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[bookmark: _Toc227576209]SECTION 1-Report
[bookmark: _Toc227576210]1. Introduction
This report aims to provide an in-depth analysis of the international marketing strategies of IKEA in the United States (USA) and China. IKEA operates its brand across driver culture. economic and social regions, which influence the brand to adopt different strategies for different countries. Based on this context, this study plays a significant role in assessing IKEA’s strategic adoption and makes a comparison of adopted strategies across China and the USA. Further, by comparing purchasing patterns, cultural values and market conditions using PESTLE, STP and marketing mix, this study highlights how IKEA balances its standards and localisation to maintain a competitive business position in the international market. 
[bookmark: _Toc227576211]2. Company background and mission vision
IKEA was founded in 1943 in Sweden by Ingvar Kamprad. IKEA is a well-known, popular brand for providing affordable, flexible, and ready-to-assemble furniture (IKEA, 2023). IKEA is operating across 32 countries, managing 411 stores around the globe (Ingka, 2025). IKEA’s business model focuses on providing quality furniture to customers, boosting customer satisfaction by offering cost-effective and well-designed products, supported by a strong global supply chain and large warehouse-style stores. 
IKEA's vision is to make people’s everyday life better by offering quality, sustainable, and well-designed furniture (IKEA, 2025). Its vision strategically aligns with long-term sustainability impact and innovation, aiming to perform a climate-positive business. By using environmentally friendly materials, energy-efficient operations and ethical sourcing, IKEA attracts local markets and maintains strong leadership. The vision is aligned with the mission, where IKEA intends to offer functional and well-designed home furnishing to people at a possible affordable price range (IKEA, 2024). This mission allows more customers to buy IKEA furniture and maintain a daily comfortable routine.
[bookmark: _Toc227576212]3. Market Analysis using PESTEL
A PESTLE analysis provides a strategic framework to evaluate external market factors, including political, social, and technological. legal, environmental and economic impact on business performance (Zaurez Afshar and Hussain Shah, 2025). 
Political Factor
[image: ]
Figure 1: Political factors across the USA and China
(Source: World Bank, 2024)
Figure 1 shows the political factors like political stability, regulatory quality and corruption control rate across the USA and China. In terms of political stability, the USA scores higher, around 70 to 80, as compared to China, around 55 to 65. However, the USA’s political stability significantly decreased to 64.27 in 2024 from 66.83 in 2019; it remains higher compared to China, which was around 63.28 in 2024 (World Bank, 2024). Along with this, the US scores higher, 75-80, than China, 45-55, in terms of managing corruption.  This shows IKEA can get more political stability and support from the US government, which promotes long-term investment, reduces operational risks due to low corruption and stable expansion. In contrast, China’s political stability is good but is slightly lower, which can allow IKEA to make strategic planning for business growth, but IKEA can face issues due to tight government control. However, it is recommended to adhere to regulations and a strategic partnership to maintain growing business activity in China (Kalinin and Gonchar, 2024). 
Economical Factor
[image: ]
Figure 2: GDP Growth Rate USA vs. China
(Source: World Bank, 2024a)
The GDP growth rate significantly affects business growth and expansion opportunities. For example, in terms of the GDP growth rate, China will remain at a higher 5% in 2024 as compared to ISA, which is around 2.8% in 2024. In 2021, China’s GDP growth peaked at 8.6%, while the USA remained 6.1% in 2021. Thus, this proves that China’s economy is growing faster than that of the USA. In China, IKEA can spread its brand as a premium brand due to increasing income levels and GDP growth. On the other hand, in the USA, IKEA maintains its brand as an affordable brand.
Apart from the GDP growth rate, inflation also impacts business expansion and growth. As per the latest data, March 2026, the inflation rate for China was 1%, while the USA stands for 3.3% (Trading Economics, 2025). As the USA is a developed country, the inflation rate of 3.3 is significantly high, which is driven by geopolitical energy shock, rising energy prices, and increasing consumer demand. Increasing inflation creates difficulties in running IKEA’s business operations and generating desired profitability, due to the increasing cost of raw materials and operational costs. Thus, as compared to the USA, China is a preferred country to generate higher profitability for IKEA. 
Social Factor
Business performance and growth are critically influenced by social factors like population, culture and purchasing power, and other important factors. For example, the population of China was around 1.4 billion as per the latest data, while the population of the USA is around 349 million (Worldometer, 2025). Tabianan, Velu and Ravi (2022)  stated that an increased population indicates increasing customers and product selling capacity. China has a large urban population as compared to the USA, which indicates the product demand for IKEA is high in China, which indicates high business profit generation and growth opportunity. 
Apart from this, other social factors can be analysed using the Hofstede cultural dimensions theory.  Hofstede's cultural dimensions theory is a framework which helps to understand cultural differences between two or more countries, analysing how values influence society and organisational behaviour (Żemojtel-Piotrowska and Piotrowski, 2023).
[image: ]
Figure 3: Hofstede cultural dimensions comparison between China and the USA
(Source: Hofstede, 2025)
Power Distance
Power distance deals with the fact that in society, all people are equal, and power is not equally distributed (Fang, 2025). Interns of power distance China score a high 80, which shows people accept a strong hierarchy and authority in China. In contrast, the USA scores lower, 40, which indicates a preference for equal power distribution. 
Thus, in the case of China, IKEA can generate a strong brand reputation and lead the market with perceived authority, which enhances organisational credibility and market growth. On the other hand, in the USA market, customers prefer self-service and independence, which is well aligned with IKEA’s flat-pack concept, which maintains a stable business growth and performance in the USA. 
Individualism
Individualism determinants help to determine people’s opportunities towards individual goals or family goals. In terms of individualism, the USA scored a high 91, and China scored a low 20. The high individualism score of the USA shows a highly individualistic society, where a low score indicates a collectivist cultural society (CHEN and TAO, 2023). 
In the USA, IKEA uses product design to express self-expression, lifestyle customisation and personal identity, which attracts more customers to its products. On the other hand, in China, IKEA showcases complete family room settings, which align well with the collectivism values of China. 
Masculinity
Masculinity shows social values in terms of achievements, success and competitiveness (Xiaoweimi, 2023). Both the USA and China score high, 66 and 62, respectively, which indicates a high value towards competitiveness, achievement and success. Thus, in the country, IKEA maintains an efficiency-driven business model, which drives high functionality and value for money products, maintaining its competitive position in these two markets. 
Uncertainty Avoidance
Uncertainty avoidance helps to measure society's acceptance of risk, uncertainty and ambiguity. In this context, China scores low, 30 and the USA scores moderate, 46. Low uncertainty avoidance indicates high tolerance for change and ambiguity, where a moderate value suggests some level of tolerance (Svenson et al., 2025). 
Thus, in China, IKEA can focus more on business expertise, make changes in its products and services, and digital platforms. Here, in the USA, there seems to be a clear protective line regarding information,  return policies and structured business activities. 
Long-term orientation
Long-term or short-term rewards reflect whether a society requires short-term benefits or long-term rewards (Fang, 2025). In this context, Chin scored high, 87, which reflects a strong long-term orientation. On the other hand, the USA scores low, 26, indicating a short-term benefit focus. 
Thus, based on these intentions, in China, IKEA focused on sustainability, durability and value oriented products. In contrast, in the USA, IKEA focuses on trends, flexible products, which provide immediate satisfaction for the customers. These efforts help IKEA to maintain a balanced business performance in China and the USA. 
Indulgence
Indulgence reflects people’s intention to fulfil their desires and enjoy life (Svenson et al.,2025). In this context, the USA scores high, 68, and China scores low, 24. This reflects that the people of the USA value their desires and maintain a comfortable lifestyle and purchase desired products, whereas in China, people focus on affordability and necessity. 
Thus, aligning with these characteristics, IKEA focuses on lifestyle-based, comfortable product lines for home design in the USA. On the other hand, in China, IKEA maintains affordability, necessity and functionality. 
Technological Factor
Adewusi et al. (2024) stated that having high technology support provides better business growth productivity with modern commerce and business analytics advantages. In China, R&D spending is moderate 2.4%, while US spending on R&D was moderate 3.5% (OECD, 2025). This increased R&D indicates technology advancements and innovation support, which can grow IKEA’s product line diversity and capability to fulfil more customer needs in the USA. However, in terms of e-commerce penetration rate, China scores high 47%, where the USA scores 15.8%, which suggests China leads in mobile e-commerce and digital platforms (Netguru, 2025). Thus, in China, IKEA can get more e-commerce and digital business growth opportunities as compared to the USA. 
Legal Factor
In the Chinese market, consumer protection is developing, whereas in the USA market, there is a strong Consumer Protection Act. In the USA, IKEA needs to comply with the Federal Trade Commission Act of 1914, which ensures fair business practices within the country (Ftc.gov, 2023). However, in the Chinese market, the Foreign Investment Law 2020 is strict, and can regain full control over the country's resource usage, which may slow down IKEA’s growth opportunity (UNCTAD, 2024). Thus, in both countries, IKEA needs to maintain government acts and regulations to maintain business expansion and growth. 
Environmental Factor
Chen et al. (2024 stated that in both the Chinese and the US markets, sustainability initiatives are high and environmental regulations are also strict. However, with the growing environmental awareness in China, IKEA needs to stay focused on promoting sustainability and ethical sourcing of products to attract more customers. In the USA, there is high pressure from the government to adhere to strong environmental regulations, and consumer demand for sustainable products is high in the USA market. Thus, it seems more difficult to maintain business sustainability in the USA market as compared to the China market. 
[bookmark: _Toc227576213]3. STP Analysis 
	STP Element
	China
	United States

	Segmentation
	
	

	Demographic
	Middle-class; young families; urban population; age 25–45
	Middle-income; families; young professionals; students

	Geographic
	Tier 1 & Tier 2 cities, urban apartments
	Suburban & urban areas; nationwide presence

	Psychographic
	Family-oriented, value-conscious, aspirational, practical
	Individualistic, lifestyle-focused, convenience-seeking

	Behavioural
	Price-sensitive, brand-conscious, infrequent bulk buying
	DIY-oriented, frequent buyers, convenience-driven

	Targeting
	
	

	
	Urban middle-class families
Young professionals seeking modern, affordable furniture
	Broad middle-class market
DIY consumers; cost-conscious households

	Positioning
	
	

	
	Aspirational global brand
Modern lifestyle
Affordable luxury
	Affordable, functional, stylish furniture
Everyday low price


Table 1: STP table
(Source: Self-created)
Table 1 shows the STP table, which has identified segmentation, targeting and positioning in both the Chinese and US countries. The Segmentation is further divided into demographic, geographic, psychographic, and behavioural. Interns of segmentation in the China market, IKEA focuses on middle-class young females living in urban areas aged between 25 to 45 years old. It has been identified that the Chinese population's consumption rate is around 40% of its total GDP of the country's total GDP, which indicates a low consumption level (Statista, 2025). Despite the significant strategy used by the government, it is low as compared to the international average of 60%.  Thus, to maintain business growth and protect sales efficiency, IKTA targets the urban population who have moderate income customers. Zhong et al. (2024) stated that in China, people are more family-oriented and believe in a long-term productivity life cycle. Aligning with these requirements, IKEA maintains a well-established brand, where it provides value-oriented, sustainable, and durable furniture, which ensures business positioning effectively. However, considering the price sensitivity of the Chinese population and brand consciousness, IKA maintains ethical business performance, aligning with ethical sourcing and focusing on providing products at affordable rates. Thus, being a global brand, IKEA aligns with local requirements of China and positions its brand as a modern lifestyle and affordable luxury brand in the Chinese market. 
On the other hand, in the USA, IKEA targets middle-income families and young individuals as its target demographic customers from suburban and urban areas. It has been identified that the USA average household income is around $80000 to $83730 as per 2024 data. Additionally, customer income ranges from $35046 to $150342 (Bls.gov, 2024). Further, the ISA people are more lifestyle-focused, convenience-seeking, and individualistic. Thus, in the USA, IKEA shifts focus to promoting individual customers’ requirements and making products according to the customer's choice. Thus, in the USA market, IKEA targets the middle-income household customers, who are seeking DIY household furniture to show off personal status and individualism. Based on these characteristics, IKEA must maintain its brand position as an affordable, functional, stylish furniture-making company in the USA. 
Overall, IKEA maintains a significantly different business approach to attract customers, gain brand recognition and maintain its competitive position in the market. For example, in the China context, IKEA maintains its position as a global brand, which values local customer needs. On the other hand, in the USA, IKEA aligns its business value with customer choices, offering affordable, everyday solutions, which fulfil customer household furniture needs and maintain satisfaction level. This highlights organisational adaptation and standardisation strategy, where IKEA maintains more adaptation in China and focuses on more standardisation in the USA market. 
[bookmark: _Toc227576214]4. International Marketing Mix (7Ps) Comparison 
	4Ps
	China
	United States

	Product
	Compact, multifunctional furniture; space-saving designs; family-oriented layouts
	Larger furniture; DIY assembly; individualised designs

	Price
	Relatively premium pricing; higher due to import costs and perception
	Affordable pricing; strong cost leadership strategy

	Place
	Stores in major cities; experiential showrooms; strong e-commerce integration
	Extensive store network; warehouse-style outlets; omnichannel retail

	Promotion
	Digital marketing, like WeChat, apps, minimal traditional ads, and aspirational branding
	Catalogue, website, social media; lifestyle-focused promotion


	People
	High staff support, Guided shopping experience, Relationship-focused service, Assistance with product use
	 Self-service model, Minimal staff interaction, Customer independence , Cost-efficient staffing

	Process
	Strong e-commerce integration, Mobile-first purchasing, Delivery & assembly services
	Standardised store process, DIY product selection, Warehouse pick-up system

	Physical Evidence
	Localised showroom layouts, Small-space living displays, Family-oriented setups
	Large warehouse stores, Standardised layouts, Functional product displays


Table 2: 4Ps marketing mix
(Source: Self-created)
Table 2 depicts the 7Ps marketing mix for both China and the USA. The 4Ps marketing mix consists of product, price, place, promotion, people, process and physical evidence. Selection of an appropriate strategy is important to achieve business growth and maximise business profitability. 
Product
The product strategy adopted by IKEA is based on affordability, flat-pack furniture and functional design (Walia, 2025). However, with respect to different countries, the product strategy changes. For example, in terms of the Chinese market, there is a high population density. It is evident that in China, around 1.4 billion people are living with a population growth rate 0.22% (Worldometer, 2025). Considering this characteristic of the Chinese market, customers are seeking small living furniture spaces. Thus, addressing this requirement, IKEA needs to make a product design which satisfies customer demand. Apart from this, there is a high demand for multifunctional functionality in China. Thus, IKEA’s innovation and product design requirements are high in the Chinese market (Yu, 2019). Providing foldable beds and space-efficient furniture fulfils customer requirements and attracts most customers in China. At the same time, IKEA’s showroom focuses on the family living environment, which also adheres to the collectivist culture of China, which improves the business success of IKEA in China.
On the other hand, in the USA market, IKEA's product design focuses on larger homes and suburban lifestyles (Amworldgroup, 2025). USA customers are seeking DIY assembly furniture, which aligns with individualist culture. Adhering to these population characteristics, IKEA focuses on maintaining product design which fulfil customer demand. Thus, adhering to the affordability, DIY focused furniture IKRA created a product strategy to make diverse product ranges, which fulfil individual customers’ needs and preferences.
Price
As a global brand, IKEA is using a price leadership strategy, which helps the brand to offer quality household furniture at 30% to 50% more cheaper than other market competitors (CNBC, 2025). However, the pricing strategy adoption also differs across different countries. For example, a high GDP growth rate and increasing customer household income create an opportunity for IKEA to adopt a promotional strategy. GDP per capita of China is around $12700, which is lower than that of the USA, $76000, which also increases the demand for affordable prices of products (World Bank, 2024b). Thus, balancing these two aspects, IKEA has the space to continue offering an affordable pricing strategy and make the availability of premium options for some customers. 
On the other hand, in the USA market, IKEA maintains a low-cost marketing strategy, which targets middle income country customers. Additionally, the high piercing power of customers allows the brand to promote product diversity and fulfil customer needs and preferences (Vanathi and Raj, 2023). It has been identified that with the increasing inflation rate, the supply chain cost and tariffs are increasing in the USA market. Based on this economic condition, IKEA faces challenges in maintaining low prices and maintaining affordability.  
Place
IKEA focused on selling products in large warehouse-style stores and strong supply chain performance (Rutuja Gaikwad, 2026). In the case of China, initially IKEA used the large stores, but aligning with the changing consumer behaviour, IKEA shifted to smaller urban stores. Additionally, the Chinese market has higher e-commerce market potential. This creates further opportunity for IKEA to sell products on online e-commerce stores like JD.com and WeChat. It is evidence that in China, more than 1.1 billion potential consumers are using digital platforms for shopping for products ( Xinhua, 2025). Thus, aligning with the digital-first consumer behaviour, IKEA has changed its offline store-based product selling to an online platform-based product selling approach.
In the context of the USA market, IKEA maintains a large warehouse-based product-selling strategy, which maintains its aesthetic business activities and market dominance. Additionally, IKEA also invested $2.2 billion for partnership and business expansion as a place strategy, which improves organisational accessibility in the USA market (Tyko, 2025). Additionally, to attract more customers, IKEA also adopted an omnichannel strategy, which helps to increase customer accessibility in both online and offline stores, increasing sales and revenue. 
Promotion
IKEA strongly relied on brand image, traditional style experience and catalogues. However, in a different country, IKEA adopted different promotional approaches (Jonwal, 2025). For example, in the Chinese market, IKEA uses social media, WeChat, and e-commerce applications like Alibaba, which can help to promote brand awareness and engagement (Ikea, 2023). Further, customer data insights from different online platforms can help make decisions to adopt the best marketing strategy that improves business sales and performance. 
On the other hand, in the USA market, IKRA solely relied on catalogues, traditional in style, and expertise (Jonwal, 2025). Minimal use of social media platforms, however, may impact brand awareness and sales value. It can be improved by using social media platforms like Facebook and Instagram to increase brand awareness and attract more customers. Further, offering online personalised experience will also align with individualism and increase a high rate of customer satisfaction and loyalty. 
[bookmark: _Toc227576215]People
IKEA has not adopted the DIY concept in China, as Chinese people were not so familiar with these concepts in the first place. Additionally, focusing on collectivist culture, IKUA focused on relationship building, enhancing the quality of service provided in the Chinese market. In contrast, based on the people's request, IKEA focuses on DIY product development concepts. Focus on customer preferences. IKEA’s flat-pack package is well-learned with the people who frequent the USA (Tyko, 2025).
Process
In China, perform business processes using mobile apps and online ordering websites. Considering the increasing demand for online purchasing, IKEA adopted a mobile-first approach in China (Vanathi and Raj, 2023). On the other hand, in the USA, IKEA maintains a standardisation principle followed by warehouse pickup and online stores. The balance between online and offline selling has improved business growth.
Physical Evidence
IKEA focused on store design to provide customer-weak expertise and align with family lifestyle showrooms that reflect local living conditions. This approach allows customers to visualise real-life living and increase the product sales rate. On the other hand, in the USA, IKEA, a warehouse which provides efficiency, brand consistency, and finality, improves customer trust and satisfaction (Rutuja Gaikwad, 2026). 

[bookmark: _Toc227576216]5. Directional Development Strategy for USA
	Market Penetration 
(Existing Products, Existing Market)

· Expansion of physical stores across major U.S. cities
· Growth in e-commerce and omnichannel sales
· Price reductions to remain competitive during inflation
· Strengthening customer loyalty (IKEA Family programme)
	Product Development 
(New Products, Existing Market)

· Introduction of smaller urban store formats
· Expansion into densely populated city centres
· “Plan & Order Points” for accessibility and convenience
· Targeting younger, urban consumers

	Market Development 
(Existing Products, New Markets)

· Localised furniture designs tailored to U.S. preferences
· Smart home and modular furniture innovations
· Sustainable product lines (eco-friendly materials)
· Affordable product bundles for small apartments
	Diversification 
(New Products, New Markets)

· Limited diversification strategy
· Investment in circular economy (recycling, resale services)
· Exploration of services (assembly, delivery solutions)
· Partnerships for sustainability and innovation


Table 3: IKEA’s Development Strategy in the USA with the Ansiff matrix
(Source: Self-created)
Table 3 depicts IKEA’s development strategy in the USA with the help of the Ansoff matrix. Ansoff matrix is a powerful framework that helps to identify business directional developmental growth strategy and evolve new business plans for business growth. Ansoff matrix consists of four core approaches, such as market penetration, market development, product development and diversification.
Market Penetration
The market penetration strategy allows brands to use the existing same products or services to sell on the existing market, and improve business growth by increasing store expansion, e-commerce growth and adopting collective strategies. IKEA took the decision to open new stores across major US cities. It is evident that IKEA has invested 2.2 billion to promote omnichannel business growth in the USA, which aims to develop supply chain efficiency, increase people accessibility, and achieve high customer satisfaction (IKEA, 2025a). Additionally, IKEA’s activity to promote sustainability in the USA market suggests a strong intention for long-term business development and success. It is evident that IKEA has taken a commitment to be climate positive by 2030 through solar and geothermal technology adoption. Thus, these large investments and strong sustainable commitments can also help to maintain a strong competitive business position in the USA market. 
Market Development
The market development strategy intends to use the same products or services and enter into new markets for business development and expansion. IKEA shifts from traditional large warehouse stores to small suburban stores at different locations in the USA, known as “Plan & Order points”, aiming to increase accessibility and penetrate densely populated cities (IKEA, 2025b). This strategy is aligned with organisational development in the existing US market. Additionally, by promoting price affordability by 3% to 50%, IKEA targets more customers to purchase business products and increase business growth. Using an e-commerce platform, IKEA shows a strong strategic approach to increase its business online sales by reaching more customers at different US locations. It is evidence that IKEA invested around $1.9 billion in e-commerce. Considering the increasing e-commerce online sales trend, this investment was justified and has potential strength to strengthen business growth and operational efficiency. More than 457 million customers visit IKEA stores from online sites, and IKEA family reward membership reaches 25 million by 2025 (IKEA, 2025c). These success rates show the strategic growth opportunity of e-commerce investment, which supports long-term business growth. 
Product Development
In the product development strategy concept, organisations create new products to sell in the existing market. Along with this strategy, IKEA focused on local customer demand. Offers innovative, flexible and eco-friendly products which suited well with the individualistic characteristics of the culture (IKEA, 2025b). To improve customer experience, the organisation has invested in automation, remote planning services and the use of digital tools in promoting supply chain efficiency, which increases prompt delivery and return services. These approaches seem to be innovative as it attracts more customers and provides competitive positions in the US market. 
Diversification
Diversification tends to use new products in new markets. In terms of diversification, IKEA does not focus much. However, to fulfil each customer's requirements, innovation and R&D help to diversify product ranges, which will align with customer choice. Further, circular economy investment is also a new approach, which promotes sustainability and increases awareness in new markets, and creates long-term growth opportunities. 
[bookmark: _Toc227576217]6. Ethical Issues
IKEA intends to promote sustainability and affordability across countries for rugs. However, in terms of product and promotional strategy adoption, several ethical concerns arise. For example, in the Chinese market, IKEA was associated with promoting “sexist advertisement”, where it creates social pressure on women to marry, which was highlighted as a cultural issue (BBC, 2020). Additionally, there was a claim to use an illegal source of supply of wood for furniture making in China (NBC News, 2021). Additionally, questions have been raised about greenwashing, where organisations show high sustainability value in reports, but in real life, it differs. Further, anti-union practice and labour issues are increasing concerns about the practice of IKEA. Thus, it was evident that, despite being a responsible brand, ethical issues still exist at IKEA’s core business activities. 
[bookmark: _Toc227576218]7. Conclusion and Recommendations
Overall, the report critically identified business categories and the performance of IKEA in both the US and China. In China, IKRA adopts adaptation; in the USA, it adopts standardisation, which well aligns with business growth and performance. However, IKEA must focus on strengthening its localisation strategy by adopting new products, pricing and promotional strategies. Aligning with the cultural preferences of the USA and China, new product line development and selling offers a great strategic option to attract more customers and improve business growth. Along with this, it is recommended to strengthen digital capabilities and omnichannel product selling. From the improved customer engagement from both the online and offline platforms, investing in omnichannel performance will be a great strategy for IKEA to develop business growth and performance. Additionally, focus more on ethical business categories and maintain transparency. The rising ethical challenges hamper trust and customer engagement. Thus, IKEA needs to maintain its focus on performing ethically to strengthen its business position as a global leader. 

[bookmark: _Toc227576219]SECTION 2- Reflection
[bookmark: _Toc227576220]Introduction
For writing this reflection, I have used Gibbs Reflective Cycle. Gibbs Reflective Cycle comprises description, feelings, evaluation, analysis, and an action plan (Adeani, Febriani, and Syafryadin, 2020). Following these steps helped me to demonstrate the overall journey which I have followed to complete the assessment. 
[bookmark: _Toc227576221]Description
Throughout this assessment, I was engaged in in-depth research on IKEA’s international marketing approaches. I was selected from two countries, the United States and China. Based on research, I realised that selecting these countries will provide me with critical insights, as in these two countries, IKEA has adopted different marketing strategies due to cultural, behavioural, and other characteristics of the market. I have used the PESTLE framework to evaluate different marketing factors’ impact on business performance in both China and the USA. The PESTLE framework evaluates political, social, economic, environmental, technological, and legal factors on business performance and growth (Eierle et al., 2022). However, I focused more on social factors by applying the Hofstede cultural model. 
[bookmark: _Toc227576222]Feelings
When starting this assessment, I slightly felt overwhelmed, as the assessment seemed to be complex to meet the task requirements. However, as I proceed, I have identified new business approaches, business growth strategies, and solutions to business problems adopted by IKEA. This incentive and motivation to complete the assessment. I became more confident about my research skills, and I have reviewed IKEA’s business reports, posts and blogs to collect statistical data and use those data as evidence of the claims. 
[bookmark: _Toc227576223]Evaluation
I have used credible, updated sources to take the information and statistical data insights about the company, which enhanced the quality and credibility. I deeply studied different frameworks like PESTLE, Hofstede model,4Ps marketing mix, and the Ansoff matrix and successfully applied them to explain IKEA’s growth and developmental strategies with reference to China and the USA. However, I faced challenges in critically evaluating the information, as it required more effort. I also faced difficulties in managing time, as getting the data and writing the report at the same time was a complex and challenging task for me. 
[bookmark: _Toc227576224]Analysis
This assessment developed my strategic skills, analytical skills, and knowledge of international business strategies adopted by organisations like IKEA. Additionally, I have realised how external factors like political, economic, social, legal, technological, and environmental factors influence business growth and decision-making. Collecting relevant data and supporting it as evidence to justify the claims has improved my analytical skills. Apart from this, I have relied on the importance of ethical activity in business practice to stay competitive in a dynamic market.  
[bookmark: _Toc227576225]Conclusion
Overall, through the assignment, I have gained exceptional expertise and developed my academic and professional skills. I became more aware of how international businesses operate their business across multiple countries by adopting different marketing strategies. I have applied theoretical models, which helped me to structure my writing approach and deliver quality outcomes. I also recognise the need for quality referencing to maintain the authenticity and validity of the findings. 
[bookmark: _Toc227576226]Action Plan
Based on the expertise gained from this assessment, I plan to allocate more time for future assessments to study, collect and perform critical analysis to improve writing quality. Further, I will join online sessions and take guidance from mentors to improve my critical thinking skills. Further, I will continue to apply different theoretical frameworks to real world business scenarios to find current business activities, challenges, and strategies to improve business growth. 
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