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 Background
It has been cited that “the source of competitive advantage is found firstly in the ability of the organisation to differentiate itself, in the eyes of the customer, from its competition, and secondly by operating at a lower cost and hence greater profit” (Christopher, 2011). The supply chain can be described as the relationship between the three C’s which is; the Customer, the company and the competitor. 
1.0	The Company
1.1	The name IKEA is an acronym of Ingvar Kampard(the founder) and Elmtaryd Agunnaryd (the town where he grew up) (IKEA US, n.d.). The group is one of the world’s largest privately-owned companies. With a vision to create a better everyday life for the many people offering a wide range of well designed, functional home furnishing products at prices so low that as many people as possible will be able to afford them (Ikea, 2018).
1.2	IKEA’s key competitive advantage is the image of its brand along with its value adding customer service and low cost of products. The development of cost efficient products IKEA creates the price of the product before producing it so that the low cost starts from the production floor, using raw material efficiently to create products. 
1.3	IKEA is also big on sustainability striving to have a positive impact on the planet, save resources and produce more for less. It has the IKEA Industry a member of the IKEA Group and a world leader in the production of wooden furniture (Ikea Industry, n.d.). This again helps the companies’ competitive advantage as it not only has the cost advantage, but it provides the value advantage to its customer base by showing them that they are eco-friendly. “Sustainable lifestyles are patterns of actions and consumption, used by people to affiliate and differential themselves from other people, which: meet basic needs, provide a better quality of life, minimize the use of natural resources and emissions of waste and pollutants over the lifecycle, do not jeopardize the needs of future generations" (Rakic & Rakic, 2015).
2.0	The Competitors
2.1	The competition in the home and furniture market is growing through the years. As consumer spending on furniture continues to grow it is still a fragmented and challenging sector to operate in. It is therefore more important than ever for furniture retailers to ensure they have a clear position in the market (Slide, 2018).
2.2	A couple of IKEA’s competitors are Wayfair, Dunelm and Amazon furniture.  IKEA achieves competitive advantage in a range of different ways and at different points in its value chain. It achieves an absolute cost advantage over its competitors because it offers a no-frills product to a broad target market, most aimed at the middle class using standardization to stem the greatest benefits from its experiences. It achieves a successful cost-leadership strategy avoiding perceptions of poor quality or 'cheap' merchandise at the same time; achieving relative uniformity on differentiation.
2.3 	Let’s analyse the strengths and weaknesses of the four companies to see how they perform;
	2.3.1 Dunelm
Strength: One of the largest homeware retailers in the UK with 150 stores.  A one stop shop for customers, situated near residential areas. Wide variety of brands and products under the same roof. High quality products in stock. Experienced brand.
Weakness: Products prove to be expensive compared to its competitors.
2.3.2 Wayfair
Strength: Quality products at low prices which gives it a leverage in the cost advantage. Have a very good e-commerce standing, has a product range of over 10 million, has warehouses in the United states, Canada and Germany. Gives customers no deposit finance to purchase products.
Weakness: New comers, Prices of items are cheaper from competitors, Has no physical stores, very high threat of new entrants. High delivery charges off UK mainland. 
2.3.3  Amazon
Strength: A global brand, wide range of products at low prices, strong contender in competitive advantage over its competitors, experienced in e-commerce, high customer rating.
Weakness: Threat of new entrants, regardless it has low prices some of its competitors are still carrying similar products at lower cost. New to the furniture scene but still can’t match some competitors.
2.3.4 IKEA
Strength: A household name, strong international brand, low cost, wide span of products, eco-friendly, great services i.e: van rental, finance options and kitchen planning.
Weakness: Still competing against e-commerce leaders, High delivery charges.
2.4	I have done a cost comparison on the four companies for a bookshelf  and IKEA is still has a foot hold over its competitors when it comes to the cost of its products. The prices comparison is as follows;
	2.4.1 IKEA: £16.00
	2.4.2 Wayfair: £26.99
	2.4.3 Dunelm: £114.00
	2.4.5 Amazon Furniture: £22.50
2.5	Nearly all the products on offer by IKEA are sold in IKEA stores throughout the world. IKEA has achieved a range of products attractive to consumers everywhere, in countries with very different cultures, and to apply a formula for presentation and sale of those products which reinforces the attractiveness.
3.0	The Customer
3.1	(Christopher, 2011) within the three C’s states that the customer requires value from the competitor and company whilst seeking benefits at acceptable prices. This bring us to the requirements of customers, what are customer’s needs? Because these two items go in hand in hand. 
3.2	Having good customer service is always required so that the customer will retain your business or service. This can be achieved by sending the customer away happy and satisfied with your service giving positive feedback and getting you more customers.
3.3	Customers rely on excellent service when using a product or service. To that end they require the company providing said service to accommodate their needs and make them feel special. Customers a few basic attributes to the service they are using, and they are;
3.3.1	Price: Customers always compare the price of the services and products that they require against competition in the market to get their required item at the lowest cost to them. 
3.3.2	Quality: Quality is also a basic requirement of customers. This ties in with the price as customers want value for money and the price of an item needs to math its quality.
3.3.3	Appreciation: Customers always want to feel appreciated by the companies’ that they are doing business with. Customer appreciation goes a long way in retaining the business of that customer as well as marketing your service by word of mouth.
3.3.4	After Sales Service: Customers requires this assurance because items may be defective or require the item to be changed. They are entitled to a refund, exchange or repair and will require someone or means to communicate that. 
4.0	The Value Advantage
4.1	As said by (Christopher, 2011) customers don’t buy products, they buy benefits. IKEA offers its customers memberships called the IKEA family which is free of charge. Members can get a 6-item breakfast for £1.75 from the IKEA restaurant, free supervised play area  for kids from 3-10years old for 1 hour or 2 hours if you pre-book (IKEA, n.d.).
4.2	Members are also offered free tea and coffee from Monday to Friday, extra 10% off sale prices, attendance to free IKEA workshops and home furnishing festivals.
4.3	So not IKEA are not just only cost leader they are value and service leaders which makes their competitive advantage the best over its competitors. 
4.4 	If we have to use the information gathered about the four homeware and furniture companies and place them in the logistics and competitive advantage table at Figure 1.4 within (Christopher, 2011) it may look like this;
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Figure 1.0			Logistics and Competitive Advantage.
4.5	Dunelm is in the commodity market position because regardless it has experience and lots of stores, it has undistinguishable products from its competitors and is not a cost leader.
4.6	Wayfair is a cost leader as it has value advantage but not as much as amazon or IKEA. Its products are of a competitive cost but not as low as it competitors.
4.7	Amazon Furniture has high value advantage and with the backing of the worlds largest e-commerce company its is also cost effective. It carries a very high market base with global reach. This puts Amazon in the Service leader position within the matrix.
4.8	IKEA has won the top spot of cost and service leader as not only they have a global reach and the logistics resources at low cost, but the company tops its competitors in the cost, value and competitive advantage. 
4.9 	Managing customer expectation is crucial in running a business and providing and fulfilling their needs as well as giving them the added benefits and the best price promise keeps your company ahead of the competition. 
5.0	IKEA has the strong brand image and massive awareness. By the recent done by the financial times, The BrandZ ranking of the worlds 100 most valuable brands 2018 IKEA ranked 76 with a brand value of $17,481 million (Financial times, n.d.). The strong brands enhance customer loyalty and lead to repeat purchases.
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