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[bookmark: _Toc92453210]IKEA is a company that deals with various other types of kitchen equipment’s, furniture, home accessories and many more. The company was founded in Dutch and Sweden which therefore sells and also designs kitchen appliances, ready to assemble the prime furniture and also the accession of the house along with other home services and goods. Ingvar Kamprad was the founder of IKEA in the year 1943 in Sweden. He was at the age of 17 when he founded IKEA. Moreover, IKEA has been declared as one of the globe largest retailers of furniture since the year 2008 (House and Kádár, 2020). The IKEA brand uses this brand name as an acronym which thus consists of the initials of the founder. However, the group or team of IKEA is known for the best and the modernist design for different furniture and appliances. Apart from all these the interior design is often associated with the work of eco-friendly and also simplicity. The history of the company IKEA goes somewhere like this. In the year 1943, the founder of the company has founded the company IKEA as the mail-order business of sales and then began to sell the furniture approximately five years later. The initial store of IKEA was opened in Almhult, Smaland in the year 1958 as a name of Mobel-IKEA. Moreover, apart from Sweden, the stores of IKEA was also opened in Denmark in the year 1969 and also in Norway in the year 1963.IKEA had spread its stores all over Europe from the year 1970. Lately, IKEA entered the northern part of America in Feburay 2010 and opened in the republic domain. Moreover, IKEA has also settled in India and opened a store in India in the year 2018, in Hyderabad. Apart from these in 2021 November, IKEA company has opened the world largest store with 65,000 square metres in the Philippines in Pasay City. 
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Market segmentation, targeting and positioning 

[bookmark: _Toc92453211]The IKEA segmentation, positioning, targeting result with the core set of the subsequent decision of marketing that establishes the prime strategy of the company in the market. The current segmentation of IKEA is therefore based on the prime strategy where the products of the company are towards the market and the target markets (Ben-Shabat et al., 2021). Moreover, based on the strategy of the market segmentation the core target of the company IKEA is on the younger customers who are deeply focused on space living and lifestyle.IKEA targets their customers based on demographic segmentation. As to become easy to study the different demographics and to set a target for the company (Spinoglio, 2020). Therefore the company IKEA targets and also focus more on the younger and the adults who are conscious over the cost of the product. The salary of those age groups results in $10000 and $50000.In the positioning strategy over the market and their consumers, the company IKEA focus on the mono position and segmentation which therefore primarily focus on the single or individual consumer segment which is deeply conscious of the cost (Spinoglio, 2020). Moreover from these, it prefers to get the earning or value of money. The company IKEA positions are stand by providing the customers with cheap and affordable furniture to their consumers.  Moreover, the company also holds a great name and fame over its furniture, home appliances, kitchen equipment and many more in the mind of the consumers and the consumers also accept this part and strategy of IKEA (Kremer, 2019). Hereby, it is also recommended that through these marketing strategies the IKEA would prosper more in the market and also ahead with the conversation and communication with the consumers to therefore plan, execute and develop their products over the market (Rodrigues and Brandão, 2021). Apart from this marketing strategy on the brand, product and much more development could also be engaged with the prime audiences to encourage them in various other ways to support the company. 
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Product
The product of the company basically belongs with the home appliances, kitchen equipment, bathroom appliances, furniture, tool and hardware, home decor, cooking products, lighting products, decoration products and many more. Moreover, in the context of the products of IKEA, it has always been unique in its way and always tries to cope up with the dynamic environment (Burt et al., 2021). The quality of the product in IKEA is very great and the company focuses more on customer satisfaction. The features of the products in IKEA are very much prominent for the company and also for the consumers. Therefore, the products of IKEA is very much unique and differ hugely from the other furniture shops and kitsch appliances and many more. The quality of the products are high in demand and the quality of the product is great along with the design (Yaw, 2018). The company manufacturers the product with the very extraordinary design which has no comparison to other market and products. The core and the significant feature of IKEA products are that the products constitute a brand image that is very smooth to represent the eco-friendly furniture to the audiences or the customers (Rodrigues and Brandão, 2021).  The products of the IKEA has vital benefits in that are it offers low prices of the product and hold a competitive advantage. Thus this cost-effectiveness in the products of IKEA thanks to the combination of the sale of the economics and also the integration of the technology into the different processes of the business (Yaw, 2018). Moreover, the design of the product packing is great as it is done with cardboard and is eco friendly in nature. Through this product development in IKEA, the customers can be engaged more into the products of the company as it provides cost-effective products and also eco-friendly products. 
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Price 
The price of the products of IKEA varies from country to country. As the company provide the products at a lower cost, it is therefore affordable to all the income slabs of the consumers or the audiences (Yaw, 2018). As the process is low and is cost-effective, the consumers can opt for it. Therefore through pricing strategy, the company can surely gain an attachment with the consumers as they will prefer to buy appliances and goods from the company as it offers with less price. Through this, the eco-friendly environment will be aimed in this report.
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Place 
The company IKEA make available the products to the customers by planning strangely with the place strategy. They use both the digital and the traditional channels to promote and also advertise their products and also it’s brand. Through social media and their own website, the products are made available to the customers. The website of the company is https://www.ikea.com. From these websites, the customers can buy the products of the company. The company IKEA sell its products in many countries. At the initial stage, the company opened a store in Sweden and then in Norway and Denmark. Moreover, in addition to this, IKEA has a total of 422 stores available in over 50 countries till March 2021 (BUDKHOD and Sangboonnak, 2021). Through this place strategy in the marketing fundamentals or marketing mix of the company, the communication between the audiences and the customers can be developed to execute the plans of the company. Apart from these through the place strategy, the company is recommended to develop the vital mechanisms for engaging with the consumers through encouraging them in various other ways. 
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The company IKEA promotes the product to communicate with the target markets by videos, images, writing their customers feedback to encourage the customers and to buy ore products from the IKEA stores (BUDKHOD and Sangboonnak, 2021). The company mainly uses promotion is direct marketing and print media marketing. The direct marketing of the company IKEA is based on the catalogue. The catalogue is the primary strategy of the brand in terms of promotion. This is most efficient and most useful in the communication channels of marketing. The catalogue of the company IKEA is printed in many languages so that each and every country can read it and buy the products from different countries from their stores or through their website.  Moreover in the catalogue the company showcase and flaunt their premium furniture and other appliances so that the customer gets attracted towards it. Therefore, direct marketing refers to the way of asking the probable customers to buy directly from the stores or the company (BUDKHOD and Sangboonnak, 2021). Here direct communication takes place with the customers or the audiences and insisting on them or helping them to buy the products from their company. Apart from these the company also uses print media marketing which includes billboards, newspapers and manganese to reach the customers. Integrated marketing communication refers to the process used in unifying the elements of marketing communication. Therefore through the promotion strategy, it is recommended that the communication would be done smoothly with direct marketing and also engage the audience through different mechanisms. 
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