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[bookmark: _Toc227914834]Section: - 1 Report on the International Marketing Mix of a brand in two different countries
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Source: - IKEA-Emblem.png (3840×2160)

[bookmark: _Toc227840951][bookmark: _Toc227914835]Introduction (IKEA–Sweden)

Founded in Sweden, IKEA is a well-known multinational furniture and home accessory firm with operations all over the world. IKEA was established in 1943 and is well-known for its affordable, practical, and minimalist Scandinavian designs, which have had a big impact on the global furniture retail market. This study examines IKEA’s corporate climate, marketing tactics, cultural influences, and ethical considerations on its native Sweden. The study will look at important frameworks like segmentation, targeting and positioning (STP), Hofstede’s cultural dimensions, PESTAL analysis, and the marketing mix (7Ps). It will also analyze ethical concerns related to IKEA’s marketing tactics and appraise the company’s growth strategies using pertinent models. The objective is to critically examine how IKEA maintains its strong brand identity and competitive advantages while operating in Sweden’s macro and local contexts. Lastly, suggestions for improving IKEA’s next marketing plans and maintaining its expansion in the Swedish will be given. 
[bookmark: _Toc227914836]
Background Information about IKEA (An Overview)

At the age of seventeen, Ingvar Kamprad started IKEA in Sweden in 1943. At first, the business marketed little domestic items like picture frames, wallets, and pens. The founder’s initials (Ingvar Kamprad), the farm where he was raised (Elmtaryd), and his village (Agunnaryd) are the sources of the term IKEA. IKEA developed in to a ground-breaking idea for cutting expenses and enhancing logistical effectiveness. The company’s business strategy is centered on offering well-made, useful home furnishings at reasonable costs so that a variety of customers can purchase them. IKEA’s commitment to affordability, sustainability, and design is reflected in their goal statement, “to create a better everyday life for the many people.” Offering a large selection of well-made, useful home furnishings at costs so low that as many people as possible may afford them is consistent with its objective. In 1943, the company began operating in its home market of Sweden. Over time, it grew throughout Europe and beyond, eventually emerging as one of the world’s biggest furniture merchants. (IKEA,2024)
[bookmark: _Toc227840952][bookmark: _Toc227914837]
IKEA’s Mission Statement: To create a better everyday life for the many people.

IKEA is well-established in Sweden and has a significant cultural and economic impact. Swedish ideals of equality, sustainability, and simplicity are reflected in the brand. Additionally, IKEA uses its Swedish operations as a model for its global strategy. The business has made investment in circular economy, renewable energy, and sustainable sourcing projects over the years. Sweden continues to be a vital market for testing novel ideas, inventions, and ecologically procedures prior to their widespread adoption. IKEA’s business strategy combines differentiation and cost leadership to provide fashionable goods at reasonable costs while upholding a strong brand identity. Efficiency and consistency are further supported by its worldwide supply chain and uniform retail layouts. IKEA is one of the top furniture merchants in the world today, operating in more than 50 countries. Innovations, powerful branding, and flexibility in response to shifting customer demands are credited with its success. 

A. [bookmark: _Toc227914838][bookmark: _Toc227840953]PESTLE Analysis of IKEA in Sweden (Macro Environmental Analysis) Study 
[bookmark: _Toc227840954][bookmark: _Toc227914839]
* Definition of Macro Environmental 

The larger external elements that affect a business’s operations but are beyond of its direct control are referred to as the macro environment. Political, Economic, Social, Technological, Environmental, and Legal (PESTEL) aspects are among those that influence strategic decision-making. IKEA operates in a highly 
developed, sustainable, and innovation-driven economy in Sweden, therefore comprehending the macroenvironmental is crucial.


PESTEL Diagram (IKEA–Sweden)


[image: ]

Source: - Google 

1. [bookmark: _Toc227840955][bookmark: _Toc227914840]Political Factors:(A) Sweden 

Favorable Aspects:  Sweden has transparent institutions, robust democratic governance, and political stability. IKEA’s long-term strategy is closely aligned with government policies that promote sustainability, innovation, and free trade. IKEA gains access to a larger market and lower trade barriers thanks to Sweden’s membership in the European Union.

For instance (Example), IKEA gains from EU trade accords that make it easier to source raw materials and export goods throughout Europe.

Unfavorable Aspects: Strict labor regulations and high business taxes can raise operating expenses. Workforce management flexibility by laws pertaining to unionization and employee welfare.

(B) Norway

Favorable Aspects: Norway has excellent administration, minimal degrees of corruption, and political stability. Norway is a member of the European Economic Area (EEA) despite not being a member of the EU, which gives IKEA easier access to European markets. IKEA’s eco-friendly initiatives are in line with government support for sustainability.

For Instance (Example), IKEA’s investment in sustainable retail operations is supported by Norway’s legislation that promoter new able energy.

Unfavorable Aspects: Norway may have more stringent regulations, particularly when it comes to imports and environmental compliance. Furthermore, compared to Sweden, being outside the EU may result in some modest commercial challenges.

2. [bookmark: _Toc227840956][bookmark: _Toc227914841]Economic Factors: (A) Sweden 

Favorable Aspects: Sweden’s economy is robust, high- income, growing steadily, and has substantial purchasing power. Customers support IKEA’s product line by being willing to spend money on high-quality furnishings and home renovation.

For Instance (Example), IKEA’s domestic sales are boosted by Swedish 
consumers’ frequent investments in contemporary interior design.

Unfavorable Aspect: Production and retail prices may rise due to inflation and high labor expenses. IKEA’s cost-leadership strategy might be put to the test.

(B) Norway 

Favorable Aspects: Norway has an extremely high GDP per capita, making it one of the richest nations in the world. Customers can afford IKEA products, even at somewhat higher pricing, because they have great purchasing power.

For Instance (Example), because of their high level of living, Norwegian households spend a lot of money on furniture.

Unfavorable Aspects: Wages, rent, and logistics are just a few of the very expensive operating expenses in Norway. In comparison to Sweden, this could lower IKEA’s profit margins. Pricing tactics may also be impacted by changes in currency (Norwegian Krone).

3. [bookmark: _Toc227840957][bookmark: _Toc227914842]Social Factors: (A) Sweden

Favorable Aspects: The fundamental components of IKEA’s brand identity – minimalism, functionality, and sustainability – are highly valued in Swedish society. Additionally, there is strong DIY (do-it-yourself) culture, which is ideal for IKEA’s flat-pack furniture concept.

For instance (Example), Swedish customers prefer to assemble their own furniture, which lowers IKEA’s service expenses.

Unfavorable Aspects: Convenience-based services (such furniture assembly) may become more popular as the population ages, which could raise operating expenses.

(B) Norway 

Favorable Aspects: Scandinavian principles, such as sustainability, simplicity, and high living standards, are shared by Norwegian customers. Modern interior design is also highly valued.

As an illustration, Ikea adjusts by providing more services and better product lines in Norway.

Unfavorable Aspects: IKEA’s low-cost positioning may be challenged by Norwegian consumers’ preference for high-end brands over less expensive ones.
[bookmark: _Toc227840958]
* Cultural Factors of Sweden and Norway 

Sweden: 
Cultural Aspects: Sweden has a strong focus on environmental stewardship, egalitarianism, and modesty. IKEA’s market position is strengthened by consumers’ preference for useful and reasonably priced products.

Norway
Cultural Aspects: Compared to Sweden, Norway has a marginally stronger desire for premium quality. Customers might anticipate better service and durability.


* Analysis of Hofstede Cultural Dimensions: Sweden (A) against Norway (B)

A crucial framework for examining how cultural value affect values affect consumer behavior and corporate actions internationally is Hofstede’s Cultural Dimension model. Understanding these cultural differences is crucial for a multinational corporation like IKEA to successfully modify marketing techniques in both Sweden, the company’s home country, and Norway, the Host country.


[image: ]

Source: Country comparison tool

A. Distance of Power: Sweden and Norway both have relatively low power distance scores, which indicate that their societies are very equitable. 

Favorable Aspects: This upholds IKEA’s democratic design philosophy and flat organizational structure, which lace a premium on accessibility and affordability.

For instance (Example), IKEA encourages all economic group to have equitable 
access to fashionable furniture.

Unfavorable Aspects: The requirement for consensus may cause decision-making procedures to go more slowly.

B. Individualism: Each nation is quite individualistic. 

Favorable Aspects: Customers want goods that express individuality, which is consistent with IKEA’s adaptable and useful furniture.

IKEA, for instance (Example), lets clients create their own living areas.

Unfavorable Aspects: Excessive demands for personalization could lead to rise in product complexity and diversity.

C. The Difference between Masculinity & Femininity: Among the most feminine societies are Sweden and Norway, which place a high importance on sustainability, cooperation, and quality of life 

Favorable Aspects: IKEA’s emphasis on family-friends’ items, affordability and sustainability are in line with these ideals.

For instance (Example), Family-oriented advertising campaigns and eco-friendly furnishings are popular.

Unfavorable Aspects: Aggressive market expansion efforts may be constrained by a reduced emphasis on competition.

D. Avoiding Uncertainty: Due to their low levels of uncertainty avoidance, both nations are receptive to innovation and changes.

Favorable Aspects: Customers are open to embracing novel ideas like self-assembly and flat-pack furniture.

For instance, the DIY style offered by IKEA is well-liked.

Unfavorable Aspects: Consumers might be willing to explore new rivals.

E. Long-Term Focus: The long-term perspective is moderate to strong in both countries.

Favorable Aspects: Customers embrace IKEA’s environmentally friendly policy because they value durability and sustainability.

Unfavorable Aspects: Consumers might want more durability, which would put ore strain on product quality.

F. Restraint VS Indulgence: Both nations have luxurious societies. 

Favorable Aspects: Customers are prepared to spend money on lifestyle and home improvement items.

Unfavorable Aspects: IKEA’s low-cost business model may be challenged by high standards for quality and experience.

* The Hofstede Model’s Benefits (Advantages)

Offers a methodical framework for comparing cultures is different nations.

Aids IKEA in creating marketing plans that are suitable for many cultures.

Supports choices about positioning and segmentation.

Improves knowledge of consumer preferences and behavior.

* The Hofstede Model’s drawbacks (Disadvantages).

Oversimplifies cultures by extrapolating national traits. Disregards unique variations within nations.

Based on historical data that could not accurately represent current patterns.

Fails to adequately reflect the dynamic cultural shifted occurring in international marketplaces.

4. [bookmark: _Toc227840959][bookmark: _Toc227914843]Technological Factors: (A) Sweden 

Favorable Aspects: With broad internet use and digital innovation, Sweden is a technologically advanced country. IKEA makes use of digital planning tools, augmented reality (AR), and e-commerce.

For instance (Example), IKEA’s mobile app uses augmented reality to let users see furniture in their homes.

Unfavorable Aspects: High standards for digital experiences necessitate ongoing investments in innovation and technology.

(B) Norway 

Favorable Aspects: Norway has a high level of internet penetration and digital adoption. Online shopping platform adoption platform are used by consumers, which helps IKEA’s omnichannel approach.

For instance (Example), Norway has seen a notable increase in online furniture purchase, particularly since COVID – 19.

Unfavorable Aspects: Despite technology developments, Norway’s geographical challenges (mountains, rural places) can hinder effective distribution systems.

5. [bookmark: _Toc227840960][bookmark: _Toc227914844]Legal Factors: (A) Sweden

Favorable Aspects: Businesses and intellectual property are protected by well-establishment legal systems in Sweden. A stable workforce is facilitated by labor regulations, which protect employee rights.

For instance (Example), robust contract enforcement and legal transparency are advantageous to IEKA.

Unfavorable Aspects: Right labor laws and employment rules can lower flexibility and raise operating costs.

(B) Norway

Favorable Aspects: Norway has a very open and business-friendly legal system. Laws protecting consumers increase confidence in companies like IKEA.

For instance (Example), IKEA’s image is enhanced by clear return policies and consumer rights.

Unfavorable Aspects: Compared to Sweden, labor, tax, and import regulations can be more expensive and restrictive.

6. [bookmark: _Toc227840961][bookmark: _Toc227914845]Environmental Factors: (A) Sweden

Favorable Aspects: In terms of environmental preservation and sustainability, Sweden is a global leader. IKEA’s dedication to sustainable sourcing, recycling, and renewable energy is in line with national ideals.

For instance (Example), IKEA invests is renewable energy projects in Sweden and employs sustainable materials like FSC – certified wood.

Unfavorable Aspects: Strict environmental laws restrict some production methods and raise the cost of compliance.

(B) Norway

Favorable Aspects: Norway has policies that support green activities and a high level of environmental awareness. Eco – friendly products are preferred by customers, which helps IKEA’s sustainability positioning.

For instance (Example), in Norway, IKEA advertises energy – saving goods like LED lighting.

Unfavorable Aspects: Packaging, transportation, and waste disposal expenses may rise as a result of strict environmental restrictions

7. [bookmark: _Toc227840962][bookmark: _Toc227914846]Comparison: Similarities and Differences of Sweden and Norway (PESTEL)

Similarities:
Norway and Sweden both have robust government and stable political systems>

Economics with high incomes and substantial purchasing power.

Common Scandinavian cultural that prioritizes simplicity and sustainability.

IKEA’s e-commerce expansion is supported by high digital adoption.

Strict environmental laws that complement IKEA’s sustainability plan.

Differences: 

There are minor commercial differences because Norway is governed by the EEA and Sweden is a member of the EU.

Pricing tactics are impacted by Norway’s higher operating costs.

Swedish customers are more frugal, but Norwegian consumers have a little preference for high-end goods.

Norway is a more development host market, while Sweden is IEKEA’s innovation hub.
B. [bookmark: _Toc227840963][bookmark: _Toc227914847][bookmark: _Toc227840964]STP (Segmentation, Targeting, Positioning) + Perceptual Map + IKEA Consumer Market Analysis: Sweden (A) vs. Norway (B)

In order to analyze how IKEA successfully serves various consumer groups in international markets, the STP framework (Segmentation, Targeting, and Positioning) is crucial. IKEA uses a combination of standardized and modified tactics in Sweden, its home country, and Norway, its host country, to satisfy different customer demands while upholding a unified worldwide brand identity. After a thorough examination of segmentation, targeting, positioning, perceptual mapping, and global consumer behavior, this part discusses the parallels and discrepancies between the two markets.

1. Market Segmentation (analysis of consumer markets)

To find and cater to its target market, IKEA employs psychographic, regional, and demographic segmentation.

1.1 Demographic Segmentation 

(A) Sweden

Age Range: 18-45 (young families, young professional, and students)
Gender: Male & Female
Income: Groups with low to moderate incomes.
Education & Profession: Middle-class workers, student, and entry-level professionals

For instance (Example), Swedish student favor reasonably priced furnishing for compact apartments.

(B) Norway

Age range: 25-55(more seasoned customers)
Income: Groups with middle-to-high income
Professionals and households with two incomes

For instance (Example), Norwegian households spend money on larger, better-quality furniture sets.


1.2 Geographic Segmentation

(A) Sweden

Pay attention to cities like Stockholm. Easy access to big IKEA stores 

(B) Norway

Pay attention to places like Oslo and Bergen. Adaption as a result to 
Topographical difficulties and a dispersed population.

1.3 Psychographic Segmentation

(A) Sweden

Lifestyle: Practical, eco-friendly, and minimalist.
Middle-class social class, Activities, Interests, and Opinions (AIO): DIY culture, sustainability

Segments of VALS:
Experienced (youth, trend-oriented) 
Achievers (pragmatic and motivation by values)

(B) Norway

Lifestyle: high-end, comfortable 
Class: Upper-middle class
AIO: Convenience, Sustainability, and high-quality living.

Segments of VALS:
Achievers (quality-focuses, success-driven)  
Believers (faithful to reputable brands)

1.4 Segmenting Behavior

Families and homeowners are heavy users.
Due to national identity, brand loyalty is strong in Sweden.
Non-users: Norwegian consumers in the premium market who favor luxury brands

2. Strategies for Targeting

IKEA uses a variety of targeting strategies, Including:

Differentiated Marketing:

Sweden: Pay attention to practicality and affordability
Norway: Prioritize convenience and quality
Undifferentiated Marketing: Provides standardized goods to a large market in both nations.

3. Strategies for Positioning

The way IKEA is viewed in each market is determined by its positioning.

3.1 Brand Image 

(A) Sweden

A strong sense of national identity.
Practical, sustainable, and reasonably priced.

(B) Norway

Global brand that is perceived as offering good value.
Slightly more expensive because of the cost.

3.2 Positioning Approaches

Benefit Positioning
Prioritize functionality, cost, and sustainability.

Positioning of the User
Focuses on actual users, including young professionals, families, and students.

Positioning in Comparison
Competes with low-cost (better design) and premium (lower price) brands.

4. Product positioning Approaches

Features of the product: trendy design, flat pack
Use/application: Multipurpose furniture, small apartments
Price-quality relationship: reasonably priced but long-lasting
Users of the product: Students and families
Product category: Furniture for homes
Cultural icons: Swedish ancestry.

5. Perceptual Map

[image: ] 

Source: - Google

Explanation
IKEA is positioned between cheap cost and moderate-to-high quality on the perceptual map. IKEA is closely linked to affordability is Sweden, however due to consumer expectations and price disparities, perceptions of the company’s quality slightly change in Norway.

6. Similarities & Differences (Comparison)

6.1 Similarities
Middle-class customers are the focus of both marketplaces.
A strong emphasis on functionality and sustainability.
Utilizing standardized product designs.
Young families and metropolitan customers are among the target categories.
Uniform worldwide brand positioning.


6.2 Differences
Sweden prioritizes budget-conscious customers.
Norway caters to affluent and quality-conscious clientele.
Customers in Norway anticipate better service (assembly, delivery).
Because of its national character, Sweden enjoys greater brand loyalty.
Norway perceives IKEA as somewhat pricey.


· [bookmark: _Toc227914848][bookmark: _Toc227840965]Marketing Mix 7(Ps) Analysis of IKEA:
Sweden(A) vs Norway(B)
[image: 7Ps Marketing Mix - Bloomsbury Business]


Source: R.c900e9cb3e375c0db558eed5bf6a0cad (800×793)
One important framework for analyzing a business’s strategic approaches to providing value to customers is the marketing mix (7Ps). IKEA carefully modifies the 7Ps (Product, Price, Place, Promotion, People, Process, and Physical Evidence) to fit both Sweden and Norway while preserving a unified worldwide character.

1. Product
[bookmark: _Toc227913566][bookmark: _Toc227914668][bookmark: _Toc227914849][image: ]
[bookmark: _Toc227913567][bookmark: _Toc227914669][bookmark: _Toc227914850]Source: Collection - IKEA

          (A) Sweden
IKEA provides a large selection of reasonably priced, practical, and 
minimalist furniture that adheres to Swedish ideals. Product prioritize flat-
pack convenience and sustainability.

Given that IKEA offers a Product Width of home furnishings, this indicates a high product breadth.

Living room furniture 

Bedroom furniture 

Kitchen solution

Home accessories

Décor and lighting 

IKEA offers a Product Depth of products in every category, For Example:

Sofas come in a variety of sizes, hues, and materials.

Storage options at various price points and designs.

Customizable modular furniture.

In Sweden, product is made for smaller living areas and urban lifestyle, with an emphasis on cost, simplicity, and functionality.

(B) Norway
[image: ]

Source: Ny lavere pris - IKEA

The product line is comparable but has been somewhat modified to satisfy increased demands for quality living areas, larger homeB solutions are also increasingly prevalent.

IKEA offers the same key categories of furniture and home goods in Norway, maintaining a comparable Product Width.

To accommodate regional taste, the Product Depth is somewhat modified:
Increased focus on durable and high-quality materials greater home provides 
more alternatives for greater furniture sizes.

Enhanced accessibility to high-end and personalized solutions.

For Example, Bigger dining tables and couches more robust outdoor furnishings improved storage options for larger residence. 


2. Price

(A) Sweden

[image: ]
Source: Our lowest price - see all products at the lowest price - IKEA

IKEA targets consumers on a tight budget by using a low-cost pricing approach. Because there are fewer operating expenses, prices are comparatively lower.

* Pricing Strategy:

In General, price is more affordable and competitive.

Benefits form: Efficiency of local production and logistics reduced expenses for transportations robust domestic supply network.

Efficient pricing systems are supported by Sweden’s highly developed retails and e-commerce industries.

For Example, IKEA products are frequently less expensive in Sweden that in other nations because of lower import and operating expenses.

(B) Norway
[image: ]
Source: The Lost Ark - IKEA

Increased labor, logistics, and operational costs have resulted in higher prices. Norwegian consumers, however, have more purchasing power.

* IKEA uses the Direct Distribution Channels and the Limited Use of Indirect   Distribution Channels

Key Direct Channels

IKEA primarily employs a direct channel strategy, which entails selling directly to consumers without the need for middlemen.  

Key Areas

IKEA maintains cost control and brand consistency by managing its own stores worldwide and selling directly to customers.

* Channels of Indirect Distribution (Limited Use)

IKEA mostly uses direct distribution, however there are some indirect components as well, Like:

Providers of third-party logistics (distribution services) Manufactures and suppliers in international marketplaces, Franchise system (IKEA-style stores)

To deliver goods across markets effectively, IKEA collaborates with international suppliers and distribution centers.

2. [bookmark: _Toc227913568][bookmark: _Toc227914670][bookmark: _Toc227914851]Place

[image: The Very First IKEA Store - Iconic Historical Photos]
Source: first-ikea-store.jpg (1254×885) (Every First Store – Sweden)

(A) Sweden

IKEA stores are conveniently positioned in large cities. Robust integration of online and physical retail channels.

(B) Norway
[image: ]
Source: maxresdefault.jpg (1280×720)

Because of topography (mountains, rural locations), distribution is more complicated increased use of online purchasing and delivery services.

4. Promotion

Definition of Promotion: 

The activities that communicate the merits of the product and persuade target customers to buy it.”

Promotion is an essential element of the marketing mix that focuses on informing, persuading, and reminding customers about a company’s products or services.
 
(A) Sweden

The Swedish way of life, affordability, and sustainability are the main points of promotion. Advertising is straightforward and focused on values.

(B) Norway

In addition to pricing, promotion highlights convenience, lifestyle, and quality.

* Types of Promotion:

A. Adverting: Paid, Impersonal contact via print, web, and television media
For example, social media campaigns, catalogs, and digital advertisement’s that promote reasonably priced furniture and sustainability.

B. Sales Promotion:
Short-term rewards intended to promote quick purchases.

For example, Discounts, seasonal promotions, and exclusive offers on furniture sets.

C. Personal Selling:

Customers and salesperson interact directly to influence purchasing decision.
For example, Employees in the store help consumers choose products and plan their homes.

D. Public Relations (PR)

Enhancing a company’s reputation through public interaction and the media.
For Example, Press releases, CSR programs, and sustainability campaigns.

E. Direct Marketing:

Direct contact with client via internet, mobile, or email platforms.
For example, Personalized offers, mobile app notifications, and email newsletters.

5. People

(A) Sweden
[image: IKEA Stockport opens today - IKEA UK]
Source: 2b48e24f10b224974f4de0146c8e1ebb.jpg (1100×733)
The Swedish principles of equality, cooperation, and customer service are reflected in the workforce. 

IKEA’s headquarters, product development, and retail operations are all supported by a sizeable workforce in Sweden, the company’s native country.
An estimated 14,000 – 16,000 people work there.

Among the roles are:

Employees at stores.

Product developers and designers.

Team from corporations and management.


(B) Norway
[image: ]
Source: OIP.opb7qp7Qvg-sjMQ_gV5c0AHaE8 (474×316)

Workers receive training to meet increased customer satisfaction and service standards.
IKEA employs less people at its multiple locations in Norway.

An estimated 3,000 – 4,000 people work there.

Among the roles are:

Teams that provide customer’s service.

Personnel involved in logistics and delivery.

6. Process

(A) Sweden

Flat-pack furniture and user participation in assembly make this self-service approach efficient.

Process (Customer Completion Process Only)

Customers visit the IKEA website or app pr walk into the store.

A customer peruses an online or showroom catalog.

Furniture is chosen by the customers (Self-service concept).

The customer examines the warehouse area for product availability.

Flat-pack items are collected by the customer.

Customers can choose to use online help or return items if necessary.

(B) Norway

Similar procedures, however because of consumer choices, additional services like delivery and assembly alternatives are offered.

Process (Customer Completion Process Only)

A customer visits an online platform or store.

A customer peruses a digital catalog or showroom.

Payment is completed by the customer.

Delivery is arranged by IKEA (more popular in Norway).

Customers might choose to use the optional assembling service.

After-sale assistance for customers via customer care or a returns system.

7. Physical Evidence

(A) Sweden

Swedish culture is reflected in the stores’ ecological materials, showrooms, and simple design.


[image: ]

Source: - Company’s Website (Prisvärda möbler & heminredning – allt för ditt hem - IKEA )


(B) Norway

Because of cost and customer expectations, stores may appear more upscale while maintaining the same design.


[image: ]

Source: - Company’s Website (Kreative innredningsideer og rimelige møbler - IKEA)
[bookmark: _Toc227840966][bookmark: _Toc227914671][bookmark: _Toc227914852]
* Similarities & Differentiation of Marketing Mix 7Ps

Similarities:
Standardized designs for product. 
Value-for-money positioning is similar.
Omnichannel approach.
Uniform worldwide branding.
A culture of customer-focused service.
Standardized operating model.
Worldwide uniformity in store design.

Differentiation:
Norway has slightly standards for durability and quality.
Norway’s prices are higher than Sweden’s.

Norway faces more logistical difficulties.
Sweden emphasizes characteristics of a luxurious lifestyle more
Norway has higher standards for service.
Norway has greater service assistance.
[bookmark: _Toc227840967]Norway is perceived as slightly more premium.

C. [bookmark: _Toc227914853]Directional Development Strategy (Growth Strategy)

A company’s plans strategy for growth and expansion its business activities are referred to as its directional development strategy. Igor Ansoff created the Ansoff Matrix, one of the most popular models for analyzing growth initiatives. For strategies are included in the matrix: Diversification, product development, market penetration, and market development.

* Ansoff Matrix Application to IKEA (Sweden) (IKEA,2024)
  
[image: ]
Sources: Google Ikea marketing management presentation | PPTX

1. Market Penetration (Existing Products – Existing Market)
By boosting sales of its current products, IKEA continues to solidify its position in Sweden. This Comprises:
Providing discounts and promotions improving the in-store experience for customers. Increasing the number of online stores.

For Example, IKEA often modifies shop design and runs seasonal sales to draw in repeat business.

2. Product Development (New product for Existing Market)

IKEA releases new items to adapt to shifting consumer tastes, with a special emphasis on smart home solutions and sustainability.

For Example, the creation of intelligent lighting systems and environmentally friendly furniture.

3. Market Development (New Markets for Current products)

Sweden serves as a trial ground for products prior to worldwide expansion, even if this method is more application internationally.

4. Diversification (New Products, New Markets)

IKEA has expanded into services including installation, home design, and circular economy projects (like recycling furniture).

D. [bookmark: _Toc227840968][bookmark: _Toc227914854]Ethical Issues in IKEA’s Marketing Mix (Sweden)

In contemporary marketing, ethical issues are becoming more and more significant. Although IKEA is widely acknowledged as an ethical brand, there are certain problems with its marketing mix (7Ps).

* Example of Ethical Practice

Sustainability (Product & Process)

IKEA is dedicated to utilizing recyclable and renewable materials. The business encourages circular economy and sustainable consumerism.

For Example, using green energy and FSC-certified timber during production.
Impact: Improves the reputation of the brand increases client trust corresponds with the environmental ideals of Sweden.

* Example of Unethical Practice 

1. Supply chain Issues (Product & Process)

IKEA has already come under fire for obtaining goods from vendors who use subpar labor methods.

For Example, there have been claims of child labor in supply chains in the past.
Impact: Unfavorable brands perception Consumer’s ethical issues.

2. Price Transparency

Despite IKEA’s emphasis on price, some customers believe there are hidden expenses (Such as delivery and assembly services).

For Example, extra fees for services that are not included by the base price.
Impact: Customer discontent perceived lack of openness.

E. [bookmark: _Toc227840969][bookmark: _Toc227914855]Recommendations (New Ideas for STP and Marketing Mix)

IKEA should implement cutting-edge tactics throughout STP and the marketing mix to preserve its competitive edge in Sweden.

* Recommendations for Segmentation, Targeting, Positioning (STP)

1. Expand Demographic Segmentation

Offer more practical and ergonomic furniture to appeal to senior customers (50+) Create goods for those with restricted mobility.

2. Enhance Psychographic Targeting

Pay attention to customers who care about the environment.
Provide individualized solutions for various lifestyle.

3. Strengthen Positioning Strategy

Make IKEA a pioneer in eco-friendly living, not just reasonably priced furniture.
Stress durability and long-term value.

* Recommendations for Marketing Mix (7Ps) 

1. Product: Introduce clever, Multipurpose furniture. 
Extend lines of environmentally friendly products.

2. Price: Clearly stating the complete costs will increase price transparency.
Provide choices for variable pricing, such as subscriptions or furniture rentals.

3. Place: For convenience, increase the number of smaller urban stores.
Enhance systems for last-mile delivery.

4. Promotion: Make use of social media influencers and digital marketing.
Encourage sustainable projects more vigorously.

5. People: Improve customer service instructions put an emphasis on customized client experiences.

6. Process: Make internet ordering and delivery procedures simpler.
Provide additional installation and assembly service.

7. Physical Evidence: Use interactive displays to improve the in-store experience. Display sustainability initiatives in-stores.


* Final Section Conclusion:

According to the report, IKEA in Sweden has effectively adopted customer-focused, innovation, and sustainable growth tactics. The Ansoff Matrix is used to show how IKEA carefully considers diversification while striking a balance between product development and market penetration. Despite the company’s strong ethical policies, especially in sustainability, issues with supply chain management and pricing transparency still exist.

The suggestions highlight the necessity for IKEA to increase customer experience through innovation and service enhancements while fortifying its position as a sustainability leader. IKEA can sustain its competitive edge and guarantee sustained expansion in the Swedish market by modifying its STP and marketing mix tactics.
























[bookmark: _Toc227840970][bookmark: _Toc227914856][bookmark: _Toc227840971]Section 2:  

[bookmark: _Toc227914857]Reflection on Learning.

This part offers a critical evaluation of the knowledge acquired while completing this IKEA international marketing assignment. The six steps of the Gibbs Reflective Cycle-description, feeling, assessment, analysis, conclusion, and action plan-are used to organize the reflection.


  [image: ]
Source: Google  Gibbs Reflective Cycle

1. Description

This Assignment’s goal was to examine IKEA’s global marketing tactics with an emphasis on its activities in Sweden and Norway. Important frameworks including PESTLE analysis, Hofstede’s culture dimension, segmentation, targeting and positioning (STP), and the marketing mix (7Ps) were all included in the research. It also looked at ethical concerns in the company’s marketing strategies and investigated strategic tools like the Ansoff Matrix.

I used scholarly articles, textbooks, and business reports for my study throughout the process. This made it easier for me to comprehend how IKEA maintains a consistent brand identity while adapting its worldwide strategies to local markets. Critical thinking and the capacity to contrast two nations with comparable cultural backgrounds but distinct economic and physical features were also necessary for the task.

2. Feelings

I was hesitant to apply several theoretical frameworks to a real-world business at the strata f the task. At first, ideas like Hofstede’s cultural aspects and PESTLE analysis sounded complicated and challenging to include into a coherent report.

But as I advanced, my confidence in my comprehension of international marketing principal grew. The hypotheses became more application when IKEA was examined because the brand is well-known and has a global presence. Examining how cultural variations between Sweden and Norway affect customer behavior and corporate tactics caught my attention in particular.

I was able to put my theoretical knowledge to use in a real-word setting by the end of the assignment, which gave me a sense of success. My confidence in carrying out scholarly research and organizing an extensive report has increased as a result of this approach.

3. Evaluation

All things considered, the task was a worthwhile educational experience. The chance to apply theoretical frameworks to a real business was one of the main advantages. The gap between theory and practice was lessened as a result.

The capacity to adequately compare two countries as a benefit of my employment. I was able to recognize both parallels and discrepancies between IKEA’s tactics in Norway and Sweden. This showed a greater comprehension of how outside variables like geography, culture, and the economy affect marketing choices.


4. Analysis 

My comprehension of worldwide marketing has been greatly improved by this task. One of the most significant discoveries was how company strategy is shaped by the macroenvironment. I discovered how IKEA’s operations are impacted by political stability, economic conditions, are technical improvements through the PESTLE study.

The significance of culture in marketing was another important lesson learned. I was able to comprehend how cultural values like individuality and uncertainty avoidance affect customer behavior by using Hofstede’s model. For example, Norwegian consumers place a higher priority on quality and ease, whereas Swedish consumers often favor sustainability and simplicity.

My understanding of how businesses identify and target particular client categories has improved thanks to the STP analysis. I discovered that segmentation is based on behavioral and psychographic characteristics in addition to demographics. This made it possible for successfully meet the various needs of its customers in each nation.

The marketing mix (7Ps) offered a thorough understanding of how companies create value to their clients. I came to see that in order to be competitive, prosperous businesses like IKEA need to carefully balance every component of the marketing mix.

Additionally, the significance of corporate responsibility was emphasized by the analysis of ethical dilemmas. Businesses need to think about the effects on society and the environment in addition to profit. This is especially crucial in today’s global economy, where customers are increasingly conscious of ethical practices.\
5. Conclusion
In conclusion, this work has really advanced my understanding of and proficiency with international marketing. I now have a better grasp of how multinational corporations modify their tactics to fit various markets while preserving a unified brand identity.

My analytical and critical thinking abilities have improved as a result of using framework like PESTLE, Hofstede, STP, and the 7Ps. Additionally, my research and academic writing skills have improved.

Even though there were issues, especially with information management and structure learning opportunities. All things considered, the task has equipped me for both real-world commercial scenarios and future academic work.

6. Action Plan
I have determined a number of areas for future growth and improvement based on this thought.

1. Develop your research capabilities
To improve the caliber of my work, I plan to utilize additional scholarly sources in next tasks, such as Google scholar journals.

2. Improve your time management
To promote greater organization and prevent last-minute pressure, I will establish a systematic plan for finishing duties.

3. Foster critical thought
By assessing any viewpoints and offering more profound insights, I hope to transcend, beyond description and concentrate more on critical analysis.

4. Make academic writing stronger 
I will make better use of Harvard referencing and make sure that formatting and citation are consistent.

5. Use what you have learned in Practical situations
I will keep examining actual businesses like IKEA to deepen my grasp of marketing principles.

* Final Reflection
It has been a good learning experience to do this homework. It has boosted both my academic and professional abilities as well as my comprehension of worldwide marketing. Future coursework and professional advancement in business and marketing will benefit from the acquired knowledge. 
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