
Page 1 of 39 
 

 

 

 

 

Dissertation Report on 

“Localization strategies by International E-commerce platforms for the 

Indian E-commerce market” 

 

for the purpose of conferring the degree of 

MBA in International Business from IIFT Delhi 

 

submitted by 

Yash Kumar Jain (51C) 

 

under the guidance of 

Dr. Rakesh Mohan Joshi 

 

 

 

 

 



Page 2 of 39 
 

 

ACKNOWLEDGEMENT 

I have to express my warmest thanks to my guide Dr. Rakesh Mohan Joshi, dean and professor 

at Indian Institute of Foreign Trade, Delhi without whose guidance this paper would not have 

been possible. I thank him for giving me the freedom to do this paper on my own and helping 

bring shape to my ideas. I am indebted to my college, Indian Institute of Foreign Trade, Delhi 

for the resources they provided me towards the completion of this project. And finally, I would 

like to thank all the researchers whose work inspired me to research on this paper, who provided 

a strong base understanding of their work for laymen like me who want to study the topic and 

add their own understanding of it.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Page 3 of 39 
 

 

CONTENTS 

INTRODUCTION ................................................................................................................................. 4 

Global E-commerce .......................................................................................................................... 4 

Indian E-commerce ........................................................................................................................... 4 

Localization ....................................................................................................................................... 6 

Amazon .............................................................................................................................................. 7 

Samsung ............................................................................................................................................. 9 

LITERATURE REVIEW .................................................................................................................. 11 

RESEARCH METHODOLOGY ...................................................................................................... 17 

Objective .......................................................................................................................................... 17 

Methodology .................................................................................................................................... 17 

Research Gaps ................................................................................................................................. 17 

FINDINGS AND CONCLUSIONS ................................................................................................... 18 

Reasons for Localization in E-commerce ...................................................................................... 18 

Implementation of Localization in E-commerce .......................................................................... 22 

RECOMMENDATIONS .................................................................................................................... 36 

REFERENCES .................................................................................................................................... 38 

 

 

 

 

 

 

 

 

 

 



Page 4 of 39 
 

INTRODUCTION 

Global E-commerce 

 

The value of the global e-commerce market has nearly tripled from $1,336 billion in 2014 to 

$4,938 billion in 2021. Even the percentage of e-commerce as a part of the total retail sales 

has gone up from 7.4% in 2015 to 19.6% in 2021. These figures show the acceptance of e-

commerce is only increasing. The growth of retail e-commerce was greater than 40% in 9 

countries in 2020 (Thailand, UK, Brazil, Australia, Russia, Mexico, Singapore, Canada, 

Argentina) with an average growth of 25.7%. The biggest e-commerce markets are China, 

USA, UK, Japan & Germany. With digital sales of almost $2.992 trillion in 2021, Asia-

Pacific is by far the largest market for retail ecommerce. It has been estimated that the digital 

retail sales for the Asia Pacific region were approximately five times higher than in Western 

Europe and more than three times higher than in North America. (Coppola, E-commerce 

worldwide - statistics & facts, n.d.)   

Indian E-commerce  

 

India's e-commerce market is the world's eighth largest. Despite the pandemic's continued 

influence, India will be the fastest expanding market this year. Presently at $65.3 billion, the 

Indian e-commerce market has expanded at excellent rates over the last five years, with 

growth of 30 percent in 2018 and 22 percent in 2019, despite a slowdown during the 

epidemic. From now until 2024, revenues are predicted to grow at a 14.5% compound annual 

growth rate (CAGR). With just four out of every ten Indians shopping online, the country's 

ecommerce potential remains largely untapped. Platforms are the most effective approach to 

reach India's 1.4 billion people: Amazon.in, Bigbasket, and Grofers are the top three e-

commerce sites in India by net sales. (Global E-commerce Trends Report, n.d.) 

 

Even after the disruptions caused by the COVID 19 pandemic, India's e-commerce market 

continues to grow. It has caused a change in purchase behaviour with more Indians having 

adopted online shopping instead of stepping outside their houses. A look at the numbers from 

the festive season between October 15 to November 15 in 2020 confirms this with a record ₹ 

58,000 crore (US$ 8.3 billion) gross sales value for all e-commerce businesses or a growth of 

65% compared to the ₹ 35,000 crore (US$ 5 billion) worth of sales in the same period in 
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2019. In terms of volume and value, e-commerce grew by 36% and 30% year over year in the 

fourth quarter of 2020. 

 

 

Figure 1 – Indian E-commerce Volume and Value Growth  

 

As expected, traditional urban and Tier 1 cities continue to account for the majority of 

volume and value.. However, the increasing focus of e-commerce companies on Tier 2 and 

Tier 3+ cities has gradually grown their share of the overall e-commerce market over the last 

few years. Tier 2 and Tier 3+ cities now account for 46% of overall contribution, up from 

32% in Q4 2019 and 14% in Q4 2020, displacing conventional metropolitan and Tier I cities. 

In the meantime, growth in Tier 1 cities has decreased to 19 percent. E-commerce is 

predicted to continue to grow at a greater rate in Tier 2 and Tier 3+ cities, as seen by 

remarkable growth of 87 percent and 151 percent in Q4 2020, respectively, when compared 

to the same period last year. There are various reasons for this such as the expanding 

adoption of social commerce, faster and more timely deliveries, catering to audiences in their 

own mother tongues, and the rising acceptance of online payment along with ever increasing 

access to internet, are all contributing to the growth. Tier 3 city shoppers are the most active 

in Q4 2020, with a value increase of 178 percent from 66 percent in Q4 2019 to 178 percent 

in Q4 2020. Tier 3 cities also reported amazing growth in order volume, with a 37 percent 

increase in Q4 2019 vs. Q4 2018, and a staggering 151 percent increase in Q4 2020 vs. Q4 

2019. 

 

Figure 2 – Cluster-wise share by Volume 
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Figure 3 – Tier-wise Volume Growth 

This growth in the Tier II and Tier III cities again sheds light on the importance of localization 

in order to reach the next billion consumers across the country. The increased online spending 

in India will only encourage e-commerce firms to aggressively scale their operations to enter 

the Indian e-commerce space or increase their presence pan-India. 

Localization 

 

For the international e-commerce firms entering India, their success depends a lot on the 

quality of their online marketing content. They will aim to attract the newly online savvy 

shoppers with personalized online content that helps build a connect with these customers. 

The key to establishing themselves in the minds of the Indian consumer lies in the ability of 

the e-commerce platforms to recognize the unique needs of the Indian customers, take into 

account the cultural differences and habits and then personalize the shopping experience to 

meet their expectations. For this they need localization. 

E-commerce localization is the process of modifying all of the e-commerce platform's 

content (website or app—including information about the products, blogs, videos, social 

media posts etc) so that it resonates strongly with the local consumers in the target market, 
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wherever it may be in the world. This involves the transformation of content so that it appears 

to have been made by and for the local market. Some simple examples of this are modifying 

the text to suit local preferences & interests, adjusting images to reflect local environments, 

and adopting local languages, currency, units of measurement & formatting. Looking at the e-

commerce websites with highest traffic, we see Amazon.com & Samsung.com in the top 10. 

Going forward, we look at how these two sites localize their e-commerce sites. 

Amazon 

 

Amazon has evolved from an internet bookshop to one of the world's most valuable public 

firms. From cloud computing to voice technologies, Amazon has established itself as the 

unchallenged industry leader. It has surpassed Google as the most popular destination for 

product searches. 

 

Figure 4 – Annual Net Sales of Amazon (Region wise) (Coppola, Net sales of Amazon in 

leading markets 2014-2020, n.d.) 

 

Region CAGR (2014-2020) 

USA 29.95% 

Germany 16.35% 

United Kingdom 21.23% 
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Japan 17.16% 

Rest of the World 40.06% 

 

Amazon has been busy ramping up its global operations. In 2010, Amazon only had a presence 

in seven countries: Canada, the United Kingdom, Germany, France, Japan, China, and Italy. 

After a decade, activities outside of the United States accounted for almost one-third of total 

sales, encompassing more than 20 countries. As seen in the figures, while USA has been the 

biggest market for Amazon, there has been a steady rise in the Rest of the World segment. As 

of now, it is the second biggest segment for Amazon. It also has the highest compounded 

growth of 40.06% compared to the 29.95% of the USA region. As of 2022, Amazon ships to 

100+ countries but has specific sites as well as operations in 13 countries – The United States, 

the United Kingdom, Australia, Canada, China, France, Germany, India, Ireland, Italy, Japan, 

Mexico, and Spain are the countries represented. These countries are also the focal point of 

Amazon Prime, their subscription service that offers premium services like free delivery as 

well as access to digital content on Amazon Prime Video and Amazon Music to members in 

21 countries. 

With respect to India, Amazon has invested over $6.5 billion dollars since its entry in 2013. 

Since then it has steadily expanded the offerings like Amazon Now (grocery) & Amazon Prime 

in 2016, Amazon Prime Music in 2018 etc. 

Company FY 2021 (₹ crores) FY 2022 (₹ crores) 

Revenue Profit/Loss Revenue Profit/Loss 

Flipkart India ₹ 42,941 - ₹ 2,445 ₹ 34,170 - ₹ 3,150 

Flipkart Internet ₹ 7,840 - ₹ 2,881 ₹ 5,916 - ₹ 1,936 

Amazon Wholesale ₹ 3,131 ₹ 46 ₹ 3,384 - ₹ 132 

Amazon Seller Services ₹ 16,200 - ₹ 4,748 ₹ 10,847 - ₹ 5,849 

(Amazon India marketplace clocks 49% revenue growth in FY21, n.d.) 

 

Amazon Seller Services is the company that runs the online marketplace of Amazon India. It  

reported a 49% rise in revenue from operations (₹ 16,200 crs in FY21 from ₹ 10,847.6 crs in 

FY20). It was still at a loss though (₹ 4,748 crs in FY21 from ₹ 5,849 crore in FY20). The 

other company is Amazon Wholesale (India). Out of this revenue for Amazon India, ₹ 7,555 

crs was from offering marketplace services in FY21 compared to ₹ 4,949 crs in FY20. The 
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revenue from other marketplace services (including advertising services), was ₹ 2,554 crs in 

FY21 from ₹ 1,636 crs in FY20. 

 

Figure 5 – Comparison of traffic on Amazon.in & Flipkart.com in Jan 2022 (Amazon.in vs 

Flipkart.in Traffic Comparision, n.d.) 

Samsung 

 

Samsung Electronics is one of the most valuable technology companies in the world with a 

market cap of $ 412.31 billion. While Samsung is into consumer electronics, semiconductors, 

telecommunications, and digital media technologies, it is most recognized for being the leading 

smartphone vendor worldwide. As recently as Q2 of FY21, Samsung's market share in the 

global smartphone market was at 20.8% followed by their closest competitors, Apple and 

Huawei. Looking at the region wise split, we get (Inside Samsung Galaxy's Global Market 

Share, n.d.)– 

Region Market Share (Samsung) Market Share (Competitor) 

North America 28% 55% (Apple) 

China <1% 23% (Vivo) 

India 17.7% 28.4% (Xiaomi) 

Southeast Asia 19% 22% (OPPO) 

Korea 70% 22% (Apple) 

Japan 6.8% 52.6% (Apple)  

Latin America 42.4% 21.8% (Motorola) 

Europe 33% 32% (Apple) 
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As we can see, apart from Korea & Latin America, Samsung has lost ground to cover for in all 

of the regions. The biggest smartphone markets in the world are presently China & India 

wherein it is not close to being the market leader. The domestic competitors in these markets 

are able to offer product features at cut-throat prices and have more localized services as well. 

Samsung has an established distribution and retailer network which is responsible for the 

majority of sales. However, in order to remain competitive, Samsung has been focussing on 

building its D2C e-commerce capabilities. Their marketing spends also reflect this with almost 

equal expenditures on online and offline efforts now compared to a 70/30 ratio of offline/online 

spends in the past. This can be seen even on their advertisements wherein the CTA is visit the 

website rather than the stores. This change in strategy has resulted in almost 10% of sales being 

from e-commerce channels as well as Samsung.com being in the top 5 list of e-commerce 

website traffic.  

 

Figure 6 – Traffic on samsung.com in Jan 2022 (Samsung.com Traffic Analytics & Market 

Share, n.d.) 
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LITERATURE REVIEW 

 

1) E-Commerce on the global platform: Strategic Insights on the Localization-

Standardization Perspective (Hadi S. Alhorr, 2010) 

This paper talks about the choice of approach that should be used in global e-commerce – a 

globalized approach with homogenized communication or a localized approach with tailored 

communication. The argument for standardization revolves around the nature of technology 

being uniform even when spread globally. This means that the effect of the local environments 

and culture is minimized in e-commerce. Some of the advantages of standardization are – 

reduced costs & economies of scale since the standard template is used over and over which 

saves firms the localization costs, an uniform brand image is propagated which is strengthened 

easily over time making it more recognizable as well as the easier maintenance of a single 

website or app which is a specific application of standardization in e-commerce. However, the 

key assumption of all customers having similar needs is one that does not keep with the market 

demands of the present e-commerce where personalization & customization are not just 

wanted, they are expected at the very least. When it comes to localization, there is importance 

given to the culture of the customers just by the virtue of humans are cultural beings and hence 

there is an emphasis on understanding the needs of the local customers in order to ensure 

customer satisfaction. There are 4 different strategies that have been laid out depending on the 

degree of globalization (global integration) or localization (local responsiveness) that is 

required by the industry of the organization as well as the other external factors of the 

organization–  

 

Strategy Degree of Globalization Degree of Localization 

 Global Strong Weak 

Multinational Weak Strong 

International Weak Weak 

Transnational Strong Strong 
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2) A Framework to Localize International Business to Business Web Sites (Singh, Park, 

& Kalliny, 2013) 

This paper presents a framework which allows for the creation and rating of B2B websites on 

the basis of how well they are localized for a non-home market. Firstly, it lists extensive prior 

research on the heightened importance of culture as a by product of globalization and applies 

this to e-commerce – cultural differences can not be ignored by e-commerce websites 

especially when catering to a global audience. While using an e-commerce website, the 

customer experience can be very negative if factors like the usage of a relevant language, 

culturally accurate signs and symbols or any web content that is culturally at odds with the host 

country. This is where the concept of web localization comes in – to make a website seem 

consistent and intuitive for the local audiences. There is conclusive evidence which shows 

effective web localization can improve the user experience as well as their attitude towards the 

website which leads to increased chances of sales. In order to start the localization efforts for a 

B2B website, three main categories should be looked at – 

1) Context – Context refers to the requirements of the 

specific customers or the industry of the business 

2) Content – Content refers to the changing the elements like language, customer assistance, 

navigation of the website etc 

3) Culture – Culture refers to the cultural elements that are relevant to the target customer or 

market  

Two key factors discussed in the paper are the i18n & L10n, which stand for 

internationalization and localization of software by facilitating easy adjustment of the 

languages, technical specifications as well as other region-specific needs. The most visible 

component of L10n is the accurate translation of the original content into the required 

languages ie preferred language of the targeted customers. This step is often ignored by 

organizations (esp non-tech) which then increases the efforts in the future to actually change 

the websites and apps to an international format since the lack of internationalization means 

that there is no foundation to base the changes on. The lack of internationalization also 

increases the work required as well as the costs to introduce new templates for new locations 

as and when required. Finally, after an analysis of Korean and US websites, the paper outlines 

how much work remains to be done on the localization front especially beyond simple 

translations of the original content into different languages. 
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3) Framework for Localization of B2C E-Commerce Websites in Saudi Arabia (Ibrahim, 

Hussin, & Busalim) 

This paper firstly lists out the reasons why websites are having to cater to Saudi Arabia since 

it is one of the biggest economies in the Middle East region as well as the high number of native 

Arabic speakers in the region. It also covers the points about the globalization and localization 

debate from the previous research. Looking specifically into the websites of Arabic e-

commerce, it speaks of the opportunities available in the market due to the lack of competition 

which targets the Arabic speaking audience as well as the rapid growth rate of the Arabic 

internet user base. Some of the obvious localization features that should have been taken care 

of by the websites apart from the translation of the content into Arabic were the usage of the 

centimeter unit instead of inches as well as the orientation of products from right to left instead 

of left to right.  

 

Figure 7 – Localization Framework (Ibrahim, Hussin, & Busalim) 
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4) Culturally Sensitive Website Elements & Features: A Cross-National Comparison of 

Websites from Selected Countries (Cermak, 2020) 

This paper compares websites from 9 selected countries – Austria, Chile, China, Japan, 

Latvia, Nigeria, Saudi Arabia, USA & the Czech Republic. These countries were selected 

based on the Hofstede’s cultural dimensions. After a careful discussion on the existing 

research on the affect of culture on websites, the paper establishes that websites need to be 

sensitive culturally in order to improve the usability of the site, create a favourable attitude in 

users so that they take positive actions and hence, improve the effect of the e-commerce 

website. The paper also looks at research to see how the concept of Hofstede’s cultural 

dimensions has been previously applied and how it can be relevant in the context of e-

commerce websites.  

The methodology used in the paper was to use content analysis to compare the different 

websites from the selected countries with a focus on 42 specific web elements. 50 websites 

were analyzed from each country. The countries were selected on the basis of extreme values 

of Hofstede’s cultural dimensions as well as on the availability of comparisons for the 

countries based on differing methodologies in other papers. The websites mostly reflected the 

dominant cultural dimension of the country. They were from sectors which served the local 

population of the country in order to get the most accurate results. After the content analysis 

of the websites, the presence of the web elements in the websites of a particular country was 

documented and compared to the cultural dimensions of the country. From this, it was 

possible to isolate the web elements that are important to localize a website in a country 

based on the cultural dimensions of the country. For example, China has the following 

characteristics –  

• High Long-term Orientation 

• High Power Distance 

• High Collectivism 

• Low Uncertainty Avoidance 

For a high power distance, the websites should have linear navigation, less links, a well 

defined hierarchy of data and minimal information at the first level. Similarly, the high 

collectivism score means that the colours and images used are traditional along with lots of 

symbols and pictures which highlight the Chinese nationality. 
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5)  Electronic Business of Japan in Comparison with the U.S (MYKOLA V. MELNYK, 

2021) 

This paper makes the comparison between the e-commerce websites in Japan and USA based 

on the differences in the e-commerce website content, strategies and designs like -   

• Difference in categories on the website 

Use of search portals is key to get to e-commerce websites. While Japan uses generic portals, 

USA uses specific portals. Another variation is the presence/absence (USA/Japan) of service 

sites on e-commerce websites  

• Difference in the website layouts 

The information density on Japanese websites is very high which gives it a very cluttered 

look and feel. This is also less convenient when compared to USA websites which are clean 

in design, have minimal information and easy navigations. 

• Difference in the payment processes & options 

USA has been ahead in adopting newer payment options than Japan. While credit cards were 

the most preferred mode of payment for USA transactions, for Japan it was cash on delivery 

or picking it up at the nearest stores.  

• Difference in the prevalence of e-commerce 

USA has a higher user base than Japan. USA also has a higher internet penetration. The 

number of online retailers is also higher in the USA. Hence, with e-commerce being more 

prevalent in the USA, the sales from e-commerce are much higher than that of Japan.  

• Differences during the COVID 19 pandemic 

The imposition of new border restrictions has affected the stocks and hence the supplies of 

goods sold online differently in Japan and the USA. However, the pandemic also increased 

the acceptability of online shopping especially amongst older audiences which benefits Japan 

more given their demographic profile. There was also an acceleration in the adoption of 

cashless payments which again boosted the sales of e-commerce in both the countries. 
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6) Influences of Culture, Geography and Infrastructure on Website Localization 

Decisions (Shneor) 

This paper looks into the factors that are taken into account by European airlines while 

launching websites for new markets. Some of the factors mentioned in the paper are –  

• The level of IT infrastructure of the target country 

• The level of web traffic originating from the target country 

• The level of cultural differences between the target country and the home country of 

the airline 

• The degree of individualism of the target country 

• The level of masculinity of the target country 

• The level of uncertainty avoidance of the target country 

• The power distance between the target and the home country 

• The level of economic regulations in the target country 

Based on a regression, it was found that among these factors, the level of IT infra plays no 

role in decided whether a localized website has to be launched. The key factors that did 

influence the decision to create a localized website were – 

Factor Influence 

Volume of website traffic Positive 

Physical distance between the two countries Negative 

Demand condition in target country Negative 

Level of competition Negative 

Cultural distance Negative 

 

However this paper is limited as it only looks at one industry – the airline industry whose 

patterns vastly differ from regular B2C e-commerce.  Another key point is the difference of 

the European market compared to the major e-commerce markets of today.  
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RESEARCH METHODOLOGY 

 

Objective 

 

The main objectives of this report are as mentioned below – 

• Discuss reasons for implementation of localization strategies in e-commerce 

• Discuss the aspects of e-commerce that are localized 

• Discuss the localization strategies & best practices from e-commerce companies like 

Amazon & Samsung 

Methodology   

 

The research methodology used for this report is –  

• Secondary Research: This has been done by going through various sources such as 

research papers, articles, research reports by blogs, newspapers and other online 

resources. The secondary research will be used to identify the main reasons for 

localization and the aspects of e-commerce that are localized presently. 

• Detailed Case study of the different localization attributes on the e-commerce websites 

of Amazon & Samsung to help explain how localization makes a difference and also 

suggest steps for the future. This will involve a comparison of the existing websites of 

Amazon and Samsung in order to look at actual applications of localization in India as 

well as a localized version of the same websites in another country. 

Research Gaps 

 

From the literature survey and the other secondary research that has been done for this paper, 

there were several instances of localization being shown for various countries or markets but 

there was an acute lack of localization examples specific to India. There is also a dearth of 

material which shows the latest instances of localization in e-commerce websites. This paper 

aims to address these gaps by delving into Amazon and Samsung, two of the most prominent 

e-commerce websites globally and in India in order to portray their efforts to localize their 

websites for the Indian users and the difference in approach used for the Indian market in 

comparison to the other countries. 
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FINDINGS AND CONCLUSIONS 

 

Reasons for Localization in E-commerce 

 

While e-commerce had been in a state of steady growth, it gained renewed traction post the 

COVID pandemic. E-commerce has been able to attract plenty of new users who have 

embraced online shopping, having tried it during the pandemic only out of necessity. There 

exists a significant opportunity for e-commerce websites to hasten the acquisition of the next 

set of customers from previously untapped markets. Here are some reasons how localization 

exactly helps e-commerce –  

• Cater to newer target markets  

A normal e-commerce website or an app misses out on people who may have use for their 

products and services but are unable to use or put off by the language, culture, functional or 

other issues. For example, initially the majority of internet users were those who knew 

English and hence the majority of websites were also in English. However, the most internet 

users now are from China and India, where people are more comfortable with browsing & 

interacting in their native languages. Localization makes sure that any website can easily be 

used by potential customers in their own languages and in line with their own culture & 

customs. This way, a global e-commerce website can also compete with the local competitors 

and minimize the differences that may put off the customers while using their website.   

 

Figure 8 – The official site of Nestle has 83 location options (Nestle India, n.d.) 
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• Increase trust amongst existing customers 

Even if it appears that the entire web is available in their language, consumers may not realise 

that most online sites aren't written in their language when browsing. Instead of the original 

web pages, they see direct machine translations of the original material. However, direct 

translations of the content can result in many errors as they may not make sense at a very 

basic level (like grammar issues) or can result in errors due to lack of cultural context. 

Hence, when an e-commerce website or app is localized, care is taken to ensure that not only 

is the content translated but it is also culturally accurate & socially acceptable. This way 

people who browse the website once are more likely to come back to the site since the 

content is easier from them to comprehend, which makes purchasing easier as well. This tells 

the customer that the website empathizes with them and puts them at a level of comfort.  

 

Figure 9 – The official French site of Nike (Nike. Just Do It. Nike FR, n.d.) 

 

• Improve the customer experience 

In e-commerce, there is a heavy emphasis on evaluation of information by customers. From 

the start of the purchase journey which is from the discovery stage to the post-purchase stage, 

customers seek information in various forms such as product attributes & specifications, 

product reviews etc. When all this information is available to them in their native languages 

and with their local symbols, logos etc, it becomes easier for them to understand. Most 
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importantly, when the customer service is also in their own language (FAQ’s, chatbots, terms 

of purchase etc), then the chances of customer issues and queries being resolved are much 

higher. All this makes shopping on a localized e-commerce website a better experience. 

 

Figure 10 – The Spanish customer support site of Ebay (Atencion de cliente el Ebay, n.d.) 

 

• Better rankings on SEO 

The discovery stage of e-commerce is very heavily dependent on SEO. A good SEO strategy 

can help e-commerce websites to drive traffic organically and significantly reduce customer 

acquisition costs. When it comes to searches on search engines, the keywords that are used by 

the customers are different and unique to different locations and their native languages. 

Hence, when a website is localized, these unique keywords are accounted for in the content 

and this helps users find exactly what they are looking for on the website. Apart from the 

keywords, even the title & descriptions of localized websites make more sense and stand out 

amongst the others which increases their click rates on Search Engine Result Pages.  

 

• Effective Promotion 

Localization allows e-commerce websites to have more appealing promotions by making the 

use of local elements. One well known example of this is the use of the local holidays to 
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promote sales. For example, most e-commerce websites provide special bargains during 

Ramadan in the Middle East and Africa.  

Figure 11– Ramadan Sale on https://www.ubuy.ae/en/ 

 

• Avoid cultural gaffes 

It may be quite costly to upset a subset of customers with inappropriate marketing messages. 

The cost is not just in monetary terms from the loss of customers but also legal hurdles and 

repercussions. Hence, localization is necessary to enable the communication of culturally 

appropriate messages only to the consumers 

 

Figure 12– Dominos Karen Advertisement 
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Dominos had run a campaign in Australia and New Zealand to give women named Karen a 

free pizza based on a running internet joke in which Karen is a mean person. While it was 

received well in Australia, Dominos received severe backlash in New Zealand where Karen is 

a derogatory term used to describe racist white women. 

 

• Participate in the local community 

Before making a purchase, shoppers are now accustomed to gathering and comparing product 

information by looking at reviews and other user generated content. In order to get this 

content, it is important for e-commerce websites to have localized social media presence as 

well so that they can get comments, videos and other content from users in their own 

languages. 

 

Implementation of Localization in E-commerce 

 

When an e-commerce website has to be localized, there are some key elements that have to 

be modified in order to ensure that the website benefits from the localization. The most 

obvious element of localization is translating the content into the local languages. This is 

particularly relevant to India because India officially has 22 languages by itself! There are 

also other stats which show how important local languages are – 9 out of 10 internet users in 

India consume content in native languages as per Google India, or that rural internet users 

outnumber the urban internet users. Care has to be taken to ensure that the translations 

actually make sense beyond simple grammar especially when it comes to the cultural context 

of words, phrases, idioms & dialects. However, the translation of language is common to all 

the key elements. Here, the key elements with respect to e-commerce are listed along with 

examples of their implementation by Samsung and Amazon – 

• Global Landing Pages 

For a truly global e-commerce page, the very first interaction is decided by the location of the 

user. The location of the user usually decides which gateway or landing page is shown. But 

even then, users always have the option to choose the right gateway based on the location or 

language. This is to ensure that users are taken to the right page that has been localized for 
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them. Most global gateways are very simple by design and require no thought or pause from 

the user – One simple click and the user is taken to the right page.  

 

Figure 13– Gateway Options on Amazon.in 

The Amazon webpage has a very convenient design which allows users to choose their 

language or the location based gateway on the very first screen. The option for languages is 

primary because this is already an India specific gateway (Amazon.in). For global gateways 

(.com), the primary option is usually the location or a combination of that & the language. 

 

Figure 14– Gateway Options on Samsung 
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Samsung has a India specific gateway (as seen in the Asia – Pacific region) which is crucial 

considering the number of users on its site from India. As mentioned above, the primary 

gateway options are a combination of the language as well as the region. 

 

Figure 15– Break up of the origin of traffic on Samsung.com (Samsung.com Traffic 

Analytics & Market Share, n.d.) 

 

• UI Elements 

All of the website's elements will not be the same across all of the gateways. This could be 

due to variances in the offerings or in the design of the products with the target customers in 

mind. As a result, the UI of the localised website only shows the aspects that are relevant to 

that particular user. An example of this is shown below -  

 

Figure 16– Navigation Bar of Amazon.in & Amazon.com 

The differences in the navigation bars of Amazon.in and Amazon.com (USA) can be clearly 

seen. The relative importance of the product categories can be deduced from their position on 

the navigation bar. The Indian website lists categories such as Mobile, Electronics & 

Computers which are the most preferred categories for Indian shoppers. The presence of 

Today’s Deals as well as Coupons are specifically to attract the value-hunting pre-desposition 

of Indian customers. Amazon Pay is an additional feature which is only available in India. On 
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the other hand, the USA version has an option for Registry which is a way of gifting 

prominent in their culture. The USA version also includes a caption, ‘Black is remarkable’, in 

order to communicate their solidarity with people, especially African-Americans who are 

protesting against racism. This is a key issue in the USA and hence is a good example of how 

localization is used to show that the website is in touch with the happenings on the ground. 

On the other hand, the main page of Samsung is fairly standard across all gateways and 

languages. However, there are instances of elements being localized. For example, the 

Canada version has a promotion based on the Winter Olympics.  

  

Figure 17– A promotional banner around Winter Olympics on the Canadian site of Samsung 

 

• SEO 

While optimizing pages for search engine results, the most important factor is the keywords 

to target the customers based on their intent & relevance. To find the right keywords to target, 

websites have to do extensive research into the target groups and identify the differences in 

the terms used as well as the search habits of the different audiences. There are also a 

variance in the way the title and description of the pages are written for the SERP since the 

word count in these is fairly limited and the copy which appeals to the audiences is also very 

different. Another factor in SEO localization is the url or the domain name used. Having a 

country specific domain also boosts the SEO rankings of the localized pages. The adaptation 

of the SEO strategies to fit different locations by Amazon & Samsung can be seen below – 
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Figure 19– SERP results while searching the term ‘budget mobiles’ in India on Google.com 

 

Figure 20– SERP results while searching the term ‘budget mobiles’ in USA on Google.com 
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Looking at Amazon’s SEO optimization, it can be observed that their page has been 

optimized for the term ‘budget mobiles’ in India which is in line with the preference of 

Indians looking to buy cheap smartphones. Hence the Amazon page shows up at the very top 

of the SERP. However, since the relative importance of mobiles for Amazon.com (USA) is 

lower than that of Amazon.in, the USA page does not show up on the SERP at all. For Indian 

customers, price is the most important aspect while purchasing a phone. However, American 

customers usually look at the brand and not the price. This is why the content strategy of 

Amazon.com (USA) does not target terms like ‘budget mobiles’.  

 

Figure 21– SERP results while searching the term ‘samsung phone’ in India on Google.com 

Similarly, looking at Samsung’s SEO, there are modifications in the strategy based on the 

location of the targeted audiences. This can be perceived from the SERP results for India and 

the USA on Google. The first result on the SERP for the term ‘samsung phone’ has the title 

‘Smartphones – Latest Android Mobile Phones | Samsung’ when the location is India while 

the result for USA shows ‘Latest Samsung Galaxy Smartphones | Mobile Phones’. Clearly 

the emphasis on the brand name is greater in the USA than in India whereas the term Android 

works better for the Indian audiences. The description in the India result lists the models of 

the phones as well as one key feature about the models while the description in the USA 

result lists the phones and their prices. In both cases, the most important part is not revealed 
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to ensure that the users click on the page to see the information. The number of sitelinks on 

the Indian SERP result is more. The prominence of the ‘Galaxy’ series of Samsung is 

common across both locations. But, the Indian results emphasize all the devices in the Galaxy 

series apart from smartphones such as the tablets, the smartwatch, the ear buds as well as a 

separate sitelink for the TV and related accessories while the USA results only focus on the 

smartphones. The thumbnails used are also different featuring the most popular phone of 

Samsung in India and USA. 

  

Figure 22– SERP results while searching the term ‘samsung phone’ in USA on Google.com 

 

• Product Descriptions 

Localized product descriptions are vital because with them, e-commerce websites have an 

assurance that all the required information about the products are conveyed without any error. 

For this, the product descriptions must have authentic translations and the local units of 

measurement. This way, customers can be sure of what they purchase and do not have to 

waste time & resources further on to process returns. The product descriptions must also have 
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the keywords in-line with the content strategy of the website to ensure that the product pages 

show up on top of the SERP results. 

 

Figure 23– Product Description of a box of 24 Ferrero Rocher Chocolates on Amazon India 

 

Figure 24– Product Description of a box of 24 Ferrero Rocher Chocolates on Amazon (USA) 
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The product description on Amazon.in uses the units of grams for the weight and centimeters 

for the dimensions of the box while the units of pounds and inches are used on Amazon.com 

(USA). The Indian version also mentions explicitly that the chocolate is vegetarian. Also, the 

product description for India is relatively simpler in terms of the vocabulary and the length of 

the sentences. In contrast, the product description for the USA website is much more verbose. 

 

Figure 25– Product Description of the night portrait feature of the Samsung S22 Ultra on 

Samsung (India) 

 

Figure 26– Product Description of the night portrait feature of the Samsung S22 Ultra on 

Samsung (USA) 

The product description of the same feature of the same model of the same phone (Samsung 

S22 Ultra) should be same in theory, especially when the description is just one sentence. 

Yet, as can be seen, that is not the case. The product description on the India website is a bit 
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more descriptive with specific numbers with respect to the features (108 MP & 40 MP) and 

also talks about the aspect of lighting in photography while the product description on the 

USA website is a bit more poetic and talks about the portraits aspect. 

 

• Customer Service 

The customer support section is one where the user will pay the most attention due to the 

high level of involvement since it is a fairly interactive process. Usually, the help section 

consists of FAQ’s and a chatbot. The resolution of issues is key to improving the retention of 

users on the website. This is one of the elements where the native language plays the biggest 

role. In addition, cultural contexts as well as the preferences of the customers are to be 

considered while creating these sections. 

 

Figure 27– Help Section of Amazon.in in Hindi 

 

Figure 27– Help Section of Amazon.com in Spanish 
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Figure 28– Chatbots of Samsung.com/in and Samsung.com/us 

• Payment Options 

Customers who shop online want to see prices that they can understand. They don't want to 

calculate exchange rates or convert currencies. Accordingly, the prices on an e-commerce 

website should be listed in the local currency, with applicable taxes and exchange rates 

included. In addition, the prevalent options for payment have to be given while checking out. 

Payment using debit and credit cards are the common internationally. The other modes that 

might differ are the UPI option in India or the Paypal option in USA. There are also various 

local partnerships that provide more flexibility during payment in the form of EMI’s or 

BNPL (Buy Now Pay Later). In the case of Amazon USA, there is a tie-up with Affirm to 

provide the BNPL option. Another option is to use US based personal checking accounts 

while Amazon India has the option to use netbanking. Amazon USA also has the Amazon 

Store card. Surprisingly, Samsung India does not have an explicit option for UPI. It does 

however have a tie up with Lazypay for a BNPL option. There is also the in-house loyalty 

club as well as Samsung’s own financing options (EMI’s). As expected, the prices mentioned 

on the Indian sites are in INR while the ones mentioned on the USA sites are in USD. 
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Figure 29– Payment gateways of Amazon.in and Amazon.com 

 

Figure 30 – Payment gateways of Samsung.com/in and Samsung.com/us 

 

• Content Marketing 

There are various types of content that are used to attract audiences. One of these ways is a 

blog. A localized blog has content on issues that are local to or appeals to a particular region 

or a particular set of people. For example, Amazon India has a guide on how to pick laptops 
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which is written by digit.in, a top tech magazine known for their guides on picking the best 

gadgets & accessories. Likewise, the Amazon USA website also has a guide but that is self-

written. 

 

Figure 31 – Guide on picking laptops by Digit.in on Amazon.in  

 

Figure 32 – Guide on picking laptops on Amazon.com  

Similarly, images and videos are significant because they are much more visible & engaging 

when compared to content in text format and hence their effect is magnified. Hence, websites 

are very cautious while using any image or video so that any religious, cultural or social 

sensibilities are not offended. Adapting images & videos to the target demographic 

demonstrates that the website has tried to communicate to the customers in a manner they are 

accustomed to. 
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Figure 33 – Pictures of Indian models for the category thumbnails on Amazon.in  

 

Figure 34 – Picture of an African-American model for a promotion based on Black History 

Month on Amazon.com  

When it comes to user reviews, testimonials and other forms of user generated content, the 

best way to collect them is to link the social media websites. Since the proclivity of users is to 

communicate in their native languages, it creates localized content for the website. Both 

Amazon & Samsung have India-specific social media pages which are accessible from the 

footer of all pages on their website.  

 

Figure 35 – India specific Instagram handles of Amazon & Samsung 
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RECOMMENDATIONS 

 

 

While analyzing the Amazon & Samsung websites, it was evident that both had taken care of 

the basic hygiene ie most localization practices were already in place. But looking at the trends 

as well as benchmarking them with the global leaders, one self-evident direction would be the 

inclusion of more languages. While Amazon.in does have a lot of content in the basic Indian 

languages, there is some work to be done on the design front so that the site has a similar look 

& feel even in languages like Hindi & Kannada. Another step would be to look at the next set 

of languages to be targeted based on the usage patterns of people living in India. This step is 

particularly critical for Samsung which presently offers browsing in English only on its Indian 

website. 

Another disparity that is seen is the inconsistency of localization on e-commerce sites, 

especially across product categories. Some product categories are rich in content so localizing 

them is easier but some product categories can be more technical than the others and hence not 

enough attention is paid to their translation. This can be seen in the healthcare and 

pharmaceutical category. In the example given below, there is a significant difference in the 

product description of the same product based on the language. When English is chosen, it is 

fairly descriptive but the Hindi version barely has any details. 

 

Figure 36 – Difference in the product descriptions in English & Hindi on Amazon.in 
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While the websites are localized, most of the communication between the users and the 

website remains in one language. The prominent marketing channels such as e-mail, social 

media, forms or surveys or even chatbots on the website should all have the options for native 

language till the extent possible. Given the preference for communication in local languages, 

this practice is sure to improve the engagement metrics of the users. 

The customer support sections on the websites are mostly moving towards automation which 

reduces the human working hours & increases the responsiveness of the website towards 

queries & issues. However, when it comes to native languages, the automatic translations 

may not always make sense and this may put-off the customers. Therefore, if a website 

cannot guarantee high quality translations of FAQ’s or chatbot responses, then it should 

facilitate interaction of the users with human customer support who are adept in the native 

language of the user so that their problems can also be solved.  

Finally, with movements all around the world championing the cause of equality & inclusion, 

websites should make efforts to avoid the propagation of age-old stereotypes since lazy 

excuses such as translation mistakes will not be tolerated at all by the public. Instead, there 

should be an emphasis to demonstrate and communicate the intent & the commitment to 

make the websites more inclusive & diverse. The value system of the website should be clear 

regardless of the location or language chosen by the customers. 
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