
 

 

 

 

 

 

 

 

Bachelor Thesis 
 

 

 

 

 

In India, it’s their Way or the Highway 
 

- A case study on what cultural differences Swedish 

SMEs perceive on the Indian market and how they 

manage them. 

Authors: 

Linus Rigsjö 

Martin Klint 

Supervisor: Richard Owusu 

Examiner: Soniya Billore 

Date: 2015-05-27 

Subject: International Business 

Level: Bachelor Degree 

Course code: 2FE50E 



In India, it’s Their Way or the Highway  Klint & Rigsjö (2015) 

 

 

 i 

Abstract 

Emerging markets are countries with rapid economic growth and have been on the 

global agenda over the last decades. The most prominent of these markets are the BRIC 

countries where India is included. India is one of the largest emerging markets in the 

world with large annual economic growth and great opportunities for firms doing 

business in it. However, it has proven to be complicated for Westerns firms operating in 

the country, which stems from its cultural differences towards the West but also the 

cultural diversity within the country. Differences also exist between India and the West 

in a business context, where Indians highlight the importance of personal relationships 

before engaging in contracts, unlike for example Swedes that do the opposite.  

 

The purpose of this study is to investigate what cultural differences Swedish small and 

medium sized enterprises perceive while doing business in India, and what 

standardization or adaptation strategies they use to manage these differences. Empirical 

findings have been retrieved from interviews with key personnel in three firms located 

in Småland, in Southeast Sweden, which are established or have tried to establish 

business in India. The literature review contains three main concepts; Doing business in 

emerging markets, Standardization vs. adaptation and Cultural elements that are all 

connected to India and how SMEs should approach this market. These three concepts 

are later illustrated in a conceptual framework, which is based on the research questions. 

 

The result shows that Swedish SMEs perceive Indian culture as very hierarchical in 

both society and organizations. The aspect of time is not highly regarded, where 

payment and delivery delays are frequent. Indians rely extensively on personal 

relationships and try to avoid uncertainties in business communication. Findings also 

show that friendship and personal bonds are initial aspects when negotiating a potential 

contract. It is also essential for Swedish SMEs to adapt some business activities when in 

India, although certain standardization methods should be used in order to thrive on the 

Indian market. 

 

 

 

Keywords: Emerging Markets, SMEs, International Business, Standardization, 

Adaptation, Culture, Indian Culture, Swedish Culture  
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1 Introduction 

The purpose of the first chapter is to introduce the topic of the report by providing 

background information in a wider context. Furthermore, a problem discussion will 

follow partly based on information given in the background that finally leads up to the 

research question, purpose of the study and delimitations. 

1.1 Background 

“The process by which people, products, information and money can move freely across 

borders” (Lasserre, 2012:4), is one definition of globalization. Over the last 30 years, 

firms have heavily increased their presence overseas in order to reach a larger customer 

segment and increase their turnover. The positive effects of globalization have been 

clearly distinguished, where numerous influential business people and economists argue 

that an increase of international trade and decrease of investment barriers are drivers for 

a prosperous global economy (Hill, 2011). Countries that reduce their barriers can enjoy 

lower prices on goods and services, an increased economic growth, raised consumer 

incomes and stimulated labor market, (Hill, 2011). Since the world is becoming more 

intertwined, and the concept of doing business switches from local to global, 

possibilities arise for companies to conduct business across national and cultural 

borders, potentially increasing their turnover (Frey-Ridgway, 1997). Lloyd (1996) 

further asserts that globalization enables companies to seize possibilities in sales, 

sourcing and access to knowledge in other parts of the world. However, not all 

companies are striving for a global approach when conducting business, but rather 

emphasize the strategic choice of taking some core activities global. Lasserre (2012), 

states that Western firms transfer production units to developing countries in order to 

lower their production costs and conduct economies of scale, resulting in access to new 

markets.  

 

Brouthers and Nakos (2004), claim that globalization affects companies in different 

ways, where it is important to distinguish between large enterprises and small and 

medium sized enterprises (SMEs). SMEs are defined by the European Commission 

(2014) as the number of employees within an organization and its turnover, and should 

contain less than 250 employees with a turnover equal to or less than € 50 million. It is 
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claimed that SMEs are the drivers of many economies and therefore deserves more 

attention. However, SMEs interact differently towards their external environment 

compared to larger firms and also reacts differently to globalization. Findings show that 

SMEs have different managerial styles compared to larger firms, are more dynamic in 

their business operations, in possession of fewer resources and operate more 

independently (Brouthers and Nakos, 2004). Owing to these aspects, SMEs take a 

different path in their internationalization activities, by focusing more on the process 

itself and are more selective when choosing new markets compared to larger firms 

(Brouthers and Nakos, 2004). 

 

When SMEs conduct business across borders, they tend to focus their 

internationalization to markets relatively close to home (Edinburgh Group, 2012). The 

geographical region SMEs tend to limit themselves to is often confined to the continents 

they are positioned in. This conforms with the findings of Johanson and Vahlne (1977), 

who argue that Swedish SMEs tend to internationalize to markets similar to their home 

market. Asia and Latin America comprises of several emerging markets, therefore the 

growth prospects for SMEs within these regions should not necessarily be restricted 

when expanding to neighboring countries (Edinburgh Group, 2012). In contrast, the 

opposite is true regarding SMEs in more developed and slower-growing regions, such 

as in Western Europe. The result for Western European SMEs that limit their 

internationalization process to surrounding countries, is that they miss out on 

opportunities available in other regions that contains emerging markets with higher 

growth rates, such as the BRICs - Brazil, Russia, India and China (Goldman Sachs, 

2003).  

1.1.1 BRIC - Brazil, Russia, India and China 

The term, “emerging markets” is sometimes described differently among institutions; 

although a common definition is that they are countries in transformation from 

developing to developed markets due to rapid growth and industrialization (Cavusgil, 

Ghauri and Akcal, 2013). Firstly, they are in a process of economic reform with a 

purpose of solving problems including poverty, poor infrastructure and overpopulation 

among others issues. Additionally, they are markets that have achieved a steady growth 

in gross national product (GNP) per capita and finally they have increased their 

integration in the global economy (Cavusgil et al., 2013). Goldman Sachs (2003) focus 
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on GDP growth, income per capita and currency movements of the BRIC economies, 

and further asserts that these developing economies together are expected to be larger 

than the G6 countries (US, Japan, UK, Germany, France and Italy) in less than 40 years. 

Additionally, India is expected to have overtaken Italy, France, Germany and Japan 

before year 2035 (Goldman Sachs, 2003).  

1.1.2 India as an Emerging Market 

According to the World Bank (2015), India is the world’s fourth largest economy with 

approximately 1.2 billion people. The country has transformed into a global agricultural 

powerhouse, which is seen as a major cause of the country's growth and development. 

Additionally, economic liberalization strategies, including industrial deregulation, 

privatization of state-owned enterprises, and reduced controls on foreign trade and 

investment have increased the country’s economic growth substantially (CIA, 2015). As 

a result of the country’s positive development, life expectancy has more than doubled, 

literacy rates quadrupled, health conditions improved, and a sizeable middle class has 

emerged (World Bank, 2015). 

 

India consists of many different identities, languages, cultures, and religions (National 

Portal of India, 2015). The Sweden India Business Council (2015), states that these 

cultural contexts make India a highly diverse nation. These factors, in combination with 

the caste system legacy and the diversification of poor and wealthy make Indian 

business culture difficult to generalize and interpret. The Indian business culture heavily 

depends on relationships, where decisions are based on trust and intuition. It is also 

defined as being hierarchically structured, where for example; decisions in negotiation 

proceedings often are made in the highest of levels (SIBC, 2015). 

 

In terms of Swedish trade with India, it is not considered to be a large trading partner at 

the moment (Business Sweden, 2015). Swedish imports only accounted for about 1 % 

of India’s total imports in 2009. Nevertheless, Swedish firms are rapidly growing in 

India where approximately 1200 firms are doing business with India to a volume of 1 

billion Swedish crowns. In 2009, 20 new Swedish subsidiaries were registered in India 

with an increase of 20 %. Additionally, a great number of Swedish firms conduct 

complete business operations in India, including product development, procurement, 

production, sales and after sales services (Business Sweden, 2015).  
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1.2 Problem Discussion 

1.2.1 Cultural Dilemmas of Cross-Border Business 

In order for companies to be successful on an international level, they need to grasp the 

importance of cross-cultural awareness, meaning that it is crucial for firms to adapt to 

and understand cultural differences and how it affects the way of doing business (Hill, 

2011). Globalization has led to a stronger interaction between countries and cultures, 

where companies face cultural challenges in a larger extent than before. Since global 

communication is developing, transportation improving and the global digital market 

arises, the emergence of a global culture is just around the corner, thus cultural 

differences are easily forgotten even though they exist to a far extent and differs 

immensely (Hill, 2011). According to Trompenaars and Hampden-Turner (1998), 

authority, bureaucracy, creativity, good fellowship, verification and accountability are 

concepts that exist in every culture, however the naïve thought would be that these 

phenomena are perceived equivalent in every culture. 

 

In regards to internationalization, it is important for managers to standardize 

organizational design, systems and procedures (Trompenaars and Hampden-Turner, 

1998). However, they are still pressured to adapt organizational practices to local 

characteristics of the market, involving legislation, fiscal regimes, socio-political 

systems and cultural systems. The combination of standardization and adaptation is 

therefore crucial for business success. Furthermore, Trompenaars and Hampden-Turner 

(1998) state that many companies apply their own formulas for cross-border business, 

but often derive from a perspective of what is successful in their home market and 

culture. They neglect the fact that their culture is different to the country they want to 

enter, and the process often loses effectiveness when cultural borders are crossed. Thus 

what companies’ thought they would gain when going abroad instead can have negative 

impact on the business. 

 

A danger for a company’s internationalization process is to be unprepared and badly 

informed about the culture it will face when entering a new market (Hill, 2011). The 

likeliness of failing is higher if companies neglect the research process of the nation and 

practices of its culture. Therefore, it is highly important to adapt to its surrounding and 

conform to the value systems and norms of that culture. According to Hill (2011), 
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adapting to a culture can simplify the internationalization process for a company. 

Aspects to consider when conducting business across borders are for example; 

negotiation methods, the appropriate way of payment, structure of organizations etc. 

Therefore, Hill (2011) claims that employing local personnel that can connect to these 

business norms is seen as an important aspect for business success in particular cultures. 

1.2.2 Cultural Aspects of Doing Business in India 

The liberalization of India’s market has shaped the country to be a highly lucrative 

market for businesses to enter, and foreign investments to be done (Invest India, 2015). 

The country is transforming into an open-market economy, where the growing domestic 

consumption, industrial deregulation, privatization of state-owned enterprises, and 

reduced control on foreign trade and investments are factors that have determined 

India’s economic growth since 1991 and onwards. Other factors that enabled India to be 

a lucrative market for foreign business entrance is its sound legal system and sizeable 

English-speaking workforce (Invest India, 2015). Additionally, India offers a strong 

intellectual capacity, which is positive for an emerging market. 

 

Although India has emerged to be an economy with strong growth and business 

possibilities, there are some difficulties when conducting business in the country based 

on the fact that it is such a diverse nation (SIBC, 2015). Sharma (2013) claims that India 

must be looked at as a continent and not a single country, due to the fact that it consist 

of multiple states and several languages (National Portal of India, 2015). There are 29 

different states and 22 different languages spoken in the country, of which Hindi is the 

official language (National Portal of India, 2015). Sharma (2013) compare India to 

Europe, which consists of different states with different cultures. The political and 

economic culture among the states varies as they do in Europe, where two Indian states 

differentiate as much as Germany and Greece (Sharma, 2013). The differences among 

the Indian states can clearly be distinguished, where if driving 100 miles between any 

two states the names of political parties to products sold in stores are completely 

different. 

 

Datta (2009), argues that culture diversity within a domestic market influence the way 

transactions are made in terms of purchase volume, preferred language, market 

communication and so on. Therefore, it is extremely important for companies entering 
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India to understand the implications of business operations in such a multicultural 

market. Rathinasamy, Mantripragada, Krishnan and Shivaswamy (2003), claims that a 

good way of doing business in India, considering its multicultural society, is to 

“glocalize” operations, meaning that business strategies should be modified and adapted 

to a given state in order to fit the local needs. It is also important to be sensitive to local 

customs and practices in each state (Rathinasamy et al., 2003). 

 

Another aspect one should consider when entering India is to be patient and expect the 

unexpected, for example time of delays (Rathinasamy et al. 2003). When analyzing US 

firms and their collaboration with Indian firms in the industry of biotechnology, Lees 

and Khatri (2010) identified several problems reoccurring, including smaller than 

expected cost savings, excessive time spent on managing relationships, production 

delays and missed deadlines. The authors’ state that cross-cultural disconnections in 

terms of doing business are often the underlying basics for these problems, and that 

neither US firms nor Indian firms appreciated these fractions. As India has become an 

important market for Western companies to enter, it is sound to invest time and money 

in cross-culture awareness (Lees and Khatri, 2010). India leans toward a high-context 

culture, and many Western countries are considered to be low-context cultures (Singh, 

Zhao and Hu, 2005). This means that messages either are implicit or explicit, (Hall, 

1989). Lees and Khatri (2010) argues that cultural differences often are overlooked and 

undervalued when Western firms are doing business in India. However, it is important 

to adapt to this situation in order to be successful.  

 

Since SMEs do not possess the same amount of finance and resources as larger firms 

do, they are exposed to larger threats when conducting business (Ropega, 2011). 

Brouthers, L, Nakos, Hadjimarcou and Brouthers, K. (2009) further assert that smaller 

firms tend to be more risk averse to environmental uncertainty when internationalizing. 

Therefore, markets with large external risks such as India (SIBC, 2015) with high 

legislative uncertainty, where Western firms are confronted with cultural differences 

that may lead to costly problems, is seen as a larger implication for SMEs due to that 

they are in possession of less resources (Ropega, 2011).  
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During research of relevant resources on cultural impact on international business, a 

large amount of literature concerning this subject, such as, Hofstede’s “Culture’s 

Consequences” (1982) and Trompenaars’ “Riding the Waves of Culture” (1998) have 

been discovered. These theories along with other journals have widely described how 

cultural differences impact the way of conducting cross-cultural business. Some articles 

have further analyzed these concepts in the case of India and its business environment, 

for example Rathinasamy et al. (2003) and Lees & Khatri (2010). However, most of the 

theoretical framework on how culture impact cross-border business has been conducted 

on a more general level, (Hofstede, 1982; Trompenaars, 1998 etc.) and not specifically 

on single countries’ experiences with one another. When it comes to the 

internationalization process of SMEs, it is also widely discussed, although the process 

of Swedish SMEs going abroad is less analyzed and especially to what regions they are 

expanding to.  

 

After searching for literature on the subject, a research gap has been discovered 

concerning how particularly Swedish SMEs perceive cultural differences when doing 

business in India. Furthermore, to what extent Swedish SMEs adapt to the Indian 

business culture. Neither extensive studies on how Swedish firms perceive cultural 

differences in general, nor to India in particular have been discovered. However, the 

subject is highly interesting since seminars and lectures have highlighted the 

problematic situation of entering India from a Swedish business perspective. 

Additionally, since conducting research on the subject of cultural differences, we find it 

interesting to analyze how SMEs originating from a low-context country as Sweden 

entering a high-context country as India manage these differences. 

1.3 Research Question 

Two questions have been formulated based on the identified research gap: 

and, 

What cultural differences do Swedish SMEs perceive on the Indian Market? 

What standardization and adaptation strategies do Swedish SMEs use to 

manage cultural differences in India? 
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1.4 Purpose 

The purpose of this study is to investigate what cultural differences Swedish SMEs 

perceive when doing business in India and what standardization and adaptation 

strategies they use to manage these differences. Standardization and adaptation 

strategies are interesting both from a managerial and company perspective when SMEs 

try to expand into a market with vast cultural differences. This study will provide useful 

information for Swedish SMEs on how to be successful on the Indian market, in 

relation to cultural elements and certain business strategies.  

1.5 Delimitations 

In order to find enough relevant SMEs to interview, this study will not focus on 

analyzing a single Swedish industry with business connections in India. This would 

limit the search for firms to interview and not create a generalized picture of Swedish 

SMEs in India. Additionally, international expansion within the service sector is 

somewhat more complex than for product oriented companies, and therefore service 

companies will not be emphasized in this study. The intention is to focus on the 

business-to-business (B2B) environment since a research gap have been identified on 

the subject of what cultural differences Swedish SMEs perceive on the Indian market 

and how they manage them by certain standardization and adaptation strategies in the 

B2B landscape. Therefore, B2C oriented firms will be excluded in this study. Large 

corporations having more than 250 employees will not be taken into account either. 

They are often in possession of a stronger market power, more resources and knowledge 

compared to SMEs, hence not as interesting or relevant to investigate. However, SMEs 

total turnover will not be taken into considerations although the European Commission 

highlights this aspect in their definition. 

 

Since India is a multicultural nation, which contains a large amount of sub-cultures, it 

would be impossible to highlight them in a fair way, hence an overall and generalizing 

picture of Indian culture will be given. Western cultures are often considered to be 

similar, although there are still differences among them. Therefore, this study will not 

take a generalized approach of Western cultures but focus on the Swedish culture. 
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2 Literature Review and Conceptual Framework 

In this chapter the literature review and conceptual framework will be presented. The 

chapter is introduced with the concept of doing business in emerging markets and what 

strategies SMEs can embrace when approaching these kinds of markets. This is 

followed by standardization and adaptation strategies for emerging markets in general 

with a focus on Asia and India in particular. The final concept used in this chapter is 

culture, including definitions of culture, institutional impact on culture, Indian culture 

and Indian vs. Swedish culture. 

2.1 Doing Business in Emerging Markets 

Van Agtmael first used the term emerging markets in the 1980’s, where he refers to 

countries with rapid economic and industrialized growth, often with an annual growth 

rate above five percent (Van Agtmael, 2007). Cavusgil et al. (2013) defines emerging 

markets as nations with rapid economic growth being in a transition-phase, going from 

being developing to developed countries in shorter time than already industrialized, 

often Western countries have achieved earlier. Arnold and Quelch (1998) argue that 

emerging markets started to gain momentum after the resolution of communism after 

the Cold War. Markets were then liberalized and governmental interventions were 

limited, resulting in an expansion of the private sector when investors saw possibilities 

for investments. However, these statements are not always true since Russia has failed 

to achieve a certain growth, but is still considered as an emerging market. Some 

skepticism is also drawn to China, which is still run by the communist party, although 

has opened their borders for foreign businesses to enter (Arnold and Quelch, 1998). 

 

Rapid changes undertaken in emerging markets involve both opportunities and 

challenges for companies. For example, higher standard of living, steady growth of 

GNP per capita, increased integration in world economy, and often having large 

populations are some factors that can be seen as opportunities for companies willing to 

conduct business in emerging markets (Cavusgil et al., 2013). The increase of global 

media, opening up of borders, the rise of disposable income and the Internet has led to a 

wider customer awareness in emerging markets, surfacing as great opportunities for 

companies (Arnold and Quelch, 1998).  
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Political, economic, commercial and legal issues emerge simultaneously for firms, 

particularly for SMEs considering their lack of market power, resources and knowledge 

in an environment undertaking extensive shifts (Gnizy, Baker and Grinstein, 2014). 

Political risks such as; breach of contracts, political violence, revolution, sabotage, 

terrorism, and restrictions on currency transfers are prominent uncertainties for firms 

engaging in business overseas (Glaeser, La Porta, Lopez de Silanes and Shleifer, 2004). 

Furthermore, institutional changes, integration of people into the workforce, reduced 

dependency on advanced economies, infrastructural improvements and technological 

investments are parameters that cannot keep up with the rapid economic growth in 

emerging markets and can therefore become a challenge for firms (Cavusgil et al., 

2013). 

 

Gnizy et al. (2014) stress in their article that SMEs conducting business in emerging 

markets often need to deal with risks and uncertainties from the external environment 

such as, political or legal. Any firm in the world needs to adjust to these external factors 

(Gnizy et al., 2014). However, SMEs further need to relate to efficiency related issues, 

increased competition and need for capital and are therefore affected in a more critical 

way than larger firms when doing business in emerging markets with many institutional 

changes (Todd, Javalgi and Grossman, 2014). 

 

According to Johanson and Vahlne (1977), Swedish firms often take small steps when 

initiating their internationalization process, instead of engaging in large foreign 

production investments from the beginning. In general, when Swedish firms select 

foreign markets to enter, they tend to base their choice on markets with low psychic 

distance, meaning that they prefer to minimize differences in language, culture, political 

system and level of education (Johanson and Vahlne, 1977). However, Nordman and 

Tolstoy (2014) argue against this theory and claims that psychic distance has relatively 

modest affect on the market selection of Swedish SMEs. The authors assume this based 

on the fact that Swedish SMEs have incentives to make multiple market entries 

worldwide early in their internationalization process. On the contrary, psychic distance 

could have a greater impact once the country has been entered (Nordman and Tolstoy, 

2014). 
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2.2 Strategies for SMEs in Emerging Markets 

2.2.1 A Dynamic Capability Mindset 

Teece, Pisano and Shuen (1997) introduce the importance of embracing a dynamic 

capability (DC) approach when SMEs’ enter new markets, which is the capacity to see 

opportunities and threats and shape them into something positive. Firms should also 

seize possibilities with a long-term perspective, instead of only seeing issues. Teece et 

al. (1997) further explains that a dynamic capability framework differs from ordinary 

capability. From a DC perspective, managers and entrepreneurs should allocate 

resources, capabilities and internal strengths that can be protected or changed in order to 

stay competitive on an unstable market. Wilden, Gudergan, Nielsen and Lings (2013) 

add that a firm’s performance on an unstable market is dependent on its organizational 

structure in combination with dynamic capabilities. Therefore, organizations with 

sufficient internal capabilities and flexible external fit on the market will lead to a 

successful market performance (Wilden et al., 2013).  

2.2.2 A Resource Based View 

The original concept of dynamic capabilities is an extension of the Resource Based 

View (RBV) defined by Barney (1991). He explains how firms of any size can stay 

competitive on new markets by allocating internal sufficient human, technological and 

financial resources within the firm. These three components can assist a company to 

produce rare, inimitable and non-substitutable products in new markets. Hannan and 

Freeman (1977) developed the organizational ecology framework, explaining how firms 

can evolve in various forms and become well established. This emphasizes the 

importance of resource utilization and collaboration with other firms when external 

environments are changing. Additionally, it puts pressure on the firm’s ability to adapt 

to strategies, form and function towards the external competition and its changing 

nature (Hannan and Freeman, 1977). It further explains how firms can enhance and 

shape their organizational structure to best deal with challenging environments (Gnizy 

et al., 2014).  

2.2.3 Knowledge and Communication 

Lord and Ranft (2000) assert that gaining knowledge about the host country is the best 

way to succeed in new markets. There are two different forms of knowledge, explicit 

and tacit knowledge. Explicit knowledge is objective information such as, codified 
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market research and macroeconomic-statistics, which is easily gathered through 

different sources. Meanwhile tacit knowledge involves more finely developed skills that 

can be gathered through practical experience within the host country, which is important 

to have when navigating around its society and culture (Lord and Ranft, 2000). Before 

entering new markets it is suggested that firms establish a sufficient communication 

channel within organizations and departments but also between headquarter and other 

units. Thus, it encourages units to keep communication with both HQ and each other in 

order to ensure that sufficient information is transferred. Consequently, it puts pressure 

on the organizational structure, which Lord and Raft (2000) argue is important for 

success in new host markets. Moreover, SMEs that are more selective in their market 

approaches have shown to be more profitable, enabling them to focus resources, 

promotions and efforts to fewer segments and markets (Brouthers et al., 2009). 

2.3 Standardization vs. Adaptation 

“Companies must learn to operate as if the world were one large market - ignoring 

superficial regional and national differences”, Levitt (1983:92). This is argued in his 

article regarding standardization or adaptation in a globalized market. It is suggested 

that companies should see the world as a one big market and aim to standardize 

products to meet local demand, but also standardize procedures surrounding products 

such as; production, sales, packaging, functionality and reliability all over the globe 

(Levitt, 1983). These concepts are based on traditional global marketing theories that 

involve the four Ps, Product, Price, Promotion and Place, which companies can adjust 

to meet market requirements.  

 

The concept of the four Ps has been developed in the product sector as a benchmark for 

marketers to increase sales and gain customers (Hollensen, 2013). However, other 

scholars such as Booms and Bitner (1981) have extended the traditional four Ps to seven 

Ps, adding participants, process and physical evidence. According to Levitt (1983), 

standardization of products and procedures will meet economies of scale, resulting in 

low production costs for companies, and offer what everyone wants, rather than what 

they might want. However, Kanso (1992) claims that what people want and need is 

universal but the way to address these demands is not. He stresses the fact that 

managers should adapt advertising and communication to cultural conditions in order to 
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seize possibilities and avoid advertising blunders on new markets, and that successful 

international advertising is a global commitment to local vision (Kanso, 1992).  

 

When making standardization or adaptation decisions, Cavusgil, Zou and Naidu (1993) 

state that managers of firms should adopt a contingency approach and that some 

adaptation is required when striving to be successful on markets. However, they assert 

that a firm’s external and internal factors contribute to what extent adaptation or 

standardization is needed, involving technology, culture, products, competition and 

internal experience. For example, when markets are competition intense, firms ought to 

customize products, positioning and packaging/labeling to a high extent in order to 

stand out in the competition. As of culturally diverse markets, companies that do not 

adapt are likely to fail when not considering viability of products, promotion and 

packaging customization. When industries are technologically intense, manager should 

seek to substantially standardize, in order to take advantage of economies of scale 

(Cavusgil et al., 1993).  

 

Samiee and Roth (1992) discovered that technological aspects play a vital role when 

standardizing or customizing. If technology changes rapidly, firms tend to standardize 

market approaches. For example, vast technological improvements enable companies to 

restrain expenses and focus more on heavy manufacturing, leading to larger facilities 

and high capacity utilization. Ultimately, this enable firms to cover geographically large 

markets that require standardized products. When technological shifts are slow, firms 

tend to customize towards markets. Samiee and Roth (1992) explain that firms putting 

less emphasis on standardization focus more on highly skilled workforce due to 

diversity and the amount markets served.  

2.3.1 Standardization vs. Adaptation in Asia and India 

When doing business in emerging markets in Asia, Tai and Wong (1998) assert that 

regionalism is becoming more important. Since diversification and differentiation exists 

among customers, firms should take a “reg-cal” approach. It focuses on the region in a 

broader sense than local but is more focused than global. Companies must therefore 

reconsider strategies to a more regional level when promoting products in emerging 

markets in Asia (Tai and Wong, 1998). Chandra, Griffith and Ryans (2002) have found 

that corporations entering the Indian market should have a delicate approach by 



In India, it’s Their Way or the Highway  Klint & Rigsjö (2015) 

 

 

 14 

conducting segmentation strategies and identify potential customers and initially 

standardize business procedures. When commitment to the market in an early stage is 

low, a standardized approach in terms of products and promotion is less costly, and 

firms should spend less time on exploring segments (Chandra et al., 2002). Over time 

when business has gained momentum and commitment has increased, firms can 

consider adapting their activities to segments, entailing to become more local (Chandra 

et al., 2002). “There is a saying that nothing is impossible in India, so long as one 

knows how to adjust” (Hofstede, 2015). 

2.4 Cultural Elements 

2.4.1 Definitions of Culture 

2.4.1.1 Geert Hofstede’s Six Dimensions of Culture 

Among the list of people that have investigated the impact of cultural differences, 

Hofstede’s work remains as a benchmark in national culture studies (Smith, 2006). 

Hofstede (1982) provides the definition of values and culture, originating from concepts 

of mental programs that every person carries with them. The assumption is based on 

that human behavior is not random, but can be predictable. This means that a person 

acts in a certain way in a particular situation and do so in any similar situation over 

time. Furthermore, a person’s mental program is partly unique and partly shared with 

others, where uniqueness is divided into three levels, universal, collective and 

individual (Hofstede, 1982). The universal level is the least unique one and shared by 

almost all mankind. The individual level is the most unique part of human 

programming, where no single person is alike another even though they are identical 

twins. The collective level of mental programming is the level human culture belongs to 

and is shared with a certain group of people, however not with everyone. Language, 

deference to elders, the physical distance humans keep towards other people in order to 

feel comfortable, perception of eating, making love, ceremonials and traditions are all 

included in this level and defined as culture (Hofstede, 1982).  

 

There are six basic dimensions of culture in Hofstede’s work; power distance, 

uncertainty avoidance, individualism vs. collectivism, masculinity vs. femininity, long-

term orientation (Hofstede, G., Hofstede, G.J., and Minkov, 2010). These dimensions 

are presented as a framework for developing a hypothesis for cross-cultural 
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organizational studies, and relates to fundamental problems in any human society. 

Power distance is interpreted as inequality within society and in organizations 

(Hofstede, 1982). Uncertainty avoidance is a basic fact in human life, which people 

tend to cope with through domains of technology, law and religion, but also rules and 

rituals in organizations. Individualism vs. collectivism is describes as to what extent 

people in a society live together, for example in nuclear families (two adults and their 

children), extended families (including grandparents, relatives etc. that lives in near 

distance) or tribes. Hofstede (1982), claims that individualism is perceived differently 

among cultures, where it is seen as a blessing in some, but alienating in others. 

Masculinity vs. femininity analyzes the differences between the sexes, and to what 

extent it implicates their roles in society.  

 

The last two dimensions were later added to the original theory where long-term 

orientation handles different societies’ maintenance of their past while dealing with the 

present and future (Hofstede et al., 2010). Societies that prefer to maintain traditions 

and norms when handling the present or future often score low on this dimension. On 

the opposite, when scoring high, societies prefer to embrace efforts in modern education 

when preparing for the future. Finally, the dimension of indulgence is defined as 

humans’ tendency of allowing themselves gratification of desires that enable them to 

enjoy life and have fun.  

2.4.1.2 Fons Trompenaars and Charles Hampden Turner’s Dimensions of Culture 

Trompenaars and Hampden-Turner (1998) define culture, as a fruit of several layers 

where the outer layer, explicit culture, is the first encounter when experiencing a new 

culture. This layer consist of the observable reality of language, food, buildings, houses, 

monuments, agriculture, shrines, markets, fashions, art etc., which all represent symbols 

of a deeper level of culture. Prejudice is often based on the explicit level. The next layer 

consists of norms and values, where norms are the mutual sense of a group’s thoughts 

on right and wrong. They comprise either of a formal level as written laws, or of an 

informal level as social control (Trompenaars and Hampden-Turner 1998). Values 

determine the definition of “good or bad” that consequently is related to ideals shared 

by the group. Norms define how people normally should behave in a certain situations 

and values define how people aspire or desire to behave. The “core layer” is defined as 

the assumption of existence. It deals with projects of solving daily life problems. 
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Groups have together evolved ways of solving their problems dependent on their 

geographical location, and have therefore formed different ways of logical assumptions. 

Trompenaars and Hampden-Turner (1998) have also identified dimensions of culture 

though divided in 7 different dimension; Universalism vs. Particularism, 

Communitarianism vs. Individualism, Neutral vs. affective relationships, Specificity vs. 

diffuseness, Achievement vs. ascription, Internal vs. external control, and Time 

orientation. 

2.4.1.3 Edward T. Hall’s Contexts of Culture 

Edward T. Hall (1989) identifies cultures in a variable of low and high context 

communication styles. Cavusgil et al. (2013) assert that high context messages often are 

implicit and people from high context cultures are expected to understand the meaning 

of the message. In contrast, low context messages are more clear and explicit; the 

meaning of the message is direct and easier understood. Rosinski (2003) claims that 

business interactions made in a low context environment, is not official unless it is 

written and signed. Thus, communication and information sharing is often problematic 

when done between high and low context cultures. Therefore, problems often arise 

when business is conducted across borders where both parties originate from different 

context cultures. China, Arabic countries, India, Brazil, and Italy are examples of high 

context cultures and USA, Canada, Germany and Scandinavian countries as low context 

cultures (Cavusgil et al. 2013; Hall and Hall, 1990). 

2.4.2 Institutional Impact on Culture 

Berger and Luckmann (1966), state that humanity has created society but also that 

humans are a social product. The study refers to humans that are shaped by certain 

institutions in society and socio-cultures that later determines who people are and how 

they are brought up. Berger and Luckmann (1966) further claim that man has a nature, 

but more importantly reconstruct his own nature by producing it on his own. It is 

introduced that the theory of the “self”, society and social contexts are the essence of 

what shapes the mold into a culture later in life. North (1990) defines institutions as 

rules of the game or the constraint that shape human interaction in society. Institutions 

have played an important role in shaping economies but also people in society and how 

it evolves over time.  
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The major role of institutions is argued to reduce uncertainty and establish a set of 

structure for human interaction, including codes of conduct, statute of law, norms and 

behaviors and contracts between individuals (North, 1990). Human actions and 

behaviors are argued by Meyer (2008) to be embedded and deeply rooted in institutions, 

the cornerstones of society. Furthermore, people’s behavior is controlled by society’s 

institutional rules; in which, banks, police and governments’ judge people based on 

their actions and therefore in the long run affect their behavior (Meyer, 2008). In South 

East Asia for example, family orientation is an important aspect of institutionalism that 

stems from being a collectivist society. When doing business in Asia, Wilkinson (1996) 

asserts the importance of trust and commitment, which comes from the family oriented 

mindset of people. However, it is dangerous to generalize this region and its countries, 

especially India, considering the cultural diversity within the country (Singh, 

Srinivasan, Sista and Parasha, 2008). 

2.4.3 India as a Culturally Diverse Nation 

Singh et al. (2008), assert that India’s diverse culture can be explained by the fact that it 

has only been a nation state for a few decades. Additionally, India’s geographically 

large size comprises of both Alps and desert climates, combined with its social context 

of multiple languages, religions and uneven social development. These are parameters 

that increase the country’s cultural diversity. Banerjee (2008), claims that it is hard to 

identify common threads of culture and core values in a culturally diverse nation as 

India. Several subcultures exist in the country, where each and everyone have its own 

values, norms, beliefs and behavior. Therefore, Indians get input from their different 

cultures and core values while socializing. However, Sharma (2004) asserts that a 

common belief for any Indian, regardless subculture is self-knowledge; meaning that 

beliefs are more introverted than extroverted and highlights the importance for 

spirituality rather than materiality, also called the Brahmanical worldview. Kumar and 

Worm (2004) further state that business activity has not always been highly regarded in 

India, due to the Brahmanical worldview, which emphasizes that the deepest level of 

reality is not materialistic.  

 

Investigating important factors that determine an Indian, one can distinguish that 

language is one these aspects. In India there are several languages spoken, where Hindi 

represent 40% of the languages spoken by the population (Banerjee, 2008). In order for 
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a business to be successful in India, it is highly important to grasp the linguistic 

diversity in the country and adapt accordingly towards its consumers. Symbols and 

signs play an important role in Indian culture, for example greetings are meaningful and 

its purpose needs to be understood when doing business in India. Interconnected with 

symbols and signs, are rituals and customs, where the Indian term “Atithi Devo Bhava” 

(Banerjee, 2008), which means, Guest is God that represents India in a global 

perspective. 

 

Rathinasamy et al. (2003), state that traditional values in Indian culture in any situation 

are an important aspect. However, when conducting business, Indians are quick to 

accept modern practices and adopt them when personal adjustments are required. 

Although, it is important for foreigners to be aware of the cultural differences they 

perceive when doing business with Indians. Furthermore, relationships are of highest 

importance in business interactions and thereof trusting your partner (World Business 

Culture, 2013). Greeting people in the right way, respect for elders, dietary preferences 

based on religious views, attitudes toward alcohol, the position of women in society, 

and so forth are also factors that firms need to be aware of and understand when in 

India. 

2.4.4 The Impact of Institutional Reforms on Indian Culture 

Institutions in one country tell a person or a business how to approach an issue in 

regards to the way people behave and handle problems (North, 1990). Since India is 

such a multicultural society (Sharma, 2004), the institutional environment is also 

diverse. It consists not only of several individual beliefs and values but also differences 

in legal, political, religious and economic systems, in which India has undertaken many 

changes over the last 25 years (Kumar and Worm, 2004). India became independent 

from British ruling in 1947 and has been a democracy ever since (National Portal of 

India, 2015; Bose, 2009). It was not until 1991 that the government decided to shift 

from a mix between capitalism and socialism to a market based system that economy 

gained momentum (Bose, 2009). However the reluctance toward foreign investments is 

still present and derives from the colonial legacy of the country (Kumar and Worm, 

2004). The government has made it hard for foreign companies to enter India, claiming 

that xenophobia has shaped decisions on foreign investment.  
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The large amount of political parties in the Indian parliament (National Portal of India, 

2015) has hampered the ability to conduct further economic reforms where the 

parliament allegedly been accused of corruption (Kretzberg, 2008). The vast changes to 

a neoliberal economy have had implications on rural parts that rely heavily on the 

agricultural industry. Eventually this could lead to poverty, inequality and segregation 

(Basile and Mukhopadhyay, 2009). In addition, the economic shift has gained 

momentum in the industrial and service sector in urban parts of India, while rural 

attention not has been highlighted as in previous decades. Therefore, inequalities remain 

to a large extent between rural and urban regions. The rural parts of the country are 

deeply embedded in institutional beliefs stemming from history, religion and local 

cultures, and now lag behind the new reforms (Basile and Mukhopadhyay, 2009). In 

correlation with inequalities in India, one has to highlight the history of India’s caste 

system, which is an institutional dimension where people are socially differentiated 

through class, religion, region, tribe, gender, and language (Deshpande, 2010).  

2.4.5 Indian vs. Swedish Culture 

Since Hofstede’s cultural dimensions, which were mentioned above, are one of the most 

important and widely cited studies on the topic of cultural differences (Bond, 2002), the 

comparison between Indian and Swedish culture will be based on his six dimensions, 

(see table 1). When analyzing Hofstede’s first dimension of Power Distance, one can 

distinguish a vast difference between the two nations, where India scores high and 

Sweden low (Hofstede, 2015). India appreciates hierarchy to a great extent, which 

indicates a top-down structure in society and organizations. Power, is considered to be 

centralized where team members in organizations are supposed to obey their managers’ 

decisions. Additionally, attitudes towards managers are formal. Sweden, on the other 

hand, prefers hierarchy when it is absolutely necessary and highlights the importance of 

equal rights. Here, power is decentralized and managers count on the experience of their 

team members. Control and attitude towards managers is informal, where employees for 

example refer to the first name and not the surname.  

 

According to Hofstede (2015), India is both individualistic in terms of its religion that 

takes individual’s actions into account when determining their preceding life, and 

collectivistic since individual actions are determined by their social networks that they 

find highly important in life. Therefore, India scores a low/medium score of 48/100. 
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Sweden is considered to be an individualistic society, where individuals are expected to 

take care of themselves and their families only. Hofstede (2015) claims that India is a 

masculine country based on success and power, even though their ancient culture and 

religion promotes value of humility and abstinence that guides people away from 

indulging in masculine displays. Sweden instead is a highly feminine country, based on 

the fact that Swedes value equality and solidarity. Furthermore, the term “lagom”, 

meaning that everything is moderate, pervades the Swedish mentality. Uncertainty 

avoidance in the two countries is fairly similar, where Sweden scores a bit lower on 

Hofstede’s (2015) scale.  

 

In terms of long-term orientation, Hofstede (2015) cannot identify a clear preference for 

Sweden, therefore resulting in an intermediate score. Nevertheless, Western societies 

usually score seemingly low on this dimension in comparison to India that indicates a 

preference for a long-term orientated culture. This is based on the term “karma” that 

runs through the religion and philosophy in India, where time is not linear and therefore 

not as important as in Western societies. Finally, the last dimension of indulgence 

separates the two countries immensely, where India is considered to be a restraint 

culture. According to Hofstede (2015), restraint cultures often feel like their actions are 

restraint to social norms, where indulgence could be seen as a negative thing. Sweden is 

seen as a highly indulgent society, where Swedes strive to realize impulses and desires 

in order to enrich their lives and to have fun. 

 

Table 1: Indian culture in comparison with Swedish (Hofstede, 2015) 
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2.5 Conceptual Framework 

The literature review has shown that when conducting business in emerging markets 

such as India, it entails dealing with culture differences and that firms have to adjust to 

these by implementing certain strategies. With the conceptual framework the intention 

is to illustrate the two research questions of the thesis from a visual perspective in order 

to provide the reader a clear and intuitive understanding of the whole study. Since the 

purpose is to investigate what cultural differences Swedish SMEs perceive when doing 

business in India, it is necessary to describe the concept of culture and how it affects 

people and companies within that particular culture.  

 

The theory chapter has primarily elaborated on Hofstede’s six dimensions of culture; 

power distance, uncertainty avoidance, individualism vs. collectivism, masculinity vs. 

femininity, long-term orientation, indulgence, and based on these how Swedish and 

Indian culture differs. In figure 1, his six dimensions are illustrated as a sub-concept 

under both the Swedish and Indian culture-box. Since there is a significant difference 

between these two nations based on these dimensions, it is interesting to analyze what 

standardization and adaptation strategies Swedish SMEs use in order to manage these 

differences in the context of their business activities with Indian customers. Here, the 

sub-concept is the four Ps, Product, Price, Promotion and Place. 

 

Figure 1: Conceptual Framework (Own figure) 
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3. Methodology 

This chapter takes the reader through how the study has evolved, what type of research 

that has been conducted and the chosen approach. The research approach is summed 

up in a model explaining how the authors have perceived the study and later describes 

chosen participants and operationalization concepts. Finally it clarifies how research 

quality, validity and reliability requirements are met. 

3.1 Qualitative Research 

Qualitative research entails focusing more on “soft” data in terms qualitative interviews 

and interpreting analysis of verbal conversations and texts (Patel and Davidson, 2011). 

Yin (2011) argues that qualitative based research can be explained by five variables in 

which researchers study cases and people's life during real life scenarios (1), provide 

interviewees’ interpretations and views (2), cover the circumstances and connections 

people constant live in (3). Furthermore, it provides insights and explanations of terms 

than can explain human and social behavior in certain situations (4) and finally strive to 

use many sources rather one (5). However, Creswell (2007) states that qualitative 

research focuses more on words and phenomena experienced by people in real 

situations or occasions such as at work. The researcher tries to focus and collect 

impressions from words and expressions by research objects. This study emphasizes 

words and feelings to a larger extent, and involves researchers to participate during 

interviews in order to gather expressions from objects in natural situations (Creswell, 

2007). In comparison, numbers and statistics are described as quantitative research 

methods, aiming to see certain behaviors stemming from a deductive approach, 

involving more generalization of behaviors, (Seale, 2004).  

 

Creswell (2007) stresses that qualitative researchers collect data on the field or at the 

site where participants experience issues or problems under study, for example at 

corporate offices. The logic of qualitative based research is to interpret more than one 

object and situation in order to more accurately describe and come to conclusions about 

social, political or cultural phenomenon (Creswell, 2007). Significantly, researchers are 

present during interviews to examine and interpret words by having open questions 

designed by themselves and not by others. This result in relevant understanding of the 

social, cultural, business or political context they look to examine (Creswell, 2007). In 
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order to distinguish qualitative from quantitative research, the significance lies in how 

the research question is stated (Silverman, 2004). In order to enable researchers to 

answer qualitative questions after interviews, questions should be formulated in a 

narrow way and carefully selected beforehand.  

 

It is obvious to some extent that qualitative research involves interpretations of other 

people's perception of reality by transforming it into words and expressions (Creswell, 

2007). We argue that this is the most relevant way to examine current issues for 

Swedish SMEs in India, where stories and strategies can more easily be interpreted in 

relation to statistics and number. Interviewing a selective group of Swedish companies 

conducting or have been trying to conduct business India, provides a better perspective 

of culture and whether to standardize or adapt business activities overseas. Furthermore, 

by interviewing our respondents face to face there is a chance of grasping the firms’ 

impression of Indian culture and business market in a more appropriate way. This leads 

to the conclusion that qualitative research is best suited for this study. 

3.2 Research Approach 

An inductive approach is argued by Creswell (2007) as a method by which researchers 

start building patterns, categories and themes from the “bottom up”. An inductive 

approach involves for researches to start from zero and gather data and theories in 

relation to a theme by working back and forth until finding a pattern. A Deductive 

approach however, starts from the other end, meaning that researchers start by building 

up themes and finding theories and later compare them to data (Creswell, 2007). 

Abduction is argued to be a mix of deductive and inductive approach, dealing with both 

theory and empirical findings in order to come up with potential results (Alvesson and 

Kärreman, 2011). On the contrary, Alvesson and Sköldberg (2008) argue that abduction 

should not be considered as a mix of an inductive and deductive approach, but instead 

adds new moments and practices to the research. Nevertheless, abduction is about 

understanding the concept of the study by acknowledging theories as they are while 

taking into account different empirical findings and later mixing them (Alvesson and 

Sköldberg, 2008). Alvesson and Kärreman (2011) further assert that abduction starts 

with an anomaly based guideline that breaks down theories and empirical findings into 
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the world as people see it. This means that researchers can go back and change the 

framework as the study proceeds and do not have to come up with a definite result.  

 

Dubois and Gadde (2002) assert the importance of abduction when conducting research 

by stating that theory and empirical findings are embedded, in which neither theory nor 

real life cases can be neglected throughout the research process. It further enables 

writers to go back into literature reviews and earlier theory models to make changes as 

the empirical findings and discussion evolve (Dubois and Gadde, 2002). Moreover, the 

aim for many researchers is to view the outside world and what occurs in it from 

different perspectives, hence the significance of not isolating the study into frameworks 

that prohibits the researcher to view the real world in combination with existing theory. 

Dubois and Gadde (2002) claims that Abduction has more to offer but simultaneously 

requires more in terms of matching between theory and empirics. This result in no given 

outcome of the study that can be predicted in advance and therefore less static in 

relation to the issue. Dubois and Gadde (2002) argue that this is the benefit of an 

abductive approach.  

 

Before engaging in this study, knowledge about Swedish SMEs’ business operations in 

India and their perseverance of Indian culture was limited. However, this topic has been 

highlighted throughout the study process, by receiving empirical information as well 

theories in regards to the potential of the market and difficulties SMEs face in it. An 

abductive approach encourages the researcher to go back and forth during the process, 

in which theories can change and take new shapes (Dubois and Gadde, 2002). This 

depends on how discussions and empirical findings evolve. A change of theoretical 

models can further be made in order to better adapt to reality. This is why Abduction 

has been chosen to work with as a framework considering its flexibility to change 

theoretical frameworks and research questions as the study proceeds.  

 

We were in possession of certain empirical and theoretical knowledge regarding India 

before starting with study. Abduction permits researchers to involve prior theoretical 

and empirical knowledge and compare them with each other, meaning that this study 

has evolved due to prior awareness. In order to become more accurate and simplify the 
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concept of conducting business in India and the methodology framework used in this 

study, a model of the process is hereby presented: 

 

Figure 2: Abduction Model (Own figure) 

 

The model follow the abduction approach which allow researchers to go back and forth 

in theory and empirical findings to evaluate these in the light of each other and later 

come up with relevant findings on the topic, indicated by the arrows. Based on prior 

empirical and theoretical knowledge, this model helps to explain how research has been 

conducted, constantly having Swedish SMEs, India and cultural differences in mind. 

The arrow between analysis and research question shows, if necessary, that a change in 

either questions or analysis is allowed if necessary, which is argued to be the benefit of 

an abductive approach.  

3.3 The Research Process 

Creswell (2007) claims that a research process goes through five different phases in 

which researchers enter the process by considering what is brought into the inquiry. It 

involves prior knowledge, personal history and interest, views of themselves and others, 

and ethical or political issues (1). The second phase constitutes of gathering certain 

theories and perspectives to the inquiry in order to guide the actions of the study (2). In 
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the third phase, researchers decide how to approach the issue that will be examined by 

determining what type of research to conduct. This involves the design of the study but 

also whether researchers want to conduct a case study, participant observation or 

grounded theory among others (3). The forth face include methods of data, which is 

collected through interviews, observations, focus groups or records. These findings will 

result in an analysis of empirical findings, which can either confirm the theories’ 

arguments or deviate from them (4). In the fifth and last phase, researchers interpret and 

evaluate the collected data (5) (Creswell, 2007). Merriam (2009) also states that 

personal interest in the chosen topic determines what the outcome of the study will be. 

People's interest and curiosity should serve as a platform of what theoretical framework 

one should choose, for the guidance of the study. 

 

The study started with interest in the topic of cultural differences for firms doing 

business in emerging markets. Old research showed an immense depth in how to deal 

with cultural differences, mainly focusing on large enterprises. Some pioneers within 

the cultural topic are Hall, Trompenaars - Hampden Turner and Hofstede, which 

evaluate and define culture in the context of business. By looking at these three authors’ 

work it became obvious that Swedish culture differs immensely to India in a business 

concept. Cultural elements, doing business in India as an emerging market and 

standardization vs. adaptation became the key concepts for the literature review. Not 

only because of relevance to the study, but also from personal interest. Furthermore, 

previous research focused to a large extent on how multinational corporations should 

conduct business in relation to cultural differences. Therefore, it became interesting to 

analyze the perspective of small and medium sized enterprises within these concepts, 

since SMEs lack some beneficial preconditions affecting their business approach to 

certain markets. Emerging markets are discussed as the future of the world economy 

and certain countries are further developed than others, hence India was chosen in terms 

of opportunities and challenges waiting for firms conducting business in the country. 

India has not been investigated in depth on how Swedish SMEs can fail or flourish in 

relation to cultural differences. This is why the topic is interesting to further examine, 

given the fact that a research gap is so obvious. 
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Merriam (2009) argues that finding a research gap is highly evident in order to 

contribute to already conducted research. In the fourth phase explained by Creswell 

(2007), interviews are conducted and later interpreted in the fifth phase, which will sum 

up the study and see if the theories are accurate or not in comparison to the empirical 

findings. However, the fifth phase also includes analyzing the material received 

throughout the process (Creswell, 2007), where our aim is to analyze how Swedish 

SMEs are affected by cultural differences and how they manage these by using 

adaptation and standardization strategies. 

3.4 Research Strategy - Case Studies 

There are many different types of data to be collected for qualitative researchers in 

order to best answer the research question. In Creswell (2007) it is outlined that 

different methods can gain different results, whether researchers collect data via 

observations that entail being either observers or participants. This encourages 

researchers to visit sights and gather impressions or feelings by writing field notes 

(Creswell, 2007). Interviews can either be unstructured with an open-ended approach, 

unstructured that is taped and later transcribed or semi-structured with selected and 

guided questions that is audiotaped and afterwards transcribed. Documents, such as 

public journals, public documents, personal letters from participants, chart audits and 

type personal journals during the research, plays a vital role in order for researchers to 

receive an overall view of the phenomena studied (Creswell, 2007). Merriam (2009) 

describes a case study as the search for meaning and understanding, where the 

researcher is the primary instrument of data collection and analysis. Case studies can 

take different forms, including; intrinsic, instrumental and collective case studies, where 

the latter studies multiple cases to investigate a phenomenon, population or general 

condition (Merriam, 2009). Case studies also gives an holistic account of phenomena 

that helps to deepen readers perception of the issue, meaning that it helps to expand 

knowledge in the field and contribute to already existing theories (Merriam, 2009).  

 

A collective case approach will in this study provide as a vital instrument for gathering 

and evaluating perceptions of the respondents from the chosen companies, regarding 

cultural differences for Swedish SMEs doing business in India. By conducting 

interviews with Swedish SMEs that are or have been active in India, will provide us a 
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greater understanding of the concept of the study. The purpose is also to analyze if 

Swedish SMEs either choose to standardize or adapt their business strategies in India. 

Case studies are therefore best suited to grasp and interpret empirical findings, and later 

revisit and examine the theoretical review. Qualitative case studies require researchers 

to be present during interviews and observe how questions are answered and expressed. 

In this case companies from different industries will contribute to an enhanced overall 

understanding of how Swedish SMEs conduct business in India and its consequences.  

3.5 Selected Companies 

Creswell (2007) states that in qualitative studies, participants should pay attention to 

what respondents bring to the inquiry instead of what researcher bring from literature, 

which can gain some understanding on the issue looking to study. The amount of cases 

also emphasizes to what extent the study can be generalized; Creswell (2007) suggests 

that researchers should not investigate more than four cases. It will determine how deep 

the study can be taken for each interview conducted. Seale (2004), claims that finding 

the right participants has a central role in research and will determine the outcome of the 

study. To find people with the right knowledge about the case-issue can be problematic 

and result in a “chase” of interviewees if requirements are not fulfilled.  

 

The selected companies needed to fulfill some requirements for the study to ensure 

appropriateness before initial contact. They had to be Swedish SMEs that could be 

interviewed face-to-face with no more than 250 employees and a turnover of less than € 

50 million. They also had to be operating in the product sector, since service oriented 

firms often have a different and more complex business strategy. The SMEs needed to 

have a business relation to India. Henrik Blad from Amokabel was chosen since he gave 

a lecture on their business operations in India, which failed. Norden Machinery’s 

participation in the study was generated from a study visit at their corporate office in 

Kalmar, given by Jörgen Johansson. K-G Wahlstrand at Ronbe Plate and Welding was 

chosen based on information from Business Sweden, which stated that the company 

would fulfill our requirements 

3.5.1 Norden Machinery 

The company has origins stemming back to 1877, but the modern company is part of 

the Coesia group formed in 2008, with a main focus on providing customers with high 
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precision tube filling machines. A main strategy for Norden Machinery is to follow 

large customers such as, Unilever, Procter & Gamble and Colgate. However, they are 

currently active over large parts of the world via agents and distributors. As of this 

moment, Norden Machinery has customers in over 60 countries, including India, where 

they have a business unit in Pune since 2012. Their corporate office and production unit 

is located in Kalmar, Sweden and currently consists of 225 employees. The interview 

respondent for this study is Jörgen Johansson, head of sales for South Asia, Australia, 

Arabian Peninsula and Africa, and has extensive experience as well as the right 

knowledge regarding India. 

3.5.2 Amokabel 

Amokabel is a privately owned, group of companies of Scandinavian origin, producing 

different types of conductors, cables and consumer-packed products and was founded in 

1992. Amokabel has its headquarter in Alstermo, Sweden consisting of 108 employees 

and had turnover of 560 million SEK in 2012. Over the last decade, the company 

expanded into Norway by establishing two sales offices and has partial ownership of 

factories in India and Hungary. They are also engaged in other emerging markets such 

as Poland, Russia, Hungary, the Baltic region and some African countries. The 

respondent from Amokabel is CEO Henrik Blad, who was the person initiating the 

expansion to India but was forced to withdraw some of their activities due to external 

complications. In possession of experience and sufficient knowledge about the Indian 

market, Henrik Blad will be an important source that can provide a better understanding 

of the situation in India. Blad has been living and conducting business in India for more 

than a year and is now preparing for a new launch.  

3.5.3 Ronbe Plate and Welding 

Ronbe was established 19 years ago and produces pressure vessels for houses. The 

respondent from Ronbe is one of the owners, Karl-Gustav (K-G) Wahlstrand, which 

entered the firm in 2002. Ronbe also produces trucks for luggage on airports, which are 

sold in Norway, England and Singapore. Lately Ronbe has tried to enter the Indian 

market, although without success where they could not agree on the price and structure 

of the launch in India, largely based on culture and mindsets. Wahlstrand has experience 

from negotiating with Indian businessmen and dealing with their culture from a 

business perspective, therefore relevant to involve in this study. Ronbe is a Swedish 
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SME in a different stage of engaging business in India that will give the study a more 

interesting view. 

3.6 Ethical Issues 

The ethical dilemma when conducting qualitative research is argued by Creswell (2007) 

to be highly important depending on what topic the researcher is investigating. 

Nevertheless, transparency between the respondent and researcher is the essence for a 

well-conducted case study. Researchers should explain to participants their engagement 

in the study, the nature of it, purpose and should not be deceptive of its nature. Some 

topics can be sensitive and should be handled carefully, thereof the importance of 

transparency when deciding of what can be shared and not. Merriam (2009) identifies 

another problem related to ethical issues, where researches have to distinguish what is 

private and public information, and what can be used for the case study.  

 

This study aims to respect participants that are willing to contribute spare time in order 

to answer questions. If certain answers are considered to be harmful to the organization 

or “off the record” it will be deleted from the recorded material. Semi structured 

interviews entails having certain prepared questions before the interview to gain mutual 

trust and as a sign of transparency questions are sent in advanced to participants 

(Creswell, 2007).  

3.7 Operationalization 

The purpose of operationalization is to convert relevant theoretical concepts to 

empirical data, meaning that theories in the study should work as a base for interviews 

(Alvesson and Sköldberg, 2008). This will contribute to a clearer picture of what will be 

asked and structured into sub concepts, as in the theoretical chapter. Initial questions are 

asked to the respondents regarding their personal background, role in the company, 

basic company information, overall business operations in India and company structure. 

This is followed by questions based on three concepts; Doing Business in India as an 

Emerging Market, Standardization vs. Adaptation, Culture Elements and different sub 

concepts within these main concepts. 

 

 

 



In India, it’s Their Way or the Highway  Klint & Rigsjö (2015) 

 

 

 31 

 

Figure 3: Operationalization Model (Own figure) 

 

3.7.1 Doing Business in India as an Emerging Markets 

By allocating sufficient internal resources, SMEs can better handle external risks and 

uncertainties originating from a changing environment that often is evident in emerging 

markets such as, India (Gnizy et al., 2014). This is connected with the Dynamic 

Capability (DC) framework and the Resource Based View (RBV), both highlighting the 

importance of internal resources that can be protected or changed in order to stay 

competitive in a changing market, in this case India (Teece et al., 1997; Barney, 1991). 

It is also important to gain knowledge about the host country, which can either be 

explicit or tacit that are explained in the literature review by Lord and Ranft (2000). The 

aim of the first section of interview questions is to understand how the selected firms 

conduct business in India and if they use the above mentioned strategies to adapt to its 

surrounding (see question 5, 6, 7, 8). 

3.7.2 Standardization vs. Adaptation 

Since doing business in a different culture, it is significant to analyze how these 

companies either adapt or standardize their business activities in order to be successful 

on the Indian market. These strategies are differently argued for in the literature review 

by (Chandra, 2012; Levitt, 1993; Cavusgil et al., 1993; Kanso, 1992; and Hofstede, 

2015). The interview questions are aimed to find out what specific standardization and 

Main Concepts Sub Concepts Interview Questions 

 

Doing Business in India 

as an Emerging Market 

Strategies 

- DC Mindset 

- RBV 

- Knowledge 

 

5, 6, 7, 8 

 

Standardization 

vs. 

Adaptation 

The Four Ps 
- Product 

- Price 

- Promotion 

- Place 

 

9, 10, 11, 12 

 
Cultural Elements 

Hofstede’s Six Dimensions  

- Power Distance 

- Uncertainty Avoidance 

- Individualism vs. Collectivism 

- Masculinity vs. Femininity 

- Long Term Orientation 

- Indulgence 

 
13, 14, 15, 16, 17, 18 
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adaptation strategies the companies use in the context of the 4Ps; Product, Price, 

Promotion and Place (see question 9, 10, 11, 12). 

3.7.3 Cultural Elements 

Cultural elements play a key-role for this study in order to grasp what cultural 

differences Swedish companies perceive when doing business in India. Hofstede’s six 

cultural dimensions; power distance, uncertainty avoidance, individualism vs. 

collectivism, masculinity vs. femininity, long-term orientation, and indulgence are 

presented as a framework for developing a hypothesis for cross-cultural organization 

studies, and relates to fundamental problems in any human society. Based on these 

dimensions, Hofstede (2015) have acknowledged eminent cultural differences between 

Sweden and India. Therefore, the directed questions to the respondents will be based on 

these dimensions of culture (see question 13, 14, 15, 16, 17, 18). 

3.8 Collection of Data 

3.8.1 Primary and Secondary Data 

Merriam (2009) argues for three types of data that can be distinguished in qualitative 

research, including interviews, observations and documents. The first two are primary 

data, collected by the researcher themselves, while documents or journals are gathered 

via other author’s works (Merriam, 2009). Secondary data has already been used in this 

report, consisting of journals, articles and governmental websites in order to see a 

broader overall picture of the issue to be examined. Thus, secondary data also plays an 

important role for future analysis, highlighting “real-life” cases in addition to the 

findings through interviews. These can be compared to each other to easier interpret the 

situation for Swedish SMEs connected to this study. Interviews are a part of the primary 

data, gathered from companies that will help to shape this study and answer the research 

questions, in terms of strategy towards the Indian market but also cultural perceptions.  

3.8.2 Interview Design 

Creswell (2007) suggest that a successful interview should not be regarded as an open 

and free dialogue between the researcher and interviewees, rather a power dynamic 

relationship in which the interviewer is guiding the process. The interview should be a 

dialogue, aimed one way that provides information, is based on the researcher's agenda, 

leading to interpretations and can be followed up by sub questions during the interview 
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(Creswell, 2007). This approach is described by Merriam (2009) as a semi structured 

interview, in which researchers have prepared questions in advance, but can be asked in 

any chosen order. All the questions can be used flexibly but not too openly asked, 

which enable interviewers to go back and forth among the questions to explore the topic 

in depth. She further argues that Semi structured interviews allows researchers to 

respond to the situation at hand, to the view of the respondent and to new ideas 

emerging on the topic (Merriam, 2009).  

 

This paper’s primary data collection is made through face-to-face interviews with 

respondents that enable questions to be asked in relation to Doing business in India as 

an emerging market, Standardization vs. adaptation and Cultural differences in India, 

which all form the basis of the theoretical concept. By first asking questions about 

respondent’s background, role in relation to India and experiences, it brings an overall 

understanding, leading to questions about the three main topics, in which every headline 

have sub questions. This indicates a semi structured interview design, since questions 

are prepared in advance that guides the interview towards an aim of exploratory design 

and can be followed throughout the interviews. We gave also gone back and forth 

among the interview questions in order to obtain a better understanding of each case 

company’s situation and therefore exploring the topic more in depth.  

3.9 Research Quality 

3.9.1 Validity and Reliability 

Creswell (2007) highlights certain questions in relation to qualitative studies and its 

validity and reliability. He asserts that questions should be asked, both during and after 

case studies, “did we get it right?” “Is it possible to have a right answer?” and “did we 

publish a ‘wrong’ or inaccurate account?” in the qualitative based study (Creswell, 

2007:243). In order to reach a valid study and establish “trustworthiness” between 

readers, researchers and study objects, terms such as “objectivity”, “credibility”, 

“transferability”, “dependability” and “authenticity” must be considered throughout the 

process (Creswell, 2007). This means that the whole process of gathering data, 

conducting interviews, answering research questions and coming up with conclusions 

should be viewed as a triangulation method. This is described as a way to ensure similar 

and accurate answers for researchers, by having multiple methods of data collection, 



In India, it’s Their Way or the Highway  Klint & Rigsjö (2015) 

 

 

 34 

such as journals, articles and interviews (Merriam, 2009). Reliability is about coding 

and transcribing findings in the field, from interviews and observations that will give 

full insight for people outside the study, which also goes in line with ethical manners 

(Creswell, 2007). In addition, he states that reliability in qualitative research refers to 

the stability of responses to multiple coders of data. This undoubtedly involves being 

transparent for people outside the study, and how accurate assumptions and answers 

are. It defines how certain people view the world, depending on personal perspectives 

(internal validity) and how the world actually works (external validity) (Creswell, 

2007)   

3.9.2 Research Quality - Trustworthiness  

As mentioned above, triangulation method involves using multiple methods of data 

collections but also to take notes during interviews. The notes taken by researchers 

should later be compared to each other in order to collect certain behaviors, answers and 

perceptions from respondents, to ensure accurate observations (Merriam, 2009). 

Respondent validation is explained as a method where respondents can review the 

completed interviews to give feedback on collected data, ensuring accurate findings and 

interpretations. This means that findings are considered done when the same data comes 

back time after time (Merriam, 2009).  

 

Due to lack of time and resources, this method was eventually neglected. However, in 

this study, triangulation method was used in order to ensure research validity and 

reliability, where both researchers have taken notes of impressions and answers, later 

compared in the light of each other. This is to deepen and more accurately conduct 

empirical findings based on interviews. Creswell (2007) asserts that to ensure reliability 

in a study, researchers should record interviews and transcribe findings, which enables 

people to go back and check whether statements are correct and accurate. Actions that 

have been taken and done for this study in order to show exactly what has been said 

during interviews and therefore showing that transparency, validity and reliability 

requirements are fulfilled.  
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4 Empirical Findings 

This chapter present findings of interviews made from Norden Machinery, Amokabel 

and Ronbe Plate and Welding. These firms have been or are active on the Indian market 

in which Doing Business in India as an Emerging Market, Standardization or 

adaptation and Cultural elements are discussed, stemming from a semi structured 

interview design. 

4.1 Doing Business in India as an Emerging Market  

4.1.1 Norden Machinery - Jörgen Johansson, Sales Manager Asia 

In 2012, Norden Machinery started to provide sales and services for their world famous 

tube-filling machines in India, but has been active in the country for 50 years. They also 

carry out installations, on-site services and customer technical training by engineers 

from Norden, (Norden Machinery, 2015). 

 

According to Jörgen Johansson, India is a nation that is very different to Sweden in 

terms of culture and traditions. These differences are highly important to understand and 

learn before establishing your business in the country. He highlights the importance of 

being in possession of the right knowledge before entering India as a market, since it is 

such a complex country. To embrace these differences takes time, and introducing 

products in India that not yet is familiar with them is even more time consuming. 

Therefore, Johansson claims that setting up a business in India, is tough and requires 

patience and knowledge. Besides being patient and acknowledge the culture in India, it 

is important to be flexible as an organization and adapt the way of doing business.  

 

Johansson states that processes and procedures of conducting business in the West 

compared to India vary extremely. He exemplifies with the way Norden’s Northern 

European customers use the Internet while ordering machines without any present 

personal interaction, and that they understand the specifications of the products since 

they often are more educated in the field. This would not be possible for Norden´s 

Indian customers, since they require a personal relationship before doing business. 

Indians’ education level generally lags behind and therefore requires constant 

communication with Norden, expecting sales and after-sale support for the products. 

This puts pressure on Norden to provide skilled personnel and to be flexible in order to 
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meet customers’ requirements. It is also important for customers in India to interact 

directly with Norden, and not only with their agents. This is because they find 

Scandinavians and particularly Swedes to be of a high status in a business context and 

that Swedes are more reliable than for example, Spanish or Italians and especially more 

reliable than local people in India. Johansson explains that this is an oblivion asset 

Swedish firm’s possesses when doing business India, thus trusting Swedish people 

seems easier for Indians.  

 

Johansson has extensive experience from conducting business in India, and knows that 

dealing with Indian firms often comes with complications due to lack of reliability. 

Norden has experience in orders that have been signed and confirmed by CEOs of 

Indian companies, and suddenly canceled the day after. Furthermore, corruption 

pervades India, its institutions and the Indian business culture. When comparing India 

with other emerging markets, Johansson places India somewhere in between Southern 

Europe and the Middle East in terms of corruption level and reliability in business 

negotiations. Additionally, Johansson finds countries in South- and Southeast Asia to be 

more reliable and more structured than India. Nevertheless, Norden has a large potential 

market pool in India and therefore never considered leaving the country, where internal 

endurance is the accurate approach to stay afloat in India. Johansson explains that there 

have been attempts of copying Norden’s machines, and has actually succeeded when 

they misplaced blueprints from a former joint venture during the 70s. This is one of the 

reasons why Norden refuse to produce any machines in India, to protect their products 

from being copied and therefore lose the image of rare, and sustainable machines. To 

produce in India could also potentially damage the brand name Norden Machinery 

possesses.  

 

Other external factors affecting Norden’s business operations in India, is the poor 

infrastructure and thereof poor distribution channels. It takes a long time to distribute 

Norden’s products throughout the country in comparison to Western countries. Another 

important aspect is that companies in emerging markets and especially in India often 

have limited financial resources. For a company such as Norden that produce expensive 

high-end tube filling machines with long lifetime complicates business. It is sometimes 

hard to convince Indian customers to invest in Norden’s high-quality machines instead 
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of the competitors’ cheaper alternatives. Therefore, it is important that Norden can 

provide competent sales staff to obtain contracts personally, since Indian customers rely 

on personal relationships.  

 

Johansson further elaborates on the strategies when engaging in business in emerging 

markets. They usually collaborate with, and support their large multinational customers 

such as Colgate and Unilever, later turning to regional customers in each country. This 

is a way for small firms to minimize uncertainties and take advantage of larger 

companies with extensive market power. Norden use this strategy in India and 

Johansson states that India's liberalization policies initiated in the early 90s have 

enabled multinational brands to increase sales in the country. It has also enabled Norden 

to seize possibilities from multinational firms, with a potential of entering new markets 

these firms are active in, hence opening up new sales channels. 

4.1.2 Amokabel - Henrik Blad, CEO 

Since 2008, Amokabel Corporation owns 30% of a subsidiary in India. Amokabel also 

has a distributor operating in India, selling many of their cables produced in Sweden. 

In addition, a different part of the organization has a shared ownership in a cable 

network in India from several years ago. 

 

Henrik Blad argues that the term “emerging market” should not be highly dependable; 

instead each company should look at the product portfolio in relation to each market, in 

which some countries can be considered as emerging markets for specific products. 

Amokabel works with electricity distribution where some countries such as Australia, 

Russia and particularly India, which have a new high demand for electricity, are 

considered as emerging markets for their products. However, when conducting business 

both domestically in Sweden and abroad, end-customers for Amokabel are electricity 

net owners such as, Eon that they reach via distributors. Blad argues that they conduct 

certain strategies to find partners (distributors) to work with for every market, since 

every nation is unique in its nature. These distributors are embedded in Amokabel’s 

organization and are seen as a vital resource that can provide sufficient sales channels in 

India.  
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Blad asserts that relations in each nation are highly important to even be able to initially 

conduct business, taking India as an example. By having certain staff members from the 

company on the ground in specific countries, it enables Amokabel to be flexible and to 

help Indian customers’ when they are in need of assistance for their products. This 

aspect is also vital in order to maintain the firm’s existing relations with customers and 

distributors. Amokabel also use consultants in India and other emerging markets, 

instead of trying to conduct market research and initial networking themselves. This 

strategy is described by Blad to avoid risks, since they lack of sufficient internal 

resources for those assignments. Consultants and local lawyers are outsourced for legal 

purposes in India, to ensure that Amokabel is in possession of sufficient commercial 

knowledge, especially when dealing with joint venture agreements. This is something 

Blad argues to be one of the toughest commitments in India, considering the large risks 

it constitutes, which they have bad experience from in the past. Nevertheless, bribing is 

part of the Indian way of doing business, but since middlemen handle many deals, Blad 

strongly dissociates himself from this, although admitting it is probably still occurring 

without him involved.  

 

There are large uncertainties while conducting business in emerging markets, in 

particular India, which Blad further asserts is a financial risk that can be calculated in 

advance. He describes it as a process that undertakes many steps before a deal has even 

been signed. Firstly, conducting research costs money, secondly investing in India and 

having skilled personnel travelling to and from the country costs money without 

necessarily bringing any contract to the table. Furthermore, conducting business in India 

is highly regarded as an uncertainty stated by Blad. People tend to pull out from deals 

that already been made or refuse to pay the right amount. A worst-case scenario is when 

other companies steal business strategies or copy the product completely, which have 

occurred several times in India. Blad explains that in India, two companies have tried to 

copy Amokabel’s products via suppliers in order to gain market shares. He explains that 

having a first mover advantage in India is significant in order to make money initially 

before competitors copy business plans and products. This is a strategy Amokabel is 

trying to implement in any new market they enter.  
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According to Blad, many Swedish firms doing business in emerging markets are good 

at having a clear concept, meaning that they differentiate themselves from local 

competitors by offering after-sales services, packaging, know-how and most 

importantly high end products. This makes Swedish firms stand out in risky and 

changing environments, which is the case in India. Additionally, to be allied and 

collaborate with larger partners in host countries, particularly in India is a way to avoid 

risk. Amokabel has many times utilized allied firms and organizations to get in contact 

with new potential customers that have resulted in larger networks and contracts. He 

further pinpoints the importance of not providing certain know-how in advance to 

Indians since there is a risk of having your intellectual properties stolen. He asserts the 

importance of how firms should take payments up front to reduce risk of copyright 

theft.  

 

Blad argues that when conducting business in India, Swedish managers in SMEs should 

surround themselves with people they trust and have a relationship. Having a strong 

team of 3-4 people supporting you and knows “the game”, will be the difference 

between failure and success. This is something Blad has done before and will continue 

doing. Hence, by setting up certain criteria on net margins, goals, processes and 

personal chemistry in advance, will help Swedish SMEs and Amokabel to further grow 

and grasp possibilities in India. Nevertheless, Blad argues that India is full of 

possibilities but in some aspects completely hopeless and difficult to conduct business 

in. 

4.1.3 Ronbe Plate and Welding - K-G Wahlstrand, CEO  

Five Years ago, Ronbe Plate and Welding were contacted by Indian businesspeople 

looking to produce their trucks in India as a licensing agreement. After many meetings 

and failed negotiations, Ronbe pulled out from the potential contract. 

 

K-G Wahlstrand argues that it is not worth the effort of doing business directly in 

emerging markets, in particular India, considering the high risks and the many 

uncertainties entailed for a small sized firm as Ronbe. Ronbe Plate and Welding was 

initially planning on licensing their business idea to an Indian company, and set up a 

sales subsidiary. This step was mainly taken because of their lack of knowledge, 

funding, unwillingness to take risks, and their size. Wahlstrand claims that, arising 
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uncertainties depends on the product and what industry you are in. He further argues 

that their products have high potential in India and could experience immense growth 

potential if an expansion was to happen. However, the current business in Sweden, 

England, Norway and Singapore that are all developed countries, is viewed as a safer 

option at the moment. Ronbe has in these markets managed to establish licensing deals 

gaining both parties, from a cost a perspective and strategic fits towards the external 

environment.  

 

Negotiations with Indian businessmen were initially set up by Business Sweden in order 

to save time and money. It was also to gather sufficient knowledge of the market and to 

make allies in India before engaging in any business interactions that could be 

devastating if not handled correctly. Wahlstrand states that the “distance” between the 

two countries is too far, both in business manners of “how things are done” as well as 

geographically. Therefore to avoid risks, Business Sweden was hired to help Ronbe 

Plate and Welding contact Indian business partners interested in a licensing deal of their 

products. Having people on the ground in India would probably cost too much money in 

terms of travel and other costs involved in setting up a business, hence it was considered 

safer to conduct business from home base, and instead let the Indian counterpart come 

to Sweden. 

4.2 Cultural Elements 

4.2.1 Norden Machinery - Jörgen Johansson, Sales Manager Asia 

Johansson states that one cannot fully rely on their Indian customers, mostly due to their 

experience of verbally confirmed orders that the next day been cancelled for no reason. 

The aspect of time is also not highly regarded in Indian business culture. In Norden´s 

experience it is hard to rely on Indian customers to pay the orders on the agreed time 

and date and one should not rely on delivery schedules either. Therefore, the uncertainty 

level is very high when doing business in India from a Swedish perspective. Johansson 

explains that this is very different compared to when doing business in Sweden, where 

time and confirmation is of highest importance in negotiations and payments. 

Additionally, he states that Indians are very safety oriented in regards to Norden’s 

products, they view especially Johansson as the person providing the “safety” for them. 

This is because he represents the company, has the product knowledge and stands in 
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direct contact with people producing the machines. As mentioned above, Johansson 

stated that when leaving the joint venture many years ago, the Indian counterpart stole 

their blueprints they forgot. Therefore, Johansson claims that Indians are very 

competition driven, since they take drastic measures to gain leverage on a competitive 

market. 

 

When asked questions on whether he perceives any cultural differences within India, 

Johansson finds it hard to distinguish this aspect from a Swedish perspective since he is 

not embedded enough in the Indian culture. However, Norden’s agents stationed in 

India confirms this belief and states that there are several linguistic issues from having 

so many languages, and that you frequently need to take this into consideration while 

doing business in the country. Also, negotiations are considered less concrete where it is 

hard to interpret the final answer from the Indian customers. Therefore, Johansson 

highlights the importance of surrounding yourself with people in possession of cultural 

knowledge that know how to interpret certain statements. He further asserts that there 

are many different religions with different beliefs, and from a Swedish perspective one 

has to adopt a neutral profile and not step on “anyone’s feet”. Additionally, he explain 

that Norden’s agents refer to India as a hierarchic country and you have to understand 

that you should approach Indians in different ways based on their status in society and 

in organizations. 

 

Johansson further explains that every country in the world lean towards a global 

homogenous culture, where each culture in the world will be intertwined in the future. 

He claims that he feels closer and more familiar to the Indian business culture and 

understands each other’s ways of doing business more than before. Due to India's 

immense growth and development, Johansson predicts that the economy will have 

similarities with already industrialized countries in the West in a foreseeable future, 

regarding education and personal prosperity. This would enhance Norden’s products 

substantially due to a higher educated population and larger financial resources of 

potential end-customers. He considers India to be an important market in the future 

since the demand for materialistic products of for example personal healthcare is 

increasing. 
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4.2.2 Amokabel - Henrik Blad, CEO 

When doing business in India, Blad claims that a lot of prestige is involved. Prestige 

that stems from the hierarchical mindset in organizations, meaning that a person coming 

from the outside can tell whom the person is that “call the shots”. These people tend to 

arrive to meetings as late as possible in order to show that you cannot give them any 

demands to be in time. The higher up in organizations you are in India, the later you 

tend to come to meetings. Last time Amokabel did business in India they failed, due to 

both bad preparation but also cultural clashes that evolved when dealing with a family 

owned Indian company. Blad explains that it was more of a “one man show” for the 

Indian owner, which is related to hierarchical system, not letting anyone cooperate or 

give advices. However, he says it is important to for example, let the financial officer or 

CEO be the “king” in its own castle to avoid confrontations and not handle tasks to 

people underneath them.  

 

Many Indian firms, as Blad explains it, tend to employ family members rather than the 

right person for the job, making the business stagnate due to lack of innovation and 

knowledge. This also affects Swedish SMEs trying to conduct business in the country, 

since these firms are collectivistic to a large extent. In that perspective, Blad asserts that 

people conducting business in India, should be surrounded by people you know, and 

more importantly knows the market that can tell the truth behind certain cultural 

behavior. Many things, during for example negotiations are not clearly outspoken, 

where some statements must “be read between the lines”, which is typical for India as a 

high context culture. 

 

Doing business in India is more or less always based on the relationship one has with 

partners and customers. Blad claims, that by understanding more in depth about one 

nation’s culture will take you far when doing business. He further state that in India, 

business always comes as number two, friendship and relations as number one. On the 

question whether he had felt any cultural diversity within the country, he claims that it 

is too complex to grasp and take into account these differences when being an outsider 

to the Indian society. This means that Swedish SMEs expanding to India are not 

embedded enough in the society to understand the existing diversity. Blad prefers to 

generalize the Indian business culture and not focus on specific sub cultures. Overall, he 

explains that Swedish firms have to adapt to the Indian business culture even if it feel 
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unethical from their perspective. For example having secretaries getting you a cup of 

coffee or a chauffeur driving you to meetings is normal in their business culture. Do not 

try to change certain things, as Blad himself tried to do, by slimming company activities 

and being too cost-driven, which will not work. 

4.2.3 Ronbe Plate and Welding - K-G Wahlstrand, CEO 

K-G Wahlstrand faced similar cultural differences as Johansson and Blad, where 

creating relationships is the beginning for business collaborations. An example of this 

was when the Indian counterpart invited Wahlstrand and his wife for dinner, which 

indicated an eagerness to start a friendship rather than negotiating a potential contract 

that was unfamiliar to Wahlstrand. He is used to conduct business with Singaporeans 

and British customers, where the Western way of “getting down to business as soon as 

possible” is the standardized behavior that stems from the mindset where “time is 

money”. However, in this case, the Indian businessmen Wahlstrand was in contact with 

had a Western influence in some manner when it came to negotiations. Wahlstrand also 

indicated that prestige is involved to a large extent for Indians doing business with 

Westerners, especially with Swedish firms. During several meetings and negotiations 

with the Indian counterpart, Wahlstrand claims it was clear who the decision-maker in 

the firm was. It was also clear that the Indian counterpart was eager to make progress 

early in the licensing deal, which Wahlstrand claims was an indication of that success 

wanted to be achieved as soon as possible with Ronbe’s products. 

4.3 Standardization vs. Adaptation 

4.3.1 Norden Machinery - Jörgen Johansson, Sales Manager Asia 

Organizational and product-flexibility is one of Norden Machinery’s most important 

strategies when approaching new markets. To adapt products and promotion to the 

culture and way of doing business is extremely important in order to be successful. 

Johansson explains that when travelling as much as he does, he has the final closure 

with the end customer and need to extend the customers’ requirements to his colleagues 

building the machine. He later explains why the order is constructed in this way and 

why they need to adapt the machine to customer demands. Therefore, when interacting 

with Indian customers Norden try to adapt their organization and production of 

machines as much as possible in relation to the Indian work environment. For example, 
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Norden has to adjust promotional strategies in order to sell machines with a capacity to 

fill 1000 tubes per minute in India.  

 

Despite making promotional adjustments in India, Norden rarely conduct any traditional 

promotion strategies such as commercials of advertising, instead relying on word-of-

mouth, reputation and attending trade exhibitions. Therefore, Johansson has to be close 

to customers in India, where exhibitions are a way to promote the machines to people in 

the industry and potential customers. He states that large time consumption is worth the 

risk in the end, therefore important to adopt a high tolerance level and embrace that you 

might occasionally be “overrun”.  

 

Johansson highlights the importance of reforming and adapting Norden’s strategy over 

time to meet Indian customer's needs in a better way. Since most of the employees of 

Norden’s customers in emerging markets including India, are generally uneducated and 

lack the skills of operating their machines, they try to focus on providing after sales 

service and internally educate them. Another aspect related to Norden’s adaptation 

strategy, is when Indian customers tries to persuade Norden to set up a manufacturing 

unit in India in order to lower the initial cost of the machines. However, Johansson 

states that this is not possible strategy; since they would not be able maintain the same 

quality and product lifetime, resulting in frequent breakdowns ultimately leading to 

larger repair costs. According to Johansson, this is related to price issues, where many 

Indians believe that Norden’s machines are too expensive and do not understand the 

essence of that quality is cheaper in a longer run. Refusing to set up factories in India is 

a statement saying that specific price adjustments never have been on the agenda for 

Norden. Manufacturing abroad could also impair Norden’s brand name or association 

with high quality, reliability, long lifetime and the identity of “Made in Sweden”. 

4.3.2 Amokabel - Henrik Blad, CEO 

Regarding to either adapt or standardize Amokabel’s business in India, Blad asserts the 

importance of niching the business as much as possible when approaching the Indian 

market. Three to four unique products with a high end image that are hard to copy is the 

ultimate way to meet demands and outperform local competitors. Indians are willing to 

pay for technical driven products that are niched towards their market, especially 

Western products and particularly Swedish. Blad gives an example of a company in 
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Karlskrona that have been successful in India due to specified products towards that 

market, resulting in a challenge for competitors to copy and compete with. A “State of 

the art” approach will contribute to growth and increase contracts, without associating 

yourself with local competitors and potential ruining your brand image. Instead, firms 

should focus on niched products with a Swedish price level that stands out of the crowd, 

ultimately leading to success. This is a way to promote products in India, where Blad 

states that, “in India you have to sell a Bentley, not a Volvo”, meaning that Indians are 

willing to pay a high price for products with a certain brand and premium image.  

 

In combination with cables and products, Amokabel is actually selling certain know-

how about the products to end customers. These products often come with a high price 

tag and should be paid up-front in order to secure liquidity and the price should not be 

adjusted, since Indians are willing to pay for premium products. Internally, firms ought 

to organize company structure in a way to best deliver knowledge to distributors and 

customers in India. Amokabel is currently in possession of the best distributors in India 

with certain expertise regarding technical solutions and cables, which should be a 

convincing factor for electricity net owners, seeing that Amokabel both have the 

premium cables and local expertise in India. 

 

Blad claims that standardization and adaptation to a high degree relates to how to 

conduct business in a country. Swedish firms conducting business in a country do not 

possess the power it takes to have a “my way or the highway” mentality. Blad gives an 

example of when his father, a former CEO of Amokabel, was in India and refused to 

embrace the Indian way of doing business, leaving him without contracts and ruined 

relationships. This particular situation indicates that Swedish firms have to adapt to 

local concepts and business behavior. The behavior of “strictly business” is not 

applicable in countries outside Scandinavia, where relationships and even friendships 

are everything before presenting a contract. He highlights the significance of involving 

local people that can create relationships between Swedish firms and Indian customer, 

but also to niche and adapt products and promotional tools, but not prices. This will 

automatically bring you closer to contracts and is related to the culture aspects of 

conducting business in India. 
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4.3.3 Ronbe Plate and Welding - K-G Wahlstrand, CEO    

Wahlstrand argues that due to lack or resources and commitment to the Indian market, 

Ronbe Plate and Welding was not to a large extent willing to adapt to the market. A 

licensing deal would involve selling many of their products (trucks for luggage 

transport on airports) in the same way as they do in Sweden, but with some small 

product adjustments in terms of left-hand steering wheels, which is a forced action to 

adjust to local needs. According to Wahlstrand the pricing issue remained the largest 

barrier for business. Indians were not willing to pay the price for Ronbe’s trucks and 

neither Ronbe was either not willing to lower the price, since the products were Swedish 

made with high production costs. A licensing deal to India would rely on distributor’s 

ability to sell the product autonomously with little insight from Ronbe. Wahlstrand 

claims that such strategy would involve little or no risks, and perhaps lead to a way 

further into the Indian market. 

 

Wahlstrand asserts that Swedish business culture needs to be adapted to the Indian way 

of conducting business. Sometimes, Swedish firms have to accept demands from 

foreign customers in order to receive an order or a contract, since Swedish business 

culture does not work on a global scale. Ronbe actually planned on using some 

adaptation strategies in order to succeed with the licensing deal with their Indian 

counterpart. They suggested to reduce the price by producing spare parts for the trucks 

in Sweden that later could be assembled in India instead. 
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5 Analysis 

This chapter will present an analysis where empirical findings is related and compared 

to the theories in the literature review. It is constructed under the same headlines as in 

the empirical chapter, which is based on the conceptual framework. 

5.1 Doing Business in India as an Emerging Market 

Johansson states that Norden Machinery has gained a lot from the liberalization of 

India, mainly because they have interacted and indirect followed their large 

multinational customers, such as Colgate and Unilever to new markets and had them 

pave the way for Norden’s machines. Blad says that through larger firms and customers 

in India, Amokabel has gained know-how and new potential buyers for their cables. In 

uncertain environments, it is through these collaborations with companies that bring 

contracts to firms, as suggested by Hannan and Freeman (1977). To fit into a changing 

environment, a firm can never be considered as an isolated island; it should rather work 

with partners and utilize networks and resources. This occurred for Ronbe Plate and 

Welding when hiring Business Sweden for their Indian venture, later resulting in 

potential buyers for their trucks. The Resource Based View states that firms should 

allocate internal resources (Barney, 1991), however we argue that Swedish SMEs with 

limited resources can by collaborations and by being embedded with other corporations 

take advantage of their resources instead.  

 

Doing business India often comes with high risk and uncertainties, claimed by both 

Johansson and Blad. Both have experience from conducting business in the country, 

which has shown to be significant for each firm’s success in India. Lord and Ranft 

(2000) state that having knowledge about the host country, its culture and how “things 

are done”, helps a firm to navigate through its society. This is argued as tacit 

knowledge, which Lord and Ranft (2000) finds important to gain in order for firms to 

succeed. Tacit knowledge has proven to be relevant for business success in India, 

considering the lack of knowledge Ronbe had before initiating negotiations with their 

Indian contact, which later walked away from the deal and left them empty-handed.  

 

Amokabel and Norden Machinery have had intellectual property stolen during their 

time in India, where competitors have tried to imitate their products. This has taken a 
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toll on both organizations, but leaving India never occurred to them. Instead, Both 

companies now use a strategy of precaution and have decided not to produce any 

products in India, due to the risk of copyright theft once again. In addition, Johansson 

states that being flexible in India always been a vital strategy for Norden. This can be 

argued as a Dynamic Capability mindset, where firms see possibilities instead of issues 

in uncertain markets by embracing difficulties and turn this into something beneficial 

(Teece et al., 1997). This also goes in line with the Resource Based View, from which 

companies try to produce rare and non-imitable products (Barney, 1991). This is exactly 

what both Amokabel and Norden aim to do when keeping production in Sweden, hence 

staying flexible as an organization.  

 

What is abundant from all three respondent’s perspective is that working with 

middlemen, in this case distributors and agents indicates that overall precaution is taken 

in order to avoid risk when selling their products to the Indian market. Agents and 

distributors possess certain knowledge about the host market, which supports Lord and 

Ranft (2000) suggestions of how to succeed on new markets by embracing certain tacit 

knowledge. Moreover, when tying these locally experienced middlemen to the three 

firms, it becomes a vital internal resource for them and another way to avoid risk in 

India, especially when dealing with bribes and corruption. It also constitutes a way for 

them to blend into their surroundings more appropriately, which corresponds with 

Wilden et al. (2013) statements.  

 

It turns out that being Swedish in India is an oblivion asset all three firms are in 

possession of. According to all the respondents, Swedes are argued to be reliable, 

providing qualitative products and prestigious to work with, which can be an incentive 

for business success in India. Teece et al. (1997) argues that firms should allocate 

internal strengths in a changing market, were we connect this with the advantage of 

being Swedish in a business concept that comes with a premium image and is strength 

itself in India.  
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5.2 Cultural Elements 

According to Hofstede (2015), India is a country that appreciates hierarchy to a great 

extent and indicates a top-down structure in society and organizations, where power is 

centralized. All of the respondents have acknowledged this dimension of power 

distance in India. In Norden’s case, Johansson himself has not experienced the 

hierarchical culture in India; however he explains that his Indian agent’s perceive this 

behavior and that power differences exist in society to a large extent. Blad argued that 

there is a lot of prestige involved when doing business with Indians that stems from the 

hierarchical mindset in their organizations that he finds very clear to distinguish even 

for an outsider. Even Wahlstrand that only participated in negotiations had the chance 

of experiencing the prestige involved in business with Indians. This can also be 

connected with the dimension of masculinity within Indian society (Hofstede, 2015), 

since Blad finds Indians to be competitive and focus to a great extent on success. When 

for example firms trying to copy Amokabel’s products to gain a competitive advantage 

on their market, is a strong indicator that Indians are willing to use any means to reach 

success. Wahlstrand had the similar experience, from which his Indian counterpart 

seemed eager to receive the licensing deal as soon as possible for Ronbe’s trucks in 

order to stand out in the competition in India.  

 

Referring to Hofstede’s (2015) dimension of collectivism, both Norden and Amokabel 

claimed that creating personal relationships in India is the best way to succeed with 

your business. Without establishing personal relationships or bonds, there will be no 

contracts signed. An explanation of this can be that Indians regard network higher than 

Swedes and therefore take these sets of values into the business world. It probably also 

stems from the value of trust and commitment that comes from the family oriented 

mindset of Indian people, upon which trust only can be gained from people one 

personally knows. On the contrary, Hofstede (2015) claims that India is a relatively 

individualistic society but simultaneously being collectivistic. This could explain why 

relationships are so important in business environments and at the same time having 

competitors and partners stealing intellectual property from Swedish SMEs in India. 

This relates to prosperity and flourishing of the Indian business culture, and is argued 

by Johansson to be a natural step in an economy with an immense growth, where a large 
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amount of international companies enter India, while local firms thrive in their 

development.  

 

Johansson states that more Indians are starting to spend a larger amount of money on 

personal hygiene, cosmetics and status bringing items. Blad claims that Indians are very 

image driven, where for example it is important to have an expensive car of a certain 

brand. This is a typical sign of indulgence, highlighted by Hofstede (2015), from which 

Indians to a larger extent allow themselves gratification and enjoy life to a larger extent 

than before. We argue that this may well be because the world is much more 

interconnected than it was before (Frey-Ridgway, 1997), where media constantly affect 

all the world's consumers to indulge in companies’ tangible products. It may also be that 

especially Western countries have been given a much greater influence in other parts of 

the world, much due to that countries such as India has liberalized its economy, hence 

opened up its borders for international trade. 

 

Johansson at Norden Machinery, have experienced the problematic of time when doing 

business in India, where one cannot rely on Indians to meet deadlines for payment or 

deliveries. This also relates to the high uncertainty level that is present when doing 

business in India. Hofstede (2015), claims that Indians do not find time as an important 

factor in daily life, mainly because of their religious beliefs of karma that impacts time. 

Karma emphasizes a life after this one, resulting in time not being linear and therefore 

not as important as in Westerns cultures. In addition, the uncertainty avoidance 

presented by Hofstede (2015), is clear to some extent in India, when realizing that 

Indian customers rather talk directly with Johansson at Norden, instead of their agents 

in the country with cultural similarities as themselves. This is because he is in 

possession of product knowledge and represents Norden from a Swedish perspective 

that is interpreted as being reliable. Additionally, Johansson asserts that it is impossible 

to conduct business in India through web-based online-shops, since customers in India 

prefer talking to and relate products with people instead of computers. This is possible 

in Sweden but not in India and relates to high uncertainty avoidance. Blad has a 

different perspective of Indians’ uncertainty avoidance, saying that their end-customers 

rather talk business with local distributors instead of Amokabel that in fact represent the 
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product. Hofstede (2015) explains this as something that has to do with rituals, laws and 

religion in India, which is a spiritual country and relationship oriented.  

 

During negotiations, Blad argues that certain statements from Indians are hard to 

interpret and requires certain skills to be able to read between the lines of what is said. 

Everything is not always outspoken in a clear way, hence he claims to surround yourself 

with people that can interpret these messages. Finally, none of the respondents could 

identify any cultural diversification within India that was claimed by Singh et al. (2008). 

However, Johansson and Wahlstrand state that it actually exists to a large extent but 

they personally never experienced it themselves. Instead their agents and distributors 

have explained it to them. The unawareness probably stems from the fact that the 

respondents are not embedded enough in the Indian sub cultures and therefore unable to 

recognize any differentiated characteristics. An additional theory could be that all 

respondents have been conducting business in India via local agents and distributors, 

therefore not initially engaging in the culture on a deeper level themselves. 

5.3 Standardization vs. Adaptation 

The traditional concept of standardization and adaptation strategies is provided in terms 

of the four Ps in Hollensen (2013), which explains how firms can adjust their business 

activities by using price, promotion, place and product as a benchmark. Another 

approach to the phenomena of standardization and adaptation can be conducted in terms 

of cultural circumstances. The question is raised whether firms should adjust to local 

preference or keep business operations standardized. Blad at Amokabel explains that 

their initial strategy was to approach the Indian market as tight as possible by niching 

three to four products specifically for India that would stand for quality and reliability. 

However, Amokabel were not willing to adjust the price to local requirements in India, 

since it could be seen as they were associating themselves too closely with Indian 

competitors and not being able to stand out in the competition.  

 

Norden Machinery claims that their strategy is to be flexible, to meet local demands in 

terms of product specifications where each machine is made after customers’ 

preferences, which is a result of product adaptation. Nevertheless, Johansson’s 

arguments correlate with Blad in terms of price adaptation in India. Neither Norden 
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Machinery nor Amokabel are willing to adapt their prices to local demands, which 

would involve degradation in brand perception. We agree with this approach since it 

enables firms to stand out among competition, by focusing on quality and premium 

branded products in India. Furthermore, Norden Machinery is seen as the global leader 

within their industry, which provides them with the luxury of not having to adapt their 

prices to a large extent. Hollensen (2013) argues that place is an important aspect for 

increasing sales and locating potential customers; however Norden Machinery were not 

willing to open a factory in India, since wanting to protect the image of Scandinavian 

quality of their products. On the contrary, Ronbe were likely to adjust their products and 

place considering the potential licensing agreement that unfortunately failed, although 

were not willing to adjust the price.  

 

Overall, the perception is that the three firms were willing to adapt products, place and 

promotion but not price. As mentioned above conducting price adaptation would 

diminish their ability to stand out among the competition, considering Blad’s statement 

that Indians are willing to pay for Swedish quality products. Additionally, it would take 

away their made in Sweden approach, as Blad states: “in India you have to sell a 

Bentley, not a Volvo”. Another adaptation strategy is cultural adjustments, which Blad 

claims is a necessity for Swedish firms conducting business in India. Blad further 

claims this is based on the assumption that Sweden is a “non existing country” in 

business surroundings on larger markets such as India. Therefore, Swedish firms must 

adapt to the way Indians conduct business and not approach potential customers with a 

“my way or the highway” attitude. 

 

Amokabel has less experience working in India in comparison to Norden Machinery 

that has conducted business in the country for over five decades. Amokabel has 

therefore hired local consultants and distributors in order to adapt their business 

operations and better grasp ways of conducting business. Ronbe were willing to do the 

same thing in order to avoid taking too many risks, by letting an agent produce their 

products in a licensing deal. Cavusgil et al. (1993) assert that a firm’s ability to adapt to 

local markets is determined by internal and external situations, such as culturally 

diverse markets, a technological intense industry, internal experience and competition. 

Since business with Indians are based upon relations and local recognition, both 
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Amokabel and Norden Machinery are approaching the market with the right strategy 

when having local agents and distributors knowing the market and act as their face 

towards the Indian market. Due to extensive cultural differences between India and 

Sweden, (Hofstede, 2015), it is considered to be a high-risk country but with huge 

potential (Blad and Johansson), we argue that this is an accurate strategy of adjusting to 

the Indian market. All three companies are active in a relatively technological intense 

market, where Cavusgil et al. (1993) promote product standardization to reach 

economies of scale. This has shown to be incorrect in this study, where we claim that 

adaptation strategies are utterly important, since adjusting to local demands is a way to 

show commitment to India. They have also shown a willingness to adapt the four Ps 

except for price. An explanation for this can be that they produce complex products that 

often need to be adapted to customer demands. Especially so when considering that all 

firms are active in B2B environments, where orders and contracts are based on strong 

relationships between counterparts, and shows a higher complexity in comparison to 

B2C alignments. If the firms would have operated in another industry of less complex 

products with different area of usage, they could have standardized their activities to a 

larger extent.  

 

Standardization is important on markets with a vastly changing technological 

environment in order to reach economies of scale (Samiee and Roth 1992). However, 

this does not fit into the description given by our respondents. Samiee and Roth (1992) 

further argue that firms active in a variety of markets should focus on providing a highly 

skilled workforce when operating in a continuously technological changing market such 

as India. All three firms are transferring certain know-how to end customers when 

purchasing their products. This is also an adjustment to meet local demand in terms of 

adapting know-how to what Indian customers require for each project. Chandra et al. 

(2002) suggest that firms should initially standardize business activities in India before 

becoming fully committed to the market and later adapt. This constitutes an entry-mode 

strategy and is only applicable to Ronbe, since their Indian operation failed. 

Nevertheless, their aim is to expand to the Indian in the near future and should therefore 

consider initially standardize some of their value chain activities, Chandra et al. (2002). 
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6. Conclusion 

This final chapter will answer the research questions in regards of the three main 

concepts highlighted throughout the study. Moreover, this chapter will also include how 

this study can contribute to theoretical research and practical implications, 

recommendations for further research and limitations. 

6.1 Answering the Research Questions 

6.1.1 Doing Business in India as an Emerging Market 

The theory argues that countries with a certain economic growth and development are 

regarded as emerging markets, which can be confirmed in relation to India. When firms 

conduct business in India, they need to be aware of the many risks and uncertainties 

present in the country. However, the immense amount of possibilities existing in India 

indicates that if implementing the right strategy, there is a possibility for SMEs to be 

successful. Therefore, Swedish SMEs conducting business in India must adjust to the 

structure of the Indian business climate by being flexible. This study has shown that 

being flexible entails for Swedish SMEs to utilize agents or distributors that can relate 

to the Indian business practices, which additionally is a way to avoid risks. Using this 

business strategy enable them to easier withdraw from the Indian market if they were to 

fail, compared to if investing in the country by for example setting up a sales subsidiary 

or production facility.  

 

It has also shown that it is very important for Swedish SMEs to obtain tacit knowledge 

about India, and how to operate on the market in a business context. Being Swedish has 

shown to be a significant resource when conducting business with Indian counterparts. 

Being Swedish entails an image of reliability, having highly educated personnel and 

quality oriented products. These internal resources should be embraced and can 

contribute to a flourishing business venture. Therefore, SMEs should try to see this as a 

beneficial aspect instead of seeing arising threats in India, considering its immense 

economic growth and future potential. 
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6.1.2 Cultural Elements 

Culture has constituted the essence of this study, since it has been highlighted as a 

dilemma for Swedish SMEs conducting business in India. Many business practices are 

handled differently, stemming from the culture that is deeply rooted in society. Based 

on Hofstede’s six dimensions of culture, Power Distance, Uncertainty Avoidance, 

Individualism vs. Collectivism, Masculinity vs. Femininity, Time Orientation and 

Indulgence, it has been demonstrated by our respondents that they perceive Indian 

culture as very different compared to Swedish. The indication is that India appreciates 

hierarchy to a great extent, where a top-down structure within society and organizations 

is evident. Power is often located higher up in institutions and organizations, indicating 

an overall centralized system.  

 

From a business perspective, we find that Indians lean towards a high level of 

uncertainty avoidance, since they prefer to rely on personal communication directly 

with Swedish counterparts instead of their local middlemen. This is connected with the 

dimension of collectivism from which Indians are family oriented where for example 

using family members in organizations. Furthermore, since they rely on relationships to 

a large extent in business practices it indicates a collectivistic mindset. Therefore, to 

increase the amount of contracts for Swedish SMEs it is important to maintain your 

relationships in India.  

 

Indian businessmen are perceived as more success oriented than Swedish firms in terms 

of turnover. They focus on reaching a certain turnover that can be displayed towards the 

external environment instead of reaching a net margin, indicating how much money 

they actually get in return. Additionally, Indians can take drastic measures to stay 

competitive on their own market, where intellectual property occasionally have been 

stolen and copyright theft occurred. According to our respondent, time is not perceived 

in they same way as in Sweden. Payment and delivery delays frequently occur in India 

and are viewed as risks Swedish SMEs have to take into consideration and possibly 

accept. The Indian society has become much more appreciative towards materialistic 

items, where Indian consumers for example indulge in cosmetic products, which have 

experienced an immense sales growth in the latest time. In order for Swedish SMEs to 
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prosper when conducting business in India, it is vital to embrace and understand the 

dimensional differences existing in the country. 

6.1.3 Standardization vs. Adaptation  

To manage the cultural differences in India, it is obvious that Swedish SMEs ought to 

use adaptation strategies. Since the three firms are active in a B2B environment, 

focusing on technically complex products, some standardization strategies are also 

necessary to use in order to utilize the full potential of the market. Being of Swedish 

origin that stands for high quality, competence, reliability and product innovation, it is 

not sustainable to adapt product prices to a large extent. Although some of our 

respondents have explained that their Indian customers are trying to make them reduce 

prices by setting up production facilities in India. However, since they have shown to be 

willing to pay for quality and technically driven products, this aspect is not possible for 

adjustments. Nevertheless, this put pressure on Swedish firms’ ability to promote 

products in a way that supplies the benefits of quality. This can be done by for example 

focusing on being close to potential customers that emphasizes the ability to create and 

maintain relationships in India. Additionally, it is essential to promote the brand in a 

way that stands out from the local competition in India by having a Swedish price tag 

on each product. When proving your products ability to deliver on certain promises, a 

word-of-mouth rumor is automatically transmitted within the industry. While 

relationships are of the essence in Indian B2B, Swedish firms must adapt promotional 

strategies that can provide a personal interaction. Therefore, it is important to attend 

local exhibitions in India to promote the products.  

 

As mentioned above, our respondents are active in firms that produce expensive 

complex products and in order to relate to Indian customer requirements it is necessary 

to adapt some product portfolios. SMEs do not have enough resources to completely 

adapt products to each and every market; however it can be made on a smaller scale. 

Depending on the product, some should be niched towards India considering the poor 

infrastructure, general lack of knowledge and education. On a global scale, Swedish 

way of conducting business cannot be considered as a benchmark, since every nation in 

the world has its own business culture. Therefore, Swedish firm ought to adapt to local 

procedures in India, based on the cultural diversity. If not adjusting and embracing the 

Indian culture in a business context as a foreigner, it is either their way or the highway. 
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6.2 Contribution to Previous Research 

Cross-border business has been a widely known theoretical phenomenon for many 

decades where researchers have focused on large multinational corporations and their 

engagement in business activities with other cultures. India and the region of Bangalore 

has for a period of time been an attractive place for large firms’ to invest in, 

emphasizing the importance of the Indian IT boom and the large knowledge capital 

existing there. Theoretical attention has not been given to how Swedish SMEs perceive 

cultural differences and use strategic tools on the vastly growing Indian market, which 

they intend to expand their products to. A theoretical research gap is here prominent, 

that relates to how Swedish SMEs can use strategies for their products in order to avoid 

cultural clashes, when conducting business in India.  

 

This study can be divided in both theoretical and practical contribution to previous 

research. For manager and entrepreneurs in Swedish SMEs, this study can play as tool 

of how to approach the Indian culture in a way that might save time and money due the 

immense differences existing on the market. This study can in addition help future 

SMEs to determine whether to standardize or adapt business practices in terms of the 

four Ps, depending on product, industry and goals on the Indian market. If not familiar 

with the current market situation in India, this study can provide a better understanding 

of how to embrace and manage the ongoing changes by implementing strategies for 

SMEs in India as an emerging market. As for the theoretical contribution, researchers 

can view this study as an interesting topic in relation to Swedish SMEs’ ability to stand 

out from competition by using certain strategies and cultural approaches to new markets. 

Furthermore, theoretical contribution has been made within this study that also 

constitutes of how Swedish SMEs behave and act on emerging markets with a changing 

nature. Swedish firms are often used to markets with stable nature. Finally, this paper 

contributes to what cultural differences Swedish SMEs perceive on the Indian market 

and how they manage these differences when lacking of resources and sometimes 

knowledge. 
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6.3 Recommendations for Further Research 

As mentioned above, this study has been focusing on what cultural differences Swedish 

SMEs perceive on the Indian market, and what standardization and adaptation strategies 

they use for managing these differences. We have primarily focused on Hofstede’s 

dimensions of culture and the four Ps of marketing strategies that are connected with 

standardization and adaptation theories. We recommend for further research that other 

cultural theories can be used for analyzing differences between Swedish and Indian 

culture. Although the literature review has stated that India is a culturally diverse nation 

with many sub cultures, this study has foremost generalized India as one culture. 

Therefore, it would be interesting to investigate how firms perceive different sub 

cultures in India and how it affects foreign firms. We have highlighted these concepts 

from a B2B perspective; however the B2C environment is important to further analyze. 

It is explained by some of our respondents that tax-free zones for foreign firms exist in 

some parts in India, which gain only some regions in the country. Therefore, we argue 

that this could be a potential topic for future case studies. 

6.4 Limitations 

This study has generalized the Indian culture from a Swedish B2B perspective. 

However, the study could have further investigated how Karma affects the Indian 

business culture and society. All respondents are Swedish in this study, which could 

impact the transcript of the interviews, where certain answers could be regarded as less 

accurate. Moreover, the respondents’ firms are active in similar industries that are 

characterized as technically driven, focusing on industrial products. This could be a 

shortcoming when not interviewing SMEs from different industries and their perception 

of Indian culture. The firms’ turnovers did not fully conform to EU’s definition of 

SMEs in terms of turnover, which impacts firm’s financial ability. We could also have 

extended the research by including more than three companies in this study, but since 

time and space were limited, this was not seen as an option. We could have conducted 

interviews with more personnel from each firm in order to obtain a better understanding 

of Indian culture perception and how firms avoid clashes. Furthermore, all three 

respondents were using agents and distributors in India, and it could have been relevant 

to interview a company with a sales subsidiary in the country, which probably is closer 

to the business culture and society in general.   



In India, it’s Their Way or the Highway  Klint & Rigsjö (2015) 

 

 

 59 

References 

Articles: 
 

Arnold J, D and Quelch A, J (1998). New strategies in Emerging markets. Sloan 

management review. pp.7-19. 
 

Banerjee, S. (2008). Dimensions of Indian culture, core cultural values and marketing 

implications. Cross Cultural Management, 15(4), pp.367-378. 
 

Barney, J. (1991). Firm Resources and Sustained Competitive Advantage. Journal of 

Management, 17(1), pp.99-120. 
 

Booms, B. & Bitner, M. J. (1981). Marketing Strategies and Organizational Structures 

for Service Firms. Marketing of Services, Chicago: American Marketing Association, 

47-51. 

Bond, M. (2002). Reclaiming the individual from Hofstede's ecological analysis--A 20-

year odyssey: Comment on Oyserman et al. (2002). Psychological Bulletin, 128(1), 

pp.73-77. 
 

Brouthers, K. and Nakos, G. (2004). SME Entry Mode Choice and Performance: A 

Transaction Cost Perspective. Entrepreneurship Theory and Practice, 28(3), pp.229-

247. 
 

Brouthers, L., Nakos, G., Hadjimarcou, J. and Brouthers, K. (2009). Key Factors for 

Successful Export Performance for Small Firms. Journal of International Marketing, 

17(3), pp.21-38. 
 

Cavusgil, S., Zou, S. and Naidu, G. (1993). Product and Promotion Adaptation in 

Export Ventures: An Empirical Investigation. J Int Bus Stud, 24(3), pp.479-506. 
 

Chandra, A., Griffith, D. and Ryans Jr, J. (2002). Advertising standardisation in India: 

US multinational experience. International Journal of advertising, 21(1), pp.47-66. 
 

Datta, D. (2009). Development Of A Scale To Measure The Influence Of Cultural 

Dimensions On Purchase Heuristics. Globsyn Management Journal, 3(2), pp.7-24. 

 

Dubois, A. and Gadde, L. (2002). Systematic combining: an abductive approach to case 

research. Journal of Business Research, 55(7), pp.553-560. 
 

Frey‐ Ridgway, S. (1997). The cultural dimension of international business. Collection 

Building, 16(1), pp.12-23. 
 

Glaeser, E., La Porta, R., Lopez de Silanes, F. and Shleifer, A. (2004). Do Institutions 

Cause Growth?. SSRN Journal. 
 

Gnizy, I., E. Baker, W. and Grinstein, A. (2014). Proactive learning culture A dynamic 

capability and key success factors for SMEs entering foreign markets . International 

Marketing Review, 31(5), pp.477-505. 
 



In India, it’s Their Way or the Highway  Klint & Rigsjö (2015) 

 

 

 60 

Hannan, M.T. and Freeman, J. (1977), Population ecology of organizations, American 

Journal of Sociology, Vol. 82 No. 5, pp. 929-964. 

 

Johanson, J. and Vahlne, J. (1977). The Internationalization Process of the Firm—A 

Model of Knowledge Development and Increasing Foreign Market Commitments. J Int 

Bus Stud, 8(1), pp.23-32. 

 

Kumar, R. and Worm, V. (2004). Institutional dynamics and the negotiation process: 

Comparing India and China. International Journal of Conflict Management, 15(3), 

pp.304-334. 
 

Lees, A. and Khatri, S. (2010). Made in India: Are you ready for outsourced contract 

manufacturing?. J Commer Biotechnol, 16(3), pp.258-265. 

 

Levitt, T. (1983). The Globalization of markets. Harvard Business Review, 61(3), 

pp.92-102. 
 

Lloyd, B. (1996). The outlook for globalization. Leadership & Org Development J, 

17(5), pp.18-23. 
 

Lord, M. and Ranft, A. (2000). Organizational Learning About New International 

Markets: Exploring the Internal Transfer of Local Market Knowledge. J Int Bus Stud, 

31(4), pp.573-589. 
 

Meyer, J. W. (2008). Reflections on institutional theories of organizations. The Sage 

handbook of organizational institutionalism, 790-811. 

 

Nordman, E. and Tolstoy, D. (2014). Does relationship psychic distance matter for the 

learning processes of internationalizing SMEs?. International Business Review, 23(1), 

pp.30-37. 
 

R. Todd, P., G. Javalgi, R. and Grossman, D. (2014). Understanding the characteristics 

of the growth of SMEs in B-to-B markets in emerging economies: an organizational 

ecology approach. Journal of Business & Indutrial Marketing, 29(4), pp.295-303. 
 

Rathinasamy, R., Mantripragada, K., Krishnan, R. and Shivaswamy, M. (2003). An 

insider's guide to doing business in India. J. Corp. Acct. Fin., 14(6), pp.17-33. 

 

Ropega, J. (2011). The Reasons and Symptoms of Failure in SME. International 

Advances in Economic Research, 17(4), pp.476-483. 
 

Samiee, S. and Roth, K. (1992). The Influence of Global Marketing Standardization on 

Performance. Journal of Marketing, 56(2), p.1. 
 

Sharma, R. (2013). The Rise of the Rest of India. Foreign Affairs, 92(5), pp.75-85. 

 

Singh, N., Zhao, H. and Hu, X. (2005). Analyzing the cultural content of web sites. 

International Marketing Review, 22(2), pp.129-146. 

 



In India, it’s Their Way or the Highway  Klint & Rigsjö (2015) 

 

 

 61 

Singh, S K., Srinivasan, V., Sista, S. and Parashar, M, (2008). Cross Cultural 

Conceptualisations: A case for multiple national cultures in India. Indian Institute of 

Management Bangalore Management Review, 20(3), pp. 249-262 

 

Smith, P. (2006). When elephants fight, the grass gets trampled: the GLOBE and 

Hofstede projects. Journal of International Business Studies, 37(6), pp.915-921. 
 

Tai, S. and Wong, Y. (1998). Advertising Decision Making in Asia: "Glocal" versus 

"Regcal" Approach. Journal of managerial issues, 10(3), p.318. 
 

Teece, D., Pisano, G. and Shuen, A. (1997). Dynamic capabilities and strategic 

management. Strat. Mgmt. J., 18(7), pp.509-533. 
 

Van Agtmael. A. W. (2007) The emerging markets century: How a new breed of world 

class companies is overtaking the world. London: Simon & Schuster  
 

Wilden, R., Gudergan, S., Nielsen, B. and Lings, I. (2013). Dynamic Capabilities and 

Performance: Strategy, Structure and Environment. Long Range Planning, 46(1-2), 

pp.72-96. 
 

Wilkinson, B. (1996). Culture, Institutions and Business in East Asia. Organization 

Studies, 17(3), pp.421-447. 
 

 

Books: 
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Appendices 

Appendix A: Interview Guide 

Semi-structured interview design 

Triangulation method – taking notes and comparing them 

Interview should contribute to a deeper understanding 

 

Initial questions 

 Would you like to tell us about yourself? 
 Tell us a little about your company? 
 Tell us about your business in India 
 What does the structure of the company look like? 

 

Doing Business In Emerging Markets – India 

 What is it like to do business in vastly changing markets in general, and 
India in particular? 

 How much risks and uncertainties are you facing in India? 
 Is there a difference in doing business in India, in comparison to another 

emerging market? 
 What strategies, internally and externally were you applying in India? 

 

Standardization Vs. Adaptation 

 Was segmentation something important for you in India? 
 Did/do you have to restructure the organisation in any way in order to 

meet local demand? 
 How much of your marketing (business activities) did/do you standardise, 

such as products, service, labelling and packaging or after sales-service? 
 By viewing in the mirror, what strategy do/did you think is best suited for 

India to avoid cultural clashes? 
 

Cultural elements 

 How do/did you view the Indian business culture? 
 To what extent do you think Swedish contra Indian business culture differs? 
 How did/do you approach the culture? In terms of hierarchy, Uncertainty 

avoidance, power distance, relationships contracts etc.? 
 What do/did you think was the reason you flourish/failed in relation to the 

business culture in India? 
 Did/do you conduct much of the business in-house or hired 

agents/distributors to avoid cultural clashes? 
 Did/do you notice any cultural diversity within India? 


