom provides location benefits that match P&G’s strategic goals. It has a strong legal system, good infrastructure, skilled workers, and well-developed retail networks. These benefits lower costs linked to risk and allow P&G to concentrate on product innovation, brand marketing, and running operations efficiently. According to Peng, when companies enter markets with strong formal institutions and high consumer buying power, they often invest more resources and use high-control methods to take advantage of their competitive edges (Peng 2012). This environment makes the UK a good choice for acquisitions and wholly owned operations that support P&G’s global integration strategy.
India offers distinct but strategically important location advantages. It is one of the largest consumer markets in the world, with a growing middle class, increasing income levels, and expanding urbanization. These factors create a long-term demand for durable goods and everyday products. Furthermore, India's lower manufacturing costs and improving infrastructure make it appealing for production and regional supply. P&G's strategic focus on India as a high-growth market reflects these location benefits. The company is gradually increasing its presence and investment as opportunities in the market grow.
[bookmark: _Toc216690168]Internalisation Advantage
UK, internalization allows P&G to coordinate innovation, production, and marketing without depending on outside partners. This is important in sectors where product quality and brand image strongly influence customer trust. Internalization theory suggests that companies prefer to handle transactions within the firm when it lowers transaction costs and safeguards knowledge flows across borders-. For P&G, this means keeping control over global brands and proprietary technologies through wholly owned subsidiaries or full acquisitions. This approach ensures consistent quality and a quick response to strategic needs.
In India, internalisation became more attractive as P&G gained experience and confidence in the market. While joint ventures initially reduced entry risk by offering local knowledge, they limited control over quality and global system integration. As P&G’s understanding of India improved and risks declined, full ownership allowed closer alignment with its global supply chain, marketing and innovation activities. Research on multinationals in emerging markets shows that greater local familiarity often leads firms to increase internalisation.
7. [bookmark: _Toc216690169]Cultural Differences Between the UK and India and Their Impact on P&G’s Entry Strategy and Success 
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Figure 6 The Culture Factor - Country comparison tool: India and United Kingdom
[bookmark: _Toc216690170]Power Distance
The UK is commonly described as a low power distance society, where equality, consultation, and shared decision-making are valued within organisations. Academic research shows that firms in such environments benefit from flatter structures and participative leadership, which can enhance innovation and accountability. This cultural context fits well with P&G’s preference for wholly owned subsidiaries and acquisitions in the UK, as these entry modes allow local managers to take initiative while remaining aligned with global strategic goals. Business commentary in the Financial Times also suggests that strong institutions and professional management norms in the UK encourage multinational firms to empower subsidiary leadership, reinforcing P&G’s high-control approach (Financial Times, 2023).
India, in contrast, displays high power distance, where hierarchy and respect for authority are deeply embedded in organisational practices. Management studies indicate that employees in such contexts tend to expect clear direction, formal structures, and centralised decision-making (Minkov and Kaasa, 2021). This cultural reality shaped P&G’s initial entry into India through a joint venture, which enabled the firm to work within established hierarchies and gain credibility through a well-known local partner. Evidence from the Journal of World Business supports this approach, noting that multinational enterprises often rely on partnerships in high power distance markets to manage cultural and institutional uncertainty during early entry (Wei and Nguyen, 2017).
[bookmark: _Toc216690171]Individualism vs Collectivism
United​‍​‌‍​‍‌​‍​‌‍​‍‌ Kingdom is generally considered to be an extremely individualistic society where the values of independence, personal responsibility, and individual achievement are highly promoted. According to cross-cultural studies, such cultures are more facilitative of autonomous decision-making and the use of performance-based management systems (Hofstede, Hofstede and Minkov, 2010). This inclination harmonizes with P&G's strategy of employing complete local ownership in Britain, thus enabling local teams to react to market situations in a flexible manner while utilizing the company's global capabilities. Furthermore, insights from The Economist reveal that consumer goods companies in the UK frequently achieve success by customizing products to suit individual lifestyles, which is very much in line with P&G's market approach (The Economist, ​‍​‌‍​‍‌​‍​‌‍​‍‌2022).
India​‍​‌‍​‍‌​‍​‌‍​‍‌ is a more collectivist country that focuses heavily on family, community, and long-term relationships. Research-based books on culture mention that collectivist societies, for instance, in India, focus more on trust, networks, and co-operation, especially in business relationships (Triandis, 2018). In a case of P&G, this gave them an opportunity to make their joint ventures extremely effective during the phase of their early market entry as these ventures acted as a means of establishing relationships with local stakeholders and distribution partners. Publication of the research in the Asia Pacific Journal of Management shows that multinational companies in collectivist markets can achieve better performance if they initially focus on relational governance and then gradually increase their ownership and control (Zhang and Jiang, ​‍​‌‍​‍‌​‍​‌‍​‍‌2020).
[bookmark: _Toc216690172]Motivation to Achieve (Masculinity vs Femininity)
The UK has a moderately masculine culture, valuing achievement, performance, and career success (The Culture Factor, 2025). This fits well with P&G’s approach of using wholly owned subsidiaries and acquisitions, where local teams are encouraged to set high goals, innovate, and perform strongly within both global and local contexts. This kind of culture promotes entrepreneurial thinking and individual performance, helping P&G achieve its strategic goals (Rugman and Collinson, 2012; IJFMR, 2024).
In contrast, India has a moderately feminine orientation, emphasizing cooperation, harmony, and collective success (Hofstede’s Cultural Dimensions, 2025). This made joint ventures a suitable entry mode for P&G, enabling collaboration with local partners, building trust, and establishing long-term relationships while gradually understanding the market. Studies indicate that cooperative strategies improve integration and legitimacy in emerging economies (SproutOut Solutions, 2025).
[bookmark: _Toc216690173]Uncertainty Avoidance
The UK exhibits relatively low uncertainty avoidance, meaning that ambiguity and flexible decision-making are more acceptable in both daily life and business contexts. This cultural trait supports entry modes like acquisitions and wholly owned subsidiaries for P&G, as these approaches require adaptability and confidence in managing complex, ambiguous market conditions with minimal rigid controls. UK consumers and managers tend to tolerate experimentation and iterative strategy adjustments, which complements P&G’s global innovation and brand development efforts.
India shows moderate uncertainty avoidance, meaning businesses generally prefer clear structures, formal rules, and ways to reduce risk. Because of this, P&G first entered India through a joint venture, working with established local partners who understood the regulatory and operational challenges. As the company gained experience and confidence, it gradually moved toward greater internal control, balancing risk management with the use of its global expertise.
[bookmark: _Toc216690174]Long‑Term Orientation
In the UK, their culture is all about mixing what works now with planning for the future. This outlook goes hand-in-hand with how companies like P&G do business there through owning all their subsidiaries and buying up other businesses. This allows them to maintain their brand and keep things running smoothly, while still changing as the market changes. So, P&G's UK stuff can focus on doing well now and coming up with innovative ideas without changing up their whole process.
In contrast, India’s culture strongly emphasizes long-term thinking, valuing persistence, strategic investment, and the gradual development of business relationships. This helps explain P&G’s step-by-step approach in India: the company initially partnered with a local firm to build credibility and market knowledge, then gradually took more control as trust and understanding grew. India’s long-term focus also supports P&G’s investments in local capabilities, like regional R&D and expanded supply networks, helping secure lasting competitive advantage.
[bookmark: _Toc216690175]Indulgence vs Restraint
The UK is generally considered an indulgent society, where consumption is often linked to enjoyment, lifestyle enhancement, and personal well-being. Research on consumer behaviour indicates that indulgent cultures are more receptive to premium and convenience-oriented products (De Mooij, 2021). This supports P&G’s strategy of positioning many of its UK brands around comfort, self-care, and quality. Operating through wholly owned subsidiaries enables P&G to maintain strong control over branding and consumer experience, which is particularly important in markets where discretionary spending and brand perceptions play a major role in shaping demand (Johnson, Scholes and Whittington, 2020).
India is more often characterized as a restrained culture, where consumers prioritize value, necessity, and long-term benefits while being frugal with their spending. Affordable, useful, and value-driven products are more well-received by restrained societies, according to research on emerging market consumption (Sheth, 2020). P&G's strategy of gradual expansion in India was influenced by this cultural context, beginning with partnerships that permitted experimentation with pricing, pack sizes, and distribution models.
8. [bookmark: _Toc216690176]SOP Adjustments for P&G in India
The Standard Operating Procedures developed by Procter & Gamble are primarily designed for mature and highly structured markets. However, India’s emerging market context presents different challenges, including diverse consumer preferences, complex regulatory requirements, and distinct cultural norms. As a result, adaptations to existing SOPs are necessary to enhance operational efficiency, customer satisfaction, and long-term competitiveness. The following SOP adjustments are proposed in alignment with the earlier OLI analysis and cultural comparison between the UK and India.
[bookmark: _Toc216690177]8.1	Localized Product Development and Consumer-Centric R&D
India's consumer market is super diverse. People have different tastes, money to spend, and what they like depends on where they live. Take personal care items – folks want stuff that works with the local weather and their hair. And when it comes to cleaning supplies, price and package size really matter. P&G's standard operating procedures (SOPs) that they came up with in the U.S. focus on making sure all their products are the same (Gupta & Wang, 2021). But those procedures don't really cut it in India, where people want products made for their local needs. Also, since Indian culture is all about family and tradition, products that fit in with those values tend to do better.
From an OLI perspective, India offers attractive location advantages for P&G, including having a growing consumer base, a workforce that can support their product development, and the prospect of manufacturing the product at lower cost. However, the heterogeneous market attracts P&G to adapt that product to the local consumer needs. In terms of internalization advantages, it is important to maintain control over product quality and intellectual property, especially when they are developing a product to fit the local market, to protect the brand and the valuable technology.
Recommendation
P&G can set up a “Localized Product Innovation SOP” where its R&D teams in India work closely with global teams. This would involve testing products in both cities and rural areas to understand what people prefer, adjusting sizes, formulas, and packaging to suit local needs and budgets, and using customer feedback to improve products continuously. For example, P&G has changed detergent powders and shampoos in India to match differences in water quality and hair types things that U.S.-based processes wouldn’t consider (Ramaswamy & Gouillart, 2019). By including local insights in its global operations, P&G can keep its brand strong while taking advantage of India’s unique market.
[bookmark: _Toc216690178]8.2	Adapted Staffing, Training, and Service SOPs
In India, P&G needs to adjust its staffing and training practices to match the country’s high-power distance, collectivist culture, and strong focus on service. Employees generally expect clear hierarchies, structured reporting, and defined career paths, while customers value personalized and relationship-oriented service (Hofstede, 2011; Meyer & Skak, 2020). By contrast, P&G’s U.S. SOPs focus on flat organisational structures, individual decision-making, and efficiency, which may not align with Indian employees’ expectations and could reduce engagement or create confusion.
From an OLI perspective, P&G has some strong things going for it, like their global HR know-how. The internalization advantage comes from controlling of their service quality and how things work, but they still make sure everything fits the local culture.

Recommendations
P&G can create “Cultural Service & HR Alignment SOPs” that focus on key areas to fit the Indian context. This includes making job roles and career paths clear for employees, providing training that teaches teamwork, communication, and local workplace norms, and designing customer service that meets local expectations for friendliness and attentiveness. Rewards can focus on team achievements rather than just individual performance. This approach helps P&G keep control while motivating employees in ways that make sense culturally, improving service quality, customer satisfaction, and employee retention (Meyer & Skak, 2020). P&G should create grievance handling SOPs that are culturally aware, ensuring complaints are dealt with empathetically, addressed quickly, and handled in a way that preserves strong relationships (Kumar & Steenkamp, 2022).
[bookmark: _Toc216690179]8.3	Enhanced Local Supply Chain and Quality Control SOPs
India poses distinct supply chain challenges, such as fragmented supplier networks, limited infrastructure, and varying regional regulations (Chopra & Meindl, 2021; Kumar & Saini, 2022). P&G’s global SOPs are based on assumptions of reliable transport, consistent regulatory enforcement, and uniform supply conditions conditions that may not always exist in India.
From an OLI perspective, India offers a clear location advantage for P&G, providing low-cost production opportunities and a rapidly growing consumer market, though it demands tailored supply chain solutions. The internalization advantage allows the company to retain control over product quality and ensure operational reliability despite local uncertainties.

Recommendations
P&G can make its SOPs more effective in India by establishing regional production hubs to reduce transportation delays and better match local demand. Suppliers can be carefully vetted to meet FSSAI standards, and cold-chain and inventory systems can be adapted to handle local climate and infrastructure challenges. Planning for seasonal spikes, like festivals or the monsoon, and using digital tools to track supplies in real time will also help. For example, P&G’s smaller regional factories allow products to be tailored for local markets while maintaining global quality, showing the importance of keeping SOPs flexible and responsive (Kumar & Saini, 2022).
	SOP Area
	Why It’s Needed
	Recommended Adjustment

	Product Development & R&D
	India has diverse consumer needs, price sensitivity, and cultural differences; controlling processes protects the brand and technology
	Local Product Innovation SOP: India R&D hub, regular consumer testing, adapting products for different regions

	Staffing, Training & Service
	High hierarchy, team-oriented culture, and expectations for personal service; managing HR locally helps effectiveness
	Cultural Service & HR SOPs: clear roles and career paths, focus on relationship-based service, training suited to Indian culture, team-based rewards

	Supply Chain & Quality
	Fragmented infrastructure, different regional rules, and supply variability; controlling operations ensures product quality
	Supply Chain SOP: regional production hubs, careful supplier checks, cold-chain and inventory systems suited for India, plans for seasonal demand



9. [bookmark: _Toc216690180]Conclusion
P&G’s growth in India highlights the need to balance strong global strengths with a clear understanding of local market conditions. The company utilised its well-known brands, advanced research capabilities, and efficient operating systems while benefiting from India’s large and growing consumer base, lower production costs, and developing infrastructure. At the entry stage, P&G formed a joint venture to better understand local consumer preferences and regulatory requirements. As its experience in the market increased, the firm moved to full ownership in order to protect its technology, maintain product standards, and preserve brand reputation.
P&G changed how they do things to match India's culture. Because India values respect for authority and teamwork, P&G made their management clear and gave rewards based on team effort. They also focused on building relationships with customers. India's culture also shaped their products, as P&G made sure their prices, sizes, and ingredients suited what locals wanted. To get this right, they set up local ways of working, like research centres to test products, HR programs that fit the culture, and flexible supply chains to handle infrastructure issues and seasonal demand. By using smart ways to enter the market, being aware of the culture, and creating India-specific processes, P&G got better at what they do, made customers happy, and grew steadily. This shows firms need to change to local markets to do well.
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