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[bookmark: _Toc223789889]1. Introduction 
In the globalised business world, international marketing has emerged as a critical approach for organisations that want to expand their operations (Bıçakcıoğlu-Peynirci, 2023). It is the process of strategising and executing marketing operations across national borders to meet consumer demands and achieve organisational goals. When companies move into international markets, they have to adapt their marketing approaches to fit various economic conditions, cultural backgrounds, and consumer behaviours (Tsougkou et al., 2025). Globalisation and technological advances have increased market interconnectedness, prompting multinational firms to operate across multiple countries and serve diverse market needs.
[image: ]
Figure 1: Representing the Logo of IKEA
Source: (IKEA, 2023)
IKEA is a multinational retail furniture company with one of the most recognisable brands in the world (IKEA, 2023). The company is especially associated with the idea of self-service shops, the concept of flat-pack furniture, and Scandinavian design. IKEA has, over the years, expanded to various international markets and has been able to provide an excellent reputation in providing cost-efficient products without compromising its brand name.
The United Kingdom and the United States are some of the key foreign markets of IKEA. The two nations are big and developed consumer markets with a great demand for home furnishing products (IKEA, 2025). However, the two markets vary in terms of cultural values, consumer lifestyle, and the marketing environment, although they are similar in terms of economic development. Such variations affect how IKEA plans and executes its marketing strategies in every country.
Hence, this report will critically examine the international marketing strategies at IKEA in the United Kingdom and the United States. The report presents a comparison of the marketing environment, socio-cultural factors, STP strategies, and the marketing mix applied in both countries. It also considers ethical factors and gives a strategic suggestion on how IKEA can plan to market itself internationally in the future.


[bookmark: _Toc223789890]2. Overview of IKEA and Its Operations in the UK and the USA
[bookmark: _Toc223789891]2.1 Company Background and Global Presence
IKEA is a multi-country retailer in the house furnishing sector and one of the biggest in the world. Ingvar Kamprad had the idea of launching a company in Sweden in 1943, and the company has developed to become a globally recognised brand with a reputation for offering well-designed products at affordable and functional prices (IKEA, 2025). The internationalisation of the company represents the increased prominence of international marketing in which organisations change marketing strategies to various economic, cultural, and consumer settings. 
[bookmark: _Toc223789892]2.2 IKEA’s Business Model and Value Proposition
The business model of IKEA is to offer their products, which are affordable and functional modern furniture (Khan and Sarkar, 2024). The company focuses on the idea of the so-called democratic design, which is expected to unite the quality, sustainability, functionality, and affordable prices into one product. The concept of flat-pack furniture is one of the most unique approaches that IKEA has developed and implemented, since it enables furniture to be delivered easily and constructed by the customers at home (IKEA, 2026). This strategy can save a lot of transportation and storage expenses, hence the company can offer competitive prices. 
[bookmark: _Toc223789893]2.3 IKEA in the United Kingdom
The United Kingdom is a significant European market for IKEA. The company was initially introduced in the UK market in 1987, and since then has opened several large retail stores in the country (IKEA, 2024). The UK furniture industry is competitive, and IKEA has managed to gain customers through the provision of stylish and affordable furniture solutions. Many consumers in the UK reside in cities with potentially limited housing space (Lloyd and Gleeson, 2022). Thus, IKEA concentrates on offering small-sized furniture design, storage products, and environmentally-friendly household products, which meet the preferences of the British consumers
[bookmark: _Toc223789894]2.4 IKEA in the United States
The United States is among IKEA's largest foreign markets outside Europe. IKEA was started in the United States in 1985 and has expanded slowly into several states where it has its retail outlets (IKEA, 2023). The market of the US is highly attractive with its high population and high spending of consumers. However, the ways of life and living patterns of consumers, as well as housing patterns, differ in Europe. For example, the size of American homes is larger, so IKEA is pushing to offer larger furniture sizes and even customising some product designs to suit local consumer needs.
[bookmark: _Toc223789895]2.5 Market Entry and International Expansion Strategy
[bookmark: _GoBack]IKEA's international expansion strategy is based mainly on direct investment, franchising, and strategic partnerships. The company takes time to examine the economic status, consumer behaviour, and culture of a given country before venturing into a new market. With massive warehouse-sized stores and robust global supply chains, IKEA can leverage economies of scale while still adjusting some aspects of its marketing strategy to the needs of local markets (Kostecka and Kopczewska, 2023). This sense of moderation has helped the company to have a successful global brand.


[bookmark: _Toc223789896]3. Comparative Market Environment Analysis (PESTEL)
[bookmark: _Toc223789897]3.1 Overview of the International Marketing Environment
The international marketing environment involves macro-level forces that affect the operations and strategic preferences of multinational companies that operate in various countries (Pillai, et al., 2025). When organisations are exiting their home country to foreign markets, they need to consider the political, economic, social, technological, environmental, and legal forces due to their influence on consumer demand, competition, and market availability. A PESTEL analysis, hence, offers an organised basis for assessing the effect of external environmental forces on international marketing strategy (Blümel, et al., 2023). 
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Figure 2: PESTEL Analysis
Source: (Segura, et al., 2023)
[bookmark: _Toc223789898]3.2 Political Environment
The international retail market is largely dependent on political stability and government policy. The political environment in the United Kingdom is quite stable, with good regulatory institutions and well-laid trade relations (United States Department of State, 2025). However, recent shifts in politics, such as Brexit, have added new steps to the customs process and regulatory impediments to European imports, which can complicate the supply chains of international retailers (Bailey, et al., 2023). Retailers of furniture such as IKEA are highly dependent on the world supply chains, implying that trade policies and import tariffs can affect the prices of products and logistics activities.
The political system in the United States is also stable, but has recently presented trade policies for imported furniture products. For example, tariffs on imported wood and furniture have ranged from 10% to 50%, which have pushed up the costs of furniture production and imports for retailers worldwide (Lawder and Shepardson, 2025). These policies can prompt companies to increase national production or diversify the supply chain, to minimise the risk of being exposed to trade barriers. As a result, IKEA has considered adding capacity in North America to mitigate the effects of tariffs and competitive pricing in the US market.
[bookmark: _Toc223789899]3.3 Economic Environment
One of the most remarkable factors influencing the home furnishing industry is the economy, since the purchase of furniture is directly linked to housing markets, consumer income, and construction activity (İnce and Taşdemir, 2024). The UK furniture market records stable growth, with the industry estimated to reach USD 32.4 billion by 2034 with a CAGR of 3.87% (IMARC, 2025). Home renovation activities, urbanisation, and the need for multifunctional furniture solutions to overcome limited living space are stimulating market growth.
The US furniture market is larger and more dynamic in contrast. The market was calculated to have a size of about USD 195.7 billion in the year 2025, and the experts believed that this market is likely to grow to USD 256.9 billion by 2034 (IMARC, 2025). The size of the US market offers significant expansion prospects to IKEA, but it also leads to the harsh rivalry of both domestic and multinational furniture brands. Economic forces such as housing construction, disposable income level, and population growth also lead to high demand for home furnishings. As a result, strategic orientation in the United States is placed on scalability, efficient logistics networks, and competitive prices to gain a share of this huge market by IKEA.
[bookmark: _Toc223789900]3.4 Social Environment
The consumer demand in the furniture sector is greatly affected by social and demographic trends. Urbanisation and reduced living space in the United Kingdom have led to increased demand for compact, multifunctional furniture products (Research and Markets, 2025). Space-efficient home furnishings are often needed by consumers in metropolitan areas like London. Moreover, British consumer awareness of sustainability has grown tremendously, which has motivated retailers to incorporate environmentally friendly materials and manufacturing processes (Yao, et al., 2024).
The US consumer lifestyles and housing patterns vary a great deal. The houses in America are also usually larger, thus requiring bigger furniture pieces and full room sections as opposed to compact ones. Moreover, changes in demographic patterns, such as a rise in rental housing has also affected buying behaviour (Preece, et al., 2019). Affordable and flexible furniture products that can easily be reshaped according to various living conditions are becoming the priority of the rentiers. 
[bookmark: _Toc223789901]3.5 Technological Environment
The technological advances have disrupted the retail business with digital commerce, data analytics, and automated supply chain management (Isharyani, et al., 2024). In the UK and the US market, internet penetration and e-commerce are very high and enable furniture retailers to increase the use of omnichannel retailing. The online furniture market has been expanding at a high rate as more people are inclined towards online shopping and the delivery of products at home (Zhang, et al., 2025). IKEA has been able to react to this trend by increasing the digital platform of retailing, virtual design applications, and mobile applications to enable customers visualise the furniture in their homes before buying it.
[bookmark: _Toc223789902]3.6 Legal and Environmental Factors
Environmental sustainability is a major concern in the furniture industry since the manufacturing of furniture is mainly based on wood, metals, and plastics as some of the major raw materials (Wulf, et al., 2024). The UK and US governments have also put in place environmental laws that promote sustainable production, minimise waste, and promote environmentally friendly procurement of raw materials. IKEA has acted in response to these pressures by making significant investments in renewable energy and recyclable materials.
The international retailers are also influenced by the legal systems in the form of labour standards, consumer laws, and product safety standards. In the UK, there are strict product safety rules and sustainability standards, whereas the U.S. legal system focuses on product liability and compliance with federal and state regulations (U.S. Consumer Product Safety Commission, 2026). Businesses operating in both markets should therefore comply with both legal frameworks to avoid losing consumer confidence and facing regulatory sanctions.


[bookmark: _Toc223789903]4. Consumer Behaviour and Socio-Cultural Comparison.
[bookmark: _Toc223789904]4.1 Socio-Cultural Environment in International Marketing
The socio-cultural environment is a major determinant of consumer behaviour and marketing effectiveness in foreign markets (Toader, 2022). Consumer attitudes towards product value, design preferences, and purchase decisions depend on cultural values, social norms, and product lifestyle patterns (Rachwal-Mueller and Fedotova, 2024). These are especially important for international retailers such as IKEA, because furniture use is directly associated with family life and household organization. As a result, MNCs need to examine cross-marketing cultural differences to balance global brand equity with local enhancement.
[bookmark: _Toc223789905]4.2 Cultural Characteristics in the United Kingdom and the United States
Despite the historical and linguistic similarities between the United Kingdom and the United States, there are significant differences in lifestyle that affect furniture consumption. The UK is more urbanised, with less living space, which leads to higher demand for compact, multi-purpose furniture. Conversely, the United States tends to have bigger homes, especially in the suburbs, leading to increased furniture demand and customised home decor. These differences in structure determine consumer expectations. Consumers in the UK tend to prioritize functionality and space efficiency, whereas consumers in the USA tend to prioritize comfort and design variety.
[bookmark: _Toc223789906]4.3 The Cultural Differences in Consumer Behaviour
Buying behaviour and decisions vary across cultures. One consumer trend in the UK market is the use of low-cost and space-saving furniture to maximise available living space. On the contrary, the US consumers tend to focus on the aesthetics and customised interior design. Such behavioural variations define IKEA's marketing strategy, with UK advertisements focusing on functionality and low cost, whilst US ads emphasising a lifestyle and home makeover.
[bookmark: _Toc223789907]4.4 Usage of Hofstede Cultural Dimensions
The dimensions of culture as provided by Hofstede offer a handy theoretical context for understanding cross-national consumer behaviour (Sedita, et al., 2022).
[bookmark: _Toc223789908]4.4.1 Individualism vs Collectivism
Individualism is high in both nations, with consumers more likely to express individual identity in home design, though this tendency is stronger in the United States.
[bookmark: _Toc223789909]4.4.2 Power Distance
The low power distance favours IKEA's democratic design ethos, which offers low-cost products to a wide range of consumers.
[bookmark: _Toc223789910]4.4.3 Uncertainty Avoidance
Moving uncertainty avoidance promotes the need for practical and steady furniture solutions.
[bookmark: _Toc223789911]4.4.4 Long-Term Orientation
Both markets have a relatively short-term orientation, encouraging consumers to buy cheap furniture that can be fitted over time.


[bookmark: _Toc223789912]5. STP Strategy Comparison (Segmentation, Targeting, and Positioning)
[bookmark: _Toc223789913]5.1 STP Strategy Overview of International Marketing
Segmentation, targeting, and positioning (STP) help companies identify appealing consumer segments and position marketing strategies according to the local market situation (Setyawati et al., 2025). The varying lifestyles, purchasing power, and housing patterns in international retail markets necessitate that firms modify their segmentation and positioning strategies. In the case of IKEA, STP enables the firm to ensure a constant universal value proposition at a global level with adaptation of the products to market-based consumer demands.
[bookmark: _Toc223789914]5.2 Market Segmentation
The UK and US markets are divided primarily by demographics and lifestyles, and IKEA targets young professionals and middle-income households seeking affordable furniture. However, segmentation reflects spatial variations: UK consumers require compact, space-conscious furniture, whereas US segmentation focuses on suburban households with larger living rooms and greater interest in customised home design.
[bookmark: _Toc223789915]5.3 Targeting Strategy 
[bookmark: _Toc223789916]5.3.1 United Kingdom Target Market
The predominant target customers of IKEA in the UK include young urban students and middle-income families interested in low-priced yet fashionable furniture. The modern Scandinavian style for which IKEA is known, its low prices, and its multifunctional designs that fit into smaller spaces also appeal to these consumers (Acquired, 2024). 
[bookmark: _Toc223789917]5.3.2 United States Target Market 
IKEA in the United States targets the middle-income households and young families that are willing to be exposed to modern design at affordable prices (Mehra, 2025). The company is also focused on homeowners seeking full furnishing solutions and consumers who want to save money by assembling the furniture themselves.
[bookmark: _Toc223789918]5.4 Positioning Strategy 
[bookmark: _Toc223789919]5.4.1 How IKEA is Positioned in the United Kingdom 
IKEA's market positioning in the UK market is to offer low-cost, sustainable, and space-saving home furnishing services (IKEA, 2025). The brand focuses on Scandinavian design, sustainability, and functional living pieces that are well-suited to urban lifestyles. 
[bookmark: _Toc223789920]5.4.2 The IKEA Positioning in the United States 
IKEA in the United States presents itself as a trendy and affordable retailer of home furnishings, which provides modern design and solutions. The corporation emphasizes convenience and full room designs as well as the flexible furniture that can be used in big houses. 
[bookmark: _Toc223789921]5.5 Comparative Analysis of STP Strategies
Even though IKEA is pursuing a similar global brand presence in both markets, the firm customises its STP strategy to suit the local consumer requirements. In the United Kingdom, the trend is toward small, sustainable furniture for urban living, while in the United States, the focus is on larger, more extensive furniture collections and comprehensive furnishing services (Ikea, 2026). Such tactical changes enable IKEA to retain its international brand name while satisfying the expectations of local consumers. 


[bookmark: _Toc223789922]6. Strategy of International Marketing Mix (7Ps) 
[bookmark: _Toc223789923]6.1 International marketing mix overview 
The marketing mix is a blend of strategic tools that organisations use in the market to persuade consumers to buy their products. Companies tend to tailor their marketing mix to local cultural, economic, and competitive environments in international markets. The marketing mix approach adopted by IKEA in the UK and the US indicates global standardisation and local adaptation. 
[bookmark: _Toc223789924]6.2 Product Strategy 
[bookmark: _Toc223789925]6.2.1 United Kingdom Product Strategy 
IKEA also targets small furniture designs for the UK market, where many people use small living spaces. Modular storage units, foldable furniture, and multifunctional sofas are especially popular products (Saied et al., 2024). The company is also keen on the aspect of sustainability through recyclable materials and environments that are friendly to the environment. 
[bookmark: _Toc223789926]6.2.2 United States product strategy 
IKEA proposes bigger furniture designs in the US market, which fit large houses. Larger sofas, larger kitchen systems, and complete room furniture sets are some of the product ranges (Villani and Munster, 2024). The US market also offers more customization options and a wider variety of products to suit different consumer tastes.
[bookmark: _Toc223789927]6.3 Pricing Strategy 
[bookmark: _Toc223789928]6.3.1 Pricing Strategy in the United Kingdom 
In the UK, IKEA employs a a value-based pricing strategy, providing customers with low-priced furniture to attract price-sensitive buyers (IKEA, 2025). The firm lowers the expenses by using flat-pack furniture and self-assembly furniture, which allows it to sell furniture at competitive prices as compared to the other furniture stores. 
[bookmark: _Toc223789929]6.3.2 Pricing Strategy of the United States
IKEA also uses competitive pricing strategy in the US but has to consider other aspects like the cost of transport and importation tariffs (Reid and Fondahn, 2025). However, IKEA has preserved its image of affordability by streamlining the supply chain processes and production plants in the country.
[bookmark: _Toc223789930]6.4 Routine, long-standing, or habitual distribution of call centres
[bookmark: _Toc223789931]6.4.1 United Kingdom Distribution Strategy
The retail stores of IKEA are big warehouse format stores in the UK major cities, complemented by effective online retail stores (Ikea, 2024). The company also offers services of click and collect and home delivery as an added convenience to the urban population. 
[bookmark: _Toc223789932]6.4.2 Distribution Strategy in America 
IKEA has massive retail outlets in the United States in suburban space where there is space to house huge showrooms and warehouses (Villani and Munster, 2024). The firm has also undertaken high investments in the e-commerce and logistic networks as a means of facilitating distribution throughout the country.
[bookmark: _Toc223789933]6.5 Promotion Strategy 
[bookmark: _Toc223789934]6.5.1 United Kingdom Promotional Strategy 
IKEA employs integrated marketing communication in the UK such as digital advertisements, marketing through social media, and seasonal catalogues (Zhou, 2024). The sustainability, affordability, and practical design solutions are frequently promoted by the promotional campaigns. Given the situation in the United States.
[bookmark: _Toc223789935]6.5.2 Promotion Strategy 
Promotional strategy in the US market is lifestyle marketing and inspirational home design. IKEA actively relies on online activities, influencer marketing, and inside-store experience in order to attract customers (Khan and Sarkar, 2024). 
[bookmark: _Toc223789936]6.6 People 
The employees are important in providing the customer experience of IKEA. The employees of both markets are trained to help customers in the selection, design, and self-assembly of products. Brand loyalty is enhanced by friendly customer services and effective employees (Zhou, 2024).
[bookmark: _Toc223789937]6.7 Process 
IKEA has got a self-service retail strategy where the consumer has the option of buying the item inside the showroom, picking up at the warehouse areas and finally assembling at home. This is an effective process that lowers the operational costs and contributes to the low-price strategy of IKEA.
[bookmark: _Toc223789938]6.8 Physical Evidence 
IKEA stores have well-planned physical retail environment that gives customers a special shopping experience (Ingka Group, 2025). The showroom is furnished with rooms that let customers see how they can use the products at home. 
[bookmark: _Toc223789939]6.9 Relative Analysis of the Marketing Mix 
In general, IKEA has a coherent global marketing strategy but fits some aspects of the marketing mix to the conditions of local markets (Prajwal, 2025). The UK and the US markets differ in product size, promotion message and distribution strategies because of the differences in housing trends, consumer preferences and cultural values.


[bookmark: _Toc223789940]7. Directional Development Strategy 
[bookmark: _Toc223789941]7.1 The Growth Strategies in International Marketing
Growth strategies enable organisations to increase their market share and enhance competitive edge. The strategic frameworks applied by companies operating internationally to assess expansion opportunities include the Ansoff Growth Matrix. 
[bookmark: _Toc223789942]7.2 Use of the Ansoff Growth Matrix 
Ansoff Growth Matrix recognizes four strategic growth initiatives, which include market penetration, market development, product development, and diversification (The Strategy Institute, 2024). The core strategies that IKEA uses in its overseas markets are market penetration and product development strategies.
Market penetration is geared towards enhancing the presence of the company in the established markets by augmenting the marketing efforts and also intensifying the customer experience. The development of products is aimed at achieving new designs of furniture and environment-friendly materials.
[bookmark: _Toc223789943]7.3 Future Development Strategy for IKEA in the United States
Future strategic development in the United States will focus on penetrating the market and developing the product. Rising urbanisation and the demand for convenience provide opportunities for the smaller urban store format and more firm integration of e-commerce. Moreover, the growth of sustainable products and the growth of circular economy initiatives can also enhance the competitive position of IKEA in the context of greater environmental consciousness among customers. Through these strategic programs coupled with the changing consumer lifestyle, IKEA will be able to support long-term market expansion without sacrificing its value that is low cost and practical design.


[bookmark: _Toc223789944]8. Ethical Issues in International Marketing 
[bookmark: _Toc223789945]8.1 Ethical Issues in Global Marketing 
In contemporary international marketing, ethical considerations are becoming increasingly important, as multinational companies conduct their businesses within various regulatory and social frameworks. Ethical marketing entails transparency, responsible sourcing, fair labour practices and environmental sustainability. An increase in consumer consciousness and regulatory attention implies that the marketing strategies of companies should be capable of not only meeting legal requirements but also wider social expectations.
[bookmark: _Toc223789946]8.2 IKEA-related ethical concerns
IKEA had its share of criticism over supply chain transparency and labour practices in some of its suppliers, though its sustainability image is good. There have also been concerns regarding the sourcing of raw materials, especially timber. These problems showed difficulties in tracking ethical guidelines in complicated international supply chains. IKEA has countered this by reinforcing supplier codes of conduct and increasing auditing and sustainable sourcing.
[bookmark: _Toc223789947]8.3 Ethical Analysis of the Marketing of IKEA
Although IKEA upholds sustainability through its “democratic design” philosophy but there is a problem in keeping ethical consistency among global operations. Constant checking and openness are thus necessary to maintain credibility and consumer confidence.


[bookmark: _Toc223789948]9. Recommendations for Future International Marketing Strategy
[bookmark: _Toc223789949]9.1 Strategic Recommendations
IKEA should continue designing strategies that would balance global brand consistency with enhanced local market adaptation to enable it to compete effectively in the international markets. In developed markets such as the United States, the competition has increased for both traditional furniture stores and online stores. IKEA needs to work on its retail format and customer interaction as a way of boosting its business. By growing smaller urban store formats and enhancing omnichannel integration further, the accessibility of consumers who place more emphasis on convenience and flexible shopping experiences would increase.
[bookmark: _Toc223789950]9.2 Marketing Strategy Enhancements
IKEA needs to further enhance its online marketing and e-commerce strategies to adapt to the evolving customer buying behaviour (Khan and Sarkar, 2024). Increasing online visualisation technologies, customised product suggestions, and effective home delivery services might help to achieve the overall customer experience and facilitate online conversion rates (Oualid, et al., 2024). Moreover, the product ranges can be customised to capture the disparities in housing and lifestyle patterns between markets to enhance local relevance and customer satisfaction.
[bookmark: _Toc223789951]9.3 Future Opportunities of IKEA
Sustainability-related innovation is an opportunity to grow in the future. Increasing circular economy projects, sustainable materials, and recycling of furniture would empower IKEA to be perceived as an environmental retailer as consumer demands for sustainable products grow.


[bookmark: _Toc223789952]10. Reflective Account Using Gibbs Reflective Cycle
[bookmark: _Toc223789953]10.1 Overview
This reflective report assesses my experience in researching and preparing the international marketing report that evaluated the strategies of IKEA in the United Kingdom and the United States. The report involved a comparative analysis of macro-environmental, consumer behaviour, marketing and strategic development in two global markets. This reflection is organised using Gibbs Reflective Cycle, which consists of six steps, including description, feelings, evaluation, analysis, conclusion, and action planning (Hashim, et al., 2023).
[image: ]
Figure 3: Gibbs Reflective Cycle
(Source: Dutta, et al.,2023)
This reflection aims to critically evaluate my effectiveness in utilising international marketing frameworks while working on the report. I consider the use of analytical frameworks, including PESTEL analysis, cultural dimensions of Hofstede, STP strategy, marketing mix (7Ps), and the Ansoff Growth Matrix. Considering this process, I am looking forward to defining the strengths and weaknesses of my research and analytical process and identifying the contribution of the assignment to the formation of my academic vision of international marketing.
[bookmark: _Toc223789954]10.2 Description
I started working on the report by first reading the assignment brief to have a clear understanding of what was required to be analysed. This was done by analysing a multinational brand in two countries. I have chosen IKEA since it is a world-renowned retailer with a unique marketing approach, which is driven by its affordability, functional design, and sustainability.
I then gathered relevant secondary sources in the form of academic journals, textbooks, industry reports and organisational publications. These sources gave information concerning the international expansion of IKEA, consumer behaviour patterns, and marketing strategies. The macro-environmental conditions of the United Kingdom and the United States were compared using the PESTEL analysis. This involved the analysis of political factors such as Brexit-related changes in trade and tariffs affecting international supply chains. The socio-cultural analysis based on the Hofstede cultural dimensions was used to determine how the differences in housing patterns and lifestyles affect consumer behaviour in both markets. Moreover, the STP strategy and the marketing mix have also been utilised to assess the way IKEA is able to adjust its marketing operations without compromising the uniform global branding. The Ansoff Growth Matrix was also used in examining the possible strategic development opportunities of the future in the US market.
[bookmark: _Toc223789955]10.3 Feelings
When I started the assignment, I was not sure how to combine multiple theoretical frameworks in a single, consistent report. It seemed difficult to compare two foreign markets and use various analysis models. One thing that worried me was the need to ensure that the report would be analytical and not descriptive.
My confidence was slowly building up as I continued with the research. When the international marketing frameworks were applied to a real organisation, it aided me in realising the application of the theoretical concepts in practice. It was also interesting to compare the UK market with the US market since it showed the impact of cultural values, housing patterns, and consumer lifestyle on the marketing strategies.
In some cases, I even struggled to keep up with the level of analysis and fit in the word count requirements. Simplifying complicated information and still having a vital point of view needed multiple edits and reorganisation of paragraphs.
[bookmark: _Toc223789956]10.4 Evaluation
Noticing the process, one of the strong aspects of my work was the systematic application of recognised marketing frameworks. PESTEL models, cultural dimensions of Hofstede and marketing mix gave me a good framework in which to analyse the environmental and strategic environment. 
The other strength was the application of academic and industry materials to aid the analysis. The integration of theoretical literature and practical examples served to build a more balanced discussion of the strategies of IKEA.
However, my approach was limited. The earlier writing I did in certain parts was more about a description of what IKEA was doing, as opposed to a critical analysis of the strategic implications of it. To increase the level of analytic rigor, it was necessary to re-examine the literature and enhance the relationship between theory and practice.
[bookmark: _Toc223789957]10.4 Analysis
The assignment helped me to learn more about the application of international marketing frameworks to the analysis of real organisations. PESTEL analysis showed the effects of the political, economic and technological environment on international business strategies. Indicatively, trade policies and tariffs emphasised the significance of supply-chain customisation in the case of multinational retailers.
On the same note, the implementation of the cultural dimensions according to Hofstede was useful in explaining the impacts of cultural diversity and variations on consumer behaviour in various markets. In the IKEA case, the variations in the size of housing and lifestyle patterns between the UK and the US explain the difference in product design and marketing communication.
The STP model also demonstrated how the multinational firms can use local conditions to adapt segmentation and positioning strategies and retain global brand image. In the process, I realised that to undertake a good international marketing analysis, I must combine theoretical frameworks with actual market evidence.
[bookmark: _Toc223789958]10.5 Conclusion
Overall, this assignment helped me to better understand the international marketing strategy and the difficulties in working in other countries. The process helped in enhancing my research capabilities especially in finding applicable academic materials and in implementing theoretical constructs to business contexts.
However, the reflection also shows the need for improvement. I must build better arguments on which I can argue critically and more on how I can evaluate the strategic decisions instead of describing the organisational practices in the future.
[bookmark: _Toc223789959]10.6 Action Plan
To enhance my future performance at work, I will contemplate getting more involved with academic literature to enhance the theoretical foundation of my analysis. I will also train on how to come up with better critical arguments by assessing facts and weighing alternative arguments. Also, I will be working on planning my research better and managing my time to ensure that I have enough time to analyse and revise it. These measures will contribute to making sure that the next assignments will be characterised by increased analytical depth and better integration of theory and practice.
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