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[bookmark: _Toc214652138]1. Introduction
This report offers the international business analysis of Amazon, and this company is the World's largest "multinational corporation (MNCs)", with a specific focus on its business operation in the Indian market, a major emerging economy. The purpose of this report is to focus on the opportunities and challenges linked to Amazon's international business expansion (Amazon.in, 2025). Through focus on the international business framework, such as the OLI paradigm, and Hofstede's cultural dimensions, this study examines the value chain of Amazon and focuses on the market entry strategies. Amazon's operational decisions in India have changed with specific attention to how cultural distances and local environmental settings. At the same time, criticisms and suggestions are offered by the report to modify "Amazon's Standard Operating Procedures (SOPs)" to increase competitiveness and long-term success in the Indian market. All things considered, this study provides insights into the ways in which Amazon responds to the challenges of an expanding economy while utilizing global skills. 
[bookmark: _uer9w9f8l1dx][bookmark: _Toc214652139]2. Benefits and Challenges of International Operations
[bookmark: _wnvllga7wkru][bookmark: _Toc214652140]2.1 Why Amazon Is Classified as an MNC
Amazon is definitely classified as a Multinational Corporation (MNC) because of its vast cross-border operations, global staff, international revenue base, and substantial foreign investments. As per the report of 2024, Amazon operates in over 20 countries across Europe, North America, Latin America, Japan, India, Australia, Singapore, and France (Gourmetads.com, 2025). Amazon's multinational scope is portrayed by its wide geographical presence. Its MNC status is also highlighted by Amazon's global revenue.  The company's overseas division revenue in 2023 was $133.89 billion (Amazon.com, Inc., 2023). Amazon associates this through its international network of fulfilmentcentres, subsidiaries, technology hubs, and cloud infrastructure. 
For instance, Amazon in India operates under a regulatory framework that needs partnerships and marketplace models, whereas Amazon Germany and Japan function through their subsidiaries that reflect their US operational model. Additionally, Amazon demonstrates the organizational and financial traits common to multinational corporations (Charles and Uford, 2023).  It leverages a variety of international earnings from e-commerce, “Amazon Web Services (AWS), Prime memberships”, and digital advertising to earn a significant amount of its revenue from sources outside of the United States. Moreover, Amazon has invested billions in the global market to build logistics infrastructure, develop technology hubs, and implement AWS data centres. Hence, international revenue distribution, multinational operations of Amazon establish it as one of the global leading MNCs. 
[bookmark: _18h9y4dzqwxo][bookmark: _Toc214652141]2.2 Nature of Amazon’s Global Operations Across the Value Chain
Amazon is a global company, and it is not just an online shopping website. This company operates in many countries and manages a very large and complex value chain that links innovation, procurement, fulfilment, distribution, and sales. These global structures help this business to provide fast delivery, low prices, and offer a wide range of products to customers in the global market. 
Research and Development (R&D)
"Research and Development (R&D),” is considered one of the important parts of Amazon's international business operation. Amazon invests billions of dollars every year in new developing technologies. Its research centre exists in diverse countries such as the USA, India, Germany, and the UK. Amazon launches a $1 billion fund to invest in warehouse technologies, supply chain, logistics, and fulfilment technologies (Cnbc.com, 2022). Amazon works on AI, Warehouse robots, AWS, and voice assistants such as Alexa and drone delivery. For example, Amazon India development hubs play a significant role in software engineering, while Amazon is really focused on machine learning and cybersecurity (Mathur, 2024).
Sourcing and procurement
“Sourcing and procurement” are a major part of Amazon’s global value chain. Amazon gets the products from the manufacturers and suppliers all over the world.  Amazon depends on the direct suppliers for its private label products, such as Amazon Basics, and the wide network of marketplace sellers that offer the majority of the goods, which are sold on the Amazon platform (Etro, 2024). In the US and the European market, Procurement mainly focuses on the large manufacturers and “brand collaboration”. On the other hand, in the emerging markets such as India, Brazil, and Mexico, “Amazon” considers the local artists, rural entrepreneurship, and the SMEs (Vivaldini and Corrêa, 2025). Amazon also produces its own private label brand that is manufactured in different countries such as India, China, and Vietnam.  
Production and fulfilment
Amazon is not part of traditional manufacturing and production, and fulfilment is a major part of its value chain. The global network of “Fulfilment by Amazon (FBA) warehouses” acts as the operational backbone of the business. These facilities are increasingly increasing by the use of “AI-powered robotics” to improve their shaping, packaging (Aboutamazon.com, 2025). The fulfilment model of Amazon varies across the market, depending on the infrastructure and the customer preferences. Emerging markets such as India utilize the hybrid logistic approaches that link with formal warehouses with the local delivery partners. 
Sales and marketing
From the sales and marketing side, Amazon has different country-based websites such as “Amazon.com (US), Amazon.co.uk (UK), Amazon.de (Germany), and Amazon.in (India)”. Each website is designed to meet the local customers’ needs and languages. For example, Amazon in India also supports payments such as cash on delivery and UPI, because many customers prefer this method. Adoption of UPI and the online payment method have jumped by 35% in 2025, especially used by Gen Z (Amazon.in, 2025). 
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Figure 1: Amazon sales across the global market
(Source: Statista.com, 2025)
Across the various market sales of Amazon in the US market have increased by 438 billion (Statista.com, 2025). Amazon also adopted its marketing approaches to the holidays and the local festivals, such as Diwali in India.  In 2025, this festival recorded 380 million visits (Amazon.in, 2025a). This company also adopted marketing strategies for Christmas in Europe and Singles’ Day in China. 
Financing and investment
Financing and investment are significant for the global business growth of Amazon. Amazon invested a large portion of its profit into increasing its warehouse and developing its delivery network (Charles and Uford, 2023). This company also makes money through selling its shares in the global financial market. 
Thus, Amazon’s global operation leads to the mix of “centralised technology and decentralised local adaptation”. 
[bookmark: _pfgryal4ful1][bookmark: _Toc214652142]2.3 Entry Modes Used by Amazon in Global Markets
Amazon has expanded internationally by using a diverse “mix of entry modes” that relies on competitive intensity, regulatory environment, and strategic opportunities in each host country. 
“Wholly-Owned Subsidiaries”
The “wholly-owned Subsidiaries” are considered the most dominant and common entry mode, especially in developed markets where regulatory frameworks allow full foreign ownership, where Amazon wants to control over logistics, branding, customer experience, and technology (Wan and Wang et al. 2025). The markets include Germany, the UK, Canada, Singapore, Japan, Italy, and France, where entry was made through subsidiaries. This mode allows Amazon to implement innovations such as "Prime, Fulfilment by Amazon (FBA), and Amazon Go stores" without local restrictions, replicate its U.S. operating model, and maintain stringent control over product quality and data management (Paul, 2023). Amazon integrated its complex digital structure with the help of full ownership, and this infrastructure includes recommendation algorithms and AWS cloud storage across markets. 
Partnerships and strategic alliances 
Partnerships have been utilized to build operational presence in markets with regulatory, logistical, and infrastructural challenges. For delivery services, Amazon established long-lasting relationships with Japan Post in Japan (Garrett et al. 2021). In Europe, partnerships with Royal Mail and DHL enabled Amazon to expand distribution without owning all logistics assets. 
Acquisitions
Acquisitions have been a “strategic entry mode” in regions where Amazon needed instant access to the market or where regional rivals had already made significant advances. One of the most prominent examples is the “$580 million purchase of Souq.com in the United Arab Emirates”, which gave Amazon instant access to Middle Eastern markets and a pre-existing customer base and logistics network (Cnbc.com, 2019). Along with that, other acquisitions include "Kiva Systems (USA)", "Whole Foods (USA)", and Zappos (USA), and focused on Amazon's international competitiveness by developing global supply chains and technological capabilities (Mandaequilibrium.com, 2024).  Therefore, Amazon has gained small logistics, media companies, and fintech in numerous European and American markets to support its Prime Video expansion. 
Joint Ventures
Amazon has penetrated markets where laws prohibit foreign ownership, especially in developing nations, through joint ventures. For instance, Amazon’s early entry into China, where it partnered with “Joyo.com” (CNBC.com, 2021). In India, Amazon operates in a restricted FDI setting that requires close cooperation with logistics partners and local sellers, when not in a formal joint venture. 
Greenfield Investments
Amazon is often involved in greenfield investments, especially for making “Amazon Web Services (AWS)”, fulfilment infrastructure, and data-centric solutions (Maddock-James, 2025). The organization implemented AWS regions in Japan, Brazil, India, and Europe that need billions in “foreign direct investment”. 
Hence, it can be stated that when several entry strategies are used by Amazon, a "wholly-owned subsidiary" supported by greenfield investments is considered the "dominant entry mode". 
[bookmark: _f69b9pcmz8qq][bookmark: _Toc214652143]2.4 Key Benefits of Amazon’s International Operations
Significant financial and strategic advantages are produced by Amazon's global operations. By operating in other nations, Amazon can expand its revenue streams, lowering its reliance on the US market and guaranteeing steady income even during local economic recessions. Global scale also provides strong economies of scale, low costs in logistics, warehousing, and technologies (Negi, 2024). The international market helps Amazon to evaluate the huge customer base and develop its recommendation system and pricing strategies. Expansion of access to various regions, such as increasing innovation, as R&D centres in AI and automation. Amazon also benefited from strong bargaining power (Zia and Tabassam, 2025). Overall, globalization boosts the long-term growth of businesses. 
[bookmark: _Toc214652144]3. OLI Analysis: Impact on Amazon’s Market Entry Mode in India
The OLI paradigm is known as the electric theory, and it is a core framework for evaluating why multinational companies select specific global market entry strategies. This framework indicates the firm’s decision to expand its business through “Ownership advantages (O), Location advantages (L) and Internalisation advantages (I)”. Amazon’s entry into India through OLI analysis offers the knowledge of reasons behind the adoption of the hybrid entry mode. The OLI criteria were crucial in determining how Amazon, the biggest e-commerce and cloud computing company in the world, expanded into India, one of the most complicated and rapidly rising emerging nations (Gupta, 2020).
Ownership Advantages and Their Influence on Entry Mode
Ownership advantages refer to organisation-specific assets that offer MNEs a competitive superiority in foreign markets (Koster, 2023). 
Digital capabilities and proprietary technology: Amazon's technical ecosystem, which includes advanced suggestion systems, AI-driven logistics optimization, robots, AWS cloud services, and advancements in digital payments, is a fundamental advantage of ownership (Paul, 2023). In addition, entry barriers are created by these capabilities for local competitors and justify Amazon's use of high-control entry modes. Under FDI regulations, foreign businesses are not allowed to operate inventory-led e-commerce models in India. This regulatory constraint hinders the ability of Amazon to utilise its ownership advantages. 
Investment Capability and financial strength: The significant financial capability of Amazon is reflected by “billions in annual free cash flow” and enables high-scale investment in India. Besides, Amazon invested more than “$6.5 billion in fulfilmentcentres”, payment systems, AWS infrastructure, and seller development initiatives in India between 2013 and 2024 (Economictimes.indiatimes.com, 2022). 
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Figure 2: Infrastructure and technology expenses of Amazon
(Source:  Statista.com, 2025b)  
Amazon spent “88.5 billion dollars” on infrastructure and technology in 2024, up from “85.6 billion dollars” the year before (Statista.com, 2025b). The greenfield investment approach is supported by the financial situation. In order to survive early competitive pressures from Reliance Retail and Flipkart, the financial advantage was significant.
Global reputation and brand equity: Amazon is a globally recognised brand that is built on customer service excellence and product variety. This made it easier to acquire customers in India and affected Amazon's choice to enter the market directly instead of through franchising (Shahid et al. 2024). Thus, Amazon’s preferences are reinforced by the ownership advantages for direct entry through controlled partnerships and subsidiaries. 
Location Advantages and Their Influence on Entry Mode
Locational advantages have increased from the market culture and economy of the host country. India's mix of opportunities and challenges shaped Amazon's entry mode decisions. 
Large and Fast-Growing E-Commerce Market: 
[image: ]
Figure 3: Internet penetration rate in India
(Source: Statista.com, 2025a).
In the Indian market, there is an increasing middle class and rapid internet penetration. This figure represents that, in 2025, the internet penetration rate in India has increased by 70% from 14.9% in 2015 (Statista.com, 2025a). It represents that more than half of the population in India, such as 1.47 billion people, have internet access. These locational advantages made India strategically attractive. This size and the growth of the Indian market also encouraged Amazon to adopt an entry mode that allowed for scaling.
Labour Cost Advantage and Skilled Talent Pool: India’s labour cost advantages and the highly skilled technology workforces also influenced Amazon's decision to boost the ADCs across the various cities, such as Hyderabad, Bengaluru, and Chennai (Mukul et al. 2024). These centres also supported the global R&D, Alexa development, and logistics analytics. Amazon India allocates 2000 cr. to increase tech and workforces (Indianretailer.com, 2025). Thus, the locational advantages also motivated Amazon to develop its logistics and technological capabilities within India. 
Cultural Diversity and Consumer Behaviour: India's cultural and regional diversity also required Amazon to customize its offering, such as the local language app, cash on delivery, and Amazon pantry to the Indian households (Biswas, 2025). These cultural complexities also help Amazon to progress its logistics and improve customer service to ensure quality consistency. 
Regulatory Environment and FDI Restrictions: India also indicates the locational disadvantages, as this country has strict FDI rules in multi-brand retail and e-commerce. Strict FDI rules and restrictions also shaped the entry mode of Amazon, which pushed this company from the wholly owned retail model towards the marketplace entry mode (Itif.org, 2025). Amazon also collaborated with hundreds of thousands of Indian sellers, compared to owning inventory. This company also uses third-party logistics providers in its own delivery model. 
Internalisation Advantages (I) and Their Impact on Entry Strategy
Internationalization advantages indicate the firm's desire to keep control of the critical process compared to outsourcing it to external partners. Internationalization is considered one of the final entry strategies. The business model of Amazon is based on data control, customer trust, and integrity (Vesterback, 2024). Its system, outsourcing logistics to external firms, could risk data leakage, mitigate the service quality, and reduce the customer experience. To mitigate the risk of the organization, internationalization of Amazon is a significant process through owning fulfilmentcentres and directly managing the customer's interactions. 
Cloud technology and Amazon’s algorithms are fundamental strategic assets that deliver competitive advantage. If they had been licensed or shared with outside Indian companies, Amazon would have been vulnerable to copying or losing control. Along with that, Amazon’s technological infrastructure is internalised, which led to local adaptation being needed (Vincenzi et al. 2023). Along with that, Amazon is influenced by internalisation to invest heavily in logistics. This developed speed and reliability, which are key customer value factors. For instance, using kirana outlets for last-mile services allowed for broad geographic coverage without the need for extensive fixed infrastructure.
[bookmark: _16bqjt7dxdmn][bookmark: _Toc214652145]4. Cultural Differences & Their Impact on Market Entry Strategy
[bookmark: _kj6w24lpx40r][bookmark: _Toc214652146]4.1 Cultural Distance through Hofstede’s Dimensions
Comprehending cultural distance is necessary in global business because differences in behaviour, expectations, and values can influence consumer decision-making and organizational strategy (Adamovic, 2023).  A structured framework is delivered by “Hofstede’s Cultural Dimensions” to compare the cultural profiles of the home country, the USA of Amazon, and the emerging market India. 
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Figure 4: Cultural differences between India and the USA
(Source: Theculturefactor.com, 2025)
Power distance 
The US is characterized by a low power distance (40), which represents a preference for equality, openness, and “decentralized decision-making processes”. In addition, India indicates a high-power distance (77) (Theculturefactor.com, 2025). Hierarchical structures, authority, and relationship-based influences are culturally accepted. This gap also indicated that Amazon adopted its management style in the Indian market. Rather than the application of its highly independent and informal US structure, Amazon respected the hierarchical business (Dasgupta et al. 2025). In India, Amazon takes a more formal and relationship-based approach when they are collaborating with local businesses and suppliers. 
Individualism vs Collectivism
The US score is high (60) on "individualism", which means that consumer choices are driven by convenience and personal preferences. India has "low individualism (24)" and is more collectivist, where the community and family affect the buying decisions. For this reason, Amazon changes its marketing in the Indian market. Instead of focusing on personal comfort, it indicates the family benefits and savings. Campaigns such as "Har Ghar Amazon" lead to the Indian cultural values and help the business to connect better with the customers (Timesofindia.indiatimes.com, 2025). 
Uncertainty Avoidance
Due to worries about product legitimacy and payment security, Indian customers demonstrate higher risk (40) sensitivity, whereas the uncertainty avoidance of the USA is (46) when making online purchases, despite both nations scoring in the middle. In order to identify these cultural characteristics, COD, easy returns, and order tracking were introduced by Amazon in order to identify this cultural trait, and these were not core features in the US model (Chen et al. 2023). These changes build confidence and decrease risk, which is a crucial aspect of the acceptance of Amazon in India. 
Long-Term Orientation
The USA portrayed a “short-term orientation (51)”, emphasizing instant outcomes and customer gratification. India portrays a strong long-term orientation (50)”, focusing on planning, savings, and financial value over time (Mer and Virdi, 2024). In order to appeal to long-term household budgeting practices, Amazon introduced discount-driven pricing, EMI choices, rewards, and Prime for a cheaper regional price.  
“Indulgence vs. Restraint”
The US is a luxurious country (68) where it is socially acceptable to spend money on comfort and leisure. In addition, India is more restrained (26), where spending is moderated by affordability.  Amazon's strategy in India is less about luxury and more about cost-benefit value, durability, and price savings, which affects its product mix and relationship with suppliers (Bandi et al. 2024). 
Thus, "Hofstede's dimensions" reflect that the cultural distance between the US and India is large. Amazon's success depends on adapting to these cultural differences. Instead of using this strategy in its home country, the USA, Amazon redesigned its payment, marketing, and customer service to evaluate the Indian customer value. 
[bookmark: _b7ztoi10g9og][bookmark: _Toc214652147]4.2 Impact on Amazon’s Market Entry Strategy
Cultural differences between India and the USA had a major influence on the ways in which Amazon entered the Indian market. The culturally sensitive entry approach has been adopted by Amazon, which emphasizes local engagement, trust building, and customised service delivery (Paul, 2023). The cautious attitude of Indian consumers about online purchasing was one of the most significant cultural variables influencing Amazon's entry strategy. Many Indian customers are initially uncomfortable with online payments due to concerns regarding financial fraud and product quality, while US customers depend on credit cards and technological transactions. Amazon also leveraged easy exchange and return policies, COD, and order-tracking, which were not main features in the US. 
Cultural differences affecting the Amazon's entry were India's collectivist nature, where the community and family influenced and played a significant role in the purchasing decision (Sheelam and Bose, 2024). Amazon also recognized that buyers in India look for safety and value, rather than individual convenience. As a result, promotional campaigns in India shifted from the U.S. message to the family-centred themes such as "Great India festival sales, " and "Har Ghar Amazon," which also indicated the saving, household needs, and group celebrations (Nim et al. 2024). It also links Amazon with the cultural expectations. In addition, India's high-power distance is also affected by Amazon's entry mode. Government and business intersections in India followed the formal and hierarchical processes. To operate within India, Amazon invested in a structured partnership with the government bodies (Mittal et al. 2024). Amazon followed a hybrid entry model in the Indian market with a local partnership. 
The operational network is changed by the cultural preferences for personal communication. Amazon combined digital retail with well-known “community-based networks” by including thousands of small local retailers in its pickup and delivery operation (Pasch and Kuhlke, 2021). It aided customers in feeling comfortable engaging with e-commerce. 
[bookmark: _utvj9rsoxc5m][bookmark: _Toc214652148]4.3 Cultural Factors Affecting Operational Success Potential
Cultural differences between the US and India not only shaped Amazon's initial marketing strategy but also significantly affected its long-term operational success. India's diverse cultural landscape is marked by linguistic variations, which also create opportunities and challenges for the operational performances of Amazon (Thapliyal and Joshi, 2022). Trust building is considered one of the most critical factors that affect operational success. Indian customers place a high value on authenticity and reliability. Significant economic and strategic advantages are produced by Amazon's global operations. By operating in other nations, Amazon is able to expand its revenue streams, lowering its reliance on the US market and guaranteeing steady income even during local economic recessions. 
India’s “relationship-oriented culture” means that local partnership is important to operational effectiveness (Grunwald et al. 2025). Through collaborating with local stores, Amazon increases the last-mile delivery and progresses customer convenience. Thus, the relationship-oriented culture is significant for mitigating the competition from the traditional retail network. 
The operational success is also affected by the language and regional diversity. Amazon needs to maintain localised customer services, multilingual interfaces with over 20 main languages, and varying regional preferences (Kufile et al. 2021). Besides, ignoring language or social customs carries the danger of alienating significant customer segments and reducing the adaptability of operations. Therefore, the high-power distance of India needs Amazon to maintain strong government relations and compliance practices. Hence, the long-lasting operational success of Amazon in India relies on its ability to link its customer service, logistics, and regulatory practices with Indian culture.
[bookmark: _jtdzkj1ic0t4][bookmark: _Toc214652149]5. Recommendations: Adjustments to Amazon’s SOPs for the Emerging Market
Transferring effective company procedures from the home country to the host country is not enough for successful international expansion. For Amazon, organization is built on efficiency, data-driven decisions, and standardization. Entering an emerging economy such as India demands careful modifications to its SOPs. This need results from differences between the United States (home country) and India (host country) in terms of cultural values, institutional frameworks, consumer behaviour, technological readiness, and competitive landscapes. Along with that, OLI analysis focused on local advantages of India, ownership advantages, and internalisation benefits. 
Adjustment 1: “SOP Revision for Localized Consumer Engagement and Trust-Building”
Amazon's traditional SOP framework is developed by the "low power distance, low uncertainty avoidance, and individualistic consumption patterns," and it is a major feature of US culture. The Indian cultural context also indicates high power distance, high uncertainty avoidance, and collectivism, which indicates how trust and purchasing decisions occur (Stanikzai and Mittal, 2025). Most of the Indian customers prefer personal recommendations and social proof before engaging in the online transaction method. There is also scepticism regarding the online payment process and the authenticity of the product.
Recommended SOP Modifications
	Original SOP Focus
	Recommended Local Adaptation for India

	Interpersonal customer service and automated
	Amazon should adopt the hybrid system combining the automation process with the human customer assistants through WhatsApp and voice (Todericiu, 2025). 

	Trust built through brand equity
	Amazon should build trust through return guarantees, discounts, and the cash-on-delivery method. 

	Standard return and refund rules
	Should use the extended guarantee periods, hassle-free returns, and the no-questions-asked refund policies. 

	Individual-centric advertising
	“Family-centric, community-centric, and value-driven advertising aids to increase the local adoption for India.”


Table 1: Recommended SOP Modifications for Adjustment 1
(Source: Self-Made using MS-Word)
Rationale of this recommendation
This modification also links with the Indian market’s need for assurance before purchasing the interpersonal support after the purchase, and increasing trust and mitigating the perceived uncertainty (Patel and Dhurkari, 2025). Adjusting the SOPs to the tutu building process is significant for boosting long-term customer loyalty in the Indian context. 
Adjustment 2: Customization of Supply Chain and Logistics SOPs for Infrastructure and Regional Diversity
The global logistics system of Amazon is designed for countries with highly developed roads, high technological infrastructure penetration, last-mile delivery, and unified address systems. Besides, India presents a crucial “regional and infrastructural variability” such as inauthentic addressing systems, inconsistent road networks in rural areas and urban slums, and seasonal monsoon disruptions with language variety (Mahto, 2024). 
Recommended SOP Modifications
	Original SOP Focus 
	Recommended Local Adaptation for India

	Fully planned delivery routes
	Festivals, weather, and traffic partners influenced flexible and dynamic routing. 

	Centralised delivery model 
	Micro-fulfilmentcentres in tier-2 and tier-3 cities under a hub-and-spoke hybrid model

	Parcel delivery is only by Amazon employees. 
	Amazon needs to focus on the implementation of gig-workers and local courier partners (Kuhn et al. 2021). 

	Standard instructions and packing in a single language
	Helplines, user manuals, and regional language packaging need to be used. 


Table 2: “Recommended SOP Modifications” for Adjustment 2
(Source: Self-Made using MS-Word)
Rationale
Accessibility is enhanced, delivery delays are decreased, and competitive advantages in rural penetration are focused by the logistical adaptation, where domestic rivals, including Meesso and Flipkart, have progressed rapidly (Ranjekar and Roy, 2023). This is also linked with the OLI's theory "internalisation advantages" because SOPs maintained Amazon's control over the "supply chain experiences". 
“Adjustment 3: SOP Alignment for Workforce Management and the Integration of the Organisational Culture” 
Amazon should adjust its SOPs for India in its internal workforce management and the organizational cultural practices. In this context, US operations of Amazon are shared by the cultural values such as the “short-term orientation, low power distance, individualism”, and are deeply affected by the workplace expectations, team dynamics, and leadership behaviours. This transfer means US-style managerial SOPs to India could boost the friction and mitigate the employee morale, and this leads to the weak operational position of the business organization (Kunwar et al. 2024). Most of the Indian employees expect clear hierarchical structures, guidance from supervisors, and a communication style. For this, Amazon needs to adjust its people management SOPs to progress the communication style that is culturally linked (Thapliyal and Joshi, 2022). Along with that, managers should be trained in the use of indirect feedback and relationship-based leadership. These praises are true among the employees.
Furthermore, US teams are used to autonomous work, in which workers take full responsibility for assignments with little oversight. In India, workers frequently work better when offered frequent check-ins, proper guidance, and well-defined roles. Therefore, workers' confidence and operational consistency will be increased by adjusting the SOPs to implement task delegation frameworks and clear workflows (Steen-Tveit et al. 2024). It also certifies that Amazon maintains its global advantages by retaining its workforce. However, the reward system is considered a crucial adjustment. In the US, the SOPs of Amazon focus on competitive individual rewards and performance-based recognition. Although performance is still highly regarded in India, it is not the only source of motivation.  Indian workers typically value social belonging, career routes, job stability, and group recognition (Ali et al. 2025). Thus, Amazon needs to revise its SOPs to adopt a blended rewards structure that implements team contribution and individual performance. Along with that, onboarding procedures need to be culturally sensitive. The corporate culture, procedures, and roles are the main topics of Amazon's standardized global onboarding SOP (Vago, 2023). Besides, for India, this needs an association to implement regional diversity, cultural norms, and language preferences, and local workforce equality. 
	Original SOP Focus
	Recommended Local Adaptation for India

	Open confrontation and direct feedback model
	Should focus on the respect-driven feedback with the indirect communication style. 

	Rewards focused solely on performance
	Should focus on the Hybrid rewards performances, team contribution, and the recognition awards. 

	Independent employee accountability
	Focus on the structured management insights with a clear role and continuous development. 


Table 3: “Recommended SOP Modifications” for Adjustment 3
(Source: Self-Made using MS-Word)
These SOPS adjustments are important; the behaviour of the workforces is directly affecting Amazon's customer satisfaction, brand reliability, and productivity, particularly in the fast-growing economy in India (Mondolo, 2022). Through designing the localized workforces' SOPs, Amazon ensures that employees feel more valued and respected within the organization. Implementation of these strategies aids in mitigating the friction and developing team cohesion, and developing the long-term commitment of the business organization. 
Changing labour management SOPs is a strategic requirement, not just a matter of cultural sensitivity (Steen-Tveit et al. 2024). The internalisation advantage of Amazon is increased by effective human resources under the OLI framework, by certifying its international standards. 
[bookmark: _dln93syekttw][bookmark: _Toc214652150]6. Conclusion
In considering its expansion into India, a rising country with significant development potential, this paper has assessed Amazon's global operations, market entry tactics, and adaptation needs. This analysis portrayed that Amazon passes as a leading MNC due to its diversified value chain, international scale, and technological ownership advantages. A strategic consideration of the OLI need for Amazon's entry into India. It helped to evaluate the ways in which Amazon utilizes its brand reputation and operational capabilities. 
The cultural differences of India and the USA are evaluated by using Hofstede’s dimensions, which also indicate the significant differences in the culture between the host country and India, such as “power distance, collectivism, uncertainty avoidance, and long-term orientation.” These cultural gaps have direct implications for Amazon's entry strategy and shaped the operational model that the company adopted in India. Various initiatives of Amazon, such as the cash on delivery, partnership with the local stores, and the regional language interface, indicate how Amazon adapted its business to India’s culturally diverse customer base.  For ensuring their long-term success in India, this study also proposed three SOP adjustments, such as trust building and customer engagement, logistic and supply chain restructuring, and workforce management alignment. This recommendation directly addresses the issues through the OLI analysis and focuses on the operational flexibility and the integration of cultural practices. 
Hence, successful internationalization needs more than just moving current business models across borders, as Amazon's experience in India shows. Along with that, it necessitates a well-rounded strategy that combines deep local adaptation with global strengths. Amazon can focus on its market position and gain sustainable competitive growth in one of the world’s most dynamic economies. 
[bookmark: _r3iovoy1sb8v]
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