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[bookmark: _Toc216551455]1. Introduction
This report gives a detailed discussion of the international operations of Vodafone with a particular interest in its activities in Malaysia, a developing economy in Southeast Asia. Vodafone is one of the most successful telecommunication companies in the world, and it has immense experience in the international market, having operations in many countries. The report focuses on Vodafone as a multinational corporation (MNC), its global value chain, market entry strategy, and the value of international operations. The report also analyses the effects of Ownership, Location, and Internalisation (OLI) aspects on the international mode of market entry that Vodafone applied in Malaysia and explains the cultural distinction between the UK (homeland of Vodafone) and Malaysia. Going by this analysis, the report proposes a revision of the Standard Operating Procedures (SOPs) of Vodafone to be more successful in Malaysia.


[bookmark: _Toc216551456]2. Internationalisation Analysis for Vodafone
[bookmark: _Toc216551457]2.1 Vodafone's Global Operations Strategies
Vodafone is an internationally known telecommunications corporation, and it has its entertainment facilities in more than 20 countries with more than 300 million mobile subscribers worldwide (Vodafone, 2025). Being a Transnational Corporation (TNC), Vodafone has a wide network of markets and its activities can be found in developed as well as in emerging economies, including the UK, Germany, India, and Malaysia. Vodafone has a global operation that entails an extensive value chain which encompasses research and development (R&D), sourcing, manufacturing, sales and financing.
Research and Development (R&D): Vodafone has made massive investments in Research and Development in order to keep its competitive levels. During the 2024 fiscal year, Vodafone spent around 2.5 billion on research and development (and specifically on 5G, Internet of Things, and sustainable mobile solutions) (Vodafone, 2025). The technological developments within the company are facilitated by the R&D centres that are based in Europe and India, which allow Vodafone to be ahead of the market demand and technological changes, including the 5G network implementation worldwide.
Sourcing and Production: Vodafone has a sourcing strategy that is mainly centred on its collaboration with top equipment vendors, including Huawei and Ericsson, in the network infrastructure. The company also maintains strategic collaboration with the local suppliers in designing and distributing the devices, particularly in the emerging markets. Indicatively, in India, Vodafone has collaborated with other local handset manufacturers to supply the Indian market with cheap smartphones, which has increased its reach and consumer base (Vodafone, 2024).
Sales: The sales strategy of Vodafone is regional. It targets high-value and contractual business and individual consumers in the developed world. In emerging markets such as Malaysia, the company is increasingly flexible in its pricing strategy, where it provides prepaid mobile services as well as value-based pricing strategies to meet the needs of price-sensitive customers (Mathews and Sivaraman, 2025). Vodafone has both physical outlets, online shops and partnerships with local distributors in its sales channels, which allow the organisation to reach a high number of customers.
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[bookmark: _Toc216551472]Figure 1: Vodafone Group revenue from 2008 to 2025 (billion British pounds/euros) (Taylor, 2023).
Financing: Vodafone is an organisation that has a broad financial base that promotes its global operations. It planned to fund its 5G network and takeovers through a 1.2 billion bond in 2023 (Vodafone, 2024). The company also uses the local financing systems to support the market expansions locally, including joint ventures and local investor alliances in other countries, like India and Malaysia.
[bookmark: _Toc216551458]2.2 Vodafone's Internationalisation Strategies-Market Mode
Entry into international markets is facilitated by a mix of entry modes in the case of Vodafone, which have been designed to suit the economic, regulatory and cultural conditions of a particular market. The company uses a combination of direct investment, joint ventures, mergers and strategic ties. This is a summary of the main Vodafone strategies of internationalisation:
Foreign Direct Investment: In the international market entry strategies of Vodafone, it leverages on the merger and acquisition strategy, joint venture and strategic alliance through the concept of Foreign Direct Investment (FDI) (Persson and Axelsson, 2025). FDI means the investment across the border where a company takes an enduring interest in and administration of a foreign company, according to Czinkota and Ronkainen (2021). In the case of Vodafone, FDI is critical in the telecommunications sector as capital requirement is high, and regulatory restrictions and infrastructure should be owned in the long run. Vodafone's internationalisation in Malaysia is a market-seeking FDI to tap into the rising consumer base and increase the level of digital service usage. It is an FDI that is mainly operationalised in the form of joint ventures and strategic partnerships as opposed to the fully owned subsidiaries, which enables Vodafone to negotiate regulatory demands, share investment risks, and exploit the expertise of the local market (Kok & Siripipatthanakul, 2024). By incorporating FDI into its larger entry-mode portfolio, Vodafone enhances the degree of operational control, technology transfer, and competitive advantage and responds to the Malaysian economic and institutional environment.
Mergers and Acquisitions: Vodafone has been keen on the acquisition of firms to expand into new markets or consolidate its existing markets. Vodafone has further expanded its presence in Eastern Europe in 2017, acquiring the business of Liberty Global in some of its European markets, such as the Czech Republic, Hungary, and Romania (Czinkota and Ronkainen, 2021). This acquisition allowed Vodafone to use the network infrastructure provided by Liberty Global and make the market entry faster and minimise operational expenses (Vodafone, 2024).
Joint Ventures: In developing economies like India, Vodafone would consider using joint ventures as a way of minimising risks, as well as meeting the requirements in the local markets. The company partnered with the Indian company, Idea Cellular, to form Vodafone Idea Ltd, which was one of the largest telecommunications companies in India. This partnership enabled Vodafone to access global experience with local market experience, which has assisted it in operating in the competitive and regulatory environment in the Indian market that is highly competitive (Vodafone, 2023).
Strategic Alliances: Vodafone also enters into strategic alliances with other local companies to access their local knowledge. Vodafone in Malaysia has also signed a strategic alliance with Telekom Malaysia to broaden its network coverage and provide competitive services in the Southeast Asian market. These are particularly important in new economies where local collaboration gives a better insight into the market forces and regulatory conditions (Telekom Malaysia, 2024).
Dominant Entry Mode
Although Vodafone has numerous entry modes, joint ventures and mergers are most likely to dominate its entry mode, especially in the emerging market. This is due to a joint venture whereby there is risk sharing and local knowledge that is essential in areas that have a complicated regulatory environment and price-sensitive clients. Another example is the Vodafone and Idea Cellular partnership in India and the Vodafone and Telekom Malaysia joint venture in Malaysia, which have played a crucial role in giving Vodafone a presence in these markets.
Key Benefits of Vodafone's International Operations
The international activities carried on by Vodafone allow it to experience some strategic advantages towards its success in the long run:
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[bookmark: _Toc216551473]Figure 2: Key Benefits of Vodafone's International Operations (self-made).
· Revenue Diversification: Vodafone has diversified its revenue streams through its presence in a variety of international markets, which has not made it dependent on one market. As an illustration, the company is earning a lot of money in European markets. However, in emerging economies, especially in Africa and Asia, the company has experienced high growth (Chabowski et al., 2023). In 2023, Vodafone announced that 45 per cent of its revenue is made in the international markets, and Asia and Africa have played a significant role in this expansion (Vodafone, 2025).
· Economies of Scale: Vodafone enjoys economies of scale because of its vast network in the world and the common infrastructure. The standardisation of operations in various regions helps Vodafone reduce its costs of operation, and it is also in a position to offer competitive prices and increase its profits (Jafor et al., 2024). It has a strong buying capacity in the world, and Vodafone can achieve a stronger bargain with the equipment vendors to save the expenses of expanding the network (Jafor et al., 2024).
· Availability of Emerging Markets: Vodafone has the opportunity to access fast-growing markets such as Malaysia and India due to its international presence. In Malaysia, the mobile subscriber base has increased by 5 per cent per year, and Vodafone has been in a position to take a big market share by offering low-cost mobile services, which has led to customer acquisition and a subsequent increase in revenues (Fransisca et al., 2025).
· Innovation and Knowledge Transfer: Multiple geographical operation provides Vodafone the opportunity to use innovations in one market to operate on a global basis. Jafor et al. (2024) found that the company has adopted the use of 5G technology, which was initially launched in Europe, in its operations in the new markets, including Malaysia, and has enhanced its service provision and customer satisfaction. By transferring knowledge and technology across borders, it increases product development and optimisation of services.
· Brand Recognition: Vodafone has a strong brand recognition as a result of its operations in various countries around the world. Vodafone is an advantage as it is viewed as a stable and creative brand that appeals to consumers and business clients in different markets (Jafor et al., 2024). It also boosts its brand awareness on the international level as it sponsors key sports events such as Formula 1, which only strengthens its position on the market (Vodafone, 2024).
International business operations offer a powerful competitive advantage to Vodafone by reducing its reliance on various sources of revenue, economies of scale, and the availability of new markets. The strategic approach of the company through joint ventures, acquisitions, and fully owned subsidiaries has enabled its growth and continued prosperity in both developed and emerging markets.

[bookmark: _Toc216551459]
3. Impact of OLI Factors on Vodafone’s International Market Entry Mode
The OLI framework, which is an acronym of Ownership, Location and Internalisation, is a critical theory in explaining the internationalisation strategy of a given company (Persson and Axelsson, 2025). It offers a frame through which to assess the variables that contribute to the way and the reason why a firm decides to venture into an overseas environment. In this part, the critical discussion of how the OLI factors influence the international market entry strategy of Vodafone into Malaysia will be discussed.
[bookmark: _Toc216551460]3.1 Ownership Advantage
Ownership advantages are the competitive resources or capabilities that a firm holds, and they enable it to grow and conduct its business at an international level (Burrow and Becraft, 2020). These strengths are usually proprietary technology, a good brand name, managerial skills and funds.
· Technology and Innovation: Vodafone has a strong potential for ownership in terms of its innovative technology, especially in the telecom market. Vodafone is among the leaders in 5G network deployment and has advanced technology that is a key ownership strength that contributes to its decision to expand to foreign markets. The company in Malaysia has a good experience in network infrastructure and other innovations like 5G, and thus it can provide better services than other local competitors (Hajar et al., 2024).
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[bookmark: _Toc216551474]Figure 3: Malaysia Data Centre Networking Market Share Source (Mordor Intelligence, 2025).
· Ownership Strengths: The other ownership strength is the fact that Vodafone has a well-established global brand. The reliability and innovativeness attributed to the company by its customers make it a desirable partner in a foreign country, such as Malaysia (Abdul Razak et al.,2021). In Malaysia, telecom services have become highly competitive with other market players. Therefore, the brand recognition of Vodafone assists it in being differentiated and being trusted by the local people, which is essential in entering the market.
· Financial Resources: The financial capability that Vodafone has achieved by its regular investments in network infrastructure and acquisitions has given it the capital to expand internationally. This proprietary power enables Vodafone to have a heavy investment in Malaysia, either in a joint venture or in the local companies (Abdul Razak et al.,2021).
[bookmark: _Toc216551461]3.2 Location Advantage
Location advantages are associated with attributes of a host nation that make it a favoured location for foreign direct investment (Hashim, Mohammad and Alam, 2023). These benefits can be economic, the regulatory environment, the potential of the market, and resources.
Market Growth Potential: Malaysia is an emerging economy in Southeast Asia; therefore, it has a lot of market growth potential. The growth trend can also be seen from the following graph. The Malaysian telecommunications industry is growing, and mobile services are in high demand as young and technologically oriented people, and the shrinking middle-income population are increasing (Hashim, Mohammad and Alam, 2023). The location advantages of penetrating a developing market have an impact on Vodafone's decision to venture into Malaysia (Sithamparam and Kumar, 2025).
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[bookmark: _Toc216551475]Figure 4: Malaysia Telecom Market Insightful Analysis (Data Insight Market, 2025).
Regulatory Environment: Malaysia is relatively favourable in terms of the regulatory environment, especially to foreign firms willing to venture into the telecom industry in the country. The Malaysian government has implemented policies to attract foreign investment, and therefore, it is a good place to invest in Vodafone. In addition, Vodafone also enjoys the fact that the government is pushing towards digital transformation, which involves building 5G infrastructure and digital services in the country (Sohaimi et al., 2023).
Access to Skilled Labour: The Malaysian workforce is highly skilled, particularly in the field of technology and engineering, which is another location advantage of Vodafone. Access to a skilled labour force can help Vodafone localise its operations effectively, be it in the management of its network or in customer service, which is paramount to its success in the Malaysian market (Hashim, Mohammad and Alam, 2023).
[bookmark: _Toc216551462]3.3 Internalisation Advantage
Internalisation advantages refer to the benefits that companies can receive whenever they assume direct control over their activities, as compared to outsourcing or licensing. These may be intellectual property protection, lowering transaction costs, and quality control.
· Control Over Technology: Vodafone can ensure the control of its high-tech technologies and network infrastructure by its strategy of internalisation of its operations in Malaysia in the form of a joint venture or wholly owned subsidiary. Through the internal control of such operations, Vodafone can secure its proprietary technologies, including 5G and Internet of Things solutions, which are paramount to the sustainability of its competitive advantage (Chabowski et al., 2023).
· Operational Efficiency: Vodafone can also run its operations more efficiently with the help of Internalisation, which will minimise dependence on third parties. Jafor et al. (2024) said that direct investment in network infrastructure by Vodafone gives it an upper hand in controlling quality and provision of networks in Malaysia. Such control lowers the transaction costs of outsourcing and provides a smooth service to the customers (Karim and Said, 2024).
· Local Partnerships: Vodafone frequently selects joint ventures in such markets as Malaysia, which has been the case with Telekom Malaysia. As Karim and Said (2024) pointed out, this method of internalisation helps Vodafone to overcome the local regulatory requirements as well as keep a partial control of its operations. It also ensures that Vodafone benefits from the local know-how and market advice of its Malaysian partner, making it easier to internalise the operations (Aghayari et al., 2022).
OLI is a framework that is imperative in influencing the market entry strategy of Vodafone in Malaysia. The advantages of the ownership of the company, which include its technological competencies and its financial resources, give the company the tools to facilitate its internationalisation (Persson and Axelsson, 2025). Location benefits, such as the emerging market in Malaysia and the friendly policy climate in this country, make Malaysia an attractive source of investment. Lastly, internalisation enables Vodafone to have control over the advanced technologies, as well as to achieve operational efficiency. Vodafone can use these OLI factors to guarantee its success in entry and further expansion in the Malaysian telecommunications market.
 


[bookmark: _Toc216551463]4. Malaysia Analysis of an Emerging Market
[bookmark: _Toc216551464]4.1 Hofstede Cultural Dimension Analysis UK and Malaysia
Although the Hofstede model presents six dimensions of cultural differences, not all of them have the same impact on conducting business. In the case of expanding the UK to Malaysia, the following three dimensions are the most prominent differences between cultures and the ones that will have the most significant impact on market entry strategy and operational success.
[image: ]
[bookmark: _Toc216551476]Figure 5: Hofstede Cultural Dimension Analysis in the UK and Malaysia (The Culture Factor, 2025).
Power Distance (Malaysia: 100; UK: 35): The power distance in Malaysia is extremely high, which means that the hierarchical structure and centralisation of decision-making are highly accepted, and employees are supposed to be guided by the senior management (Francis, 2024). Conversely, the UK has a low score, which demonstrates a liking towards egalitarian relations in the workplace and participative styles of leadership. This cultural dissimilarity has significant consequences for the managerial SOPs of Vodafone. Leadership practices that lay stress on consultation and autonomy that have worked in the UK might be viewed as weak or vague in Malaysia. Guilding et al. (2021) think that Vodafone hence needs to assume a more directive and structured leadership style in Malaysia to reinforce formal authority, line reporting, as well as top-down communication as means of conforming to local expectations as well as enhancing organisational effectiveness.
Individualism vs. Collectivism (Malaysia: 27; UK: 76): The collectivistic culture of Malaysia puts more emphasis on group harmony, loyalty, and shared responsibility, in comparison to the individualistic culture of the UK that focuses on personal achievement and personal responsibility (Ghafar, 2024). The difference has far-reaching effects on the human resource management and marketing strategies of Vodafone. Individual-target-based performance appraisal systems can be a cause of demotivation in Malaysia (Guilding et al., 2021). Rather, Vodafone ought to focus on group incentives and inter-departmental performance indicators. In the same way, the marketing communication must emphasise family connectivity, community benefits, and shared digital experiences over personal consumption benefits, which are more favourable to the UK (Guilding et al., 2021).
Long-Term Orientation: (Malaysia: 47, United Kingdom: 60)Malaysia is more likely to value immediate results and direct payoffs, while the UK is more focused on the long term, suggesting that it may value sustainable development, perseverance, and enduring relationships (Chung et al., 2024). Vodafone's partnership and investment strategies are influenced by these cultural disparities. In Malaysia, Vodafone will have to concentrate on short-term market opportunities, faster returns, and flexible collaborations with regional stakeholders. In contrast to long-term-oriented strategies, Malaysian consumers and institutions are more likely to respond favourably to businesses that demonstrate responsiveness and immediate value (Ghafar, 2024).
Vodafone must therefore modify its leadership philosophies, HR procedures, and strategic investments to conform to Malaysia's more hierarchical, collectivist, and short-term culture in order to be effective and competitive there. Vodafone can maintain its success in Malaysia by striking a balance between cultural sensitivity and strategic agility.
[bookmark: _Toc216551465]4.2 Porter’s Diamond Model of the Telecommunications Industry in Malaysia
The Diamond Model by Porter determines four fundamental factors that determine the competitive advantage of industries within a country of operation. This is how they can be applied to the telecommunications sector in Malaysia and the possibility of Vodafone succeeding in the market:
[image: Porter's Diamond Model EXPLAINED with EXAMPLES | B2U]
[bookmark: _Toc216551477]Figure 6: Porter’s Diamond Model (Czinkota and Ronkainen, 2021).
1. Factor Conditions
One of the advantages that Vodafone will have in its pursuit of expansion of its services in Malaysia is the fact that the country has excellent infrastructure and a workforce that is competent in the telecommunications industry. Digital infrastructure has also been invested in the country and is beneficial to the technological functioning of Vodafone (Sithamparam and Kumar, 2025). Nevertheless, the different labour costs and regional differences in skill level might also pose challenges to the company because of the dissimilarity in operational efficiency (Mohd Radzi et al., 2025).
	Factor
	Description
	Impact on Vodafone

	Infrastructure
	Developed telecom infrastructure supports Vodafone's 5G rollout.
	Positive

	Skilled Workforce
	Skilled workforce in the tech and telecom sectors.
	Positive

	Labor Costs
	Varied labour costs across regions may impact operational efficiency.
	Challenges


Source: (Annamalah, 2024).
2. Demand Conditions
The rising level of mobile penetration and the need to access digital services in Malaysia provide a good market for Vodafone. Mohd Radzi et al. (2025) stated that it is believed that demand for high mobile networks, such as 5G, is going to increase due to the presence of a young population that is technologically advanced. This gives a great chance to Vodafone to deliver its innovative services as well as gain a portion of the growing telecommunications market (Hajar et al., 2024).
	Factor
	Description
	Impact on Vodafone

	Mobile Penetration
	High mobile penetration with increasing smartphone adoption.
	Opportunity

	Tech-savvy Population
	Young, tech-savvy population driving demand for digital services.
	Opportunity

	Rising Demand for 5G
	Demand for 5G technology is expected to grow rapidly.
	Opportunity


Source: (Sithamparam and Kumar, 2025).
3. Related and Supporting Industries
Malaysia is a country with an emerging digital economy and related industry, such as electronics and software, which will contribute towards Vodafone being able to provide integrated services (Morschett et al., 2025). This is also enhanced by the government initiative of Digital Malaysia, which establishes an ecosystem through which Vodafone can tap into local ties and further develop its service base (Annamalah, 2024).
	Factor
	Description
	Impact on Vodafone

	Digital Economy
	Strong digital ecosystem supporting telecom services.
	Opportunity

	Electronics Industry
	A growing local electronics industry that complements telecom services.
	Opportunity

	Government Initiatives
	Government initiatives like “Digital Malaysia” support industry growth.
	Opportunity


Source: (Annamalah, 2024; Mohd Radzi et al., 2025).
4. Firm Strategy, Structure, and Rivalry
The Malaysian telecommunications industry is highly competitive, and there are existing players in the market such as Maxis, Celcom, and Digi. There is a competitive advantage to the Vodafone company due to a good brand, technological leadership, and experience in the international markets (Hajar et al., 2024). However, to compete successfully with existing players, Vodafone will be forced to excel in the areas of superior customer service, technology and partnerships with local firms.
Thus, the Diamond Model of Porter reveals that Malaysia possesses competitive advantages, such as good infrastructure and the growing demand for digital services, that provide an opportunity for Vodafone. Vodafone can also excel in the Malaysian telecommunication sector by adapting its strategies to the local tastes and leveraging its global strengths to its competitive advantage.


[bookmark: _Toc216551466]5. Recommendations on the Long-Term Position of Vodafone's Operating Business in Malaysia
To make sure that Vodafone will be successful in the Malaysian telecommunications market in the long run, it is necessary to critically assess the Standard Operating Procedures (SOPs) of the company in the context of the cultural differences and based on the previously identified OLI factors (Ownership, Location, and Internalisation). Upon the information we gathered about the Hofstede cultural dimensions and Porter's Diamond, we would advise Vodafone to make three significant changes in its SOPs in a way that best fits the needs of the local market and achieves its potential to grow sustainably.
[bookmark: _Toc216551467]5.1 Adaptation of Leadership and Management Styles to Malaysian Culture
Among the major differences in the cultural aspects between the UK and Malaysia are the practice of power distance and individualism. The scores of power distance (100) and individualism (27) are high and low, respectively, which means that Malaysian people like to be in a hierarchical structure, and group harmony is more important when compared to individual achievements (Law, 2023). This cultural characteristic has a direct influence on Vodafone as a company that will address leadership, decision-making, and employee relations in Malaysia.
Adjustment to SOP
Vodafone needs to contemplate reorganising its leadership and management style in Malaysia in order to conform to the local expectations. Burrow and Becraft (2020) believe that management style-related SOPs ought to focus on strict hierarchical arrangements with a more centralised process of making decisions. In Malaysia, managers might be required to be more authoritative and directive, which is more in tandem with the expectations of the Malaysian employees, in terms of culture (Law, 2023). This is contrary to the more consultative and decentralised style of management that can perform in the UK.
· Training on Leadership: The company needs to train its managers to know and embrace the concept of hierarchical leadership and ensure that communication from the higher management is clear and directive.
· Employee Engagement: Since society is collectivist in nature, Vodafone is recommended to strive towards establishing strong teamwork and concentrate on collective success as opposed to individual performance. This must be approached in the reward systems because team-based rewards are more effective than individual rewards (Czinkota and Ronkainen, 2021).
This adjustment of its leadership style and SOPs will help Vodafone integrate more easily into the Malaysian business culture, which will most likely increase employee morale and retention rates and improve the overall performance thereof.
[bookmark: _Toc216551468]5.2 Enhanced Focus on Long-Term Investment and Strategic Relationships
As discovered previously, Malaysia is highly oriented towards long-term (60), implying that Malaysians are more willing to be short-term focused on the future, enduring and focusing on long-term achievement. Conversely, the UK scores lower on long-term orientation (47), which implies that the business organisations of the UK can be more oriented towards short-term outcomes (Francis, 2024). In order to have a solid and sustainable presence in Malaysia, Vodafone needs to focus its operations on long-term strategic objectives, particularly on network infrastructure, partnerships, and market penetration.
Adjustment to SOP
To ensure that its SOPs conform to the long-term orientation of Malaysia, Vodafone needs to make the following changes in its SOPs:
· Long-term Relationships: The company must ensure long-term relationships with the local partners, especially in network expansion, content distribution, and marketing relationships. This may be in the form of developing joint ventures, especially with local tech start-ups, government agencies and local telecommunications (Sithamparam and Kumar, 2025).
Vodafone can enter into a long-term agreement with content providers or internet service providers in the country to offer bundling services (e.g. data, mobile, entertainment and IoT services) that are gaining popularity in Malaysia (Ahmed et al., 2022).
· Sustainability and Innovation: Vodafone will have to spend a great deal on sustainability initiatives, including energy-efficient technologies and greener mobile solutions (Ahmed et al., 2022). One of the corporate social responsibilities (CSR) of Vodafone in Malaysia may encourage a long-term investment in renewable energy in a data centre or the implementation of 5G (Sithamparam and Kumar, 2025). The government's vision of digitalisation and sustainability is in agreement with Digital Malaysia.
Therefore, it is possible to make Vodafone a responsible corporate citizen in Malaysia, focusing on long-term relations and investments, gaining the trust of consumers and other stakeholders and predicting the technological transformation of the market in the future.
[bookmark: _Toc216551469]5.3 Localisation of Marketing and Customer Experience
Besides the changes in leadership and the long-term strategic plans, Vodafone can also make changes in the marketing and customer experience strategies to match the collectivist character of Malaysian society (Ribeiro et al., 2024). The low individualism index (27) indicates that Malaysians do not place a lot of emphasis on individualism, but at the same time, they could be more open to marketing tactics that are based on community and family, and do not rely on individual success (Ghafar, 2024). In addition, the moderate score of indulgence (57) in Malaysia shows that there is not a high demand for leisure and enjoyment, but it is not as intense as in other indulgent societies such as the UK (69) (The Culture Factor, 2025).
Adjustment to SOP
The adjustment of the customer experience and marketing SOPs of Vodafone to the local tastes is needed:
· Local Marketing Activities: Vodafone is to create marketing activities that have the values of a community, family, and togetherness. To illustrate, one of the advertisements might target family-oriented mobile plans, or group data sharing packages, or even community-based initiatives, which would connect with the collective success-oriented nature of Malaysian consumers (Ribeiro et al., 2024).
Value-oriented offerings: Vodafone in Malaysia must also focus on value products and services, as opposed to the UK, where premium and indulgent products can be offered in the market. More affordable data packages, prepaid mobile subscriptions, and lower-end smartphones would probably do better in appealing to the Malaysian price-conscious population, particularly in the rural and semi-urban regions (Ribeiro et al., 2024).
· Customer Service Adaptation: According to Chung et al. (2024), customer service is paramount in Malaysia, and companies with special emphasis on relationships with customers have greater success. Vodafone needs to modify its SOPs in a manner that makes the customer service personal, warm, and in line with the Malaysian expectations. Customer service workers should be educated about the significance of empathy, patience, and a culturally appropriate way of communication since the three qualities are very important in Malaysia (Reddy, 2022).
These changes in marketing and customer experience will assist Vodafone to form stronger emotional ties with Malaysian customers, which is likely to elicit increased customer loyalty and satisfaction, which would translate to success in the market in the long-term perspective.
 


[bookmark: _Toc216551470]6. Conclusion
The move of Vodafone into the Malaysian market forms great opportunities, although it must be adjusted in relation to the local cultural and business environment. The Hofstede cultural dimensions analysis has identified major variations between the UK and Malaysia, including the power distance, individualism vs. collectivism and long-term orientation that affects the operations strategies of Vodafone. Through harmonising its practices in management and leadership with the hierarchical and collectivist culture of Malaysia, Vodafone will be able to develop closer relations with employees and customers. Furthermore, the market entry of Vodafone in Malaysia must be aimed at long-term investments and strategic alliances due to the increasing demand of the country for innovative mobile technologies, including 5G. This will fit the long-term orientation of Malaysian people and will help Vodafone to develop a sustainable presence in the market. Lastly, the shift in its marketing and customer experience services toward the use of local values, where community, family, and affordability are the key elements, will empower Vodafone. With these cultural and strategic change decisions, Vodafone would be able to improve its level of competitiveness and guarantee future success in the dynamic telecommunications industry in Malaysia.
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