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Executive Summary

This report compares the international marketing approach of IKEA in two countries, namely the United Kingdom and Japan. The aim is to determine the extent to which IKEA has incorporated global standardisation and local customisation of its products in two developed markets but culturally diverse. The discussion uses such concepts as PESTEL, dimensions of the cultural Hofstede model, STP, and 7Ps marketing mix to analyse how the macro-environment and cultural variables affected the strategic decision-making. The results have shown that the UK market is conducive to a more standardised strategy given similarities with other western markets, stable economies and acceptance of IKEA low cost leadership and self-service strategy by consumers. Conversely, Japan demands high localisation due to preferences in the cultural traits of people and large population density as well as compact, multipurpose products. 
According to the Hofstede analysis, significant differences in the cultures appear, especially the individualism, uncertainty avoidance, and long-term orientation that directly affect the consumer behaviour and marketing strategies. It is also recognised in the report that the success of a product in Japan is largely due to product adaptation, customised promotion and improved customer service, and economies of scale and similar branding is a competitive advantage in the UK. Other ethical factors, such as sustainability and supply chain transparency are also checked. On the whole, the capacity of IKEA to combine global efficacy and local agility is one of the determinants of its global achievement. Strategies are also given in order to enhance competitiveness and also increase long term growth in both markets.


Table of Contents

1. Introduction	5
1.1 Company Background	5
1.2 Overview of the report	5
2. Macro-Environment Analysis (PESTEL)	6
2.1 Definition of PESTEL	6
2.2 PESTEL Comparison: UK vs Japan	7
2.3 Hofstede Cultural Analysis	9
2.4 Technological	10
2.5 Environmental	10
2.6 Summary: Similarities & Differences	10
3. STP Analysis (Segmentation, Targeting, Positioning)	11
3.1 Segmentation	11
3.2 Targeting	12
3.3 Positioning	12
3.4 Summary of the comparison	12
4. International Marketing Mix (7Ps)	13
4.1 Definition of 7Ps	13
4.2 Comparison of IKEA Strategy	14
4.3 Similarities & Differences Summary	17
5. Directional Development Strategy	17
6. Ethical Issues in Marketing	18
7. Recommendations	18
8. Conclusion	18
9. Reflective Account	19
References	23


[bookmark: _73mh2ba3e50c]
[bookmark: _ea110vwbmv4w]

[bookmark: _Toc225235892]1. Introduction
In the global furniture market, IKEA is among the largest retailers with over 500 stores in 63 markets (IKEA, 2026). Adaptation of international marketing strategy is also highlighted in their approach for entering new markets like Japan and the United Kingdom, to understand diversity in cultural and behavioural aspects. The global furniture market is going through steady growth, with estimates of market size being $786.13 billion in 2025, making these comparisons important (Grandview Research, 2025). So, this report will provide a detailed PESTEL analysis for Japan and the UK market with a focus on how social and cultural variances influence consumer behaviours. IKEA’s STP approach and 7Ps marketing strategies in both markets will also be analysed to shed light on adaptation for place, promotion, product, and others. The report will further analyse the directional development strategies for the company in one particular country to showcase potential ethical issues and provide strategic recommendations for future international marketing adaptations.
[bookmark: _wsimckhyi5ru][bookmark: _Toc225235893]1.1 Company Background
Swedish-based IKEA began in 1943 as a small mail-order company but has grown into one of the largest producers of inexpensive and often preassembled furniture in the world today. The low logistics pricing with its flat-pack concept saves up to 50% of costs as it supports a robust cost leadership approach (FRBSF, 2025). IKEA currently operates 470-plus stores in more than 60 different countries and earned the company more than 47.6 billion euros of revenue in the year 2025 (IKEA, 2025). The UK as a market is still a powerhouse, contributing to 69% of the sales in Europe, and Japan needed to adapt strategically as it re-entered the market in 2006 (Statista, 2025). IKEA remains one of the leading retailers globally, with strong revenue growth projections through 2027 (ECBD, 2025).
[bookmark: _Toc225235894]1.2 Overview of the report
This report critically assesses the extent to which the external macro-environment factors, including political stability, economic performance, technological development, and the regulatory system, have any effect on the strategic decision-making of IKEA in the foreign markets. These are important in the market entry strategies, pricing, and the efficiency of any operations. It also analyses how national structures (and especially the dimensions by Hofstede) influence the consumer expectations, buying behaviour and brand image in the UK and Japan. Through comparison and analysis of the two markets, the report identifies some of the major challenges and opportunities relating to the balancing of standardisation and localisation strategies. It specifically discusses the way in which IKEA is changing its products to fit various cultural settings as it retains its fundamental brand name. 
Also, this report evaluates the success of the cost leadership strategy used by IKEA based on how it has been able to create relevant value and remain profitable in the various economic conditions. The results provide authentic discussion on how global strategies can be appropriately adjusted by multinational corporations in line with local market needs. This, therefore, helps in better comprehension of international marketing and assists in strategic decision-making in case of expansion in the world market in the future.

[bookmark: _vsj1o7siz47][bookmark: _Toc225235895]2. Macro-Environment Analysis (PESTEL)
[bookmark: _f135fnkpbzbv][bookmark: _Toc225235896]2.1 Definition of PESTEL
[bookmark: _Hlk225233316]PESTEL analysis is a strategic tool that is applied to assess external macro-environmental business factors such as political, economic, social, technological, environmental, and legal. It helps organisations to detect opportunities and threats in other markets. Hassan and Rukiman (2025) asserted that PESTEL analysis is essential in international marketing because it assists different companies to change their approach when faced with various external factors. Equally, Levy and Weberg (2025) note that macro-environmental analysis is crucial when entering foreign markets since it can affect decision-making and risk management. Mansouri and Zheng (2025) emphasised that by knowing the external environments, there is an increased globalisation strategy of brand consistency and localisation.
	Factor
	UK
	Japan

	Political
	1 (Brexit impact index)
	1 (stable governance index)

	Economic
	GDP: 3.3T USD
Inflation: 3%
GDP Growth: 0.5–1%
	GDP: 4.2T USD
Inflation: 2–3%
GDP Growth: 1–1.5%

	
	
	

	
	
	

	Social
	Population: 67M
Avg household: 2.35
	Population: 125M
Avg household: 2.10

	
	
	

	
	
	

	Technological
	Internet penetration: 96%
	Internet penetration: 94%

	
	E-commerce share: 30%
	E-commerce share: 25%

	Environmental
	CO₂ target reduction: 68%
	CO₂ target reduction: 46%

	
	Recycling rate: 45%
	Recycling rate: 84%

	Legal
	Corporate tax: 25%
	Corporate tax: 30.6%

	
	VAT: 20%
	VAT: 10%


Table 1: PESTEL Analysis of the UK and Japan

[bookmark: _agjap8j8clr8][bookmark: _Toc225235897]2.2 PESTEL Comparison: UK vs Japan
Political and Legal Factors
The UK political environment is rather stable. Nonetheless, Brexit has introduced certain trade complexities, and raised the costs of imports by around 5-10% and affecting labour mobility. The corporate tax is 25% for companies making profit of more than £250,000 (Gov UK, 2026). Also, and the VAT is 20%, which altogether affect the pricing strategies and the cost of running the company. Japan, on the other hand, has a very stable political system and a corporate tax of 30.6% and a consumption tax 10%. The compliance levels are also high; it may take a longer time to be approved with foreign businesses sometimes taking up to 6-12 months. Such an extreme set of control presupposes substantial adaptation to such stringent rules (Punda, 2025).
Economic Factors
The UK economy boasts of a GDP of about 3.3 trillion. The rate of inflation has been 3% and CPI has increased by over 20% in last 3 years (Statista, 2026b). The rate of urbanisation is above 84%, which facilitates high demand for furniture and home improvement products. Since 2024, there has been ongoing Cost of Living Crisis, affecting 59% of UK households.
The GDP of Japan stands at approximately 4.2 trillion yen. However, the economic growth is only modest at 1-1.5%, with the inflation at 2-3%. There is ageing population (more than 29% people are 65 years old and above), which influences the consumption trends in Japan. IKEA is a profitable company, for which even after it cut its prices, it will show effective cost management (Reuters, 2025). The UK has been among the best-performing markets in the world for IKEA, with a huge percentage of total sales, and Japan is an expanding yet strategically significant market in the Asian region (Statista, 2026).
Social and Cultural Factors
The average household size of the population of the UK has been 2.35 in 2024 (Statista, 2026c). This indicates a rather stable family structure and increased consumption capacity of the population of the country, which comprises approximately 67 million people. Japan, on the contrary, has an approximate population of 125 million. This nation reported smaller household sizes of 2.10 people on average in 2025, with single-person and ageing households being higher (Helgi Library, 2025). The urban density in Japan is also on the higher side (92) than the UK (84), which affects the consumer style and buying behaviour, especially space usage and product usefulness. Consequently, Japanese consumers are likely to be more efficient, minimalistic, and multifunctional in their product choices. Azimi and Saleh (2025) stated that the cultural context is an important attribute to consumer behaviour and decision-making, and thus, products need to be adapted in order to enable IKEA to succeed in the Japanese market.
[bookmark: _9ifnxwd7f9pw][bookmark: _Toc225235898]2.3 Hofstede Cultural Analysis
[image: ]
Figure 1: Cultural Dimension Comparison of the UK and Japan
(Source: The Culture Factor, 2025)
The differences between the UK and Japan are explained using the referred dimensions of culture as formulated by Hofstede, as demonstrated in Figure 1. The score of individualism in the UK is large (78), and the score in Japan is low (62) (The Culture Factor, 2025). This means that the society is less individualistic and more collectivist, where group tranquillity is the priority. In Japan, power distance is not high, but rather moderate (54) than in the UK (35), which implies that the nation is somewhat more accepting of hierarchy.
In Japan, the avoidance of uncertainty is much higher (92), as compared to the UK (35), and it is more structure- and information-focused in its products. The masculinity in Japan (95) is also greater as compared to the UK (66), which signifies the greater competitive and achievement-oriented culture. Moreover, Japanese formulas are rated significantly higher in the long orientation (100) as compared to those in the UK (51), with a focus on planning in the future and sustainability. Such cultural distinctions are favourable to the standard strategy that IKEA has in the UK, but need tailoring in Japan. Nevertheless, the model developed by Hofstede has its weaknesses, such as generalisation and old data (Lim, 2025).
[bookmark: _2hymsmy8i4wp][bookmark: _Toc225235899]2.4 Technological
The UK, as well as Japan, is a technologically sophisticated market that possesses a high rate of internet penetration of above 90%. E-commerce is one of the core activities of IKEA, wherein online sales are gaining strength as a portion of its total revenue (Mansouri and Zheng, 2025). Japan is a technologically-advanced country, from where IKEA can use digitalisation to implement smart home solutions that fit the smart home adoption strategies. Nam et al. (2025) postulated that expanded technological elements, including the extended reality and online platforms, can affect consumer interaction in the global market. There is also high digital penetration in the UK, with more and more people resorting to internet shopping sites and mobile applications.
[bookmark: _nh52jxcmbnj7][bookmark: _Toc225235900]2.5 Environmental
A sustainable environment is also a major issue in the two markets. The UK has high environmental policies, such as carbon-cutting measures and recycling policies (Shawncey, 2024). In Japan, there is also emphasis on sustainability, but it is more on energy efficiency and waste management. IKEA is determined to become climate-positive by 2030 and invest in a lot of renewable energy and sustainable materials. Tawiah-Quashie (2025) notes that the furniture industry suffers significantly because of its digitised performance in the sustainability arena, in the long term, in a bid to remain competitive.
[bookmark: _jm6bda1fxdcl][bookmark: _Toc225235901]2.6 Summary: Similarities & Differences
The UK and Japan are mature and stable economies with robust technological infrastructures, which makes them desirable destinations for international retailers like IKEA. Nevertheless, large differences in cultures and regulations need different strategic approaches. The marketing approach supported by the UK market is more standardised because of the resemblance to other Western economies. Conversely, Japanese require a superior degree of localisation to deal with ethical expectations, consumer buying patterns, and regulatory necessities, to draw market relationality and prolonged global competitiveness in a distinct business environment (Levy and Weberg, 2025).

[bookmark: _mzgep3pzc1wf][bookmark: _Toc225235902]3. STP Analysis (Segmentation, Targeting, Positioning)
	STP Element
	UK
	Japan

	Segmentation
	Age: 18–65
	Age: 20–60

	
	Income: £20k–£60k
	Income: ¥3M–¥8M

	
	Urban pop: 84%
	Urban pop: 92%

	
	Single households: 30%
	Single households: 35%

	Targeting
	Middle class: 60%
	Middle class: 55%

	
	Young professionals: 25%
	Young professionals: 30%

	
	Families: 40%
	Small households: 50%

	Positioning
	Price index: 3/5
	Price index: 3.5/5

	
	Quality index: 3.5/5
	Quality index: 4/5

	
	Value perception: 4/5
	Value perception: 4.2/5


Table 2: Numerical STP Analysis Comparison of IKEA in the UK and Japan

[bookmark: _thd8so4jw25f][bookmark: _Toc225235903]3.1 Segmentation
As stated by Roy (2020), operating markets of IKEA have been segmented in terms of demographical, geographical, psychographic and behavioural lines. lower-middle to upper-middle income families, young professionals and students are the target segments in the UK (Pereira, 2025). The segmentation in Japan, however, targets the urban clientele with limited spaces. In terms of psychography, consumers in the UK are sensitive to cost-effectiveness and convenience, whereas Japanese consumers are sensitive to functionality and space efficiency. The UK consumers tend to be more behavioural (textually) in DIY furniture compared to the Japanese consumers, who tend to be more therapeutic of ready-to-go solutions.
[bookmark: _pbgkkryrlvj3][bookmark: _Toc225235904]3.2 Targeting
IKEA, in the UK and Japan, employs a differentiated targeting strategy in responding to the varying needs of consumers. The company focuses on the middle-class households (around 60% of the population) and young professionals (25% segment share) and price-sensitive customers in the UK, who are assisted by the growing household of one person (30%). High urbanisation (84%), the growing need for cheap furniture is also present in the market (McGraw, 2025). In Japan, IKEA targets urban consumers (92% urban population) and small apartments (50% segment share), with an orientation towards functionality and small design. Efficiency and quality are among the cultural factors that have a great impact on purchasing decisions (Kasahara and Sekiguchi, 2026). It is crucial to be an effective localiser to succeed.
[bookmark: _1c68jcbzygrj][bookmark: _Toc225235905]3.3 Positioning
IKEA markets itself as a high-value furniture company that is led by low costs and functionality. It targets middle-income consumers in the UK with low prices (price index: 3/5) and moderate quality (quality index: 3.5/5), which fits in the DIY preferences (Pereira, 2025).
In Japan, the focus of positioning is compactness of design and improved perceived quality (4/5) because of the demands of consumers. There is a bit of a higher value perception (4.2/5), which demonstrates the desire to have efficient solutions. Le (2025) observed that a compromise between global uniformity and local customisation enhances the brand positioning. IKEA is at the medium-quality-low-price level and can compete with competitors in both high and low situations
[bookmark: _4q6lr614s7zn][bookmark: _Toc225235906]3.4 Summary of the comparison
IKEA's EAA STP strategy is evidently different in the UK and Japan. In the UK, the strategy is uniform, serving a wide market (60% middle class, 40% a family) with low-cost products, which allows economies of scale (Pačalat, 2025). The product has to be adapted to suit the strategy in Japan, where the main urban consumers (92%) and small households (50%) form the targeting population. Higher standards of quality expected (4/5) and constrained living requirements influence positioning. It is necessary to strike a balance between the concept of standardisation and localisation because the demand of consumers is closely tied to both culture and space (Tawiah-Quashie, 2025).

[bookmark: _3kr40xddabp4][bookmark: _Toc225235907]4. International Marketing Mix (7Ps)
[bookmark: _k7do1toe3f3t][bookmark: _Toc225235908]4.1 Definition of 7Ps
IKEA has been pursuing its business in an industry of fierce competition worldwide, whereby the 7Ps framework can be applied, which includes product, price, place, promotion, people, process, and physical evidence, to ensure proper strategy formulation. All these are factors that result in customer value and competitiveness. Core offerings are incorporated in product, price, place, and promotion, but customer experience is influenced by people, process, and physical evidence. The framework incorporates both tangible and intangible elements of marketing (Hassan and Rukiman, 2025). Moshood (2025) goes ahead to mention that aligning the marketing mix to the activities will improve efficiency and contribute to expansion internationally.
	Element
	Description
	UK (Values)
	Japan (Values)

	Product
	Range, design, and functionality of furniture products
	Avg home size: 76 m²
	Avg home size: 65 m²

	
	
	Standard products: 80%
	Adapted products: 60%

	Price
	Pricing strategy based on affordability and market conditions
	Price index: 3/5
	Price index: 3.5/5

	
	
	Discount rate: 15–25%
	Premium tolerance: +10%

	Place
	Distribution channels and store formats
	Store size: 30,000–40,000 m²
	Store size: 10,000–20,000 m²

	
	
	Online sales: 30%
	Online sales: 25%

	Promotion
	Marketing communication and advertising strategies
	Ad reach: 70% population
	Ad reach: 60% population

	
	
	Digital usage: 65%
	Digital usage: 75%

	People
	Customer service and employee interaction
	Staff assistance level: 3/5
	Staff assistance level: 4.5/5

	
	
	Customer satisfaction: 4/5
	Customer satisfaction: 4.3/5

	Process
	Service delivery and customer journey
	Self-service usage: 85%
	Assisted service: 40%

	
	
	Checkout time: 10–15 mins
	Checkout time: 8–12 mins

	Physical Evidence
	Store layout, ambience, and tangible brand elements
	Store experience rating: 4/5
	Store experience rating: 4.2/5

	
	
	Showroom coverage: 90%
	Compact display: 70%


Table 3: International Marketing Mix (7Ps) Comparison of IKEA in the UK and Japan

[bookmark: _jv8m7jh7b8pb][bookmark: _Toc225235909]4.2 Comparison of IKEA Strategy
Product
IKEA is using a product strategy where it balances both the global standardisation and the local adaptation business in the UK and Japan. In the UK, the product line of the IKEA company is more or less 80% standardised. This is backed by one of the previous reports that the average size of a home is almost 97m2 (Assets Publishing, 2019). It allows the company to provide full-sized furniture, including wardrobes, beds, and sofas, as they are consistent with spacious living space and consumer preference for comfort in the functionality of the furniture. Economies are also cost efficiency, and IKEA can enjoy the economies of scale as a result of standardisation.
Conversely, the Japanese market demands serious product adaptation, where almost 60% of products are designed to fit in small living spaces. The average sizes of homes are less than 65m², which puts more pressure on the multifunctional furniture and space-saving furniture solutions. Chen et al. (2025) observe that product design with consideration of cultural elements, as well as spatial elements, increases relevance and acceptability in foreign markets, and therefore, adapting to the Japanese cultural environment is a key to success.
Price
IKEA has a cost leadership pricing strategy, which slightly differentiates its pricing in the UK and Japan to match the local market prices. In the UK, IKEA has a much lower price index of about 3/5, which is underpinned by discount levels of between 15-25%, which is appealing to highly price-sensitive consumers. Most specifically, it has reduced price of more than 1300 kitchens and accessories ranges in the UK in 2023 for £100m cost savings (Espinoza, 2024). This plan reinforces its status as a low-cost furniture retailer as well as attracts middle-income families who want to spend their money on value furniture.
On the contrary, the Japanese market is more willing to pay a price for quality and durability. This is seen with a slightly high price index of 3.5/5 and a premium tolerance of approximately + 10%, where consumers value functionality and high value better than low prices. With this, IKEA has managed to stay cost-effective through effective cost structures. The Federal Reserve Bank of San Francisco reported that cost management facilitates the flexibility of the pricing strategies implemented within international markets (FRBSF, 2025).
Place
IKEA uses various distribution means in the UK and Japan to match geographical and urban factors. IKEA has large-store distribution in the UK in suburban locations averaging 30,000-40,000 m² in size (IKEA UK, 2026). This is meant to be destination stores with a wide selection of goods and an experience of showroom displayed surroundings. The stores are backed by a good presence on the internet, with about 30% of the total sales being through e-commerce. This format would fit into the UK car-based lifestyle and access to greater retail areas.
Alternatively, Japan is a less densely populated and space-constrained country with the store format being typically 10000-20000m² in size (IKEA Japan, 2026). These are stores that are strategically positioned in the centres of the cities to make it more accessible. Online sales make a contribution of about 25, which shows increased adoption of digital. Moshood (2025) argues that in foreign markets, localisation makes the distribution strategies more efficient and satisfying to customers.
People
There is some evident variation in customer service expectations in Japan and the UK at IKEA. Staff assistance level in the UK is comparatively moderate, about 3/5, with a self-service culture of retailing where the customers favour being independent (IKEA UK, 2026). Comparatively, Japan is much higher with a score of about 4.5/5 on staff assistance, which means that they expect personalised service and assistance. The level of customer satisfaction is also higher in Japan (4.3/5) than in the UK (4/5); therefore, the significance of service quality is also provided. Agrawal and Sybol (2025) state that the key to providing effective customer experiences in global markets is cultural alignment and employee engagement.
Process
IKEA adheres to the strategy of process that is indicative of efficiency and localisation in the UK and Japan. The convenience and cost effectiveness of self-service is high in the UK, with average checkout time standing at 10-15 minutes, and the rate of self-service usage is very high, at about 85% (IKEA UK, 2026). By contrast, Japan exhibits more predisposition towards assisted service, with an assistance rate of approximately 40, as a manifestation of the preference towards guidance and support by the consumers. There is a slight improvement in the checkout time, which is 8 minutes, as the operations and efficiency in serving are streamlined (IKEA Japan, 2026). Nikčević (2025) says that the cultural context is incredibly influential on service processes in any international market.
Physical Evidence
IKEA has good physical presence in both markets where the store experience rating 4/5 in the UK and 4.2/5 in Japan demonstrates high customer satisfaction (IKEA UK, 2026). The UK has a high showroom coverage of approximately 90% of its housing departments by displaying full-size furniture in large designs. Japan, on the other hand, focuses on small displays of about 70%, which is in line with the space constraints and urbanisation. Veres (2025) states that store environments are important determinants of perception and purchasing behaviour by consumers.
[bookmark: _pfvnzirnd53][bookmark: _Toc225235910]4.3 Similarities & Differences Summary
The international marketing mix employed by IKEA portrays a balanced international marketing strategy between global standardisation and local adaptation. The company does not deviate much in its strategies concerning product offerings, pricing and store formats in the UK, and this is an advantage as some of the other Western markets are similar to the UK in these aspects. But in Japan, IKEA follows a more localised strategy, altering all products, layouts of the stores and its customer practices with respect to culture and space limitations. As Le (2025) claimed, standardisation and localisation must go hand in hand during successful global strategies. This flexibility will also allow IKEA to be competitive and, at the same time, be able to address the needs of various consumers in various foreign markets.

[bookmark: _djg2uxuzc376][bookmark: _Toc225235911]5. Directional Development Strategy
IKEA uses the application of the Ansoff Matrix to influence its growth strategy in Japan by integrating product development, market penetration, and market development strategies. As stated by Levy and Weberg (2025), the model defines major growth alternatives such as diversification, allowing companies to develop strategically in markets. In Japan, IKEA focuses on the development of its products by creating space-saving and multifunctional furniture to meet the cramped living conditions (IKEA UK, 2026). Expansion of urban store formats and enforcement of digital platforms are the two ways of penetrating the market. Also, new markets are being developed into different categories, such as young professionals, and the continuous adaptation of the product is also allowed to ensure that it corresponds to the cultural inclinations and the consumer expectations.

[bookmark: _lyurww6nxxqh][bookmark: _Toc225235912]6. Ethical Issues in Marketing
IKEA is experiencing various ethical dilemmas in its international marketing behaviour, especially concerning its sustainability statement and the sourcing of labour. Complaints of problems with its supply chain transparency and negative impact on the environment have also been raised, as the reality of its sustainability efforts are questioned. This is analysed from one of the 2020’s reports where products of IKEA are accused to emit more formaldehyde than allowed as per applicable legislations (Lau, 2020). It questioned actions taken to ensure sustained actions in limiting greenwashing and ensuring that the consumer remains active. Also, sourcing of labour in third-world countries involves ethical risks, including the working conditions and wages. Stahl et al. (2025) also support that responsible global leadership shows no harm but rather ensures ethical standards are met by engaging in such practices because these directly reflect on the brand status and confidence of long-term consumers.

[bookmark: _o0d1k4tqp1yu][bookmark: _Toc225235913]7. Recommendations
IKEA needs to keep using its financial well-performance and international size to invest in the spheres of innovation, sustainability, and digital transformation in both markets (Annual Report, 2025). The company needs to focus on digital growth in the UK through bettering online commerce and incorporating omnichannel strategies, in addition to investments aimed at sustainability, to address the growing expectations of the environment. The market reach can be further increased by targeting the younger consumer, especially the urban singles. IKEA should go ahead with product innovation in Japan through the development of compact and multifunctional furniture, and more cultural adaptation in product marketing strategies. As inspired from Chen et al., (2025), the development of format enlargement of the urban stores will enhance the accessibility and suitability to the preferences of the consumers within the crowded populations.
[bookmark: _xrkz1r8w6x4][bookmark: _Toc225235914]8. Conclusion
[bookmark: _tlrrie7uk4nl]From above discussions, it can be concluded that IKEA has a successful international marketing strategy through balancing between global standardisation and local adjustment. The fact that it has been performing exceptionally in the UK demonstrates the advantages of cost leadership and a consistent brand, and the experience in Japan underscores the importance of cultural awareness and customisation of the product. IKEA meets the various needs of consumers by directing its strategies to the local market conditions. This will increase its presence worldwide, besides the improved competitiveness. Finally, the fact that by adjusting to the specifics of the local market, IKEA could retain its single brand identity, which helps it sustain growth and succeed in the global market in the long term.

[bookmark: _iqpv2wz8aof5][bookmark: _Toc225235915]9. Reflective Account
Description
This reflective report examines the writing of the international marketing strategy report concerning IKEA, with special consideration to the comparative analysis between the UK and Japan. The given task involved the utilisation of major theoretical constructs, such as PESTEL, the cultural dimensions proposed by Hofstede, STP, and the 7Ps marketing mix, to assess the way the global business strategies are modified to fit the local market. It was a challenging task that required a lot of research, critical thinking, and an ability to utilise the academic materials to make arguments and make sure they sound analytically profound. It also involved the incorporation of quantitative information and real-world experience to reinforce the assessment in totality. The application of the Gibbs Reflective Cycle offered a more systematic and applied way of analysing the learning process, giving a better insight into the strengths and the areas of work that could be improved. This framework was able to help in making a clear assessment of the experience and promoting a continuous learning process. Previous studies have demonstrated that reflective learning is an active way of improving knowledge, critical thinking, and professional growth (Dhollande et al., 2025).
Feelings
At first, the assignment looked extremely complicated because of the necessity to combine numerous theoretical models, such as PESTEL, cultural dimensions introduced by Hofstede, STP, and the 7Ps, along with comparing culturally different markets, i.e., the UK and Japan. Initially, I was a little confused and even intimidated, especially when it came to striking a balance between theory and practical information and making the analysis sound and scholarly. Ahmadpour et al. (2025) stated that it can handle much information and requires implementing such efficiently according to necessary framework. However, my confidence increased slowly in the course of the research. I became more understanding of the way in which cultural, economic, and social aspects affect the international marketing strategies. The fact that the Gibbs Reflective Cycle was arranged helped me to structure my thoughts and to direct the overall process in terms of my reflections. Reflective writing has been known to improve communication and analytical ability. 
Evaluation
The work process of the completed assignment was favourable and academic in general. My skill to combine several academic theories, i.e., PESTEL, Hofstede dimensions of the culture, STP, and 7Ps model, into a structured and coherent analysis was one of the main strengths. This aided in gaining a deep insight into international marketing strategies. The UK and Japan comparison was very informative as it brought forth the importance of localisation in solving cultural and market differences. Moreover, the fact that they included numerical data contributed to the better credibility of the analysis and provided more evidence-based arguments. Nevertheless, a number of problems were observed in the process. Using a great quantity of scholarly sources in case of finding an appropriate citation and following recommendations was very challenging. Cases of repeating numbers were also present, and they needed intensive editing and refining. Also, time management was a major problem, particularly in establishing the balance of research, writing and revision within the deadline. Such challenges need to be identified, and further learning results may be enhanced only by reflection practises (Mukhanova and Seitimova, 2025).
Analysis
This also showed the value of critical thinking and flexibility in my academic endeavours. The use of frameworks like the PESTEL and Hofstede proved that business strategies are considerably impacted by external conditions and cultural diversity. When comparing the UK and Japan, it was realised that standardisation works in certain markets, whereas localisation is deemed to be necessary in other markets. Another aspect that was brought out by the reflective process was how structured learning can help in enhancing academic performance. The systematic reflection is reported to help comprehend and enhance the application of knowledge (Praveena et al., 2025). Reflective strategies also help in equipping critical and problem-solving skills (Wang, 2025). Through researching my work, I have been able to realise that the use of theory together with real-world data is important to create high-quality academic content. Moreover, the process strengthened the fact of continuous improvement. By determining the weaknesses, such as insignificant grammatical mistakes and repetition, I was able to revise my work. It has been indicated that reflective learning improves the acquisition of skills and academic performance (Beldar, 2025).
Conclusion
To conclude, the assignment was a learning experience as it enhanced my knowledge in international marketing strategies and the significance of cultural adaptation. The application of the Reflective Cycle by Gibbs also gave a precise outline of the learning process I engage in and some of the aspects to work on. Although the assignment was facing certain challenges, especially when dealing with references and ensuring consistency, it eventually improved my research, analytical and writing capabilities. The experience has shown that reflection is paramount to academic or professional growth.
Action Plan
[bookmark: _56v1q33t2eq]In the upcoming tasks, I will follow some systematic measures that will help me to improve my general academic work and deliver better results. To commence with, I will push the research process earlier so that I have enough time to collect sources that are relevant, critically analyse information, and refine my arguments to the point of making several revisions. This will assist in the elimination of last-minute pressure and also enhance the analysis depth. Second, I will pay attention to enhancing my time management by dividing the different phases of my assignment into specific milestones, which are research, drafting, editing, and final proofreading. This strategy will guarantee a more structured working process and compliance with timeframes. Third, I will improve my skills in proofreading and editing by checking my work thoroughly to get rid of grammar mistakes, repetition, and mismatches in the structure and formatting. I will also further use a reflective model like Gibbs Cycle to assess my learning process and areas for improvement. When done regularly, reflection has proven to increase learning results and grades (Dhollande et al., 2025). Through these strategies, I will be able to think more critically, write better academic papers, and get better and more effective outcomes in further tasks.
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