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The purpose of the essay is to demonstrate detailed understanding of the culture and context in the workplace of an organisation. According Chartered Management Institute. (2015), Agarwal (2018), Mullins (2016) SHRM. (2018) and CIPD. (2019) organisational culture is the way a business carries out its activities, the rules of conduct which impact behaviours and attitudes of individuals and groups. This culture incorporates of shared values and beliefs developed by members and then conveyed and enhanced via different approaches, subsequently forming behaviours, understanding and perceptions of employees. Culture of organisation lays the context for all that a business does.
IKEA corporation is the Swedish world largest furniture retailer which designs and sells ready to assemble furniture, including home products and kitchen appliances along with other useful products at affordable prices. Lewis (2019) and IKEA. (2019) states that throughout its existence, IKEA has focused on producing and offering quality products to customers at low prices. As a result, it has created methods that are cost-effective and innovative over time.
A PESTLE analysis is a framework for analysing the core elements, which are Political, Economic, Sociological, Technological, Environmental and Legal that they are external influences on the organisation (CIPD, 2018, Mullins, 2016 and Gray, 2016). According to Marketing Tutor (2019) and Leadership Centre (2019) these six factors are important as they can affect a brand's profitability and market position.
Furthermore, Cultural Web is a model in which a coherent set of six elements clarifies the organisational paradigm, beliefs and assumptions within an organisation (Mullins 2016). According to Leadership Centre (2019) and Tools Hero (2019) and Mullins (2016) the paradigm, the culture of organisation, exists on the web. 
Moreover, IKEA runs over 375 shops in different parts of the world. Its worldwide presence implies multiple forces are subject to the brand (Lewis, 2019 and IKEA, 2019). According to Swot and Pestle (2019) there are several factors affecting the brands and their company in this era of globalisation, from political to economic, social and technological. Marketing Tutor (2019) states these factors affect IKEA as well. IKEA home furnishing products are renowned for their low rates and high-quality products. Sustaining a powerful brand implies being able to react more quickly to the evolving market dynamics. 
PESTLE is an analysis tool among the most efficient frameworks available to understand the large image and external environment in which an organisation works. CIPD (2018), Marketing Tutor (2019), Mullins (2016), Gray (2016) and Bush (2019) suggest that a clear knowledge of these external factors is essential for HR experts as it informs decisions of strategic planning quicker. The PESTLE analysis can allow corporations to completely understand the larger environment and its obstacles. The analysis is adaptable, and it can be used in distinct situations by organisations.
Political Factors
Political issue affecting IKEA is the disruption of the supply chain. Valerie et al (2013) Chaudhuri et el (2018) and Chu 2018) Swot and Pestle (2019) and Marketing Tutor (2019) states that in recent years, India and China have reduced the barrier to the entry of imported brands, in which resulting an increased brand presence on these markets. IKEA aims to join the developing Asian market and dominate it. Big brands like IKEA will have to fight to enter these markets as these barriers are reducing. Furthermore, IKEA's supply chain operations may also be interrupted due to political instability. For instance, a large segment of the supply chain of IKEA is in Europe and any political instability will have a significant impact on supply chain activities.
China perceives Taiwan as a significant part of Chinese territory. According to Hayward (2018) and Frue (2018) IKEA faced enormous criticism from the Chinese public and media, after having noticed IKEA package boxes showing Taiwan and China as distinct nations. Other political factors that can influence IKEA and other brands of furniture included the country's level of corruption, political decision-making and bureaucratic strategy.
Economic Factors
Since IKEA operates in over fifty-two nations, it is essential to comply with each country's laws. Picincu (2019), Marketing Tutor (2019) and Management Study (2019) suggest that global economy is the main predictor of how companies in global markets will earn profits and revenues. In addition, the worldwide economic recession has led to a decrease in the purchasing power of people. IKEA handled its product prices comparatively well and helped manage the pressures imposed by economic fluctuations. 
Another economic factor which can affect IKEA is the strong dollar. According to Picincu (2019) Management Study (2019) and Marketing Tutor (2019) it has the ability to harm large brands like IKEA’s revenue stream. For instance, IKEA customers in China and India, will not be able to pay for their products. For several years, IKEA has been renowned for low rates and customers who wish to purchase inexpensive and stylish furniture ware consider IKEA as their first choice. This economic factor has had an impact on IKEA's pricing strategy when they wished to increase the prices for several years. 
Social Factors
Cultural and social factors can have a big impact on a business and its profits, thus before entering any market it is important to understand these elements (Picincu, 2019 and Grimsley, 2019). However, according to Quinn (2012), Zhang (2012) and Hall (2012) IKEA have not always understood this which was seen when the company photoshopped pictures of women out of their magazines in Saudi Arabia and removed a lesbian couple from their magazine in Russia. 
Moreover, when printing their catalogues for distribution, IKEA must be aware that the wrong things do not appear in the right culture (Hall, 2012). As well as this, other factors such as social trends can have an impact on sales and so if a certain style is in trend, the company must focus on that (Quinn, 2012).
Technological Factors
Technology has become a very significant in the 21st century and is central to almost everything and businesses are using information technology to improve their customer service as well as digital technology (Mullins, 2016, Pratap, 2017 and Diggory, 2019). According to Pratap (2017), Marketing Tutor (2019) and Swot and Pestle (2019) brands such as IKEA focus on giving a real-life shopping experience from their digital channels to their customers. The company are also using augmented reality to better the level of customer service they provide and so customer expectations will now also be higher and the focus on that will have to improve. The result of increased customer satisfaction will lead to increased brand loyalty and will help the company to improve its marketing strategies.
Environmental Factors
Sustainability is an important area for businesses to focus on especially environmental factors and focusing on this will help reduce costs as well as improve the image of IKEA (Diggory, 2019). Marketing Tutor (2019), Diggory (2019) and Swot and Pestle (2019) noted as a result of this IKEA has invested in $1 billion in renewable energy towards the climate and aim for by 2020 to have the energy used within the company to be from renewable sources of energy. In order to do this the company has invested in wind and solar panels whilst also moving from cotton and wood to more sustainable resources.
Legal Factors
Legal threats can be a serious issue to businesses as due to tough laws and regulations, even minor situations can become costly (Pratap, 2017 and Mullins, 2016). According to Frue (2018), Business Teacher (2019), Business Case Studies (2019) and Marketing Tutor (2019) an important law to focus on are labour laws which are of concern and can raise operational costs. The quality of the product is also important as in the past IKEA have had to face cases of death caused by its furniture.  In order to avoid this, it is important to make sure fully that the furniture is safe to use before it is sent out. Furthermore, laws vary within different markets, particularly the Asian markets in which the legal web is complex and so due to this it has become very tough to initiate business there. 
To evaluate IKEA's Cultural Web, it is vital to use the Cultural Web model. According to Mullins (2016), Leadership Centre (2019) and Tools Hero (2019) the Cultural Web describes six components which help form the paradigm of the work environment pattern or model. By assessing the individual components, it can be recognised what works, what does not work as well as what requires to be altered. The model encourages how employees interact within an organisation and how they deal with their work, as well as the relationship between the business and the outside world and the distinct cultures within the organisation. The Cultural Web is implemented to IKEA to demonstrate how cultural behavioural factors occur within an organisation and how they affect the organisation.

Stories are the events of the past and the present, and individuals spoken both in and outside the business (Chartered Management Institute. 2019). According to Lewis (2019) and IKEA (2019), Kwun, (2018) and Keyishian (2019) stories of the entrepreneurial spirit of Kamprad and the participation in the business are seen as a praiseworthy attitude to culture assistance. Kamprad had recognised the meaning of cost leadership from the beginning of IKEA. For instance, the fabrics used to get purchased straight from textile mills and delivered them directly to the small group of furniture makers. This demonstrates an efficacious utilisation of differentiation and a strategy for cost leadership.

The organisation's hero is Ingvar Kamprad and is seen by staff as an idealistic who has worked hard to give an image to everyone (IKEA (2019). According to Keyishian (2019) IKEA is focused around the ‘Swedishness’ which is a culture following simple values and acting in a humble way within a team. 

Rituals and routines are daily actions and behaviours of individual that show acceptable behaviour. It describes what is expected to happen in certain circumstances and what management will appreciate (Mind Tools. 2019), Suladze (2019) and Lewis (2019) IKEA believes strongly in staying close to customers and the company believe that each store is a parent friendly environment in which people come first. As well as this IKEA are also focused on their employees and allow them to dress informally and work in a relaxed office environment. The organisation expects teamwork especially allows mistakes as long as the employee learns from them. Moreover, the company also focuses on cost cutting by keeping wall stickers reminding to turn off taps, computers and lights after every use which can result is more rewards from management. 

Symbols are the company's visual portrayal which include formal or informal dress codes, logos and decoration of offices (Charted management Institute. (2019). According to Day, (2011), 1000 LOGO. (2019), IKEA. (2019) and Hitti (2019) the logo of IKEA reflects the name of the company which is blue bold letters inside a yellow ellipse which is positioned inside a rectangular form. The rectangular shape has the same blue colour as the letters. The logo of IKEA implies something large and interesting. The blue reflects openness and trust, while yellow portrays imagination, positivity and happiness. 

Furthermore, IKEA generally has the same features in every store in which all shop floor staff will dress in uniform according to the Swedish flag colours (IKEA, (2019). According to Hitti (2019), IKEA (2019) as well as this the store includes a restaurant and children’s corner and small essentials to help make shopping easier such as pencils, paper, shopping bags and tape measures. The company focus on simple and minimalistic designs to be used for their custom flat packs which is also seen in their brand name and brand colours which are representing Sweden and their founder. 

Organisational structure involves organisational chart-defined structures, unwritten lines of authority and impact that show the most valued contributions (Reference for Business, 2019 and CIM, 2019). Although IKEA is a big corporation with numerous branches spread all over the globe, no hierarchy is strongly emphasised by the organisation. Consequently, informality and open lines of communication between employees and management are a significant competency for Ikea, that use this to maintain its product development. The structure allows cooperation amongst all from cleaning employee to top management to achieve IKEA's core competence in delivering what customers want at the best price.

Control systems relate to schemes of measurement and reward. These elements emphasise how essential it is to an organisation (Brusati, 2019).  IKEA. (2019) and Cirillo et al (2018) states that IKEA’S culture exemplifies their employees ' appraisal and reward. IKEA conducted the “Big Thank You” event where they gave all the employees within the organisation a day of total worldwide sales in the form of an equivalent bonus. The flat structure in an organisation motivates and encourages an employee who delivers excellent performance as a consequence and cooperates in their strategy of differentiation.

Moreover, quality control is at the centre of IKEA’s control systems and special emphasis is put on delivering sturdy furniture of good quality that passes standards. Also, in order to control management, the company make sure that management is working closely with their staff to ensure that products are correctly labelled in their warehouses (IMP Group. 2019 and Loeb, 2012). Rewards are also given to stores that make the most profits and are able to cut back on costs more as one of IKEA’s strategies is cost cutting (IKEA. 2019).

Power structures define the power that a group of executives or a department can place with one or two executives in the company. These individuals have the biggest impact on decisions, operations, and strategic direction (CIM. 2019). According to Bergin (2016), IKEA. (2019) and Cirillo et al (2018) the power structure of IKEA claims to adhere to "no barriers between management and employees". IKEA carries that leadership is centred on an inverted organisational pyramid where customers are at the top, led by employees, and top management is at the bottom. Consumers are in the top position as they have a true impact on what Ikea should and can sell. Another element of IKEA's power culture is that no individuals fly first-class within the company. This is feature of the leadership's key beliefs, as everybody in the organisation must be treated with the same stance. Theoretically, IKEA utilizes an egalitarian style of management thus emphasizing getting rid of conventions and status.

The organisation's main core culture is portrayed by the paradigm at the centre of the cultural web, which are the organisation's life elements that are invincible and disguised as well as individuals find it difficult to identify and explain (Brusati, 2013). The Cultural Web of IKEA assists its existing strategy. According to Loeb (2012 and Lewis (2019) it is seen that international career management is essential to secure international growth however more needs to be done to ensure that a variety of background fit in with the managerial programmes. The cultural values within IKEA support cost consciousness, informality and a humble approach following their founder Kamprad. As well as this teamwork and responsibility is also very important to keep employees motivated and committed.

IKEA value their employees and every employee is seen as a co-worker within the organisation and the company a develops strong employee relationship to make them feel like they are part of the workplace (Dahiya, 2019). Harrison (2019), IKEA. (2019) and Ebnother et al (2014) states that within the business excellent internal communication is a technique that allows the employee's ability to meet their responsibilities, learn and generate effective leadership. As well as this IKEA provides every employee with a reasonable working hours and free uniform. The advantage of working for IKEA is that skilled staff can choose from their abilities what job they want. 

During Christmas, IKEA gave their every employee a fold-up bike as a Christmas gift and they also have so many other perks, bonus and benefits which they provide for their employees. For instance, when an employee joins to work for the company they are liable for life insurance for three times basic contractual wage as well as 15% discount on products. In addition, IKEA give an interest-free loan, a confidential free phone service, Pension Scheme, Subsidised Food with free tea and coffee, day off work for child’s first day at school and End of Year Present to thank employees for the contribution throughout the year (IKEA, 2019, Dahiya, 2017, Harrison, 2019 and Lovewell-Tuck 2019). 

Many people have different types of beliefs, attitudes and values, as for IKEA who has many diverse of individuals working together to share the humanistic values. The values are the basis of their job through their practice, shaping IKEA's distinctive culture where team spirit and unity are essential (IKEA, 2019 and Harrison, 2019). Every IKEA unit worldwide, peer with the same IKEA values as, they all share the same values that they can maintain a robust and living reality in the IKEA culture (Lovewell-Tuck 2019).

Furthermore, the beliefs, values and attitudes of workers may or may not always align with that of the organisation. According to EPSRC. (2019) and CIPD. (2019) this will bring in unity within individuals and maintain a happy working environment. Additionally, Working together strengthens a team, meets requirements, allows change and invests jointly in creating a varied and inclusive workforce. If the researcher would want to work with IKEA, the values of the organisation would influence the researcher’s performance positively and greatly.

To conclude IKEA is renowned for its high-quality products at affordable prices and it is essential to carry out PESTLE analysis in order to respond to the evolving market environment. Marketing Tutor (2019), Swot and Pestle. (2019) and Frue, (2018) suggest that the idea is these factors of pestle analysis are essential since they impact the market situation and profitability of the brand. 
Moreover, the culture of IKEA is efficiently linked to its competitive strategy, leading in a relationship of collaboration. According to Brusati (2019), IKEA. (2019), Pratap (2017) and Cirillo et al (2018) separate sections were explored in order to demonstrate how the culture of IKEA influences its cross strategy as well as how the two merged provide a source of strategic advantage. The company’s culture is strongly considered in the organisation and encourages production, circulation and manufacturing choices and it has effectively used its traditional aspects to concentrate on its differentiation and low-cost control approach. It performs a strong and highly continuous culture that proves to be one of the main aspects of achievement. 
For the recommendation the organisation can provide a prayer room for Muslim workers and customers as of how diverse the workplace is. IKEA’s in the UK can take inspiration from the IKEA in Almhult, Sweden where a prayer room was fitted in for Muslim workers and customers (Sputnik International, 2019). According to Rodger (2018) and Morrisons Corporate (2019) having this will allow the business to work with and respect the faith. As well as this the company can make halal meals available for their Muslim workers like other companies such as Tesco who already have the availability of a halal meal. This will result in an increase in employee loyalty towards the business.
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