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[bookmark: _Toc216074545]1. Introduction to the report 
The case study of IKEA internationalizing to India and China is indicative of the company's bigger idea of reinforcing its global presence in emerging markets. IKEA is a Swedish multinational home-furnishing company, which was established in 1943 and has since expanded to become one of the largest furniture multinationals in the world, with its cheap, flat-pack furniture and sustainable business model (IKEA, 2025). As of 31 August 2024, 12 franchisees operate more than 700 IKEA customer meeting points, including traditional stores, small stores, and pick-up points, plus several test formats. Franchisees implement the IKEA Concept by marketing and selling the IKEA product range (IKEA Annual Report, 2024). Regardless of its international success, its entry and operations in various markets like India and China have posed exceptional strategic, operational, and cultural difficulties. This report will discuss the history of IKEA as a multinational company, the advantages and limitations of its global business, apply the OLI model of Dunning to its entry modes, and discuss cultural forces using the dimensions of Hofstede to make improvements that can be implemented. This assignment focuses on IKEA because its expansion into India and China represents one of the most widely analysed examples of globalisation, cultural adaptation and strategic localisation in modern retail research. Examining IKEA enables this assignment to meet its requirements by providing a real-world case where international business theories such as Dunning’s OLI framework and Hofstede’s cultural dimensions can be applied directly to evaluate entry modes, strategic decisions and cross-cultural challenges.
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Figure 1: Logo of IKEA
(Source: IKEA, 2025)
[bookmark: _Toc216074546]2. Benefits and challenges of international operations 
[bookmark: _Toc216074547]a. IKEA is an MNC
IKEA is a multinational corporation (MNC) because it has extensive global presence, cross-border and centralised strategic control based in Sweden. The total asset value of the combined Baltic business was EUR 205 million on 31 August 2023. The revenue was EUR 314 million during FY23. The combined companies employed approximately 1,450 co-workers during FY23 (IKEA Annual Report, 2024). Due to its two-fold structure: Inter IKEA Group (franchising and product development) and Ingka Group (retail operations), it guarantees coordination on a global scale and local adaptation. Having made significant investments into retail and e-commerce expansion in India, ₹10,500 crore (EUR1.1 billion), and with a huge presence in China, IKEA can be characterised as transnational. IKEA has good cross-border integration that makes sure that its operational standards and strategic vision remain the same in every market. Meanwhile, the company localizes its products and services to suit the cultural, social, and consumer preferences of every country it conducts its business.
In 2013, the government approved a Rs 10,500 crore FDI proposal by Ikea to set up 10 stores with allied infrastructure in 10 years. Subsequently, it had plans to open 15 more stores (Times of India, 2024). The company has more than 231,000 employees of 130 nationalities, making it a transnational organisation that combines global talent, global capital and global innovation and becomes a real transnational organisation that would balance global effectiveness and local sensitivity. These attributes indicate the capability of IKEA to be both global and local, meeting the major requirements of a TNC.
[bookmark: _Toc216074548]b. IKEA’s global operations focus on the different important aspects of the value chain such as research and development, sourcing, production, sales, financing etc
IKEA's global business is anchored on a value chain of global integration but local responsiveness that includes all processes of research and design, production, logistics, retail and sustainability. A value chain is a complete scope of actions that a firm performs to produce a product or service, starting with its conception all the way to the end-consumer's delivery as well as ensuring optimum efficiency, cost-effectiveness and customer satisfaction. The strategy creates the possibility to dominate costs, brand uniformity, and local resonance in various markets. The visualisation of IKEA value chain reveals a consistent chain of events, starting at the R&D, moving to retail and connected with sustainability and digital innovations, which will ensure consistency worldwide and local responsiveness at the same time.
Research and Development (R&D): IKEA has a decentralised R&D based in Almhult, Sweden, that incorporates engineers, designers and sustainability experts to design cost-effective and eco-friendly furniture. China and India have regional teams modifying designs of small living quarters that are multifunctional. 
Sourcing and Procurement: The majority of IKEA products (approximately 90%) are sourced from external suppliers across the globe (IKEA Annual Report, 2024). Local sourcing saves tariffs, cuts costs and helps to support communities, and as an example is the Next Generation programme in India that employs 1,400+ artisans.
Production and manufacturing: IKEA integrates both in-house production and local ventures. The main production is handled by IKEA industry, and more than 300 partner producers are located in China. These hybrid models will also ensure cost efficiency, flexibility and regulatory adherence, and ensure that the key markets are developed into centres of production and consumers without compromising quality.
Logistics and Distribution: The global standardisation and regional adaptation are a blend of the IKEA logistics. The packaging of flat packs lowers the transportation costs of retailing firms. IKEA is not becoming green because it is considered to be sustainable, which is one of the principles of their Democratic Design strategy. This design-first mindset shapes everything from supplier relationships to manufacturing materials. Their innovative Buy Back & Resell program, launched in 2022, now operates in most U.S. stores and accepts nearly 3,000 products for resale (Forbes, 2025). Shanghai, Mumbai and Singapore distribution centres enhance responsiveness. Solar warehouses and electric trucks are considered renewable energy investments, which have generated carbon emission reductions by 15% since 2020.
Retail and Marketing: The retail strategy of IKEA integrates large-format stores with smaller city-based IKEA Compact stores and e-commerce. In India, delivery partnerships and stores located in the centre of the cities increase the coverage to Tier-2 cities (Kumar and Chidambara, 2023). The omnichannel strategy of China contributes to 30% of sales online, which is flexible in changing retail and marketing to the local consumer behaviour.
Sustainability and Financing: IKEA is committed to sustainability, which has the goal of becoming climate-positive by 2030 and is using renewable or recycled materials (Ferrer Bauza et al., 2022). It has a financial model of franchising of its business that puts back profit into further growth and environment-focused projects, making it independent of capital markets.
In conclusion, the global operations of IKEA are based on the value chain, which balances between standardisation and localization, which guarantees the efficiency of operations, their relevance to the market, and sustainability. Through the integration of R&D, sourcing, production, logistics, retail and financial strategies across the borders, IKEA gains competitive edge and delivers the special needs of various global customers.
[bookmark: _Toc216074549]c. Different entry modes used by the companies in entering the different international markets in which it has a presence
The entry strategies of IKEA differ depending on the regulations of the host country, market structure, and culture. Joint ventures, wholly-owned subsidiaries, and franchising have become the major entry modes of the company.
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Figure 2: Market Entry Modes
(Source: ResearchGate, 2025)
· Wholly-Owned Subsidiaries (WOS): In regions where laws allow it, IKEA will retain strategic control by having wholly-owned subsidiaries. In China, IKEA first ventured in the 1990s by conducting joint ventures since foreign retailers were not allowed. In 2013, it moved to wholly-owned subsidiaries once the retail sector had been liberalised, which made the operations tighter and allowed the company to make decisions much faster (Tse et al., 2024). For IKEA, this is the dominant market entry mode as it prefers full ownership wherever host-country regulations permit, as this allows the company to maintain control over brand identity, proprietary designs, supply chains, and operational processes.
· Joint Ventures (JV): In India, IKEA did not enter on time because of the severe rules of Foreign Direct Investment (FDI) that demanded 30 percent sourcing locally. At the beginning, it collaborated with the local companies based on the 51% ownership model. In 2012, after the government amended its policy to permit 100 percent FDI in single-brand retail, IKEA took complete control and invested ₹10,500 crore (EUR1.1 billion) to construct stores and develop online branches (Times of India, 2024). The first JV facilitated regulatory compliance and acquiring local knowledge, which was necessary in order to overcome the Indian bureaucracy.
· Franchising: IKEA has been able to expand at high rates in smaller markets or those politically sensitive like the Middle East and Southeast Asia through its franchising model worldwide (Khan and Shafiq, 2021). According to this model, the franchisees have stores with a rigid design, sustainability, and pricing parameters of IKEA. IKEA, however, in its strategic growth markets such as India and China, opts to go direct in ownership to ensure brand uniformity and strategic fit.
Dominant market entry mode
Wholly-owned subsidiaries is the most widespread mode as it would enable IKEA to protect its proprietary designs and intellectual property entirely (Lucas, 2024). It also provides a stable supply chain management and a homogenous customer experience in all markets.
[bookmark: _Toc216074550]d. Explain the key benefits obtained by the company from its international operations.
· Revenue Diversification and Growth: The presence of operations in the various regions enables IKEA to diversify risk and capitalize on high growth opportunities. The IKEA FY2024 Annual Report shows that the Asian markets recorded annual revenue growth of 11% mainly because of China and India. China is currently contributing about 10 percent of the overall sales of IKEA in the world (EUR4.7 billion), making it the largest market of the company outside Europe (Times of India, 2024). Smaller in size, India has registered growth rates of double-digit since 2018 as it is experiencing high demand for cheap furnishings in the middle-class that is looking at growth.
· The Economies of Cost and Scale: The size of IKEA allows achieving great cost benefits. Its huge quantity of purchases reduces the cost of inputs, whereas the standardisation of design diminishes the cost of developing the products. The presence of local manufacturing in China and India also eliminates high-importation tariffs, reduces the lead time, and lowers the cost of logistics and all this helps improve the overall efficiency of operations (Sass and Kheyirkhabarli, 2025). 
· Innovation and Transference of Knowledge: Organisational learning is triggered by international diversification. The availability of exposure to different markets helps IKEA to embrace local innovations across the world. As an example, IKEA's 3D virtual shopping tools were inspired by digital solutions that were developed by the developed e-commerce market in China (Yani et al., 2025). On the same note, the modular furniture that has been compact and designed in India, to fit their small homes, has also affected the European product lines.
· Risk Resilience and Market Resilience: IKEA has diversified geographically, and this minimizes their exposure to local economic recessions (Bourny et al., 2023). The e-commerce in China is strong and resilient, particularly during COVID-19, which was compensating for decreasing sales in Europe. 
· Sustainability and Community Development: The sustainability agenda is enhanced by the global presence of IKEA. The Next Generation project in India and the collaboration with the small-scale producers in China are an example that international expansion can support both environmental and social sustainability targets (Hajam et al., 2025). The application of subsidiaries, joint ventures, and gradual entry to China and India by IKEA indicates that regulatory, cultural, and economic factors have been adjusted to.
Brief Challenges: IKEA faces issues like cultural adjustment, dealing with new regulatory complexities and dealing with unstable market niches all of which require specific and closely considered localized approaches to preserve efficiency of operations, brand stability and sustainable development.
[bookmark: _Toc216074551]3. Impact of OLI factors (Ownership, Location and Internalisation) on the international market entry mode for IKEA
One of the fundamental theories of internationalisation that is of great importance to the study of internationalisation strategies is the OLI (Ownership, Location, Internalisation) framework developed by Dunning. The ownership-specific advantages are those firm-specific capabilities, resources and competences that provide a firm with a competitive advantage in the overseas country (Minbaeva et al., 2025). Location-specific benefits are associated with the features of the host country that render it favourable to invest in, which are market size, labour force, infrastructure, and economic incentives. Internalisation benefits refer to the benefits of managing business operations within an organisation as opposed to subcontracting and these include quality assurance, intellectual property protection and efficiency of supply chain. These aspects are significant since they all contribute to the reason as to why companies such as IKEA chose particular modes of entry, as opposed to others in the new markets.
[bookmark: _Toc216074552]a. Ownership-Specific Advantages
The internationally recognized, cost-effective, functional, and sustainable brand IKEA is drawing consumers to new markets. Its worldwide brand brought EUR47.6 billion in revenues in 2024 (IKEA Annual Report, 2024). Modular, scalable, and eco-friendly furniture designed at Almhult, Sweden, is adjusted to local markets as Property Product Designs. In India, IKEA launched small-scale multi-purpose apartment furniture with amenities of about 500-700 square feet. The dual organisational structure of the company that consists of the Inter IKEA Group and Ingka Group provides centralised strategic control and at the same time, it provides the local responsibility. This setup gives IKEA the ability to achieve uniformity in all markets and at the same time bring its products to suit regional demands.
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Figure 3: OLI factors (Ownership, Location and Internalisation)
(Source: CFI, 2022)
There is a dual organisational structure (Inter IKEA Group and Ingka Group), which enables centralised control and local responsiveness. Innovation in logistics, such as flat-pack packaging, lowers the cost and streamlines the supply chain in new markets. Nevertheless, unlike standardisation of global operations, IKEA sometimes needs to trade off implementation speed in order to make local adaptations (Mansouri and Zheng, 2025). At the same time, Strong ownership benefits favor the use of wholly-owned subsidiaries (as it allows safeguarding brand and proprietary operations). In China, IKEA moved to fully-owned subsidiaries after the relaxation of regulations in 2013. In India, full ownership came in phase after the liberalisation of FDI. Conversely, joint ventures are required in markets where there are strict regulations, a minor limitation to the ownership control of IKEA but they offer knowledge of the local markets.
[bookmark: _Toc216074553]b. Location-Specific Advantages
The market size and growth potential in China and India, exemplified by a population of over 1.4 billion each, is extensive with a high rate of urbanisation (Kumar and Ayodeji, 2021). In 2024, IKEA recorded EUR4.7 billion of its annual global sales in China (10% of total sales). Since the first store was launched in 2018, India has been recording a continued double-digit growth, which is an indication of the increasing middle-class demand. The Group consists of three core businesses: Retail Concept, Range and Supply. Core businesses work together with franchisees and suppliers to co-create an even better IKEA offer and franchise system. IKEA sources most of its raw materials in Asia, which includes China, Vietnam, and India (Lan, 2023). The supply centres in the region are located in Shanghai and Mumbai to maximise the manufacturing, reduce lead times, and reduce the cost of logistics. 
The two nations are available in skilled labour force, favourable government regulations and urban logistics. India and China have the presence of industrial clusters, transport and FDI incentives which boost performance. IKEA has been leveraging these strengths to establish regional warehouses, streamline supply chains and employ trained employees to ensure an excellent delivery of quality and services. Quite to the contrary, China presents a fast-tracked process of urbanisation, but the local disparity implies that IKEA has to tailor the store format greatly to meet the local preferences (El Baasiri, 2024). For example, through capacity building initiatives on ethical and responsible recruitment and employment practices, the IOM will support IKEA Supply AG to improve the working and living conditions of migrant workers across the IKEA supply chain (IKEA Annual Report, 2024). Therefore, the IKEA forever parts (vision, business idea, culture & values, concept), direction and strategies are the foundation. The Group Code of Conduct and Policy House define Group-wide business requirements. The Chinese customers had a preference for ready-made furniture, which led to integrated assembly services. Smaller urban apartments in India demanded multifunction furniture designs that were compact. Offering products and services that matched the local lifestyles enhanced market acceptance, and this shows that IKEA has managed to balance both global and local responsiveness. Nevertheless, this localisation occasionally raises the complexity and cost of operation that IKEA controls by merging its internal socio-economic abilities effectively (Yu, 2023). Lastly, IKEA offers combined delivery services in China and multi-purpose mini furniture in India to make the products fit the local consumer lifestyle. These changes show that IKEA strikes a balance between globalisation and local responsiveness.
[bookmark: _Toc216074554]c. Internalisation Benefits
IKEA retains proprietary designs and sustainable production processes in-house, which would help keep its innovations out of the reach of imitation to maintain a similar brand presence in each market. This could be a very important control in the emerging economies, such as China and India, where the risk of intellectual property is more likely, and the company can continue to enjoy the benefit of a competitive advantage and quality standards. Internalisation of operations allows IKEA to manage logistics, sourcing and production directly. The company in India has established the Next Generation programme to work with more than 1,400 local artisans to guarantee ethical sourcing, quality output and consistency with global sustainability requirements, which enhances the reliability of operations and social responsibility in emerging markets (IKEA Annual Report, 2024). The e-commerce operations internalisation in China will enable IKEA to use superior digital tools, including 3D room visualisation, and not lose its brand. This strategy promotes smooth internet customer experiences, online purchases and helps the company to adjust international digital innovations to domestic customer desires in an efficient and effective way. IKEA employs joint ventures in cases where regulatory regimes do not permit total internalisation. India, as an example, before 2012, its FDI laws had a 51% local ownership requirement. This internalisation strategy enables IKEA to meet the legal requirements and retain the primary competencies. Internalisation also is strategic in the sense that it grants IKEA with strategic flexibility as it is able to operate within the regulatory restrictions when joint ventures are initially demanded (Khan and Shafiq, 2021). This approach will allow the firm to keep its main competencies and adhere to the laws in the host country. Internalisation on the other hand demands high investment and operation control which can slow down growth in highly regulated or capital intensive markets. Joint ventures are used by IKEA where total internalisation is prohibited by law such as India prior to liberalization of FDI. Nevertheless, even given these limitations, internalisation enables IKEA to preserve core competencies and effective digital innovations. 
Dominant Factor
The OLI factors are predominantly that of ownership in relation to IKEA since its brand, design expertise, and operational experience are the core issues in maintaining the competitive edge and consistency in international markets (Burt et al., 2021). However, location-specific advantages and internalisation are complementary factors, without tapping into local suppliers, infrastructure, and digital platform, IKEA would have been unable to implement its global strategy. Unlike pure ownership, these aspects bring the subtle distinction between regulation and evolution in the new economies.
[bookmark: _Toc216074555]d. Market Entry Decisions OLI Factors
· China entry strategy: IKEA utilised high ownership benefits of the company, such as brand reputation, research and development, and expertise in operations, as well as location benefits of a large consumer market, large supplier networks and skilled labour. The logistics, retail activities, and digital innovations could fully be controlled with the help of internalisation, facilitating the stable customer experience and the ability to adapt to the market effectively.
· Entry Strategy in India: Regulatory barriers first demanded a joint venture entry. The ownership resources of IKEA, such as brand, design skills and operating knowledge, along with the benefits of location, such as the expanding middle-class market and local suppliers, allowed it to proceed to full ownership. 
· Strategic Flexibility: The OLI framework explains the adaptive entry strategy of IKEA (CFI, 2022). In the event of a regulation limiting internalisation, joint ventures or hybrid models are adopted. Wholly owned subsidiaries, on the other hand, are promoted by strong ownership benefits and favourable location conditions. 
· Testimony of the Success: The Group operates in an international environment where practices vary in different local settings, and, therefore, it is important to conduct business in an ethical manner in accordance with our code of conduct. Subsidiaries in China owned wholly allowed quick integration into the digital environment, and the share of online sales reached more than 30% of the total income. In India, internalisation has enabled the coordination of over 1,400 local artisans, which ensured high-quality sustainable sourcing, in addition to community development, empowerment and creating brand credibility of IKEA in emerging markets.
[bookmark: _Toc216074556]4. Critical Evaluation of Cultural Differences and Their Impact on IKEA’s Market Entry Strategy and Success in Emerging Economies
The internationalisation of IKEA (Sweden) to India and China proves that the cultural differences (greater power distance, collectivism, and less indulgence) influence the entry into the market, operations, products, and customer relationships and need to be addressed strategically to achieve a long-term and sustainable success.
Cultural differences between the home country of IKEA (Sweden) and the chosen emerging economies (India and China)
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Figure 4: Hofstede's Country Comparison
(Source: Theculturefactor.com, 2025)
Power Distance
Sweden, with a low power distance (31), is the opposite of India (77) and China (80), where everyone is expected to be subordinated and guided in an orderly manner. The self-service model used by IKEA had to change, and IKEA needed to make adaptations such as increasing the number of floor staff, professional assemblies, and improving customer service. High power distance also determined the entry modes: total ownership in China and full ownership in India after the liberation of FDI guaranteed control over training, culture, and quality, which proved the necessity of operational changes in the hierarchical markets (da Silva-Oliveira et al., 2021).
Individualism
The individualism of Sweden (87) is opposite to the family, community, and social approval of consumption in China (20s) and India (40s). IKEA made adjustments by designing multigenerational room sales in China and larger and joint family furniture in India (Gabellini, 2023). The marketing had to become more family-oriented, more focused on festivals than on personal liberty and minimalism. Product-campaign congruency to the collectivist values increased participation, market recognition, and brand acceptance in these emerging markets that possessed culturally different values.
Motivation towards Achievement and Success
The low motivation towards Achievement and Success of Sweden (5) is as opposed to India (56) and China (66), where achievement, status, and material success are appreciated. Minimalist designs at IKEA were rebranded as aspirational, trendy, and fashionable. Products were localized, lighter, and tougher furniture in India and high-end, multi-purpose living sets in China (Sharda et al., 2025). These modifications were able to satisfy quality, longevity, and positioning demands, which showed that the masculinity factor affects product strategy and contributes to perceived value in emerging cultural markets with diversity.
Uncertainty Avoidance
Sweden (29), China (30), and India (40) are low-to-moderate uncertain avoidance, but the Indian consumer likes to be clear and guaranteed. The DIY model of IKEA was uncomfortable at the beginning, so the company increased post-purchase services, long-term warranties, step-by-step instructions, and multilingual instructions in India (Kabir and Simon, 2025). In China, uncertainty was minimized by the use of digital solutions such as augmented-reality planners. These adaptations reflect on how cultural perceptions of risk influence the intensity of their services, operational practices, and customer confidence in their engagement in the market.
Long-Term Orientation
China (77) and India (51) are more long-term oriented than Sweden (52), with their consumers being future-oriented and having a preference towards durability. This conforms to IKEA's sustainability and products of long-life strategies. Partnerships with local craftsmen and the local Indian state contribute to cultural resonance, whereas China appreciates long-lasting and practical solutions (Schreiber and Bota Moisin, 2021). It is the tapping on these compatibilities that enhances the brand authenticity, customer loyalty, and differentiation in the market, which transforms the possible cultural differences into strategic advantages instead of hindrances.
Indulgence
The high indulgence (78) in Sweden has been contrasted with restraint-oriented China (24) and India (26), whereby practicality, family utility, and long-term value prevail. IKEA localised the marketing and product messages: the Chinese campaigns were oriented on space optimization, durability, and intelligent living; the Indian campaigns were oriented on affordability, family value, and the festival promotions. Branding in cultural terms towards restraint made sure that they were relevant to these emerging markets, encouraged the functional value instead of decadence, and enhanced consumer engagement and loyalty in the new markets (Temitope, 2024).
Synthesis and Implications for Market Entry and Success
Implications for Market Entry and Success: Sweden (Home Country Context)
The cultural profile of Sweden is the basis of the IKEA corporate identity and model of operation. Egalitarianism, cooperation, flat hierarchies, and consensus-driven decisions are encouraged by low power distance (31) and very low masculinity (5). Customer autonomy, DIY assembly, and self-service are supported by high individualism (87), whereas innovation and flexible governance are favored by low uncertainty avoidance (29). The branding is motivated by high indulgence (78). This defines the model of IKEA: big self-service shops, Scandinavian minimalism, the involvement of the customer in the process of the assembly and the product, economy, and the loose employee-manager interface. Nevertheless, in new markets such as India and China, market success will require a great adaptation instead of direct transfer due to cultural distance (Li, 2023).
Implications for Market Entry and Success: India and China
The operations of IKEA in India and China have necessitated a lot of adjustments in the power distance, collectivism, masculinity, and long-term orientation. The entry modes were based on good local relationships, governmental involvement, and, in China, joint ventures to legitimize market entry. The classic DIY model was modified to address the needs of service-oriented expectations with higher staff, in-store assembly, and improved showrooms (Holmqvist and Johansson, 2021). Product and marketing strategies were localised: India was focused on aspirational, family-centred designs, and China focused on durability, space, and value in the long term. The lack of indulgence in both markets saw the message shifted to practicality and family coercion to ensure resonance in the market.
Impact on its potential for success in that market
The ability of IKEA to adjust to market cultural, social, and consumer dynamics in India and China is what will determine its success in these markets. The power distance, collectivism, and aspirational culture in India dictated the need to alter the DIY model, improving the customer service, professional assembly, and product customization to suit family focused homes, improving the brand credibility (Lim, 2025). In China, power distance, collectivism, and long-term orientation were high, which meant that the government had to form partnerships, urban stores, guide the staff, and make products that are lightweight and multi-purpose. These culturally sensitive adaptations make IKEA more attractive, competitive, and a sustainable growth opportunity as well as balancing Swedish branding with local demands.
[bookmark: _Toc216074557]5. Critical Discussion and Recommended SOP Adjustments for IKEA in Emerging Economies of India and China
The high-power distance, collectivism, and aspirational, status-oriented consumer behaviour in emerging markets like India and China are hurting IKEA operations and the market. Three key SOP adaptations are suggested, based on the OLI framework: customer service and in-store support, product localisation and assembly service and culturally aligned marketing and after-sales support.
Adjustment 1: Customer Service and In-Store Assistance Procedures
The Swedish system of operations of IKEA is premised on egalitarianism, minimal hierarchies, and minimal managerial control, which promote the concept of self-psychological shopping and customer freedom (Mansouri and Zheng, 2025). The stores are built to be easily navigated, which is in consideration of the low power distance and high individualism of Sweden (in terms of store design, clear signage, showroom layout and DIY assembly space). The workers are facilitators without necessarily being guides. High power distance (77) and collectivism (24) in India and even higher power distance (80) and collectivism (20-25) in China demand visible power, formal guidance, and family involvement and staff-directed guidance, strict hierarchy and supervision, and organised shopping, respectively. The two countries have families and groups that usually make decisions together, which creates the demand for individualised help, management, and aggressive services.
To overcome these, SOPs ought to institutionalise systematic customer service procedures, adding more staff on the floor, tasking of specialised assistants and proactive interaction whereby the employees advise and demonstrate and give assistance to customers, and supervisors have to exercise visible supervision. Cultural sensitivity and service etiquette, as well as communication protocols, should also be included within the SOPs to maintain uniformity. These changes minimise any cultural friction, foster trust and increase customer satisfaction. Culturally suitable and commercially feasible service provision is guaranteed by ownership benefits in global training, internalisation to exercise operational control, and location benefits such as urban middle-class consumers of India and high-density urbanism in China.
Adjustment 2: Localisation and Assembly Services of Products
The prototype of IKEA is based on monochrome Scandinavian design, utilitarian designs, customer assembly, low pricing and product line standardisation. Its products are modular, they are easy to transport, and they can be flat-packed logistically, but the stores consist of restaurants, showrooms and interactive spaces. Moreover, in India, larger joint-family, aspirational consumption, moderate masculinity (56) requires professional assembly, durable and status-oriented goods and in colour, size and localisation of material. The culture of China (high in urban housing density demand, 66), very high in long-term orientation (77), average to high masculinity (66), multifunctional space maximising products, assembly services which are multifunctional, reliable, urban store designs. Consumers consider long-lasting and long-term value, as well as smaller designs to fit in the apartments, as more important.
The SOPs must instil product localisation like larger seating arrangements in India, foldable table and space saving furniture in China. They should standardise and document procedures of delivery at home, set up and instruction to the home. The material specifications should include robust material and be locally sourced and at the same time, need to be international standards. Formalisation of the sourcing, inventory management as well as quality checks should also be undertaken by the SOPs (Ahmad et al., 2025). Such modifications would contribute towards a higher customer satisfaction, reduction in returns and brand image. The design and operational expertise, internalisation to have control processes, and the location advantage of the urban middle-class consumers in India and China, and local suppliers with skills, scale to culturally consistent offerings.
Adjustment 3: Marketing, Communication and After-Sales Engagement
Marketing in Sweden has been concentrated on pleasure in lifestyles, self-expression, and gluttony (high indulgence 78). In India (low indulgence 26, moderate long-term orientation 51), and China (low indulgence 24, high long-term orientation 77), the consumers are concerned with being practical, long-lasting, family utility and formal instructions with after-sales service. It may not be appealing to the normal Western-based SOPs of marketing, promotions, and after-sales contacts.
As a solution to these variations, SOPs need to standardise culturally relevant marketing and touch-points, such as family-oriented communication, event-centred marketing, and value-based promotions that attract aspirational, collectivist consumers. The marketing that was culturally relevant to India, which includes family-based marketing, festival-based marketing, value-based marketing, and aspirational marketing, should be institutionalised by the SOPs. In China, the message ought to be about durability, multifunctionality, use of space and value to the utmost in the long term. The two markets are standardisation of after-sales procedures to engage in warranties, returns, multilingual instructions, customer care, post-delivery after-sales follow-ups and feedback. Showrooms are expected to be a source of social and experience space founded on local standards, presenting the community and brand interaction.
Such SOPs integration assists in the establishment of confidence, loyalty, and long-term retention because service delivery and communication approach will be geared towards the cultural requirements of the locals. The advantages of ownership in global marketing experience can help to create a campaign, the element of internalisation ensures the control of operations, and the aspect of place benefits, like festival-driven consumption in India and collective urban norms in China, can enhance commercial performance and cultural relevance, which can be applied to enhance the competitive positioning of IKEA.
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Figure 5: SOP Adaptations in EMerging Marts (India and China)
(Source: Self-created)
Synthesis: The Relationship between OLI and Cultural Factors and SOP Adjustments
OLI Framework 
The suggested SOP changes are closely correlated with the OLI framework of IKEA, giving an image of how the benefits of ownership, location and internalisation are utilised to make the strategic decision regarding the operations in the emerging markets such as India and China. The ownership advantage, such as IKEA's worldwide brand name, overall experience in its operations, sophisticated design and marketing facilities, can help to ensure that uniform SOPs are executed in various stores with the material delivery of standard service and brand experience. The benefits of location explain market-specific adaptations, which consider urbanised, family-oriented consumers, a family of three, high density of cities and purchasing behaviour based on festivals. Such situational influences guide a change in the customer service, product localisation, assembly services, and marketing strategies, as they become culturally pertinent and business-wise lucrative. Internalisation provides direct control of the SOP implementation, training of employees, quality assurance and brand management, which prevents risks caused by relying on local partners and disintegrated practices. Combined, the OLI dimensions integration has enabled IKEA to integrate global operational standards and local market specifics to maximise customer satisfaction, operational effectiveness, and sustainable competitive advantage both in India and China.
Cultural Factors
The cultural dimensions are important in determining the adjustments of SOP in India and China by IKEA. Proactive customer service, observable management and participation in family or group decision-making are required to maintain the shopping experiences in consistency with local expectations, as a result of high power distance and collectivist values. The medium-high masculinity and aspirational consumer behaviour contribute to the high demand for durable and high-quality, and multifunctional goods that indicate social status. Low indulgence demands marketing to focus on utility, value and use by the family instead of lifestyle and self-expression, and long-term orientation facilitates the product to be durable, reliable and space-efficient design to fit in the urban living environment. With such elements of culture being incorporated in SOPs, i.e. customer service, product offered, assembly services, marketing and after sales engagement, IKEA can assure stability in service delivery, decrease operational tension, and establish consumer trust. Matching SOPs to these cultural realities will increase the effectiveness of operations, build brand credibility, and gain market acceptance and eventually provide a sustainable competitive advantage and long-term success in India and China.
[bookmark: _Toc216074558]6. Conclusion to the report
In conclusion, this report has critically discussed the internationalisation strategy of IKEA of Sweden to the emerging economies of India and China and specifically how cultural differences and the OLI (Ownership, Location, Internalisation) framework interact to determine operational success. The review has shown that the standardised Swedish model of operations with low power distance, high individualism, low masculinity, high indulgence, and DIY self-service of IKEA could not be directly applied to culturally different markets such as India and China without modification.
The most significant cultural differences, including high power distance, collectivism, aspirational consumer behaviour, moderate-to-high masculinity, low indulgence, and long-term orientation, required three large-scale changes to Standard Operating Procedures (SOPs). These are: improved customer service and store support to fulfil hierarchical and family-oriented demand; customization of products design and professional assembling services to the principle of meeting urban housing limitations, multifunctionality, and status conscious consumption; and culturally sensitive marketing and subsequent follow-up to focus on practicality, durability, value and family-oriented communication.
A combination of OLI factors makes sure that IKEA has leveraged its ownership in brand, operational and design skills, exploited location-specific prospects in urban, middle-class and festival-driven markets, and retained internalised control over quality, training and service delivery. Achieving a balance between SOPs and cultural realities, as well as OLI-driven strategies, can help IKEA to reduce the friction in its operations, improve consumer trust, create a stronger brand perception, and earn the sustainability of its competitive advantage. All in all, this report highlights that effective internationalisation requires a delicate balance between international level of operation standards and local cultural appropriateness.
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