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[bookmark: _Toc237282474]Section 1 
[bookmark: _Toc237277186][bookmark: _Toc237282475]1. Organisational Context and Overview
IKEA is a Swedish home-furnishing organisation established in 1943 by Ingvar Kamprad. It is envisioned that it “will make everyday life better for the many people”, and its business idea is to offer well-designed and functional furniture at affordable prices (IKEA, 2024). It has established itself as an omnichannel delivery model with efficient logistics and affordable products, enabled by large-scale purchasing, flat-pack packaging, and self-service retail. In FY2025, IKEA made 44.6 billion euros in retail sales from 504 stores in 63 markets around the world (IKEA, 2025).
[image: ]
Figure 1: Key Statistics of IKEA Group 
(Source: Nielsen, 2025)
Nielsen (2025) reported IKEA annual revenue reached at 32.22%, the website recorded visit at worldwide 214.7 million and increasing income of €45.1 billion in 2024.  India is a significant growth market. IKEA opened its retail operations in August 2018 in its 1st store in Hyderabad and then opened stores in Navi Mumbai, Bengaluru, Mumbai, Delhi and Pune. As of March 2026, it has six stores and has invested over €900 million in India. As for IKEA India, it achieved sales growth to ₹1.88 billion during FY2024 while its operations are working towards profitability (IKEA, 2025a).
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Figure 2: Inventory Turnover rate of IKEA 
(Source: Jia, 2024)
The home decor sector in India is extremely unorganised and spread across various organised retailers, e-commerce platforms, and local carpenters (Jia, 2024). Fierce competition comes from Pepperfry, Urban Ladder, Wakefit, Godrej Interio and WoodenStreet. Pepperfry had ₹188.9 crore in operating revenue, and its loss was ₹117.4 crore for FY2024, while Wakefit revenue was at ₹1,017 crore, and in its FY2024, it became profitable, again after reaching the EBITDA level. WoodenStreet's revenue stood at ₹255 crore and loss at ₹10.9 crore (IKEA Global, 2025).
IKEA is therefore considered to be in an average high-end niche: Scandinavian design, international brand, local sourcing, low price and omnichannel marketing. The company's long-term strategy seems to be for expansion in India.
[bookmark: _Toc237277187][bookmark: _Toc237282476]2. External and Internal Analysis
[bookmark: _Toc237277188][bookmark: _Toc237282477]2.1 PESTEL Analysis
The macro-environmental forces which influence IKEA's strategic management in India are identified through the PESTEL framework. In the presentation above, it became clear that not all the factors are equally important, and it is possible to distinguish which of the external forces poses the biggest threat and opportunity to IKEA (Statista, 2020).
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Figure 3: Overview of PESTEL Analysis
(Source: Vanzandt, 2023)
Political
The political scenario of India offers advantage/disadvantage opportunities for IKEA. The company might be able to expand in the long term with the support of the government for manufacturing, local sourcing, and foreign investments (BTI, 2024). IKEA is already fully established in India, with a supply network of some 48 suppliers, over 45,000 people who are directly employed by IKEA, and over 400,000 workers in our extended supply chain. So, India is not just a market for IKEA products, as they also buy an additional €315m worth of products each year here (IKEA, 2023).
But the fact that India has a regulatory framework continues to be of great strategic importance, as IKEA must abide by foreign-investment, retail, taxation and state-level requirements. Political conditions, therefore, provide an opportunity to expand with local sourcing, as regulatory complexity may threaten the rapid development of the market.
Economic
Especially since the value proposition of IKEA makes much of how affordable, functional and well-designed their furniture is. When it comes to buyers' willingness to spend on furniture and home improvement products, these factors have a direct impact on how much they will spend: inflation, disposable income, interest rates, and housing affordability (Majumdar and Ghatak, 2025).
Due to India's big and growing consumer market, there is significant potential for growth. IKEA has graded India as one of its key markets to grow in the future. Still, high-priced shop items like imported or big-ticket furniture can stop items from being attractive for cost-aware consumers in households handling a restricted financial plan (Turner, 2024). So, IKEA's strategic problem lies in sustaining its international positioning as a brand and still keeping its products affordable.
Another important aspect is that interest rate changes can affect the amount of housing and discretionary spending (as interest rates may rise and potentially lower consumption and residential investment), or vice versa. The monetary environment changed; for example, the Bank Rate in June 2025 was lowered from 6.25% to 5.75% by the RBI (Reuters, 2025).
Strategic implication: Despite the fact that India's economic growth is an opportunity, purchasing-power sensitivity also remains a threat. Hence, IKEA needs to push for sourcing from local areas and value-added product lines.
Social
Household entities have varying housing needs, lifestyles, and structure in India. Factors such as Multi-generational living, low-cost living, changing household needs, etc. have been identified by IKEA's study on Indian homes.
This is an opportunity for IKEA to offer niche products which include space-saving furniture, affordable home-organisation products and modular products. The urbanisation of India and the evolving lifestyle can further boost the demand for modern home furnishings (Maji and Lohia, 2023).
But IKEA's European range of products and shopping experience are unclear if transferable to India. The preferences for furniture size, materials, colours, cooking arrangement, storage, household, and furniture function can vary among Indian consumers, this cultural diversity thus involves the need for local adaptation and modifications (Arora et al., 2021). The social environment will therefore also be a safety net and a danger if IKEA is unaware of local consumer behaviour.
Technological
The technological aspect plays a vast part in this IKEA India strategy. By integrating its physical stores, e-commerce, digital services and the various smaller touchpoints with the customer, IKEA has devised an omnichannel model. Presently, over 30% of IKEA India's business is driven by online retail, which illustrates how digital retail helps to drive sales beyond its current stores.
It has also unveiled its IKEA Kreativ, an artificial intelligence-powered feature that lets consumers virtually redesign their homes. IKEA also bought Locus, another AI-powered logistics tech company, to provide its home delivery and supply-chain capabilities with additional efficiencies (IKEA, 2022).
This is a significant opportunity as India has been rapidly digitising, giving an opportunity for IKEA to access consumers without needing only large-format stores, which are quite costly for them. But with websites like Wayfair and Houzz being big competition with Amazon, tech is not the only trick in the book anymore.
Environmental
Environmental sustainability is growing in importance for IKEA due to the use of timber, textiles, plastics, transport and packaging and energy use in furniture production. IKEA's India business gives scope to further promote sustainable sourcing and to further implement the principles of the circular economy with the help of local suppliers and materials (Irshad et al., 2023).
In addition, IKEA has also pledged 100% EV deliveries in North India, enhancing its overall climate goals. It has a distribution centre at Gurgaon with future scope to grow the outlet.
But due to the scale and corresponding challenge of India's last-mile connectivity, transportation emissions and costs may rise. Sustainable sourcing may mean higher prices if the environmentally preferable alternatives are more expensive (Bianco et al., 2021).
So, the environment has the potential to threaten IKEA with supply chain emissions and to be an opportunity by enabling the company to continue the differentiation in its sustainability strategy.
Legal
IKEA needs to abide by Indian consumer-protection laws, employment, taxation and competition laws, and product-safety, environment and retail laws. The strategic importance of legal compliance is because furniture products will have to satisfy related safety and quality requirements, and because of IKEA's vast staff and worldwide source base, employment and supply-chain duties will arise (International Trade Administration, 2024).
The legal landscape can thus enhance compliance costs and burdens. Meanwhile, robust compliance can safeguard IKEA's reputation and trust levels among consumers.
Overall (PESTEL) assessment: India offers scope for sustainable development in large consumer potential, digital, local sourcing and urbanisation opportunities. The threats are harshest in the form of prices, regulations, competitor pressure, and supply-chain and logistical issues.
[bookmark: _Toc237277189][bookmark: _Toc237282478]2.2 VRIO Analysis
VRIO analyses the resources and capabilities of IKEA that have the potential to create competitive advantage in India.
	Resource/Capability
	Valuable
	Rare
	Difficult to Imitate
	Organised
	Strategic implication

	Global IKEA brand
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Indian supplier network
	✓
	✓
	✓
	✓
	Potential sustained advantage

	Flat-pack/low-cost business model
	✓
	✓
	✓
	✓
	Sustained competitive advantage

	Omnichannel capability
	✓
	No
	No
	✓
	Temporary competitive advantage

	Customer knowledge of Indian homes
	✓
	No
	✓
	✓
	Potential competitive advantage

	Digital/AI capabilities
	✓
	No
	No
	✓
	Temporary competitive advantage

	Global sustainability capabilities
	✓
	✓
	✓
	✓
	Competitive advantage


Table 1: VRIO Analysis of IKEA
(Source: Self-Made)
IKEA's brand and its distinctive flat-pack business model are very important in that it is a way to design, function and yet be affordable. While it may be easy for competitors to duplicate individual products, it is quite difficult to duplicate IKEA's entire global system of design, sourcing, organising logistics, building out stores and developing the brand identity (Inter IKEA, 2024).
Further, India's supplier network is another strategic resource. IKEA has been dealing with India for some 40 years, developing ties and production know-how that may be difficult to duplicate for new players.
The omnichannel feature comes in handy too. IKEA is a combination of large stores, city stores, online channels and Plan and Order Points. Commissioning the first-ever Indian Plan and Order Point in Bengaluru, IKEA adapted its global model to the local consumers in 2025 (IKEA, 2024a).
Overall, IKEA's best potential sources of sustained competitive advantage are brand, integrated business model, supplier relationships and its capabilities to design globally.
[bookmark: _Toc237277190][bookmark: _Toc237282479]2.3 SWOT Analysis
	Strengths
	Weaknesses

	A well-known brand of the IKEA company.
Developed Indian sourcing and supplier arrangements.
Unique flatpack/low-cost business model.
Excellent omni-channel retail skills.
Deep knowledge in developing sustainable products.
Growing digital and AI capabilities.
The current physical presence in major cities of India.
IKEA's Indian business has evolved appreciably, and it boasts big-format stores in Hyderabad, Navi Mumbai and Bengaluru, and its growing online presence and city centre format stores.
	Moderately low physical store density when considering the vast size of India.
Large format stores may be associated with higher investment and operating expenses.
The 'do it yourself' philosophy of IKEA may not be to everyone's taste among Indian consumers.
The geographically fragmented Indian market may be difficult to reach and install.
High local adaptability required.
The relatively limited physical footprint implies that omnichannel development is the most significant. IKEA's online delivery initiative in 25 markets, including Delhi-NCR, is reflective of the company's attempt to overcome this constraint in 2025 (Hub24, 2026).

	Opportunities
	Threats

	Growth in consumer and city markets in India.
Rise in the online trend of furniture shopping.
Growth in demand for low-cost home-furnishing solutions.
Growth strategy involves expanding to North India and other cities.
Greater local sourcing and local production.
AI-enabled home-design services.
Designing sustainable and circular furniture consumption.
Omnichannel types, Plan and Order Points and smaller stores.
This is where online delivery integration by IKEA has increasingly paved the way for the brand to enter North India and offer a solution to its customers without deploying a large-format-based network (Jonwal, 2026).
	Competitive Indian furniture retailers and e-commerce sites.
Consumer price sensitivity.
Changes in the value of money and prices.
High regulatory and tax complexity.
Disruption of the supply chain and logistics costs.
Changes in currency and/or international sourcing risks.
Increased pace of consumer digital expectations.
Lack of product design sensitivity towards India's cultural and geographical needs.


Table 2: SWOT analysis of IKEA
(Source: Self-Made)
Critical strategic 
As per the combined analysis, IKEA's major strategic opportunity is to leverage the reach and the brand across India's burgeoning Indian consumer market in a cost-effective way, and through its global brand and its supplier network and digital efforts. Its main hurdle is balancing the standardisation that makes IKEA efficient worldwide with the adaptation that Indian consumers in various regions and with divergent price levels demand, and its Indian regulations and logistics (Jurevicius, 2025).
Thus, IKEA will not want to take a store-led approach to expansion. A more effective strategy would involve local sourcing and cheaply adapting products, e-commerce, smaller-sized stores, AI-driven service, and sustainable logistics. This would enable IKEA to remove the geographical and cost barriers and safeguard its unique competitive advantage in India.
[bookmark: _Toc237277191][bookmark: _Toc237282480]3. Comprehensive and Holistic View of IKEA
[bookmark: _Toc237277192][bookmark: _Toc237282481]3.1 IKEA CSR Strategy
IKEA's corporate social responsibility (CSR) in India is connected to its broader People and Planet strategy, which is about environment, social inclusion and responsible business. Environmental sustainability is strategically important due to the use of wood, energy, water and packaging during the furniture production process (IKEA, 2024a). IKEA India has committed to the transition towards renewable energy, and this has resulted in IKEA India having more than 90% of all deliveries done with electric vehicles, which has resulted in lessened transport emissions. At a global level, IKEA's longer-term ambitions are: by FY2030 to halve the impact of emissions throughout the value chain per unit product, and achieve net zero by FY2050 (IKEA, 2025a). Waste reduction via circular product design, reuse, recycling and consumer solutions which foster a longer lifespan of the products.
[image: ]
Figure 4: IKEA CSR Strategy
(Source: Nelson, 2025)
Another key CSR activity is responsible sourcing. The IWAY supplier code puts requirements on suppliers and service providers regarding labour, health and safety, environmental protection, resource management and animal welfare. This is especially true in India as IKEA has a fair amount of supplier ecosystem here. It also collaborates with women artisans and social entrepreneurs for sustainable income and for access to international markets (Nelson, 2025). The topic of CSR does not end with the environment; community initiatives, human-rights commitments and employee equality are part of the discussion.
The advantage for IKEA is that for them, food waste does not play a big role as it does when you're a grocery retailer, but there are ways to reduce waste via IKEA's food operations, efficient inventory and customer education. Employee responsibilities are fair treatment, equal opportunities, competence development, and safe working conditions (Shuwaler et al., 2020).
[bookmark: _Toc237277193][bookmark: _Toc237282482]3.2 Alignment Between CSR and Business Strategy
When sustainability is linked to the strategies, it can create stakeholder value in IKEA's CSR activities. Its use of renewable energy and electric deliveries can minimise the effect on the environment and, over time, enhance operational efficiency. Responsible sourcing measures can minimise reputational, labour and supply-chain risks, and by implementing partnerships with local social enterprises, relationships with the community are enhanced (D’Itria et al., 2024). These results will appease the customer as more and more Indian consumers are demanding companies show evidence of their social and environmental commitment.
However, CSR is not necessarily a source of competitive advantage. Sustainability investments can lead to some initial investment increases, and customers can be very price-sensitive. Hence, IKEA must prove that CSR will not be a hindrance to its main value proposition, which is to provide quality, well-designed and affordable items for use. Integrating responsible sourcing with an efficient supply chain with circularity dramatically at the same time enhances resource productivity, reinforces brand trust, and mitigates risk, thereby turning CSR into a strategic capability, not just philanthropy (Thörnqvist and Kilstam, 2021). This alignment can set IKEA apart from its rivals and continuously uphold long-lasting resilience.
[image: ]
Figure 5: IKEA Revenue 2026
(Source: Cuofano, 2023)
This correlation is particularly vital within the Indian context, which sees uncertainties around geopolitical and economic conditions impacting imported materials, logistics costs and consumer affordability. Recoveries to $25.53 billion in 2021 and a record-breaking $27.34 billion in 2022, a 7.1% increase—were fuelled by increased e-commerce use and pent-up demand for home furnishings (Cuofano, 2023). There is thus an opportunity for local procurement to boost resilience and CSR performance, and also for supplier development and renewable-energy investment. The plan should also be clear, and report progress toward environmental and social promises to help stakeholders determine if IKEA means it when it comes to sustainable results. This increases the level of accountability and reduces the risk of greenwashing over time, along with building stakeholder confidence over time.
[bookmark: _Toc237277194][bookmark: _Toc237282483]3.3 Balanced Scorecard
The Balanced Scorecard is best used to operationalise IKEA India's strategy (i.e. break it down into measurable goals):
	Perspective
	Strategic objective
	KPI
	Target
	Initiative

	Financial
	Improve profitable growth
	Increasing sales and operating margin
	Increase annually
	Optimising costs and using local products

	Customer
	Enhance trust and levels of loyalty
	NPS and follow-ups
	Improve year-on-year
	Personalised digital services and affordable ranges

	Internal Processes
	Improve sustainable efficiency
	Delivery rate and waste rate of EVs
	Expand Electric Vehicles; minimise waste
	Circular logistics and optimising inventory

	Learning & Growth
	Strengthen employee capability
	Digital skills and training hours

	Increase annually

	Training in Sustainability, Technology and Customer service


Table 3: Balanced Scorecard
(Source: Self-Made)
Overall, it is concluded that IKEA's Indian strategy should be evaluated considering the Balanced Scorecard - it is not only about sales. The Financial performance is linked to customer value, efficient and sustainable processes, and employee development. A comprehensive strategy can assist IKEA in addressing Indian competitive, economic and geopolitical challenges and boost long-term competitive advantage (Sigit Gantang, 2026).
[bookmark: _Toc237277195][bookmark: _Toc237282484]4. Strategic Choices and Implementation
[bookmark: _Toc237277196][bookmark: _Toc237282485]4.1 Current Competitive Strategy
IKEA's strategy is not focusing on one segment of the market, but appears to be a combination of cost-leadership and differentiation. It has a global business model with business concepts rooted in functional and Scandinavian-designed furniture and home furnishing products at relatively low prices. Standardised product designs, mass ordering, flat-pack packaging, self-service retailing and efficient supply-chain operations help achieve cost efficiency (Dudovskiy, 2022). As consumers in India are price-sensitive and look for modern, appealing and utilitarian home furnishings, the need for this process is great.
But IKEA also stands out in its unique Scandinavian approach, functionality of the products, in the showroom, in the area of sustainability and integrated retail concept. In India, thus, it is a cost-effective and differentiated customer value approach. IKEA has tailored certain things to fit the Indian market, such as production in a smaller format, Indian food, products for Indian homes and a digital marketplace (The Strategy Story, 2023). This trade-off enables IKEA to be competitive by offering customers a chance to purchase a design that is convenient and affordable, but also to enjoy a strong brand experience.
A pure focus strategy would not be suitable as the consumer market will be wide, as IKEA is not aiming for a narrowly set segment. However, it can narrow its target market approach to specific Indian industry sectors like young professionals, urban families and moderate-income consumers who are looking for low-priced modern furniture.
Porter's Five Forces Analysis
This section conducts a Porter's Five Forces Analysis for PCS.
	Force
	Assessment in the Indian IKEA market
	Strategic implication

	Competitive rivalry
	High

	IKEA is going against the organised furniture retailers, online platforms, specialist brands and a host of local furniture stores

	Threat of New Entrants 
	Moderate

	E-commerce decreases the barrier to entry, but setting up sourcing, logistics, brand and brick-and-mortar stores is considerable

	Power of suppliers
	Moderate

	The global scale of IKEA can bring purchasing power but can also create risks with regard to raw materials, logistics and compliant suppliers

	Buyers' Bargaining Power
	High

	There are plenty of options available to Indian customers, and they're able to shop for cost and product online

	Threat of substitutes
	High

	Substitutes available from local carpenters, customised furniture, second-hand furniture and other home furnishers.


Table 4: Porter's Five Forces Analysis for IKEA
(Source: Self-Made)
The relevance of competitive rivalry is accentuated by the fact that IKEA is a player in a disorganised Indian market. Another difficulty is the competition from Pepperfry, Urban Ladder, etc furniture manufacturers and retailers who can provide customised designs, price-competitive and locally acceptable products. IKEA consequently must continue to keep being cost-effective and reinforce its experiential and digital differentiation (Shastri, 2021).
Risk of new entrants is medium. Digital marketplaces make it possible for smaller businesses to participate in the furniture business without developing greater physical-store footprints. But IKEA enjoys economies of scale, the ability to source products overseas, and a renowned, international brand.
Moderate supplier power as they are not reliant on one supplier due to the size of IKEA. Geopolitical disturbance, exchange rate fluctuation, shipping and raw-material availability, however, can boost the procurement expenses. There exists high Buyer Power because folks can readily compare the buying prices and evaluations of furniture available online (Muzaky et al., 2025). High threat of substitutes means that Indian consumers have the option of buying from local manufacturers and even having customised furniture made by carpenters.
The Indian home-furnishing industry is moderately attractive, but very competitive. IKEA should therefore focus on safeguarding its cost benefits and maintaining investment in localisation, Digital, supply chain, and Customer Experience.
[bookmark: _Toc237277197][bookmark: _Toc237282486]4.3 Ansoff Matrix
	Strategy
	Application to IKEA in India

	Market penetration
	Loyalty, targeted offers, strengthened online relationship and shopping experience to boost Indian customer sales

	Market development
	By expanding to more cities in India and access the "emerging middle class" and "digital consumers" via digital platforms

	Product development
	Stock items which are objects for Indian households and could be used in small dwellings, such as a combination multi-store with several possibilities.

	Diversification
	Create complementary fields of action, including digital-enabled home solutions, smart-home, and circular furniture services and home-planning services.


Table 5: Application of Ansoff Matrix in IKEA
(Source: Self-Made)
According to the Ansoff Matrix, the market penetration and product development strategies should be prioritised as they are those requiring comparatively less risk and at the same time opportunities for growth exist.
[bookmark: _Toc237277198][bookmark: _Toc237282487]4.4 Recommended Strategy
Digital and customer-led differentiation with operational cost efficiency are recommended. IKEA shouldn't just be the cheapest because you can get very customisable products from local retailers or online at very competitive prices.
Firstly, IKEA needs to do more with their AI and data-based customer insights to gain deeper knowledge about Indian consumers' purchasing habits, household needs and regional tastes (Pingali et al., 2026). Personalised recommendations can take care of the conversion rate and customer loyalty. Second, IKEA, by having a stronger online omnichannel proposition, should enable its customers to browse, plan, purchase and arrange delivery in an easier way.
Third, the strategy must be based on the efficiency of the supply chain. If a small portion of the sourcing and inventory activity is localised and logistics only takes place with technological support, costs can be decreased, and availability of products can be improved. Fourth, IKEA should enlarge "products for sustainable use" and the circular economy: "repair, resale and recycling opportunities (Sampson and Chase, 2022). This can make IKEA stand out to eco-conscious shoppers, and can also help to drive IKEA's sustainability message around the world.
Finally, the customer experience can be enhanced with more digital home planning tools, installation and delivery options, and product ranges more relevant to the local market. This would add a level of differentiation that will be hard to duplicate by pure price competitors.
[bookmark: _Toc237277199][bookmark: _Toc237282488]4.5 Strategy Implementation
Medium-term (2-5 years): IKEA should enhance its digital customer relationship management and develop better consumer insights along with optimising its product line and recognising the differences in Indian consumer demand, region-wise. There is also a need for enhancement of digital home-planning tools and online purchasing experiences.
Medium (2-4 years): IKEA should develop its technology in the supply chain, add sustainable and locally relevant products and have better omnichannel services. Expansion into other cities in India should be based on a demand analysis and logistical feasibility, instead of just being spread across it quickly.
Long-term (4+ years): IKEA needs to develop some sort of technology-based competitive edge based on AI, predictive analytics and integrated digital retail. It needs to provide solutions that increase customer loyalty, establish circular business models, and progressively help pave the way for even more resilient and sustainable businesses.
[bookmark: _Toc237277200][bookmark: _Toc237282489]4.6 Implementation Challenges and Mitigation
	Challenge
	Potential impact
	Mitigation

	High technology investment
	Higher running and capital costs
	Use technology based on a phased investment approach and prioritise projects with high returns

	Data and privacy issues
	Reputation & regulatory risk
	Create effective data governance, data security and clear consent collection practices amongst customers

	Employee resistance
	Implementation gap of technologies and processes
	Train, communicate and engage employees

	Strong competition
	Price & margin pressure
	Combine differentiation and operational efficiency

	Economic uncertainty
	Reduced discretionary spending
	Adopt flexible pricing, low-cost product lines and flexible inventory planning

	Geopolitical and supply-chain uncertainty
	The sourcing cost can go up if deliveries are slowed down
	Maintain contingency stock and increase supplier diversification and local sourcing


Table 6: Risk Identification for IKEA Strategic Expansion
(Source: Self-Made)
In conclusion, IKEA's journey to success in India will rely on its skill in achieving three things: affordability, local relevance, and digital convenience. Instead of just staying consistent with its existing strategy, IKEA ought to gradually evolve their practices to India's consumers whilst maintaining the existing cost and design benefits.


[bookmark: _Toc237277201][bookmark: _Toc237282490]Section 2: Reflective Account
[bookmark: _Toc237277202][bookmark: _Toc237282491]5. Gibbs Reflective Cycle
Gibbs' Reflective Cycle is a framework for taking a structured approach to reflection – description, feelings, evaluation, analysis, conclusion, action plan. Through this model, I have been reflecting on my research on strategic management of IKEA in the Indian market with respect to geopolitical, economic and competitive challenges.
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Figure 6: Gibbs' Reflective Cycle
(Source: Crowe Associates, 2019)
[bookmark: _Toc237277203][bookmark: _Toc237282492]5.1 Description
In the process of research and analysis, I have been looking at IKEA's business model and IKEA's position in the Indian market. I examined government policy, economy, consumer behaviour, technology, sustainability and geopolitical uncertainty and how they impact the organisation. Used frameworks (such as PESTEL, Porter's Five Forces, SWOT analysis, Ansoff matrix) to structure evidence and evaluate IKEA's situation (Zhang et al., 2024). Also took into account competition, supply-chain, digitalisation, localisation and IKEA's cost-efficient business model. Finally, I synthesised the results to put forth recommendations that focused on digital differentiation, operational efficiency, sustainable products, customer experience and supply-chain resilience.
[bookmark: _Toc237277204][bookmark: _Toc237282493]5.2 Feelings
I started with a certain confidence as IKEA is a familiar brand and they have an existing business model. But I found that it was also complicated to analyse IKEA specifically in the Indian context. Many web pages were linked to IKEA worldwide and not to IKEA in India; finding evidence was difficult. I also was not so certain about the comparison with the organised competition, IKEA. However, when introducing frameworks, I did grow in confidence as it gave a structure to interpreting info and the connections of factors with decisions (Liu et al., 2021).
[bookmark: _Toc237277205][bookmark: _Toc237282494]5.3 Evaluation
There were a number of different frameworks, and using several different ones allowed me to look at IKEA from a range of different parts of the spectrum. PESTEL was used for influences and Porter's Five Forces for assessment of competitive pressure. Ansoff Matrix proved helpful to check the growth strategies in India. The research also had challenges, however (Zhao et al., 2024). Getting information that is recent and reliable, and also India-specific, was not an easy task. Several competitor information sources were inconsistent in terms of market performance and financial data. I also saw it was needed to ensure we did not make assumptions where there was little evidence. These challenges helped me to understand that analysis should be done with careful source selection, comparison and interpretation.
[bookmark: _Toc237277206][bookmark: _Toc237282495]5.4 Analysis
One thing I learnt in the experience is that management is understanding the relationship between organisational capabilities, the environment and competitive conditions. Economies of scale, standardised design and supply-chain efficiency, among the strengths of IKEA, can help achieve competitiveness in India, but they are not a recipe for success. Indian consumers can also look forward to some factors like affordability, convenience, customisation, and products that will cater to their living conditions as well (Wang et al., 2021). Hence, it is necessary to adapt international strategies. I also discovered that the combinations of frameworks are the most useful. Analysing the environment together with competitive and growth analysis resulted in an understanding of IKEA's stance, what actions it can take, and what recommendations I could come up with.
[bookmark: _Toc237277207][bookmark: _Toc237282496]5.5 Conclusion
In general, the research helped to understand the decision-making in an international market. If I were to be asked to undertake the same exercise again, I would ensure better research criteria are set up at the outset and better sources, those concerning India, are utilised first before information is gathered. For more time, I would investigate competitor information and the variables of geopolitical and economic alterations which could influence IKEA's supply chains, prices or decisions on expansion and location. This will make my analysis more exacting, critical and based on evidence.
[bookmark: _Toc237277208][bookmark: _Toc237282497]5.6 Action Plan
I will follow a systematic research process in the future strategic-management work. Before collecting evidence, I will outline the organisation's aims, problems and environmental variables of interest. I will focus on sources from recent academic publications, industry and companies and compare data from several credible sources. I will also improve my number concept, so a proper interpretation based on the financial and market evidence is possible. In addition, frames will not be used individually. Lastly, I will assess recommendations based on feasibility, resources, risks and competitive value. This will help me to develop my critical thinking skills and to be able to create evidence-based analysis for future courses and in my academic and professional life for strategic management and for international business decisions and practical organisational analysis.
[bookmark: _Toc237277209][bookmark: _Toc237282498]6. Conclusion
IKEA's competitive advantage in India is to be affordable and efficient in design and operation. Yet, geopolitical, economic and competitive pressures are still important. Digital differentiation, localisation, sustainability products and supply-chain resiliency are key to enhancing customer loyalty, market growth and enabling a long-term competitive advantage.
[bookmark: _Toc237277210][bookmark: _Toc237282499]
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