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[bookmark: _Toc227576863]Section 1:
[bookmark: _Toc227576864]Introduction
In the emerging and changing global environment, strategic brand positioning helps a brand to critically and strategically build a position in the market (Onalaja and Otokiti, 2021). Focusing on the global brand positioning and international marketing strategies, this report will analyse IKEA’s operational state and process in the UK and India. In the UK, customers’ demand for the eco conscious market is increasing, making the annual growth rate of sustainable furniture by 10.7% (Grand new horizon, 2026). Similarly, IKEA is seeing growth in the Indian market too, and adapting a strong strategic plan to expand the business in India as the company’s sales in India improved by 6% in 2025 (Paramasivam, 2026). Therefore, Ikea’s operational comparison between these two countries will be discussed in this report as both of the countries are helping the business to grow and have future prospects. Following these, market environment analysis will be done Hofstede with a comparative analysis using a marketing mix framework. Directional development strategies, ethical issues, key challenges and opportunities will be explored with further recommendations to improve Ikea’s marketing and strategic position in the UK and Indian market. A reflective account of the report using Gibbs Reflective Cycle will be provided.
[bookmark: _Toc227576865]Overview of the brand 
[bookmark: _Toc227576866]Company Introduction and Financial Performance:
IKEA has been operating globally with 504 stores in 63 markets with its approach towards affordable decoration (IKEA, 2026c). In 2025, the company’s group sales have decreased by -1.0% compared to 2024. Although IKEA increased its in-store visitors by 915 million with an improvement of 1.9% in 2025 (Ikea, 2026a). 
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Figure.1: Ikea group sales
(Source: Ikea, 2026)
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Figure.2: Share of Ikea retail sales
                                            (Source: Ikea, 2026)
[bookmark: _Toc227576867]Vision, mission, and value:
The brand’s vision was to offer products at low prices and good quality. The company’s mission is driven by its focus on people and planet and doing an ethical business (Ikea, 2026d). 
[bookmark: _Toc227576868]Employees, suppliers, and key competitors:
IKEA’s seamless operational process worldwide operated by 231,000 employees (Ikea, 2026e). The company operates and collaborates with 2100 suppliers (Ikea, 2026b). However, apart from its strong internal collaboration, IKEA also has very strong competitors in the UK, namely, Amazon, Argos, B&Q, M&S (Statista, 2025). 
[bookmark: _Toc227576869]Focused markets: 
IKEA has also been strongly operating in the UK, planning on expanding the business more with its £2.25bn retail sales in the UK market for the financial year 2025. Similarly, in India, IKEA is also taking an expansion plan following the robust business growth and with a focus on opening more stores around the country (Paramasivam, 2026).
[bookmark: _Toc227576870]A. Comparative analysis of the market in India and UK:
The Macro Environment analysis consists of a few different variables that help to align the organisation with the marketing strategy in improving or shifting the business environment. 
[bookmark: _Toc227576871]PESTLE analysis for IKEA
Political
The UK government's timber usage and procurement regulations need furniture companies ensuring the ethical timber harvesting and sourcing (GOV.UK, 2025). IKEA has faced legal issues and acquisition of sourcing illegal woods from Europe (Greenpeace, 2024). Thus, not maintaining regulations can harm the operational process of IKEA harming their reputation in the UK.
On the other hand, In India under the single brand retail trading category brands are required to acquire 30% resources from India (Acharya, 2025). Ikea in India sourcing 30% of resources for its business operation (PTI, 2025). Therefore, maintaining political regulations will bring political security to IKEA.
Economic
In 2024, the UK’s furniture market growth and revenue valued at USD 21.89 Billion (Yahoo Finance, 2025). IKEA created 150 jobs for their exceptional positions in the UK’s retail industry, contributing to the UK’s economy by creating job opportunities (Ingka Group, 2025). Thus, the growing furniture market will help IKEA to grow its business. However, the Indian furniture industry market size is increasing further by USD 31.51 billion within 2026 (Mordor Intelligence, 2026)	In India, IKEA is increasing its sales growth with an improvement of 6% in 2025 (Ranipeta, 2025). Hence, if the company fails to maintain its competitive advantage it might fail in the operating process reducing its position among competitors.
Social
The UK’s demographic and cultural trends, lifestyles, consumer preferences focused on home and living room furniture (Global Data, 2024). In the UK, IKEA is offering customers with home decor and room decor furniture (IKEA, 2026e). However, the company has decreased its sales by 2.1% in 2025 compared to 2024 (IKEA, 2025b). Therefore, this can pose a threat for IKEA if they do not perfectly align with customers' demand and market trends in future.
However, Indian customers prefer modular furniture, mostly focused on highly functional and stylish and technologically advanced furniture (Sharma, 2026). 	They offer modular and furniture designs for the Indian customers. Thus, IKEA can gain opportunities by aligning the business with the market and customers trends.
Technological
The UK government helps the furniture companies with R&D fundings, and sustainable energy technology (GOV.UK, 2024). IKEA is investing in renewable cooling and heating technology (IKEA, 2024). Using government funds can bring opportunities for IKEA in betterment of its technological transformation from fossil fuel to renewable sources.
While, the furniture retail sector in India is transforming adapting digital technologies aligning with AI in their supply chain (FDT Bureau, 2026). IKEA started investing in AI powered logistics systems in their operation and supply chain in India (IKEA, 2026f). Therefore, aligning with the market trend will be beneficial for IKEA to improve its competitive advantage in the Indian market.
Legal
UK’s product safety regulations come under the furniture and furnishing fire safety regulations 2025 (SafeGuardS, 2025). By integrating fire safety IKEA ensures its commitment towards the regulations and its customers (IKEA, 2026f). Therefore, the furniture and furnishing fire safety regulations aligns with the company’s operational process in the UK, thus, providing opportunity. 
However, according to the Indian standard for furniture sellers, manufacturers, to ensure the safety and security aspects under the Bureau of Indian Standards Regulations, 2018 (Aleph, 2026). By maintaining the legal compliance of the Indian government, IKEA has gained the BIS safety and security certificate (Benerjee, 2025). Hence, this provides the regulatory security and improves the business reputation of the company in India.
Environmental	
Building on the UK's rejection of persistent organic pollutants (POPs) in business and household materials, waste management is necessary (GOV.UK, 2024). IKEA designs products by discarding chemical flame retardants, and incorporating circular capabilities in the products (IKEA, 2026F). Hence, maintaining environmental regulations will be favourable for the business protecting it from regulatory disruptions in the UK.
However, The ESG regulations in India provides a regulatory framework for retail companies to ensure reduction in carbon emission, prevention, and control pf pollutions (Law Asia, 2024) In India, IKEA reduced carbon emission by 51% in 2023 (IKEA, 2026g). Therefore, the company can be beneficial in their operation process by maintaining environmental regulations in India.
[bookmark: _Toc227576872]Compare and contrast 
The political context in the UK emphasised on maintaining legal timber sourcing, which IKEA has been accused of not maintaining by Greenpeace in 2024. In comparison with the UK market, IKEA is significantly growing in India by maintaining the country's political aspects, driven by 30% sourcing from the country itself. Thus, maintaining political aspects of a country significantly improves operational risk management of IKEA in India (Simmons, 2022). Social aspects are well maintained by the company, both markets focusing on the customers’ preferred furniture type and trend but in the UK IKEA's sales are decreasing. The UK market can be a soft position for IKEA as the decreasing sales can be led by the customers’ dissatisfaction with the product, as dissatisfaction can decline sales growth (Dekamini et al., 2024). Although in the UK the company focuses on its own R&D approaches, while in India, based on the market trend IKEA adapted AI in logistics, improving their supply chain. The legal and environmental aspects are also being maintained without any risk by IKEA. Therefore, with the growing opportunities and sales growth in the Indian market while some critical issues in the UK market suggest that India can be the right fit for IKEA to grow with the trend and operate seamlessly.
[bookmark: _Toc227576873]Comparison of Socio-cultural aspects by using Hofstede Model[image: ]
Figure 3: Country comparison of UK and India
(Source: The culture factor group, 2026)
Power Distance:
In the power distance dimension, the UK has a fair play in the society (The culture factor, 2026). In the UK, IKEA has robust policies to close the gender gap while being a member of Equal Pay International Coalition to promote equal gender pay (IKEA, 2026m).
While, India has a high preference for hierarchical structure. However, IKEA is operating with a non-hierarchical approach in India with a focus on women empowerment, despite the society being hierarchical (IKEA, 2026n).
Individualism:
The UK is a highly individualistic society where personal fulfilment is a key to happiness (The cultural factor, 2026). In the UK, customers are preferring multifunctional sustainable design with eco-friendly furniture (Research and Markets, 2025). Focusing on customer preference IKEA is providing renewable, recycled furniture along with using sustainable materials in the UK (IKEA, 2026o).
While in India, focuses on collectivist and individualist traits (The cultural factor, 2026). The demand for modular furniture in India is growing, with a strong preference for sustainable solutions (Times of India, 2024). Depending on the customer's need and lifestyle in India the company has introduced modular, sustainable smart furniture’s in the Indian market (Biswas, 2022).


Motivation towards achievement and success:
Society in the UK is driven by a highly success oriented and decisiveness (The cultural factor, 2026). To motivate employees, IKEA invested for the financial wellbeing of the workers, focusing on pay increase (IKEA, 2023).
Similarly, India is also a decisive society, values the visual display of success and power (The cultural factor, 2026). In India, to show gratitude to employees for their effort and motivate them towards success, IKEA invested 150,120 each for its employees’ pension fund (IKEA, 2022).
Uncertainty Avoidance:
The UK’s societal trait is not being bothered with uncertainty, and consumers are attracted towards new innovations (The cultural factor, 2026). IKEA is consistent in introducing new innovative products in the UK market, focusing on the customers sustainable choices (IKEA, 2025a).
Whereas, in India, a medium low preference for avoidance of uncertainty is present (The cultural factor, 2026). In India, IKEA is also bringing new ideas and designs for furniture to help the Indian family live with durable furniture and modern designs (Biswas, 2022).
Long Term Orientation:
In this dimension, the UK has adaptation capability to new traditions in a changing context and time (The cultural factor, 2026). In the UK, demand for contemporary furniture design is growing, customers are significantly investing in new innovative ideas that are different from traditional furnishing (Mordor Intelligence, 2026).
Whereas, India has an intermediate dimension with a dominant preference on traditional approach with a balanced view (The cultural factor, 2026). In India customers are shifting towards durability, flexibility within their traditional furniture design focusing on circular living (Chaturvedi, 2025).


Indulgence:
In this dimension, the UK describes a high stance for indulging behaviour (The cultural factor, 2026). Focusing on providing customers seamless shopping experience, IKEA is providing accessibility, visibility in their website and increasing page speed (Salmon, 2025).
India is a pessimistic society that does not enjoy indulgence (The cultural factor, 2026). Although IKEA, to align with the market trend of digital shopping experience, has launched live streaming shopping experience in India (IKEA, 2022).
Overall, The Cultural Dimensions Theory developed by Hofstede assists in comparing the cultural differences between the UK and India by making the simplification of such values as individualism and power distance, which will aid in the market placement of IKEA. But it generalises national cultures, fails to account internal diversity and uses old data (Chaturvedi, 2025). The model might not be a complete reflection of the current consumer behaviour as culture changes; therefore, it needs to be applied cautiously with other analysis instruments.
[bookmark: _Toc227576874]B. A comparative analysis of STP and International Marketing Mix strategies in both countries
[bookmark: _Toc227576875]STP Framework for UK furniture market
STP Framework gives a blueprint for companies, providing positioning strategies, insight on market segmentation by providing robust marketing approaches (Agustian et al., 2025).
Segmentation:
Demographic-
In the UK, 89% of people between the age group of 55-64 and 93% of individuals between the ages 65 have shown interest in purchasing furniture (Opia, 2021). Additionally, in the furniture shopping process 50.9% female shoppers showed interest rather than 49.1% male shoppers have shown interest in furniture shopping in the UK (Talk, 2025).


Psychographic-
In the UK, the demand for eco-friendly and sustainable furniture is growing as customers are shifting towards more eco-friendly shopping driven by environmentally conscious choices (UK WEB GEEKZ, 2024). Furthermore, individuals in the UK are also preferring quality furniture while 93.9% of consumers stated that quality is an important factor (GlobalData, 2025). These behaviours align with VALS framework personality types such as “Thinkers” and “Experiencers,” who emphasise sustainability and informed purchasing decisions (Mallik, 2024).
Geographic-
In the context of purchasing furniture in the UK, people in the north east England spend almost £884 yearly. However, London is almost in the last spot in the furniture purchasing trend in the UK (Englanderline, 2023).
Behavioural-
In the UK market, customers are spending 20.6 billion for furnishing their home (Statista, 2026). Customers are purchasing more frequently as 30.5% of individuals showed stability in purchasing furniture in the last 12 months in the UK (RESEARCH AND MARKETS, 2026).
[image: ]
Figure.4: Furniture purchasing expenditure in the UK
(Source: Statista, 2026)

Targeting-
In the UK, IKEA focuses on cost conscious customers, young families, and middle-aged consumers who are looking for affordable and stylish home accessories and furniture (Perira, 2025). IKEA targets multiple market segments and gives distinct offers, which helps to attract customers (Alonso, 2022). This indicates that the company is adopting differentiated marketing to attract its customers. 
Positioning:
[image: ]
Figure.5: Positioning of Ikea’s competitors in UK Market
(Source: Statista, 2025)
IKEA’s strong competitors in the UK are Amazon, Argos, B&Q, M&S. The brand awareness of Amazon is 96%, and Argos is 95%, followed by IKEA with 92% (Statista, 2025). Moreover, it is found that IKEA ranks high  selling products through stores or offline processes compared to the competitor (Statista, 2025).
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Figure.6: Leading furniture online shops ranked by brand awareness in UK.
(Source: Statista, 2025)
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Figure.7: retail sales share of Ikea worldwide in 2025
(Source: Statista, 2025)
[bookmark: _Toc227576876]STP Framework: India furniture market
Segmentation:
Demographic-
In India, 62% of males and 37.7% of females responded to buy furniture products. Furthermore, it is also found that 35.6% of people in the age group of 31 to 40 years responded more in buying furniture products, followed by the age group under 41 to 50 years (Priyanka, 2023). 
Psychographic- 
In India, the majority of furniture consumers are preferring to buy multifunction, spacious modular design furniture because of the rapid growth of urbanisation, rising disposable incomes, and real estate sectors (Rebecca, 2025).
[image: ]
Figure.8: India Furniture and Interior Design Market Segmentation by Type
(Source: Rebecca, 2025)
Geographic-
Indian north regions are the growing hub for furniture purchasing trends with rapid urbanisation and disposal income (Research and Markets, 2026). Furthermore, Delhi, Ahmedabad are also quite engaging areas for customers to purchase furniture in India (FDT Bureau, 2026).
Behavioural-
In India, the furniture market size is increasing to USD 27.27 billion in 2026 with a growth rate of 8.24% CAGR (Mordor Intelligence, 2026). Growing urbanisation and disposal income has shifted customers’ preference on purchasing modern furniture very frequently, which stated the market growth 2.67% annually (Statista, 2025b).
Targeting: 
The differentiated marketing approach focuses on knowing the characteristics of the market and then segmentise their strategies with unique techniques to differ from competitors (Xiao et al., 2022). Based on the differentiated marketing approach, IKEA offered space saving ideas with modular designs for the Indian customers (IKEA, 2026J). 
Positioning: 
[image: ]
Figure.9: Positioning of Ikea’s competitor in the Indian Market
(Source: Modor Intelligence, 2025)
In India, IKEA faces strong competition with local brands, namely, Godrej Interior, Nilkamal, Pepperfry and more (Mordor Intelligence, 2025). IKEA India competes via affordability of products, modular designs, and online personalization services. 
[bookmark: _Toc227576877]Compare and contrast:
Through the STP framework, IKEA’s positioning and attracting strategies in two different markets namely, India and UK, has been gathered. The demographic consists mostly of female customers from the mid-age group (Talk, 2025). Their preference and demand towards sustainable, eco-friendly shopping make them frequent furniture shoppers. In contrast, the Indian customers are creating the difference as the furniture purchasing trend is driven by male dominance (Priyanka, 2023). While in India, the customers are mostly purchasing modular and spacious furniture (Rebecca, 2025). Depending on the different market demand, customer preference, age and gender of the customers in the UK furniture market and Indian furniture market, IKEA has significantly taken the standardization strategy taking by differentiated marketing style in both of the markets.
[bookmark: _Toc227576878]Marketing Mix 
Product: 
Within UK
Core - In the UK, the demand for eco-friendly and sustainable furniture among UK consumers is increasing (UK WEB GEEKZ, 2024). The consumer's preferences shifted to natural, durable, affordable, and sustainable furniture for every space (Yahoo Finance, 2025).
[image: ]
Figure.10: UK eco-friendly furniture market, 2021-2033
(Source: Grand View Research, 2026)
Actual- According to the demand, the company is adapting the trend and providing furniture with cushioning for the earth and sustainable design with FSC (Forest Stewardship Council)- certified wood and renewable natural fibres (IKEA, 2026b). 
Augmented- In the UK Ikea offers rewards and points along with discounts and just-for-members food offers (IKEA, 2026). It also offers instant benefits and replacement offers along with planning tools, interior design, and financial services to its customers (IKEA, 2026). 
Within India
Core- In India, customers are mostly preferring smart furniture with modular features and also preferred space-saving features in it (Trang Bricks India, 2026).
Actual- by focusing on adaptation, IKEA is providing smart design for furniture along with modular furniture design which are also appropriate for any kind of space ratio (IKEA, 2026p).
Augmented- IKEA also provides significant offers on its products. Similarly, different offers in different types of furniture are also provided by IKEA in India (IKEA, 2026p).
[image: ]
Figure.11: Products of IKEA India
(Source: IKEA, 2026)
Price: 
Customers in the UK are demanding sustainable and affordable furniture due to the cost-of-living pressure (Research and Markets, 2026). Building on a robust pricing strategy, IKEA’s operation in the UK market is based on providing customers with sustainable furniture at affordable pricing (IKEA, 2024). Thus, IKEA is adapting to the customers' demand and has invested £117 million to lower the price of its products in the UK (IKEA, 2024).
Whereas the Indian furniture market size is scattered into multiple segments and highly competitive with key competitors (Research and Markets, 2025). Therefore, IKEA also uses competitive pricing by leveraging its flat-pack furniture, which decreases the shipping and storage costs to match the prices of the competitors by taking an adaptation approach (IKEA, 2026).
[image: ]
Figure.12: IKEA delivered flat-packed to save customers’ money
(Source: IKEA, 2026)
Place: 
In the UK, shoppers prefer a multichannel approach while shopping for furniture consisting of both in-store and online purchasing (Furniture News, 2024). That’s why IKEA is currently operating with 22 stores in the UK with in-store customer service (IKEA, 2026r). Similarly, the company is engaging customers in campaigns on their websites as well (IKEA, 2026k). 
[image: ]
Figure.13: UK Presence of IKEA
(Source: IKEA, 2026)
Whereas, in India, 45% of customers prefer hybrid channels for shopping (Fibre2Fashion, 2025). 
Therefore, taking the adaptation strategy, IKEA seamlessly operates in both online and in-store shopping processes across India and provides a user-friendly website for customers (IKEA, 2026).
[image: ]
Figure.14: IKEA store- Navi Mumbai
(Source: IKEA, 2026)
Promotion: 
In the UK 76% adults have a habit of watching television (YouGov, 2024). By adapting these cultural aspects, IKEA uses TV advertisements to promote its brands along with online video and BVOD, cinemas, PR, meta, and in-store (IKEA, 2025). 
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Figure.15: IKEA Next Generation Emotive Commercial
(Source: Larena, 2020)

[image: ]
Figure.16: IKEA’s brand measures in the UK compared to other retailers
(Source: YouGov, 2026)
In India, there are currently 985 million active social media users consisting from urban area to rural area (The Hindu Bureau, 2026). IKEA India partnered with Mallika Dua, Danish Sait, and Jahnavi Dasetty to enhance its social media advertisement, which indicates that the company is adopting an integrated marketing strategy (IKEA, 2022). 
[image: ]
Figure.17: IKEA Ghar Aa Jao campaign
(Source: ET Brand Equity, 2022)
People: 
In the UK, almost 86% workers are demanding flexible working hours focusing on work life balance (Businesswire, 2025). IKEA is adapting this culture and providing working flexibility to the workers along with assisting in employee well-being (Boyle, 2024). In the UK, IKEA has approximately 11,728 employees across its operations. 
In contrast, IKEA India employs around 3,000 employees, reflecting its relatively newer market presence (IKEA, 2026). In India, the new labour code is focused on creating a gender equal workforce, wage equality, and women empowerment policies in the workforce (Tewari, 2025). By adapting India’s labour code, IKEA is maintaining a gender balanced workplace with 46% of women employees (Mitra, 2023). However, in spite of suppliers' code of conduct, IKEA India faced challenges due to children working at Indian rug suppliers violating child labor rules and regulations (IKEA MUSEUM, 2026). 
Process:
IKEA is operating in the UK with 2100 suppliers who are responsible for the company’s raw material sourcing (IKEA, 2026). Additionally, by supporting customers' online purchasing intentions, IKEA also improved its delivery options and provided online delivery to the customer by following adaptation strategy (IKEA, 2026m). However, IKEA has been accused of illegal timber sourcing by destroying European ancient forest (Greenpeace, 2024). 
However, the company sources its raw material from 48 suppliers in India while working with 400000 coworkers in the operational process using modern manufacturing technologies (IKEA, 2026r). IKEA operates in India in both offline and online mode where the customers connect in the purchasing process (IKEA, 2026q). Thus, IKEA standardised its operational approach in India.
Physical evidence: 
IKEA stores are designed as room-by-room showrooms, which aim to create appealing stores for UK customers (Peacock, 2025). The warehouse stores in the UK are designed in a circular design and one-way systems to encourage window shopping (BBC, 2018). Therefore, the company adopted an adaptation strategy in the UK market. 
The official website of IKEA in the UK is one of the most effective physical evidence.
[image: ]
Figure.18: IKEA UK website
(Source: IKEA, 2026)
Across India, IKEA stores have separate sections according to customer preference, such as showroom, market hall, self-serve area, and circular hub to simplify customer experience (IKEA, 2026). By adapting the need for Indian customers, IKEA offers Hindi and English on their website including other languages based on region (IKEA, 2026). Their official website for Indian market is also physical evidence.
[image: ]
Figure.19: IKEA India website
(Source: IKEA, 2026)
[bookmark: _Toc227576879]Compare and contrast 
With the growing demand for sustainable products, durable furniture in the UK market, IKEA is providing sustainable value and durable furniture in the UK. While in India with a growing trend for modular furniture, smart design, the company aligns its product accordingly. In the rapidly evolving business trend, adapting new strategies in markets is important to improve operational processes (Siswati and Rapitasari, 2024). Thus, IKEA is taking adaptation strategies in the UK and Indian market according to the customer demand. Similarly, IKEA used adaptation strategy in the UK, the company used a value-based pricing strategy to gain customers' willingness to purchase despite economic turmoil. While in India, IKEA's approach is based on competitive pricing to give customers better service than competitors. In the UK, companies operate in offline and online mode similarly in India, to provide customers with an omnichannel experience. Hence in this context, to achieve operational efficiency in the standardisation strategy helps in practicing consistency in service of IKEA in both markets (Kong et al., 2022). IKEA using mutichannel promotion consisting of in-store video, email marketing in the UK. While, the marketing approach in India IKEA focuses on localising campaigns, influencer marketing. Thus, IKEA has taken an adaptation approach in two different markets. 
[bookmark: _Toc227576880]C. Directional development strategy of IKEA. 
To introduce new service in India, IKEA has planned towards achieving long-term growth in the Indian market with the motivation for reaching double customers than before (Adgully Bureau, 2026). In this context, the Ansoff Matrix gives a strategic direction to brands’ fundamental growth options like market development, to guide towards development strategies. Market development emphasises on modifying existing products to attract new customers (Ferreira and de Sá, 2024). In north India, IKEA started its expansion with 7000+ products and solutions (IKEA, 2026t). Therefore, building on the market development factor in the Ansoff Matrix, IKEA is taking a directional development strategy in India by expanding its stores throughout the country.
[bookmark: _Toc227576881]D. Ethical issues 
In the UK, IKEA faced challenges and accusations due to illegal timber sourcing by not maintaining the regulations and destroying the European ancient forest (Greenpeace, 2024). This has impacted the reputation of IKEA in the UK. In addition, in spite of IWAY suppliers’ code of conduct IKEA faced major challenges due to child labour ethical issues, working at Indian rug suppliers violating Indian child labour legal regulations (IKEA MUSEUM, 2026). Due to this accusation, IKEA faced supply chain issues by ending contracts with many suppliers and reputational damage (Rao, 2023). IKEA, along with its suppliers, built a partnership with UNICEF and collaborated with the Save The Children campaign to again build its reputation and make a safe working environment (IKEA, 2026)
[bookmark: _Toc227576882]E. Recommendations 
Inclusion of B2B operation along with B2C - According to the STP analysis, it is found that IKEA faces production challenges with the local competitors in India (Girdhar, 2013). To rank among competitors based on production, IKEA should strengthen its manufacturing and production process in every operating country by increasing its supply chain network and launching B2B operations with target clients to mitigate the production challenges. This strategy of strengthening B2B customers and supply chain networks will reduce production downtimes and enhance efficiency by collaborating with trustworthy businesses. 
Adoption of trendy “Phygital” (Physical and Digital) marketing - IKEA traditionally used integrated marketing strategy coordinating all promotional tools. However, it is seen that the company rarely promotes through TV advertisements in international markets, where middle aged people favour TV advertisements (Liu, 2022). To improve its international marketing, and spread awareness among every age group, IKEA should focus more on phygital marketing to merge physical and digital platforms (Mishra, 2023).
Encouraging transparency to mitigate greenwashing issues- IKEA claims FSC certified and recycled sources of wood in their publicity campaign (IKEA, 2026). In spite of its claim, the company faced accusation due to illegal timber sourcing, triggering greenwashing issues (Greenpeace, 2024). To mitigate greenwashing, IKEA should adopt a multi-layered strategy with interconnected pillars of transparency, stakeholder engagement, third party verification, internal controls, and technologies (Sneideriene, 2026). 
[bookmark: _Toc227576883]Conclusion 
From the above discussion, it can be concluded that in the case of the macro environment of the UK and Indian market, IKEA is well fit for the Indian market with a growing trend, seamless operation, and maintained reputation. However, through STP analysis, it is found that IKEA is taking the approach of differentiating marketing strategy in both markets by depending on market demand. Moreover, in spite of some ethical issues of illegal raw material sourcing in the UK and challenges of child labor issues working the Indian rug suppliers in India, IKEA is taking steps to control and regain its reputation in both markets. 



[bookmark: _Toc227576884]Section 2:
[bookmark: _Toc227576885]Reflection:
Description:
In the process of conducting this report, I have done an in-depth exploration of the chosen company, namely, IKEA. Throughout the exploration process, I have chosen two countries, namely, UK and India, where the company is currently operating, focusing on the company's approach towards its business process. Similarly, to analyse the macro environment of IKEA in the UK and India I have initiated PESTLE analysis. Through the analysis, I have gained knowledge about which has given me an insight into comparing both markets’ regulatory, societal economical regulations and factors impacting IKEA’s business and can impose possible threats in the company’s operation.  To gain the cultural perspective of both markets, I have utilised Hofstede's cultural dimension framework and gained a comparative overview. I have further conducted STP, to get an insight into IKEA’s present marketing approach and strategies in the UK and Indian market, comparing the success rate. Initiation of 7Ps in the Marketing mix has also been used by me to evaluate the current situation of the company’s strategic approach regarding adaptation and standardization in two different countries and comparing the state of the operational success. In the way of analysing the performance level I have also evaluated the company’s financial performance in the UK and India and gained secondary data from several new articles, company press releases and academic journals.
Feeling: 
Searching for the information while analysing for the timely data built a sense of time rush into me, I have faced a certain level of distraction in my planning process and data sourcing process. Chu et al (2021) have highlighted that distraction has an influence on reducing focus, which can impact on the attraction in the nearest surroundings. Furthermore, I faced a time management issue in the process of evaluating the performance and operating situation of IKEA in the UK and India. I have continuously faced challenges in controlling my stress over multitasking. High stress levels and anxiety directly disrupt the time management aspects creating emotional and mental disbalance, which in fact affected me in some way (Kordzanganeh et al., 2021). I have faced a problem to focus on my research due to extreme stress and anxiety. Although, my tendency to maintain perfection and excitement on searching for information relating them to the existing business context have significantly improved my stress level making the evaluation process effective.
Evaluation:
Throughout the process of doing the comparative analysis of IKEA’s market performance in India and the UK, I have gained comprehensive knowledge on customers' changing preferences in both countries. I have gained a positive view on the relation between customer demand and aligning company’s product according to it. I observed the difference in the product IKEA offers in two different countries, which nonetheless aligned significantly with customer demand. I have explored the concept of adaptation and standardisation to analyse IKEA’s marketing approach in two different countries; while gaining a positive insight, it has also helped my evaluation process in comparing the dynamics of UK and Indian market. However, in the process of using Hofstede’s cultural dimension tool, I have faced difficulties in doing the comparison between IKEA’s performance and initiatives between two countries. While collecting secondary data for this research, I have explored multiple academic articles which has given me in-depth support gaining structured information about international marketing strategies.
Analysis:
By gaining knowledge on the concept of intentional marketing, I have been fulfilled with the insight of marketing strategies with external and internal environments in different markets (Donthu et al., 2021). Furthermore, during this research I have recognised that the international marketing mix framework has been implemented to analyse the controlled marketing strategies of IKEA in its business process in two different countries (Agusta and Yusnidar, 2024). Additionally, the cultural dimension model has been used to identify and compare the business strategies of IKEA between UK and Indian where the cultural perspective differs along with the societal aspects (Andersson et al., 2022).
Furthermore, by following the accurate steps from gathering information about the company and gaining its background, collecting secondary data about the company’s operational process in the UK and Indian market, I have recognised. Analytical skill has a significant impact on improving information evaluation, critical thinking and problem solving (Martodiryo et al., 2024). Therefore, improving analytical skill has sometimes effectively helped me to improve my research and mitigate the negative feelings and hurdles using problem-solving aspects.
Conclusion:
The comparative analysis of IKEA’s market position, STP, and international marketing mix strategies has reflected my data analysis skills. Throughout the process of analysing the directional development strategy of IKEA in India, I have done in-depth synthesis of IKEA’s previous process and development strategies taken to introduce their brand position in India. Similarly, in the process of finding information, collecting secondary data, analysing data from two different countries, I could have used task planning to improve time management and reduce multi-tasking. Although I have also learned the significance of the comparative analysis process to know about IKEA’s performance and possible challenges the company can face by comparing its operational approach in two different countries. 
Action Plan:
For improving my research capability further, I will firstly focus on my time management skills by focusing on task prioritising and setting a clear schedule of tasks (Lund and Wiese, 2021).  With the intention of controlling my stress and anxiety, I will practice self-control and mindfulness practice to control my nervous system during rush (Mitsea et al., 2022). In this context, to further improve my comparative analysis skill I would be significantly involved with the data analysis process, which will sharpen my analytical skills further. 
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