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[bookmark: _Toc214543709]1. Introduction
BMW Group is a multinational corporation globally that has integrated itself to be one of the most powerful multinational corporations (MNCs). BMW has an operational presence in more than 140 countries and manufactures in more than 15 countries, one of them being the emerging economies of China, India, Brazil, and South Africa, which illustrate the features of a very internationalised and globalized company. This consultancy report is aimed at analyzing the international business environment of BMW, strategic decisions used to formulate its operations on a global level, and challenges and opportunities presented by its operations in different markets (BMW Group, 2025). Specifically, the report addresses the advantages and challenges of transnational business of BMW, the relevance of the OLI (Ownership–Location–Internalisation) model to BMW and its penetration in the emerging markets, and the cultural differences in the expansion strategy used by the company. The analysis ends with strategic suggestions on changes to the Standard Operating Procedures (SOPs) within BMW so that its performance can be enhanced in a chosen emerging economy.
[bookmark: _Toc214543710]2. Benefits and Challenges of International Operations 
[bookmark: _Toc214543711]2a. BMW as a Multinational/Transnational Corporation
BMW can be defined as a multinational corporation (MNC) and a transnational corporation (TNC) in particular because of the magnitude, complexity and geographical dispersion of its activities. In contrast to the traditional MNCs that adhere to the home-country dominance model, BMW incorporates global efficiency and high levels of local responsiveness. It has production plants, research and design studios and distribution networks in Europe, Asia, Africa, and the Americas (Vasco, 2021). The strategic decision making of the company is based on a partially decentralised model where the subsidiaries in the countries are given the freedom to react to the local market conditions but at the same time comply with the global brand standards and technological integration of BMW.
The fact that BMW is a TNC is further confirmed by its patterns of cross-border investments, joint ventures with other countries especially in China through Brilliance Auto Group, and a flexible global value chain structure that facilitates interaction and integration among subsidiaries (Chen et al., 2019). Such a strategy displays attributes of transnational organisation: global integration, local responsiveness and networked coordination.
[bookmark: _Toc214543712]2b. Nature of BMW’s Global Operations Across the Value Chain
The value chain of BMW is globally distributed and well synchronized to be able to achieve a competitive edge.
Research and Development (R&D):
BMW has 16 R&D and innovation centres across the world with big centres in Munich (Germany), Shanghai (China), and Mountain View (USA). These facilities embrace innovations in self-driving, electric mobility, battery technology, and online services. Partnership with technology companies and institutions also improves its ecosystem of innovations (Weiss et al., 2022).
Sourcing and Procurement:
The firm has a network of global suppliers of over 12, 000 of partners in 70 countries. The sourcing strategy of BMW focuses on the mentioned aspects: cost-effectiveness, sustainability in sourcing, and avenue to specialised products (i. e. lithium-ion batteries in China, semiconductors in South Korea and Taiwan).
Production:
BMW has a system of 31 manufacturing and assembly plants located in 15 countries. This has major plants in the USA (Spartanburg), China (Shenyang), South Africa (Rosslyn), India (Chennai) and Brazil (Araquari). The allocation of production works on the basis of the logistics efficiency, demand in the market, and the strategic value, e.g. the largest BMW plant in the world is located in Spartanburg, and it is the main export center of SUVs.
Sales and Distribution:
BMW has regional sales subsidiaries and dealerships in more than 140 countries. These units will do local marketing, customer services and adherence to regulations. Digital and direct to consumer platforms are also being incorporated into the sales model of BMW (Buigues and Lacoste, 2023).
Financing:
BMW Financial Services is the credit financing company that aids in the global activities of the company, through leasing, credit financing, and fleet management. This boosts the brand loyalty and also guarantees streams of revenue consistency across the markets.
BMW has a global value chain that, on the whole, allows the company to be efficient, innovative, diversified in risks, and responsive to the local conditions.
[bookmark: _Toc214543713]2c. BMW’s Entry Modes Across International Markets
BMW has implemented a mix of entry modes as it has been based on market features, regulatory needs and strategic objectives.
1. Joint Ventures (JVs):
BMW has a long-established joint venture in China with Brilliance Auto Group (BMW Brilliance Automotive) to meet the historical foreign ownership regulation in China. This joint venture has been critical in both reaching the largest automotive market in the world and setting up of local production facilities.
2. Wholly owned subsidiaries ( WOS):
BMW invests directly in the manufacturing facilities and research centres in the developed markets like the USA, UK, Germany and Austria. This mode gives 100 percent control over technology, quality and processes (Blankesteijn et al., 2019).
3. Exporting:
BMW ships cars in large production units, especially Germany and USA, into destinations with low volume, or where it is not economical to manufacture locally.
4. Strategic Alliances and Licensing:
Partnership with companies (like Toyota development of hydrogen vehicles) and Intel/Mobileye (development of autonomous driving) are examples of the collaborative nature of innovation at BMW.
Dominant Entry Mode:
Although the entry mode at BMW has differed, joint ventures have predominated in the large emerging markets (e.g. china) and wholly owned subsidiary in the developed economies.
[bookmark: _Toc214543714]2d. Key Benefits of BMW’s International Operations
BMW has a wide international presence and this has come with a number of strategic benefits that make the company more competitive in the global automotive market. Diversification of markets is one of the greatest advantages as the business is not affected by regional economic recessions. Since BMW sells cars in Europe, North America and Asia, underperformance in one market, can be compensated with a strong demand in other high-growth markets like China and the United States to generate a long-term stable revenue (Gutmann, 2019).
The second benefit is cost efficiency. The production of low-cost labour, shorter supply chains, and minimum exposure to tariffs through the production of vehicles in countries like China, the United States, South Africa, and Brazil makes BMW competitive in its operations. Localised production also diminishes the risks that come with the currency variation enhancing pricing competitiveness and profitability. International access also enables BMW to access highly-specialised components including high-tech batteries or semiconductors, at reduced cost and improved quality.
The international distribution of BMW increases an innovation through R&D centres in Germany, U.S., China and Israel. This expedites EVs, autonomous driving and digital services. Moreover, the global scale allows BMW to distribute R&D and production costs on the millions of cars, making them more efficient (Schindlbeck et al., 2020).Lastly, the popularity of the brand and the image of the company as a leading luxury car manufacturer are built by the presence of BMW in over 140 countries.
[image: ]
Figure 1: BMW’s Global Value Chain
(Source: Cai et al., 2019)
[bookmark: _Toc214543715]3. The Impact of OLI Factors on BMW’s Market Entry Mode 
The OLI (Ownership-Location-Internalisation) framework of John Dunning is an effective paradigm of analysing the reasons why multinational companies select specific modes of foreign market entry. Using this framework in the case of internationalisation of BMW, especially in entering the Chinese market, an emerging economic powerhouse of strategic significance, to shed some light on the economic rationale behind the decisions made by the company (Cintra et al., 2025). The assistance of BMW entering China was a complex interplay of the capabilities of ownership of BMW as well as the locational characteristics in China and the desire of BMW to internalize its operations in order to withhold its competitive advantage. The combination of these three elements was a reason to conclude that BMW selected the joint venture as the most appropriate mode of entry in the Chinese market.
[bookmark: _Toc214543716]Ownership Advantages (O)
The ownership benefits are the firm specific resources and capabilities that enable a multinational enterprise to compete effectively in other countries. BMW has a number of such advantages, and these were the key influences on its internationalisation strategy.
To start with, brand equity is one of the greatest assets of BMW. The BMW brand is a symbolic and economic asset that the company enjoys world wide due to its, high quality, engineering and luxury brand positioning compared to other domestic brands in new markets like China (Franke et al., 2023). The Ultimate Driving Machine brand identity of the company is heavily appealing to the Chinese market, since they regard foreign luxury brands as status symbols of technology.
 Such a good brand equity gave BMW a greater bargaining power in discussions with the Chinese and assisted the company to retain high prices amidst stiff competition.Second, BMW has great technological capabilities. The company is an international powerhouse in the creation of electric drive systems, battery packs and the extraordinarily efficient combustion engines. Its continued investments in autonomous driving systems, digital dashboard, and connected mobility solutions also make the company a major competitive advantage. The technological capabilities of BMW were a powerful force in the Chinese environment, in which the government is focused on the high-tech automotive business and high speed electrification, and where the company can become the influential partner of the local companies and a powerful force in the industry.
Third, BMW has a globally spread R&D network, and large centres are located in Germany, the United States, China, and other innovative strongholds. This network increases the adaptability of the company on products to local market. As an example, the R&D operations conducted by BMW in China give the company information about the local customer preferences, which can be then used to customise the vehicle features, digital services, and interior design features (Hinrichs and Prifti, 2022). This can be coupled with the worldwide innovation and make BMW more competitive in the top-class car market in China.
Fourth, BMW has much managerial and organisational experience. The years of international operating have helped BMW streamline its operations in terms of integrating supply chain and optimisation of production, quality management and coordination globally. These organisational benefits facilitate efficient cross-border strategic decision-making as well as strengthens the company in ensuring that all the markets adhere to the same standards.
Combined, these ownership benefits provided BMW with a good leverage in China. Their rationale to retain a hold to the important elements of its technology and operations also had a significant impact on the company not wanting to license production to other Chinese independent companies.
[bookmark: _Toc214543717]Location Advantages (L)
The locational features of china played a significant role in the strategy of market entry of BMW. China being the largest automotive market in the world presents the best growth opportunities. The high end market has grown at a fast rate because of increasing disposable income, urbanisation, and preference of overseas luxury by consumers. In the case of BMW, this growing market base offered strong forces to open a local presence and not merely to cater to the market using exports (Kasych, 2019).
The Chinese cost effective production climate also contributed a lot. Despite the increase in labour costs in the recent years, China is still cost effective compared to most of the Western nations. More to the point, its well trained manufacturing personnel has the capacity to make quality cars that achieve the standards of BMW. These benefits minimize the cost of production and help in maintaining the price of production at competitive prices in the domestic market.China has a very well-developed chain system of car supply, especially in the sphere of electric cars (EVs) and battery. The lithium-ion battery production of China offers affordable and short lead time accessibility to the foreign automakers to the important components. In the case of BMW, this is particularly vital because it can help it switch to electric mobility faster with its i-Series and new-generation platforms.
Besides this, the Chinese government offers significant policy stimulus, especially on electric vehicle manufacture, overseas direct investment and research and development. Such incentives are tax breaks, the subsidies of EV production, and the favourable terms of the companies investing in sustainable mobility (Yip et al., 2023). The effect of such policies was to provide BMW with a favorable position to increase its production capacity and new models to suit the Chinese market.
Lastly, the world-class infrastructure in China such as highways, ports and logistics networks makes it easy to supply the country efficiently through the inbound supply chains and distribution of vehicles within the country. This infrastructure will minimize the logistical expenses and will increase the efficiency of operations of BMW in the country.
[bookmark: _Toc214543718]Internalisation Advantages (I)
Internalisation benefits are the reason why BMW would not want to outsource or license its business but to maintain a grip on its overseas activities. In the case of BMW, proprietary technology protection is the greatest internalisation benefit. The high-value innovations that the company has, such as EfficientDynamics powertrains, sophisticated battery structures, and autonomous driving systems, are the key competitive resources that should be preserved. Allowing these technologies to be licensed to other Chinese companies that would not be affiliates would be a major intellectual property threat (Furr et al., 2022).
BMW puts much emphasis on quality assurance as well. BMW incurs its strict global standards of performance, safety and design by insourcing its production via a joint venture instead of outsourcing to its contract manufacturers. This consistency is critical towards the sustainability of the brand reputation.Supply chain integration is another internalisation strength. Close supervision of production facilitates BMW to coordinate procurement, manufacturing and distribution operations whereby it is possible to have just-in-time (JIT) systems and effective inventory control. Internalisation also helps it to respond fast to regulatory change, consumer trends and competitive pressures within rapidly changing Chinese market.
[bookmark: _Toc214543719]Impact on BMW’s Entry Mode Choice
The combination of OLI factors eventually helps to understand why BMW decided to enter China with the help of joint venture, by collaborating with Brilliance Auto and, subsequently, reinforcing the relationships by increasing ownership rights.
•	Ownership benefits motivated BMW to keep major control in production and technology.
•	The Chinese local manufacturing became a necessity in the competitiveness due to the location advantages (Kukkamalla et al., 2021).
•	The benefits of internalisation supported the necessity of BMW not to license and have direct control over the essential processes.
The joint venture entry mode, therefore, provided a middle ground and got BMW able to abide by the Chinese regulations, capitalize on the strengths of local markets, and still hold a substantial level of control in operations and technology.
[bookmark: _Toc214543720]4. Cultural Differences and Their Impact on Entry Strategy and Success 
Cultural differences are critical factors that should be understood when examining the international strategies of multinational corporations in particular when expanding into emerging economies whose social norms, business practices, and consumer behaviour may not be similar to that of the home country. In the case of BMW, a German multinational that is known to have a high level of precision in engineering and well-organized management systems, entering China was a very elaborate process of going through a different kind of culture (Genzlinger et al., 2020). The Cultural Dimensions created by Hofstede offer a critical review of these differences. The discussion that follows identifies the cultural difference between China and Germany and how they affected the market entry strategy of BMW, the managerial decision-making, and long-term potential success.
[bookmark: _Toc214543721]Power Distance
One important cultural difference that will influence the work of BMW is the power distance, and China has a high power distance, and it is manifested in high hierarchies, centralised authority, and strict status differences. The low power distance in Germany fosters flatter environments, discussion and empowerment of employees. In the case of BMW, this meant that its organisation needed to change tremendously in China. German participative management was considered to be unsuited in a culture that demanded authoritative management. Consequently, BMW became more top-down in its decision-making processes, more defined in the relationships between the management and subordinates, and more formal in everyday communication and negotiation. In the BMW Brilliance joint venture, the expatriate managers have changed their leadership styles to suit the local expectations enhancing internal integration and collaboration with government and local partners..
[bookmark: _Toc214543722]Individualism vs. Collectivism.
The fact that Germany is an individualistic society whereas China is a collectivistic society has serious implications to the operations of BMW. Germany believes in independence, individual success, and face-to-face communication, whereas China believes in group harmony, interdependence, and relationships (guanxi). This was a deviation, which implied that BMW was not able to use its conventional Western management or marketing tools in China. Direct feedback popular in the German work environments may be seen as belligerent hence BMW implemented more responsive performance systems, less direct means of communication, and team building relationships (Lukin et al., 2022). Guanxi also influenced how BMW was dealing with suppliers, government stakeholders, and dealerships since it demanded long-term trust as opposed to formally binding deals. In the consumer market, collectivist values implied that BMW changed its marketing approach by focusing on the pleasure in driving individually to the status of a family and social harmony and group identity, which made the brand more relevant to Chinese customers.
[bookmark: _Toc214543723]Uncertainty Avoidance
The high uncertainty avoidance in Germany is an indication of the cultural tendency of planning, organising and reduction of risks. The level of uncertainty avoidance in China, on the other hand, is lower which means that there is a higher degree of uncertainty, experimentation, and flexibility in decision-making.In the case of BMW, the dynamic nature of the Chinese regulatory environment meant that the company had to abandon the procedural orientation that was common in Germany (Helmold, 2021). There is a constant shift in the EV regulations, subsidies, and local compliance requirements such that BMW had to develop a more nimble operation strategy. 
Long-term manufacturing plans and technology development were forced to respond to new policy changes, like new emissions regulations, or new tax breaks. This flexibility affected the coordination of the supply chain activities, product localisation activities and strategic planning cycles of BMW. Although at first trying to adjust to the Chinese fluid institutional environment proved to be challenging, it eventually increased the resiliency and responsiveness of BMW in new markets.
[bookmark: _Toc214543724]Long-Term Orientation
Germany and China have relatively high scores on long-term orientation, and the score of China is high. This cultural fit in fact supported the strategic goals of BMW since the two societies believe in perseverance, strategic investing, and long-term success rather than short-term gains.The long-term orientation of China contributed to the governmental policies, which focused on the development of the electric vehicle industry and encouraged technological improvement and the attraction of the high-quality foreign investment. BMW strategic engagements in China (locally produced EV, R&D investment in Shenyang, and technological partnership with CATL (Contemporary Amperex Technology Ltd.)) were in line with the national priorities in China (Rosa et al., 2020). The long-term orientation created a mutual relationship that helped BMW to develop sustainable partnerships, gain the support of the regulation, and provide a clear basis of further development.
[bookmark: _Toc214543725]Implications for Market Entry Strategy
The cultural differences were critical in determining the joint venture entry mode adopted by BMW and the management style and market strategy in China.The partnership that BMW had with Brilliance Auto necessitated massive cultural bargaining. German managers were forced to value the role of guanxi in relationship with partners and learn Chinese culture of hierarchy and communication. This cultural fit facilitated in the minimization of misunderstanding, greater working cooperation, and facilitated easier negotiation with the authorities (Markou et al., 2019).Cultural customization had to be applied in marketing strategy as well. Instead of individualism or pure performance, which has been the conventional theme in Western campaigns, BMW focused on family security, social prestige, and harmony. This change enabled the brand to relate more with the Chinese cultural values.
[bookmark: _Toc214543726]Impact on BMW’s Success Potential
The cultural one would have jeopardized communication, poor associations, poor leadership, and poor product productions. These dangers may compromise brand recognition and business effectiveness. Rather, the readiness of BMW to adjust has helped it to become one of the most selling luxury brands in China, which is its largest market worldwide.
On the whole, the cultural sensitivity expressed in BMW organisational management strategies, marketing and partnership strategies contributed greatly to its long-run success in China.
Table: Comparison of Cultural Dimensions Between Germany (Home Country) and China (Emerging Market)(Using Hofstede’s Cultural Dimensions Framework)
	Cultural Dimension
	Germany Score
	China Score
	Key Differences & Implications for BMW

	Power Distance
	35 (Low)
	80 (High)
	China’s high power distance means hierarchical structures are the norm. BMW must adapt leadership and communication styles to be more top-down in China.

	Individualism vs. Collectivism
	67 (Highly Individualistic)
	20 (Highly Collectivist)
	BMW must shift from individual-focused incentives to team-oriented management and relationship-based negotiations in China.

	Uncertainty Avoidance
	65 (High)
	30 (Low)
	German preference for rules and predictability contrasts with Chinese comfort with ambiguity. BMW must adopt more flexible operational planning in China.

	Masculinity
	66 (High)
	66 (High)
	Both countries value success and achievement. BMW can use performance-driven marketing in both contexts.

	Long-Term Orientation
	83 (Very High)
	87 (Extremely High)
	Shared long-term planning values support BMW’s long-term investment in Chinese EV production and R&D.

	Indulgence vs. Restraint
	40 (Restraint)
	24 (High Restraint)
	Both cultures exercise self-control; however, China is even more restrained, requiring BMW to emphasise practicality and value in marketing.



[bookmark: _Toc214543727]5. Recommendations: SOP Adjustments for Success in China
The analysis on the OLI framework above and the cultural differences between Germany and China indicate that BMW needs to embrace strategic operational changes to maximize on its performance in China. These changes have ensured that it aligns with the business environment, business culture, and fast changing technology in China. The next part is the discussion of three significant SOP (Standard Operating Procedure) changes that BMW needs to make to cement its presence in China: (1) further localization of innovation and R&D, (2) further localization of human resource management practices, and (3) further localization of supply chain integration and responsiveness. (Cai et al., 2019) These changes combine to take care of ownership, location and internalisation advantages of BMW, as well as react to the cultural environments that define business in China.
[bookmark: _Toc214543728]SOP Adjustment 1: Deepening Local Innovation and R&D Integration
The rise of China as the biggest market in the world in terms of electric vehicles (EVs), digital mobility, and smart technologies has changed the competitive world of automotive manufacturing companies. The historical approach of exporting innovation that has been developed in Germany to the international markets is no longer enough to keep BMW successful in China, rather the company has to integrate local innovation technology in order to address the dynamic consumer demands and regulatory emphases.
Rationale
The Chinese customers are demanding more sophisticated connectivity, localized digital services, and the electricity-based mobility models which will be suited to the specifics of the urban setting in China. The strategic value of local innovation is also supported by government policies, which provide powerful motivation in developing EVs, data localisation, and collaboration in research and development of such technologies as batteries and autonomous driving (Sovacool et al., 2019). In order to stay afloat, BMW needs to further integrate into the Chinese innovation system.
Key SOP Recommendations
The enhanced R&D localisation strategy would necessitate a number of procedural changes:
1.	Increase joint R&D endeavors with Chinese companies and institutions of higher learning.
BMW is recommended to increase the collaboration with the technology giants in China including Huawei, Tencent, and CATL and research institutes focusing on the field of artificial intelligence, autonomous driving, and battery development. Such collaborations have the ability to shorten the process of innovation, and enhance product-market fit.
2.	Invent China-differentiated vehicle models and software ecosystems.
Characteristics that are valued by Chinese consumers include in-car applications, superior infotainment, and online payment systems. BMW ought to build models that have distinct styling features, electronic interfaces, and EV battery packs that suit the Chinese driving habits and weather conditions.
3.	Incorporate digital platforms locally into the ecosystem of BMW cars.
The compatibility with the most common applications like WeChat, Alipay, and Baidu Maps should be seamless to improve the consumer experience. The SOPs that BMW needs to implement should hence include the measures of co-development, data integration, and adherence to the Chinese cybersecurity law (Gomez, 2024).
Alignment with OLI and Cultural Insights
The OLI paradigm is a strong argument in favor of this SOP adjustment:
•	Location strengths: The ecosystem of EV suppliers in China, battery manufacturing, and the high-level 5G infrastructure is a competitive edge in local R&D.
•	Ownership benefits: BMW is a strong technology base that the integration with the Chinese innovation clusters would help.
•Internalisation benefits: Internalisation of local R&D competencies gives BMW control over its proprietary knowledge by preventing leakage, as well as, control over quality.
China has collectivist values and focus on cooperative networks as a part of its culture that promotes collaborative innovation (Lechner, 2020). The long-term orientation of the country also aligns with BMW strategic investments in sustainable technologies, and thus such SOP change is necessary to achieve the competitiveness in the long term.
[bookmark: _Toc214543729]SOP Adjustment 2: Localising Human Resource Management Practices
One of the most culturally sensitive areas in which the operations of the multinationals are carried out is the human resource management. Traditionally German style of management BMW has a low power distance, direct communication and merit-based evaluation as compared to Chinese business practice with emphasis on hierarchical order and relationship-building (guanxi) and collective performance.
Rationale
The cross-cultural management will be important in relation to the performance and the involvement of the employees in the work of BMW. The incongruence of the German and Chinese managerial styles may cause a workplace conflict, communication failure, and losses in productivity. In order to succeed in China, BMW has to make sure that its HRM systems are aligned with the local cultural expectations, and that they do not compromise the overall efficiency and performance standards of the company.
Key SOP Recommendations
1.Implement culturally sensitive leadership training for expatriate managers.
The expatriate leaders should be trained on how to overcome hierarchical norms, indirect communication, and the significance of guanxi in Chinese professional relations. Cultural negotiation, conflict resolution, and local labour regulations should be part of the training.
2.	Adopt hybrid organisational designs.
BMW needs to embrace a combination of the German efficiency and the Chinese high-rank expectations (Liu and Liu, 2021). This can be in better lines of command, formalisation of decision making processes, and appreciation of seniority in leadership positions.
3.	Empower relationship-based practices.
In China, Guanxi is the force behind relationships with suppliers, employee loyalty, and cooperation between departments. The SOPs must promote frequent team bonding, the long-term relationships and the cooperation based on trust instead of the one, which is more transactional in nature.
4.	Make compensation reflect group performance.
Team goals, collective bonuses, and group-based KPIs align more with the Chinese culture and contribute to the strong team cohesion.
Alignment with OLI and Cultural Factors
The internalisation strength of BMW relies mainly on the ability to maintain talented employees, organisational consistency, as well as technology safeguarding due to the consistency of internal processes. These goals are realised with the help of localised HRM practices (Madić et al., 2021).
The high power distance and collectivist cultures require the management structure, communication patterns, and motivation system modifications. These HRM changes also facilitate long-term strategic alliances with the local suppliers, which is an essential need in the Chinese relational business culture.
[bookmark: _Toc214543730]SOP Adjustment 3: Enhancing Local Supply Chain Integration and Responsiveness
Chinese automotive supply chain is one of the most dynamic supply chains in the world. Such rapid changes in regulation, the changing consumer preferences, and intense rivalry among the local EV manufacturers imply that the BMW company should constantly adjust its supply chain SOPs to ensure its efficiency, resilience, and flexibility.
Rationale
The localisation of the supply-chain is necessary to reduce the costs, local-content mandate and prompt market adjustment. BMW has a great cost and efficiency advantage since China has a great supplier base, especially in batteries, electronics, and semiconductors (Dobrin, 2021). Yet, the instances like supply chain disruptions (e.g., shutdowns because of the pandemic, trade tensions) also demand that BMW should introduce even more flexibility and responsiveness into its procedures.
Key SOP Recommendations
1.	Enhance localisation of key components.
SOPs are also required to require increased level of local sourcing of battery, infotainment systems, sensors and EV power electronics. Local procurement shortens lead times, minimizes costs and shields BMW against changes in trade or tariffs.
2.	Establish flexible supply chain networks.
To respond quickly to the changes and disruptions in policies, BMW will have to embrace modular supplier setups, multi-sourcing tactics and contingency planning processes. (Weiss et al., 2021)
3.	Increase quality control based on local suppliers.
The supplier environment in China is very diverse. BMW should have SOPs in benchmarking of suppliers, on the site quality checks and firm audits, which will ensure adherence to global standards of BMW.
4.	Adopt the use of digitalised supply chain tools.
The combination of AI-based forecasting, predictive maintenance, and automated logistics in the local operations can be highly effective in enhancing efficiency and limiting disruptions (Reinkemeyer, 2020).
Alignment with OLI and Cultural Factors
Advantages of location such as the excellent manufacturing environment in China warrant further localisation of the supply chain.
The benefits of internalisation enable BMW to implement high standards in manufacturing processes, proprietary technology and brand consistency.
Relationships that come as a result of guanxi are stable in the long-term and collaborative with suppliers; hence, relationships building needs to be solidified in SOPs.
Summary
These three SOP changes including localised innovation, culturally aligned HRM and increased supply chain integration are in direct correlation to the competitive success of BMW in China. They are motivated by the unique location advantages that China has, which is facilitated by the ownership strengths of BMW, and aligned to the internalisation priorities of the company (Kukkamalla et al., 2021). Notably, they are also indicative of the cultural realities that inform business behaviours in China which is critical towards long term success.
[bookmark: _Toc214543731]6. Conclusion 
The role of BMW Group as a powerful multinational and transnational company is based on its advanced global value chain, ownership benefits, and its capabilities of integrating operations at cross-border levels. The dynamics of the international operations of BMW, especially in the emerging economy of China has been discussed in this report. The OLI framework indicates that the decisions that BMW made in China, namely, obtaining a joint venture and localising production, are based on the high ownership potential, favourable location, and the necessity to internalise core competencies.
The analysis of the cultural variations shows that effective operating in a new market needs considerable organisational change. The cultural sensitivity of BMW and its readiness to change the management, marketing, and alliance strategies have played a pivotal role in its creation of a competitive presence in China.The suggested SOP changes, such as local R&D improvement, changes in HR practices, and enhancement of supply chain integration, will make sure that BMW remains successful in the rapidly developing Chinese automotive industry. With the increasing level of competition across the globe, the capability to integrate international know-how with domestic sensitivity will continue to be the key to the continued success of BMW. The agile nature of the company is also demonstrated through its strategic development in the international markets which in turn forms a precedent of other multinational companies that work in respective global settings where complexities are a reality.
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