POWER STRUCTURE

(ALVESSON AND SVENINGSSON, 2015) DESCRIBED THIS AS WAY OF MAKING STRATEGIC DECISIONS REGARDING TRAINING AND STAFF PRODUCTIVITY. IKEA BELIEVE NO OBSTACLES SHOULD STAND IN THE WAY OF ALL EMPLOYEES AND THE HIGHER MANAGEMENT. THE ORGANISATIONAL PYRAMID PUTS THE CUSTOMERS AT THE TOP FOLLOWED BY STAFF AND HIGHER MANAGEMENT AT THE BOTTOM AND NO ONE IN IKEA FLIES FIRST CLASS THIS THIS SORT OF POWER STRUCTURE OPTIMISES ONE OF IKEAS CORE BELIEFS THAT EVERYONE IN THE ORGANISATION SHOULD BE TREATED THE SAME REGARDLESS OF POSITION (SANCOVICH 2002).
IKEA MANAGERS HAVE A HANDS-ON APPROACH IN THE DAILY RUNNING OF THE STORES LIKE COMING TO HELP ON THE SHOP FLOOR   WHEN NEEDED. THIS COMES NATURAL TO THEM WHICH ILLUSTRATES THE LOW POWER DISTANCE THAT EXISTS IN THE COMPANY WHEN HOFSTEDE’S CULTURE DIMENSION IS APPLIED. 
ORGANIZATIONAL STRUCTURE

EVEN THOUGH IKEA IS A GLOBAL COMPANY THEY EMPHASISE THAT THERE IS NO HIERARCHY AND INFORMAL OPEN COMMUNICATIONS BETWEEN MANAGEMENT AND STAFF IS IMPORTANT THEY DO THIS BY MAKING SURE ALL NEW EMPLOYEES ARE TRAINED AND EDUCATED WITH THEIR SAME PHILOSOPHIES SUCH AS COST EFFECTIVENESS AND HUMBLENESS. AS OPINED BY (CHEN 2015) THIS FEATURE OF THE CULTURAL WEB IS USED TO DEVELOP THE BUSINESS PROCESS IN THE MOST SUITABLE WAY FOR ALL CO WORKERS. 

COMPARING THIS TO HOFSTEDES DIMENSIONS OF SHORT TERM AND LONG-TERM ORIENTATION 
IKEA’S MANAGERS ARE OF DIFFERENT NATIONALITIES AROUND THE WORLD AND USE THEIR DIFFERENT, INDIVIDUAL LEADERSHIP STYLES, THIS IS ENCOURAGED BY IKEA AS THEY BELIEVE IT IS IMPORTANT FOR MANAGERS TO WORK IN ACCORDANCE WITH THEIR CULTURES AS ONE OF THEIR CORE VALUES IS

 ‘WE BELIEVE THE UNIQUENESS OF EVERY INDIVIDUAL MAKES IKEA BETTER!’

AND IKEA BELIEVE IN LONG TERM SUCCESS RATHER THAN SHORT TERM PROFITABILITY 

CONTROL SYSTEM

THIS PART CONCENTRATES THE MONITORING PROCESS FOR ANY ORGANISATION (FIRMENICH 2016). IKEAS CULTURE IS ABOUT APPRAISAL AND SATISFACTION FOR ITS EMPLOYEES. THEY ORGANISE EVENTS SUCH AS BIG THANKYOU AND PROVIDE EQUAL BONUSES TO ALL EMPLOYEES. 
BY APPLYING HOFSTEDES DIMENSIONS IKEA IS CHARACTERIZED BY A LOW UNCERTAINTY AVOIDANCE AS THE EMPLOYEES ARE ENCOURAGED TO MAKE THEIR OWN DECISIONS AND ARE GIVEN FREEDOM WITH IKEA BELEIVING IT IS THE EMPLOYYES RESPONSIBILITY TO TAKE INITIATIVES WHICH IS HIGHLIGHTED IN THE (2011 IKEA SUSTAINABILITY REPORT PAGE 17).
FROM THIS PRESENTATION ITS CONCLUDED THAT IKEA IS A VERY HONEST AND HUMBLE ORGANISTION ENCAPSULATING THE TRAITS OF ITS FOUNDER INNGVAR KAMPRAD. TO CREATE A BETTER EVERDAY LIFE FOR THE MANY PEOPLE WHICH IS EVIDENT IN THE STORIES OF KAMPRAD PURCHASING FROM LOCAL SUPPLIERS.  IKEA IS ROOTED IN ITS RICH SWEEDISH CULTURAL HISTORY FROM THE YELLOW AND BLUE SIGN TO ITS EMPLOYEE UNIFORMS WHICH EMULATE THE COLOURS OF THE SWEDISH FLAG.
EMPLOYEES CULTURAL AND ETHNIC DEMANDS ARE EMBRACED BY THE COMPANY AN EXAMPLE OF THIS IS THE IKEA IN CARDIFF BAY WHERE THEY HAVE MADE A ROOM FOR MUSLIM EMPLOYEES WHO CAN USE IT FOR PRAYERS AND ARE GIVEN TEN MINUTES EXTRA TO BREAK THEIR FAST WHILE THEY ARE WORKING, DURING THE MONTH OF RAMADAN.
OVERALL YOU CAN SAY THAT HERZBERGS HYGEINE FACTORS AND MASLOWS HEIRARCHY OF NEEDS ARE RECOGNISED AND BEING MET BY THE COMPANY WHICH WILL MOTIVATE THEIR EMPLOYEES (MASLOW 1943) AND THIS ALSO GIVES IKEA A COMPETITVE ADVANTAGE.
[bookmark: _GoBack]AS WELL AS EMPLOYEE CULTURE MAYBE IKEA SHOULD EMBRACE THE CULTURES AND TRADITIONS OF SOME OF THE COUNTRIES, THEY HAVE OPENED STORES IN AND TRY TO MAKE NEW PRODUCTS TO MATCH THE LOCAL MARKETS RATHER THAN JUST SELLING THEIR UNIQUE PRODUCTS, BY ALLOWING CUSTOMERS TO CHOOSE THEIR OWN COLOURS AND FABRICS THAT THEY WANT TO BE USED IN THEIR ORDERS.NIKE HAVE DONE THIS WITH THEIR NIKE ID PLATFORM ON THEIR WEBSITE WHICH ALLOWS CUSTOMERS TO CREATE AND CUSTOMISE THEIR OWN TRAINERS. ANOTHER AREA THEY SHOULD LOOK INTO IS BUILDING  FURNITURE FOR PEOPLE WITH DISSABILITIES  THIS CAN HELP THEM GAIN BETTER BRAND RECOGNITION.

BHASIN (2019) OPINED THAT COMPANIES THAT HAVE GLOBAL ASPIRATIONS MUST ADAPT THEIR BRAND TO DIFFERENT FOREIGN CULTURES BY CARRYING OUT A PROCESS CALLED GLOCALIZATION WHICH IS CREATING PRODUCTS THAT RETAIN THEIR CORE VALUES AND IDENTITY BUT TAILOR ITS COMMUNICATION AND MESSAGES TO SUIT VARIOUS CULTURES IN FOREIGN MARKETS.
BY NOT ADAPTING THIS APPROACH IT MAY HINDER THE COMPANY FOR EXPANSION AND SUSTAINABILITY IN THE EVER GROWING COMPETIVE MARKET. 
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