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[bookmark: _Toc234454420]Executive Summary 
The following consultancy report analyses the strategic position of IKEA UK in the home furnishings retail business in the United Kingdom and offer strategic suggestions to enhance its long-term competitive advantage. This analysis was done amid rising macroeconomic uncertainties, shifting consumer demands, accelerating digitalization and rising sustainability pressures that influenced the UK retail sector.
The report initially analyses the organisational context, competitive position and industry environment of IKEA UK before analyzing the external and internal strategic environment through PESTLE and VRIO framework in a comprehensive manner. The results suggest that despite the current inflationary pressures, complexities in the post-Brexit supply chain and the growing competition, the globally recognised brand of IKEA UK, cost-effective supply chain, financial resilience and sustainability capacity still offers significant competitive advantages. The SWOT analysis additionally shows that existing external threats are overshadowed by opportunities related to digital transformation, omnichannel retailing and circular economy initiatives.
IKEA UK Corporate Social Responsibility (CSR) strategy and organisational performance are also critically analysed and examined by the Balanced Scorecard framework in the report. The results indicate that the sustainability, customer value creation, operational excellence and continuous organisational learning are complemented by the long-term mission of the company and its competitive positioning.
After evaluating alternative business-level strategies as developed by the SAFe approach, this report advises that IKEA UK should incorporate an Integrated Cost Leadership and Sustainable Differentiation Strategy. The strategy is a mix of low costs and digital innovation, circular business and better customer experience to amplify market leadership and adapt to the shifting stakeholder demands.
In general, it can be concluded that the proposed strategy with sustained investment into sustainability, digital capability, supply chain resilience, and employee development would allow IKEA UK to continue enjoying sustainable competitive advantage and provide long-term customer, shareholders and wider society value in the competitive, dynamic UK home furnishings market.
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[bookmark: _Toc234454421]1. Introduction
The current consultancy report is an evaluation of the strategic position of IKEA UK in the United Kingdom home furnishings retail market to see what it could do to reinforce its long-term competitive advantage. With the UK furniture industry experiencing evolving consumer demands and tastes, digitalisation, financial instability and rising sustainability demands, organisations need to be constantly relying on their strategic capabilities to remain at the forefront of the market (Whittington et al., 2022). The report is a critical analysis of the external and internal environment of IKEA UK, an assessment of its current business corporate social responsibility (CSR) strategy and operational performance as well as suggestions of a proper business-level strategy that could be supported with the help of recognised strategic management models (Rothaermel, 2023). The report will finish with a reflection on the research and analysis process based on Gibbs Reflective Cycle.
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[bookmark: _Toc234454507]Figure 1 IKEA
Source: (IKEA, 2025)
[bookmark: _Toc234454422]2. Organisational Context & Industry Overview 
IKEA was founded in 1943 by Ingvar Kamprad in Sweden and grew over the years to be the biggest home furnishing retailer in the world by integrating the Scandinavian designs, low price and cost-effective operations (Hill and Schilling, 2023). With its omnichannel business model which combines large-format stores in the country, city-centre planning studios and collection points and a fast-growing e-commerce platform, IKEA has secured its position as one of the most successful retailers in the United Kingdom in terms of furniture. The company generates customer value by the use of flat-pack furniture, Self-service retailing, efficient global sourcing and economies of scale allowing the company to offer competitive pricing whilst retaining the quality of their products and accessibility (Grant, 2021). 
The UK market can be viewed as one of the operations of IKEA that are strategically important in Europe. In the year 2025, IKEA UK earned in income of retail sales of 2.25 billion even amid the macroeconomic stressors such as the high interest rates, inflationary forces as well as the poor consumer confidence (IKEA UK, 2025). The retail sales decreased by a small margin of 2.1% against FY2024, but the company was experiencing a steady market share and registered growth in sales of 3.3% in the last quarter which is a positive consumer demand growth. Moreover, more than 125,000 planning appointments were also fulfilled in the year and this indicates that people are increasingly demanding personalised home furnishing solutions and omnichannel offerings (McKinsey & Company, 2025). Instead of focusing on short term profitability, IKEA did not stop investing in affordability, accessibility and sustainable growth, solidifying its long term competitive successes (Inter IKEA Group, 2025a). 

[bookmark: _Toc234454508]Figure 2 UK Furniture Industry Overview
Source: Self Made Adapted from Statista (2025), Euromonitor International (2025) and IKEA UK (2025).
The UK home furnishings market is still very competitive, with the large players in the market, such as Dunelm, DFS, B&Q, Wayfair and Amazon. Competition is not merely a price game anymore, introducing a digital customer experience, sustainability, supply chain resilience, and personalisation of products (Deloitte, 2025). Competitive dynamics are also being remodelled by rising online purchases, circular economy efforts and consumer behaviour in favour of products that are environmentally friendly (Euromonitor International, 2025). Therefore, the capability of the IKEA UK to integrate sustainability, digital innovation and customer oriented services into its strategic positioning besides the well established cost leadership makes it competitive advantage (McKinsey & Company, 2025). These changing market circumstances offer the context of considering the current strategy of IKEA UK, and the possibility of developing opportunities to enhance its long-term competitive advantage. 
[bookmark: _Toc234454423]3. External Environment Analysis
[bookmark: _Toc234454424]3.1 Macro Environment (PESTLE Analysis)
Political Factors
The political environment in the UK is favourable considering that there is stability in the regulations and good support by the government on the sustainability of business practices. Nonetheless, after Brexit processes remain to raise the cost of imports and logistical challenges in the supply chains of international retailers like IKEA. Both policies, such as Net Zero 2050 target, and UK Emissions Trading Scheme promote renewable energy use and other projects related to the circular economy, which is in line with the IKEA sustainability strategy and adds compliance expenses (Department for Energy Security and Net Zero, 2024; IKEA, 2025).
Economic Factors
Economic factors keep the furniture retailers under pressure. International Monetary Fund (2025) predicts the growth of the UK GDP to grow by 1.2, the Office for National Statistics (2025b) predicts the inflation of 3.4 and interest rates is 4.25, which diminishes the purchasing power of consumers. In addition, the business in the United Kingdom as IKEA UK contributed to producing a total of 3.3% sales growth in the fourth quarter and 2.25 billion in FY2025 retail sales as a result of strategic pricing and ensuring growth (IKEA UK, 2025). However, the fluctuations in the exchange rates are still escalating the costs of procurement and demand increased operation efficiency.
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[bookmark: _Toc234454509]Figure 3 IKEA UK Quaterly Retail Sales FY2025
Source: Self Made Adapted from IKEA UK (2025)
Social Factors
Lifestyle changes have heightened the need to buy cheap, multitask and sustainable furniture. Over 70% of consumers in UK believe that sustainability is a factor that they use to make their purchasing decisions and customer expectation of seamless omnichannel experience is growing (PwC, 2023). IKEA also acted by doing more than 125,000 home furnishing planning visits by FY2025, which show an increasing need of personalised retail services (IKEA UK, 2025).
Technological Factors
The digital transformation has been critical to remain competitive. IKEA has invested in artificial intelligence, automation, computer planning and omnichannel retailing to enhance customer experience and operate more efficiently. Nonetheless, its competitors like Amazon and Wayfair are still spending plenty of money on AI-based personalisation, and they need to be facing technological innovations all the time (Shirkoohi and Mohiuddin, 2025).
Legal Factors
IKEA has to adhere to the rigorous UK laws related to consumer protection, competitive regulations, environmental regulation and UK GDPR. Though compliance adds to the operating costs, good governance and sustainability report minimizes legal risk, reputational risks, and with confidence, stakeholders are reinforced (Wubben, 2024).
Environmental Factors
Green sustainability has emerged as a key competition factor. IKEA has set goals of becoming &sup| climate positive by the year 2030, it has already decreased greenhouse gas emissions in its value chain by about 30 percent and sources about 98 percent of its wood in the FSC-certified or recycled materials (Inter IKEA Group, 2025b; IKEA, 2025). Nevertheless, unusual disruptions of the supply chains caused by climate change and the growth of raw materials are still significant operation issues (World Bank, 2025).
Critical Evaluation
Generally, IKEA UK is exposed to less threat and more opportunities in the external environment. Rising trends towards sustainable products, online retailing and government subsidies on green innovation enhance competitive advantages at IKEA (Pan, Xu and Skare, 2022). On the other hand, the threat to profitability remains in terms of inflation, the aftermath of Brexit trade complexity, and technological competition. Thus, to maintain competitive advantage means to continue investing in digital innovation, resiliency and circular economy in supply chain and to maintain cost leadership strategy of IKEA (Office for National Statistics, 2025a).
[bookmark: _Toc234454512]Table 1 PESTLE Summary
	Factor
	Key Issue
	Strategic Impact on IKEA UK

	Political
	Brexit & Net Zero policies
	Moderate

	Economic
	Inflation, exchange rates
	High

	Social
	Sustainable consumer behaviour
	High

	Technological
	AI & digital retail
	High

	Legal
	GDPR & ESG regulations
	Moderate

	Environmental
	Circular economy & climate targets
	High



[bookmark: _Toc234454425]3.2 Industry Structure Analysis
Threat of New Entrants - Moderate
The risk posed by new entrants is moderate. Despite the e-commerce lowering the barriers to market entry, the cost of creating a country-wide retail chain, effective supply chain to match and a recognised brand is costly. Economies of scale and sourcing powers worldwide give IKEA a high level of entry barriers (Barney and Hesterly, 2019).
Supplier Power - Moderate
The suppliers bargaining power is low to moderate since IKEA has suppliers that are diversified and have a world supplier network, which increases its bargaining power. The risks associated with procurement are however escalated by increment in logistics and reliance on certified sustainable suppliers (Pu, Li and Bai, 2022).
Buyer Power - High
Retailers, like Dunelm, DFS, Amazon and Wayfair, provide strong competition, which makes buyer power high. Prices can be easily compared online, making customers more price sensitive. IKEA levies off of this pressure by providing low-pricing, a good brand image, sustainability and an omnichannel experience (Palmatier and Sridhar, 2020).
Threat of Substitutes - High
The threat of substitutes is also high since customers are more willing to buy second-hand furniture or rent and refurbishment services. IKEA copes with it by offering a Buy Back and Resell programme and circular economy (Pohrebniak et al., 2024).
Competitive Rivalry - High
The presence of rivalry is very intense and the retailers are fighting based on price, quality, digital innovation and customer experience. IKEA has cost leadership, sustainability strategy and operational efficiency despite this that give competitive advantages (Deloitte, 2025). 
Overall Industry Attractiveness and Critical Evaluation
In general, competition is rather high, yet the UK home furnishings industry is a moderately appealing one. The growing need of sustainable and digitally-enabled home furnishing is fostering market growth. Inflation, changing customer needs and competition force necessitate continuous innovation though. Thus, IKEA UK needs to integrate cost leadership with digital transformation and circular economy measures to enhance competitive advantage over the long-term and remain leaders in the market (Euromonitor International, 2025).
[bookmark: _Toc234454426]4. Internal Environment Analysis
[bookmark: _Toc234454427]4.1 Resources and Capabilities
Financial Resources
The company also has the advantage of the Ingka Group providing strong financial support to IKEA UK, allowing the company to invest without being daunted in unpredictable economic times. As IKEA UK hit the FY2025 years, it achieved a total of about £2.25 billion in retail sales and lower its prices on thousands of its products to ensure the affordability (Inter IKEA Group, 2025a; IKEA UK, 2025). This financial capability will help it invest in the long-term sustainability, digital transformation and efficiency upgrades, and solidify the competitiveness of the company.
Human Resources
A strategic capability of IKEA is its people-centred culture. The company invests in the development of employees, leadership programmes and diversity initiatives and promotes collaboration and innovation. Decentralisation of the decision-making process among employees enhances customer service and operations efficiency and organisational flexibility in an ever-competitive business world of the retail environment (Wheelen et al., 2023).
Technology
Through technology, IKEA UK has made use of technology as a central strategy. Internet investments in artificial intelligence, automation, digital planning tools and omnichannel retailing enhance inventory control, supply chain effectiveness and customer experience. Sustainability can also be supported by digital innovations (augmented reality room planning and AI-assisted forecasting) which help to minimize waste and improve working efficiency (Zahra, Petricevic and Luo, 2022).
Operations
The globally integrated supply chain, the flat product design and economies of scale at IKEA allows the organization to retain its low cost and at the same time produce good quality products. The products are sourced in over 50 countries giving the procurement a flexible choice (Organisation for Economic Co-operation and Development, 2025). Nevertheless, geopolitical instability, pressures on supply chains need continuing investments in supplier diversification and supply chain resilience.
Brand, Innovation and Dynamic Capabilities
Superb customer loyalty and brand equity are brought about by IKEA globally recognised and widely recognised brand which is cheap Scandinavian style and an excellent reputation of sustainability. The ongoing innovation in the digital services, the efforts in creating the circular economy and development of the products allow the company to ensure an adequate response to the shifting expectations of the consumer (Kwarteng, Appiah and Agana, 2023). Such dynamic capabilities enhance long term competitiveness because the company can respond swiftly to changes in the technological, economic and environmental environments thus enabling IKEA to sustain competitiveness in the long run.
[bookmark: _Toc234454428]4.2 VRIO Analysis
According to the VRIO framework, the resources of IKEA UK are the source of sustainable competitive advantage:
· Valuable: Good financial resources, productive supply chain, digital capabilities, and sustainability initiatives are improving the customer value and operational efficiency (Whittington et al., 2020).
· Rare: The integration of sourcing to the global fronts, leadership of cost, sustainability and omnichannel retailing has not been common with other competitors.
· Inimitable: The integrated business model, relationship with suppliers and brand reputation of IKEA is a decades-old model that is hard to duplicate.
· Organised: With great leadership, technology and sustainability strategies, the organisation is well aligned in terms of resources.
Competitive Implications: A combination of these capabilities can help IKEA UK to have a sustained competitive advantage and stay a leader in the market.
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[bookmark: _Toc234454510]Figure 4 Resource & Capability Analysis of IKEA
Source: Self Made
[bookmark: _Toc234454429]4.3 SWOT Analysis
	Strengths
· Globally recognised brand and strong customer loyalty.
· Efficient global supply chain and cost leadership.
· Strong financial resources and sustainability leadership.
· Advanced omnichannel capabilities.
	Weaknesses
· Dependence on global suppliers.
· Exposure to exchange rate and supply chain risks.
· High investment costs for sustainability and digital transformation.

	Opportunities
· Growing demand for sustainable furniture.
· Expansion of AI, digital retailing and circular economy initiatives.
· Continued growth of UK e-commerce.
	Threats
· Inflation and reduced consumer spending.
· Intense competition from online retailers.
· Supply chain disruptions and rapid technological change.




IKEA needs to use its strengths to increase digital innovation and circular economy programmes (SO strategy), diversify suppliers to reduce operational risks (WO strategy), enhance cost leadership and technology to respond to competition (ST strategy) and improve supply chain resilience and risk management to reduce the exposure of external risks (WT strategy) (Liute and De Giacomo, 2021). The strategies will not only consolidate the competitiveness of IKEA UK in the long-term but will also facilitate its success in the long-term sustainable growth in the UK home furnishing business.


[bookmark: _Toc234454430]5. Comprehensive Strategic Position
[bookmark: _Toc234454431]5.1 Corporate Social Responsibility (CSR) Strategy
Corporate Social Responsibility (CSR) is a strategic strength of the IKEA UK operation that helps in supporting the competitive advantage, trust and long-term value creation of the stakeholders. In line with its mission statement, which is to make a better everyday life of the many people, IKEA strategically incorporates sustainability in its business strategy via its efforts on a circular economy and its aspiration to become a climate positive enterprise by 2030. The company has worked on green energy, energy efficiency, sustainable logistics and low-carbon product innovation by making its global climate footprint 30.1% lower than the 2016 benchmark even as it continued to host more business (Inter IKEA Group, 2025b).
IKEA also enhances its CSR policy by repairing its furniture, Buy Back and Resell services and responsible sourcing where about 98 percent of the wood used in its products are based on recycled or FSC-certified wood (Inter IKEA Group, 2025b). These programs boost transparency in supply chains as they address rising consumer expectations of sustainable products.
Nonetheless, the preservation of affordability and major sustainability investments are putting cost strains, whereas global sourcing is posing challenges to supply chains and carbon-related issues. IKEA must, therefore, keep on reinforcing governance, ethical sourcing and environmental innovation. All in all, with its integrated CSR approach, it will contribute to the economic, environmental and social value creation to foster long-term competitive advantage in the UK home furnishings market.
[bookmark: _Toc234454513]Table 2 CSR Evaluation
	CSR Area
	IKEA UK Initiative
	Strategic Benefit

	Climate
	Climate Positive 2030
	Competitive differentiation

	Circular Economy
	Buy Back & Resell
	Customer loyalty

	Renewable Energy
	Solar & wind investment
	Carbon reduction

	Sustainable Sourcing
	FSC-certified wood
	ESG compliance


[bookmark: _Toc234454432]5.2 Balanced Scorecard Analysis
The Balanced Scorecard develops a comprehensive context of organisational performance appraisal using four perspective approaches of strategy interrelated. The application of this framework indicates the alignment of the mission, strategic goals and operational undertakings at IKEA UK to produce sustainable competitive advantage.
Financial Perspective
The initial financial goal is to maintain the sustainable growth of revenues and retain the cost leadership approach of IKEA. The main performance indicators (KPIs) are the annual revenue growth, operating profitability, gross margin, market share and cost efficiency. The most successful fiscal year of FY2025-2026 was experienced by IKEA UK, where retail sales reached a record high of 2.25 billion in difficult economic times coupled with lowered prices of thousands of products to make them more affordable (IKEA UK, 2025). This strategy, although it decreased profitability in the short term, increased customer loyalty and ensured a competitive edge in the market in the long run. It follows that all financial success should be measured based on the long-term value addition and not merely short-term profitability.
Customer Perspective
IKEA UK has been competitive based on customer satisfaction. Strategic goals will entail better customer experience, access, affordability and brand loyalty. The KPIs that should be considered are customer satisfaction rate, Net Promoter Score (NPS), repeat purchase rates, online conversion rates and planning service utilisation. In the FY2025 IKEA UK finished more than 125,000 home furnishing planning appointments, which can be seen as a manifestation of growing consumer interest in tailor-made omnichannel service. As a furniture retail store, the constant investment in digital platforms, home delivery and planning studios can make it even more convenient to customers, beat competitors like furniture retail stores.
Internal Business Process Perspective
IKEA UK has managed to deliver on low prices with quality products and efficient supply channels because of operational excellence. Among the most important are inventory optimisation, efficient logistics, sustainable sourcing and resilient operations. The performance indicators encompass inventory turnover, in-house product availability, reliability of deliveries, compliance of operations with sustainability of suppliers and carbon emissions. The complete global supply chain, flat pack product design and investment in constant automation enhance operational productivity and lower the transportation expenses of IKEA. However, in the context of persistent geopolitical unpredictability and disruption of supply chains, constant diversification of suppliers and risk management are necessary (Inter IKEA Group, 2025a).
Learning and Growth Perspective
The success of an organisation in the long term is pegged upon employee ability, innovation and organisational learning. IKEA has worked towards ensuring that it creates an inclusive organisational culture, enhancing digital skills and creating awareness of sustainability across the workforce. KPIs involve the engagement of employees, hours of training, leadership development, performance of innovation and diversity indicators. The current investment in employee development allows IKEA to meet the constantly changing technological environment, customer requirements and more complicated sustainability needs within a short period of time. A consequence is that, organisational learning serves as a strategic capability that is conducive to innovation, operational excellence and long-lasting competitive advantage (McKinsey & Company, 2025).
[bookmark: _Toc234454514]Table 3 Balanced Scorecard
	Perspective
	Objective
	KPI
	Target
	Strategic Initiative

	Financial
	Increase revenue
	Sales Growth
	>5%
	Cost optimisation

	Customer
	Improve satisfaction
	Customer Satisfaction
	>90%
	Omnichannel expansion

	Internal Process
	Supply chain efficiency
	Delivery Performance
	>95%
	AI inventory management

	Learning & Growth
	Employee capability
	Training Hours
	40 hrs/year
	Digital skills development



Critical Evaluation
As a whole, the Balanced Scorecard proves that IKEA UK has financial performance, customer value creation, operational excellence and organisational learning that are strategically linked. As opposed to organisations that focus on short-term profitability, IKEA is balancing profitability and sustainability, customer satisfaction and employee development. It is an integrated performance management strategy that enhances strategic alignment and a strong base to sustain long term competitive advantage in the dynamic UK market that deals in home furnishings (Office for National Statistics, 2025a).
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[bookmark: _Toc234454511]Figure 5 Balance Scorecard Interrelated Goals
Source: Self Made
[bookmark: _Toc234454433]6. Strategic Choices and Implementation 
[bookmark: _Toc234454434]6.1 Evaluation of Strategic Choices
The business-level strategy is described as the way an organisation competes in its chosen market to attain a sustainable competitive advantage. Using the above external and internal analysis, IKEA UK has a number of strategic alternatives, such as cost leadership, differentiation and focused differentiation. Both of them present their unique opportunities and challenges in the ever-competitive UK home furnishings market.
Option 1: Cost Leadership Strategy
IKEA UK has historically used cost leadership as its main core strategy of competitiveness. IKEA is able to bring cheap products into the market (through global sourcing), design flat pack-products, and economies of scale and operational efficiency, which means that the company is constantly able to deliver their products at low costs without high costs on prices. It is in FY2025 that in the face of inflationary demands and rising operating expenses, IKEA UK will decrease the prices of thousands of its products, and still achieve the retail sales of £2.25 billion. This strategy was effective in enhancing the affordability in case of the cost-of-living crisis and developing the value of IKEA to consumers who are price-sensitive.
But it is cost leadership which is getting weaker. The increase in labour cost, global supply chain, losses, transportation costs, and sustainability investments, are still minimizing the possibility of additional cost reduction. Also online retailers are becoming very fierce with price competition making pure pricing competition less sustainable
Option 2: Differentiation Strategy
Differentiation is aimed at developing high-value customer by innovation and sustainability, digital and customer experience. IKEA also heavily invested in digital planning services, omnichannel retailing, platform circles and sustainable product creation, to make a more pronounced difference than pricing. The Buy Back & Resell programme, Planning Studios, investment in renewable energy and climate-positive goals show progress in differentiation at the company (Inter IKEA Group, 2025b).
However, the high level of product differentiation may become an operational burden and undermine the affordability image prevalent in IKEA. Thus, differentiation must be an addition to, but not a substitution of the cost leadership strategy that IKEA has built.
Option 3: Focus Strategy
Targeted approach would be the emphasis of resources on targeted customer segments e.g. high end urban customers, ecologically responsible families or tiny space living systems. Whereas the targeted offerings would lend a greater profit margin, this would be inconsistent with the corporate mission of IKEA which focuses on serving the many people. In turn, the implemented narrow market focus would minimize the market coverage and undermine the UK market wide appeal of IKEA to its customers.
[bookmark: _Toc234454435]6.2 Strategic Evaluation Using the SAFe Framework
Suitability
The best type of strategy is Integrated Cost Leadership with Sustainable Differentiation. This strategy explicitly focuses on the opportunities and threats determined using the PESTLE analysis as well as on the leveraging of the internal strengths realized at IKEA UK using VRIO assessment. The increasing demand of the consumers towards affordable, but environmentally friendly products makes the combination of low prices and sustainability and digital innovation an appropriate strategy. Moreover, the growth of the omnichannel retailing, the circular economy and AI-powered customer service reinforce the responsiveness of IKEA to the variations in the market conditions.
Acceptability
All major stakeholders are very receptive to this approach. Clients enjoy onward affordability as well as augmented digital service provisions and sustainable products. There is great competitive advantage to the shareholders as a result of better customer loyalty and resistant positioning of the company in the market. Investment in organisational learning and digital skills are valued by the employees, whereas regulators and local communities are becoming more and more important to the responsible sourcing, renewable energy and carbon reduction of IKEA (Department for Energy Security and Net Zero, 2024). The sustainability investments are capital-centric with high initial capital expenditure; however, the strategic gains will be realized over the long-term as compared to financial pressure in the short term.
Feasibility
The implementation is also quite possible since IKEA has the financial resources, operational capabilities, the technological infrastructure and organisational culture to implement the strategy successfully. The presence of investments in digital transformation, renewable energy, omnichannel retailing and circular business models diminishes the implementation risk. The IKEA globally integrated supply chain and supplier relationships are also an added advantage of the organisation that has the organisational capacity required to scale sustainability initiatives within the operations of the UK organisation (Inter IKEA Group, 2025a).
[bookmark: _Toc234454515]Table 4 SAFe Evaluation
	Criteria
	Cost Leadership
	Sustainable Differentiation
	Integrated Strategy

	Suitability
	High
	High
	Very High

	Acceptability
	High
	Moderate
	Very High

	Feasibility
	High
	Moderate
	High

	Overall Ranking
	2
	3
	1



[bookmark: _Toc234454436]6.3 Recommended Strategy
According to the strategic analysis, IKEA UK will have to incorporate an Integrated Cost Leadership and Sustainable Differentiation Strategy. Instead of competing by low prices alone, the organisation needs to enhance competitive advantage by offering a combination of low price with high-quality digital experiences, a leadership on the circular economy and more customer personalisation. Expanding AI-enabled customer planning tools, investing more in omnichannel fulfilment, accelerating circular economy programmes like furniture resale and repair services, reinforcing sustainable sourcing across the supply chain and enriching data-driven customer relationship management should be on the list of strategic agenda (McKinsey & Company, 2025). This combined strategy resonates well with the corporate mission of IKEA, and it is responsive to the changing consumer tastes and the stiff competition in the industry.
[bookmark: _Toc234454437]6.4 Implementation Challenges and Mitigation Strategies
Implementation will necessitate resistance of a number of strategic challenges before it could be successful.
To start with, more sustainability and digital transformation can lead to decreased short-term profitability. Phased investment planning with definite return-on-investment (ROI) measurement to balance the financial performance with the long term strategic objectives should therefore be embraced by the management.
Secondly, persistent disruption of supply chains in the world might jeopardise the supply of products and cost-effectiveness. A supply chain will become more resilient by diversifying suppliers, enhancing regional sourcing and supporting better inventory visibility using digital technologies (Organisation for Economic Co-operation and Development, 2025).
Lastly, organisational change demands different technologies and operating practices by the workers. Resistance will be minimised with a complete employee training, leadership development programme and planned change management initiatives within organisations which will build the capability of the organisation. By taking proactive steps in managing these implementation challenges, IKEA UK will be well placed to succeed in maintaining competitive advantage and long-term strategic success in UK home furnishings market.
[bookmark: _Toc234454438]7. Reflection Using Gibbs' Reflective Cycle
[bookmark: _Toc234454439]7.1 Description
The proposed consultancy project was focused on a critical critique of the strategic position of IKEA UK in the UK home furnishings retail market to determine the potential to seek opportunities in the long term to sustain its competitive advantage. It was necessary to use strategic management frameworks, such as PESTLE, VRIO, SWOT, the Balanced Scorecard and the SAFe framework, in order to evaluate the external environment of the organisation, its internal capabilities and strategic decisions. The research procedure relied on the more recent academic literature, business annual reports, government publications, industry reports, and industry statistics to make sure that the analysis shows the current strategic challenges. The project did not describe only the organisational activities but focused on critical consideration, evidence-based analysis and the creation of practical recommendations that could be offered to the Board of Directors.
[bookmark: _Toc234454440]7.2 Feelings
When starting the project, I assumed that it would be a quite easy task to analyse the IKEA UK since there is a lot of information available regarding the corporate and the industry. I however quickly realised that the biggest problem was not gathering of information but critically analysing a mass of evidence and choosing the most pertinent sources that can be used to aid in the making of strategic decisions. It was also challenging to integrate various strategic frameworks into a consistent report on consultancy since the respective frameworks looked at various aspects of organisational performance. In the beginning, it was not easy to relate outside environmental forces to internal strengths and tactical suggestions. The more we went through the research, the more I was more able to believe that I was able to make clearer-focused conclusions regarding how these frameworks could be used to complement each other in drawing well-supported strategic conclusions.
[bookmark: _Toc234454441]7.3 Evaluation
In general, this project has considerably enriched my academic knowledge and practical consultancy experience. The main strength was that the current industry data have been combined with the recognised strategic management theories before making any recommendations, there was no integration of personal opinion to support the recommendation. The use of multiple analytical frameworks offered an in-depth insight into the strategic position of IKEA UK, by connecting market conditions, organisational resources, and operational performance, and future strategic direction.
However, the research process pointed out a number of limitations. Corporate reports tend to focus on the success of the organisation, and therefore there is need to balance organisation information with scholarly studies, governmental, and independent industry reports to reduce any form of biasness. Moreover, fluctuating economic environments, such as inflation, supply chain chaos and altering consumer behaviour led to disparities among market data sources. In turn, it became necessary to analyze the trustworthiness and applicability of evidence prior to making strategic decisions.
[bookmark: _Toc234454442]7.4 Analysis
The implementation of the Reflective Cycle suggested by Gibbs helped to realise the significance of the methodical research and critical thinking in strategic management consultancy. I also got to know that developing effective strategic recommendations would not be possible through the implementation of separate frameworks but would necessitate the combination of several viewpoints. The PESTLE analysis, in particular, revealed the most important external opportunities and threats, whereas the VRIO framework evaluated the strategic resources as well as competitive advantages of the IKEA UK. The Balanced Scorecard translated the strategic objectives to the measurable work performance, and the SAFe framework facilitated the consideration of the alternative strategic options. The synergisation of these frameworks resulted in a better understanding of the organisation and the imposition of greater credibility on the final recommendations.
Evidence-based decision-making is an aspect that I also appreciated in the project. Strategic management encompasses balancing theoretical knowledge with actual organisational evidence and appreciating uncertainty, expectations of stakeholders as well as the dynamic market conditions. This experience reaffirmed the need to approach evidence analysis with criticism and not descriptive analysis and unsubstantiated assumptions.
[bookmark: _Toc234454443]7.5 Conclusion
The strategic management knowledge and analytical ability/ consultancy skills have greatly enhanced in this project. I have become more confident in my methods of interpreting organisational information, assessing strategic options and generating evidence-based recommendations depending on business goals. The experience also reinforced my knowledge of the strategic significance of sustainability, digital transformation and organisational resilience in the business environment that becomes more competitive and uncertain.
[bookmark: _Toc234454444]7.6 Action Plan
To enhance my research ability moving forward in any consultancy projects, I will make more attempts to read as much peer-reviewed academic literature as possible first power before considering information specific to the company. I would also like to sharpen my quantitative analysis, especially my financial performance analysis and Business analytics skills to come up with more sound strategic recommendations. Moreover, I will still keep track of all changes at the artificial intelligence sector, the digital transformation and sustainability to improve my knowledge of new strategic concerns. Such activities will enhance my professional consultancy skills and help me to pursue my career in strategic management in the future because I will be able to make better decisions that are informed, objective and evidence based.
[bookmark: _Toc234454445]8. Conclusion 
This consultancy report finds that IKEA UK is firmly entrenched in the UK home furnishings market based on its cost leadership strategy, globally integrated supply chain, its recognised brand and its commitment to sustainability. Nevertheless, growth of competition, changing consumer demands, inflationary forces and supply chain risks necessitate on-going strategic change. This is evidenced by the analysis that the most suitable strategic direction is the integrated strategy, integrating cost leadership and sustainable differentiation, with digital innovation, under the backing of the circular economy programs and extended capabilities of the omnichannel. Effective execution of this plan will enhance the long-term competitive edge of IKEA UK, enhance organisational resilience as well as establish sustainable value to customers, stakeholders and the society at large.
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