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The investigation carried out within this report will present a detailed understanding of the culture within IKEA. Additionally, the magnification and application of theories and models, such as Schein’s three levels of culture and the Barrett personal value assessment model will aid in identifying areas that impact organisational efficiency. 

The conclusion in each section offers a brief evaluation and discussion on the findings and how IKEA are able to implement factors that can benefit them. For example, task four looks at comparing the researcher’s values, which touches upon individual factors and task five evaluates Apple’s corporate culture, which exemplifies organisational factors. 
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[bookmark: _Toc5355897]Introduction 

The organisation that will be analysed throughout this report is IKEA, who are currently the world's largest furnishing retailer that was founded in Sweden by Ingvar Kampard. It has stores in over twenty five countries that employ over one hundred and twenty three thousand individuals. IKEA annually generates more than twenty one and half billion euros. (IKEA, 2019).

The organisation's’ environmental impacts will be analysed strategically. The system accommodates towards the comprehensive assessment of the business environment within a firm. The aim is to collect, report and analyse all changes through the utilisation of various methodical techniques and tools, such as PESTLE, SWOT and Porter’s generic strategy. (Elgersma, 2017; Gander, 2017; Warner, 2010).Secondly, the discussion of IKEA hybrid structure will lead to the analysis of organisational culture.  The classification of culture types will be made through the application of two models; Schein’s three levels of culture and Deal and Kennedy’s culture types. Furthermore, the values, beliefs and attitudes will be evaluated of both the organisations and the researcher. The Barrett model will be discussed and applied to facilitate in the identification of shared values. Lastly, an analysis on Apple’s corporate culture will aid in comparing to IKEA using organisation culture models. 



[bookmark: _Toc5355898]Strategic Analysis of IKEA

[bookmark: _Toc5355899]PESTLE analysis

The acronym, PESTLE, consists of five macroeconomic variables; political, economic, social, technological, legal and environmental, that attempt to appropriate a visible understanding of the context and probable components that affect an organisation's present and future objectives. Each element of the external environment is evaluated to articulate conclusions that incorporate the general industrial performance, as well as crucial factors within the market. Moreover, the industry attractiveness and the potential of the market are assessed for the future growth of the organisation. (Perera, 2017; Murray- Webster, 2010; McGrath & Bates, 2013; Marmol, 2015).

Political impacts

The main political factor in the United Kingdom that affects the retail industry is Brexit. IKEA are believed to currently have control over its suppliers but the increase in future expenditure has not been finalised. Statistics show that there was a rise in the prices of products at around three point six percent due to the increase, (thirteen point seven percent), in costs of import after the initial Brexit referendum had. Additionally, IKEA are to abide by the planning and building regulations when introducing new stores internationally, for example, India and Russia. (Wood, 2017; Maloney, et al, 2017; Shouldberg, 2018; BBC news, 2017).

Economic impacts

The fluctuations in U.K expenditure is an impact upon IKEA, which is also detrimental to popular brands. Again, due to the recession and Brexit, the worth of the pound has decreased, consumer spending power is affected, and twenty three percent of young adults believe that they are more cautious when making a purchase. (Daunfeltd et al, 2015 & Kantar, 2019). On the other hand, there has been a growth in sales since 2017. The company states that the overall economic outlook will not stop the continuous investment made in the U.K. IKEA aim to better lives through employment and wage. (Maguire, 2017 and IKEA, 2011).

Social impacts

The current generation are dependent upon online shopping, IKEA stores are usually located outside of main towns and therefore are aiming to better their online presence through the use of social media and their website. IKEA 2019 describe the ways in which challenges will be faced by encouraging people to tackle environmental issues. (IKEA, 2019 and Morley, 2018).

Technological impacts

IKEA are enhancing digital offerings through various new platforms to assist in the connection with customers, for example the IKEA place app allows potential customers to virtually ‘place’ 3D items they would like to purchase in a chosen location. (Apple Inc, 2019). Furthermore, IKEA have entered the ‘smart home’ market and are in the process of producing ‘smart products’. (Marr, 2018).


Legal impacts

IKEA is a global organisation which is affected by the laws and legislations in all the countries that a store is located in. Law’s vary in market positions. IKEA are not in control of jurisdictions that affect the selling of specific products as well as the management of employees.  (IKEA, 2019 and BBC News, 2016).

Environmental impacts  

The organisation has been aware of environmental sustainability since it was founded. The use of raw materials and energy allowed the management of costs which result in ‘green targets’ being met. A recent environmental action involved the donation of around one billion pounds towards the use of renewable energy in developing nations. This is carried out through the input of wind and solar panels. Also, the organisation aims to primary source materials sustainably, such as cotton and wool. (IKEA, 2019; IKEA, 2011; Live kindly, 2019). 

[bookmark: _Toc5355900]SWOT analysis framework

SWOT is an acronym derived from, strengths, weaknesses, opportunities and threats. It is a prominent multifaceted tool within critical analysis and development. This four boxed framework assists in the identification of internal and external factors that affect an organisation, capitalize opportunities and attempt to accomplish a viable market niche.  (Seth, 2015; Gurel & Tat, 2017; Sarsby, 2016).


	Strengths

· focus on regeneration of resources for climate positivity
· enable better living through the saving of water and energy, recycling and promoting a healthy diet 
· fair and equal impact for all on the value chain
· Prominent international brand name
· Low priced, innovative products
· Clear vision and value given to customers irrespective of market conditions

(Edvardsson & Enquist, 2009, and  IKEA, 2019)


	Weaknesses

· The need for low cost products
· Differentiate products and services from competition
· The scales and quality of global business. (working conditions) 
· Need for communication with consumers about environmental growth
 
(The times 100, 2019 and Levine, 2007) 


	Opportunities

· Demand for low priced products and services
· Pricing of products dependant on national impacts
· The reduction of water usage and lower carbon footprints 
· More focus on technological aspects of the organisation 
· Prioritise online shopping 

(The times 100, 2019; Lewis, 2005; Live Kindly 2019) 

	Threats

· Economic factors (Brexit)
· Competition
· Social trends
· The reduction in store visits 
· Priority given to online shopping and communication

(The times 100, 2019; Business case studies, 2019; IKEA, 2019; BBC news, 2017).




[bookmark: _Toc5355901]Structure of an organisation 

Organisational structure is a formal systematic method that aims to achieve business goals through the control and alignment of actions, authority, communication, policies, responsibility and resources available to the individuals within. There are multiple structure types such as, flat, hierarchical, network, team work, divisional and others. Ikea is known to have a hybrid structure. (Meehan, 2019 and Aquinas 2009) 
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Porter’s generic strategy facilitates in the application of a hybrid organisational structure as it is a contingency option within the framework. This unique structure type indicates the short and long term performance of an organisation. It is dependent upon the concurrent pursuit of ‘low cost’ and ‘differentiation’ approaches.  (Chausee & Foray, 2018). IKEA positions itself within the two competitive advantages. (Baroto et al, 2012; Kasabov & Warlow 2009; Chausee and Foray, 2018).

[bookmark: _Toc5355903]Organisational culture

The culture affects the complete operation within an organisation, it ensures the amalgamation of shared assumptions, belief, and values. Furthermore, the assessment of rules and overall relationships are encouraged as it assures the chosen culture is suitable for positive growth through sustainable performance. To facilitate in the classification of culture types, there are diverse approaches designed by management theorists, examples include; Johnson and Scholes cultural web, Handy’s four classes of culture, Schein’s three levels of culture and Deal and Kennedy’s culture types. (CIPD 2011, Oliver, 2011; Coffey, 2010; Chartered management institute, 2015). The organisational culture of IKEA is further assessed by the application of Deal and Kennedy’s culture types and Schein’s three levels of culture.

[bookmark: _Toc5355904]Deal and Kennedy - Culture types, (1982)

This model aggravates the impact of cultural elements that are developed to influence employees. The two marketplace factors that determine culture types are the level of risk involved when making decisions, and the time spent to receive feedback upon success. The four categories include a tough guy macho culture, the work hard play hard culture, bet your company and process culture. Deal and Kennedy, (2000), explain that organisations may conform to a mixture of types in result, culture change is easier to track. (Ashkanasy et al, 2000; Cacciattolo, 2014; Deal and Kennedy, 2000).

IKEA culture type

The organisation can be seen to have a work hard/ play hard culture. The factors that are evident are; the balanced informal and formal manner within the workplace and the manufacturing of a personalised niche of products and services. A hierarchy is not implemented instead employees are referred to as colleagues. Additionally, inspiration is awarded through the diversity in co-workers who equally introduce and partake in distinct ideas and activities that assist in the betterment of products and services. All are given the responsibility to create an inclusive workplace.  (Mahmoud and Khatib, 2019 and IKEA, 2019).

[bookmark: _Toc5355905] Schein - three levels of culture, (1985) 

This model consists of three interrelated levels; artefacts, espoused values and basic assumptions. Firstly, artefacts are tangible manifestations that are felt, heard and viewed. Secondly, espoused values evaluate the integration of a group as well as the classification of organisational philosophies, strategies and objectives that are associated to the environment. Lastly, basic assumptions govern behaviour and provide an outline for members to utilise when tackling issues. (Alvesson & Sveningsson, 2015 and Schein, 2010).

IKEA’s artefacts

The physical symbol that prominently signify IKEA, is their logo. It is easily recognised and assists in the acknowledgement of a successful organization, similarly the corporate identity colours attract attention, these are yellow and blue which magnify the colours of the Swedish flag. (Graphic design, 2015). Secondly, the company products are valued due to their quality, design, and affordable prices. IKEA is labelled as the ‘global furniture’ brand as it has assisted customers with making improvement in their lives.  (Pontefract, 2016). An additional artefact is the creative layout of each store - it guides customers through its one way, circular system which helps attract customer attention to additional items besides those that are previously desired. (Jansson - Boyd, 2018).

IKEA’s espoused values

The organisations espoused values are expressed in their corporate mission and vision statements. The company believes and states that their ultimate aim is to impact lives by the optimisation of the value chain, by building long term relationships with stakeholders and to produce in large volume. (IKEA, 2019).

IKEA’s basic assumptions

Employees guided by leaders who set targets which outlines their overall behaviour and allows the code of conduct ‘IWAY’, to be adhered to. In addition the togetherness of employees and their co-workers instils the eagerness to work hard and more efficiently as well as the delegation and acceptance of responsibility. The organisation improves creativity and boosts morale by the encouragement of appraisals, innovation and incentives. (Business case studies, 2019; IKEA, 2019; Chronus LLC, 2019). 

[bookmark: _Toc5355906]Corporate social responsibility 

Corporate social responsibility is a procedure that assists in the long term positive growth of an organisations as well as the relationship between internal and external stakeholders and the company. An additional goal is to integrate economic, environmental, social concerns, as well as ethical values and laws when analysing situations. An organization's CSR initiatives should be segregated into four categories: community, environment, workplace and marketplace.  (Landrum, 2018; Visser, 2011; Eweje, 2014; Crowther & Seifi 2018). 

[bookmark: _Toc5355907]Business ethics

The study of moral principles, (rights and wrongs), within a company's management in decisions and activities are focused upon in business ethics. The internal and external stakeholders and environment are thoroughly evaluated and addressed through the application of the principles of behaviour. (Shaw and Barry, 2015). Furthermore, employees are ensured with the opportunity to adequately be rewarded for their hard work that is relevant to the business.  (Crane and Matten, 2016). 

[bookmark: _Toc5355908]IKEA’s CSR and business ethics 

IKEA’s CSR is viewed from a political and integration perspective and simultaneously focuses upon internal and external stakeholders. CSR policies that IKEA establish are derived from the norms and institutional relationships that are common in some countries. (Morsing & Roepstorf, 2018 and Moan et al, 2011). 

The present code of conduct within the organisation is ‘the IKEA way on purchasing home furnishing products’, it is commonly referred to as ‘IWAY’ and is based upon international declarations and conventions. In result there are various policies that are aimed to be addressed continuously, such as; the conditions of work, responsible forestry management, the environment, the prevention of child labour and others. (IKEA, 2019).

In 2012, IKEA had launched an alternative ethical operation named ‘people and planet positive’ with the intent to embrace and tackle underlying issues whilst meeting the demands of the twenty first century, for the years 2020 and 2030. The strategy discusses an overall transformation that is believed to benefit the future of the company. A few of the organization aspirations are; to fulfil the needs of their customers, secure sustainable access, promote equality, waste reduction, maintaining low prices and educating and empowering employees.  (Dudovskiy, 2017; IKEA, 2019; IKEA, 2012).

In conclusion, evidence express that the organisations set desires are in the process of being fully addressed. For example, the battle for gender and minority equality have resulted in a statistical increase of females representing IKEA in all corporate levels. Secondly, a sum of around one million trees have been planted in communities across the United Kingdom, and a final example is magnified in the sustainable sourcing of cotton, wood, and food such as fish certified by Marine and Aquaculture stewardship council. (Dudovskiy, 2017 & IKEA, 2019).

[bookmark: _Toc5355909]IKEA’s organizational values, beliefs and attitudes

The organization believes that each individual is admirable and assist in the diversity through distinctive mannerisms. IKEA specify that the search for shared values and beliefs will alleviate the employment of unique individuals. The unified value is to prioritise customers and advocate the passion for furnishing and the improvement of homes. This is aforementioned in the vision statement; 

“To create a better everyday life for the many people”. (IKEA, 2019)

A list of desired values are promoted on the organisations’ website, examples include: togetherness, simplicity, the give and take of responsibility, cost - consciousness, and lastly, to understand that leadership is an action and not a position. The values are viewed to generate a framework for an “open”, “honest”, ardent and enjoyable culture that is regularly appraised, and worked upon to serve customers but mainly employees through the standard set in the company. (IKEA, 2019 and Kamprad, 1976)


[bookmark: _Toc5355910]The Barrett model - (1998)

[image: https://lh5.googleusercontent.com/dK9-B_RI6O8gD5Z9JJFcBoRV44fP5MT773m2F2CYxfca6sGQ0sBe-72lXzl9DakG3Ej9VPDUOkNu8RQ6A2fYVwYSKSx45Fl9mwP32Sc3m9_kqgsD15cOYftZsJ3hCf7jd371XHga]Richard Barrett created a cultural transformation tool that is based upon Abraham Maslow’s ‘hierarchy of need’. It was believed that there are seven levels of awareness, (figure.1.), in the development of an organisation and individual. (Barrett, 2013 and Barrett, 2006).

Each level of self-awareness is evaluated from the bottom, the focus on the first three levels are; personal interest, the need to belong and the need for love. Furthermore, the levels above transformation focus on general development needs. (Barrett, 2013 and Barrett, 2006).
Figure.1. Seven levels of consciousness



[bookmark: _Toc5355911]The researchers values, beliefs and attitudes

To gain a clearer understanding of personal values and beliefs, the researcher has completed the personal value assessment that is provided by Barrett value centre, (2019). An additional purpose is to compare with IKEA’s values in order to recognise shared values and the needs of the organization's culture. (Barrett value centre, 2019 and Barrett, 2013).

[bookmark: _Toc5355912]Personal value assessment results

Figure.2. the researchers seven levels of consciousness results.
[image: ]








The results express that the researcher’s values are rare but positive within each level, they have a growth mind-set and also indicate that individual capabilities are prioritised and demonstrate a care for ‘the greater good’. The chosen values are expressed in numerous ways, some examples are: high moral standards, the ability to think imaginatively which assists in flexibility and response to change, importance given to success, an enjoyable approach to life that is shared with those closest, protective and considerate of others, ensuring the just treatment for all, and the motivation to achieve more. (Barrett value centre, 2019 and WEF, 2019).

In conclusion the comparison of the organization and researcher values provide evidence that each share similar moral standards, for example, priority is shown in areas that help the environment which can benefit future generations, secondly, the equal treatment of all is desired, thirdly, trusting others and a finally to be able to lead by example. Overall, the researcher will be able to fit in with the cultural norms of IKEA and can assist in imaginative ways to increase success. (Barrett value centre, 2019 and IKEA, 2019). 
[bookmark: _Toc5355913]Comparing organisational cultures 

In this section Apple’s corporate culture will be assessed and compared to IKEA’s. Schein's - three levels of culture and Deal and Kennedy’s - culture types have both been applied to Apple corporate culture. 

[bookmark: _Toc5355914]Schein's three levels of culture - Apple

Apple’s artefacts can be listed as the company logo, as it is easily recognisable. Both organisations’ logos are associated with the label “big brand”. Secondly, a desired component within this level is Apple products, such as iPhones, iWatches, iTunes and others. Despite the organisation selling products specifically surrounding technology, the IKEA furnishing products are comparable as they each represent the organisation as a whole. The final artefact that expresses similarities is the overall presentation and distinctive design of each store. (Frith, 2011, Cauldfield, 2011, Porter, 2018, IKEA, 2019).

Apple’s espoused values are exemplified in their mission and vision statement. Unlike IKEA, who aspire to build upon and maintain relationships with all stakeholders, Apple are believed to motivate innovation and competitiveness. (IKEA, 2019; Learn and transform, 2013; Rowland, 2019). Lastly, each organization's basic assumptions are communicated within the code of conduct. ‘IWAY’ instils the eagerness to work hard, efficiently, and promotes togetherness for IKEA employees and their co-workers and creates trust, whereas, Apple employees must abide by the rules set in the ‘code of silence’. Employees are encouraged not to discuss the location and functions of their workplace, also there is little communication between the levels of employees. (England, 2015; Arthur, 2014; IKEA, 2019).

[bookmark: _Toc5355915]Deal and Kennedy’s culture types - Apple

Apple demonstrate a work hard/play hard culture, which expresses the personalised creation of products and services alike IKEA. In addition, the organisation also refers to their staff as partners and work in a balanced informal and formal manner which allows the minds of employees to be challenged and urges creativity. (Bhattacharya, 2010 and IKEA, 2019).




[bookmark: _Toc5355916]Conclusion

The purpose of this report was to communicate the finding of IKEA’s corporate culture. The first section analyses the environmental influences upon the organisation using two tools; PESTLE and SWOT. The application of each tool magnified multiple strengths such as IKEA being a globally approved brand who are increasing their sustainable awareness. Threats are also discussed such as Brexit, which will have a great impact on the spending power of potential customers. Environmental analysis tools can benefit the organisation in gaining a better understanding of the opportunities that can help the organisation soar. 

Secondly, research through multiple mediums assisted in the knowledge of a ‘hybrid structured organisation’. IKEA are seen to utilise multiple organisational structures simultaneously. Furthermore, the company's organisational culture was analysed with the application of Schein's three levels of culture and deal and Kennedy’s culture types which helped differentiate factors that are beneficial for customer and the employees. 

Furthermore, the values, beliefs and attitudes of the researcher were assessed using Barrett value model. Results expressed that the researcher values aligned with those of IKEA’s. Lastly, Apple’s corporate culture was assessed also using the three levels and culture type model and compared to the results of IKEA’s that exemplified many similarities.
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