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[bookmark: _Toc237201111]1. Introduction
Firms are becoming more frequently challenged to balance capabilities that can be transferred internationally with country-specific market conditions in order to expand internationally in retail. This report assesses IKEA's proposed entry into Kenya, where there is no significant operational presence as of 1 June 2026. IKEA is the right case as company is an example of worldwide reach, standardised concepts and franchising, and at the same time selective adaptation. Potential in Kenya includes urbanisation, evolving household consumption demands and modern consumption, but affordability, logistics, regulation and uncertainty may limit performance. It is the central question whether the strategic investment by IKEA is worthwhile for the country due to its geographical advantages.The key question that arises is whether the country's resource investment is justified in terms of its location advantages. The report then shows organisational classification and Bartlett and Ghoshal's framework before assessing the political, economic, legal, and cultural environment, then looking at the findings in the light of Dunning's OLI paradigm and finally recommending an appropriate entry mode.

[bookmark: _Toc237201112]2. Classification & Global Strategy
[bookmark: _Toc237201113]2.1 IKEA: Organisational Classification
IKEA can be viewed as a transnational multinational enterprise because it has transnational activities in international markets, but high level coordination of resources with market level retail operations. The IKEA business is large and global, having 504 stores in 63 markets by November 2025 (IKEA, 2025a). It has an integrated model that covers concept development, product range, sourcing, supply and retail and franchising that coordinates independently owned operating companies in a common system (Inter IKEA Group, 2025). This arrangement allows for global exposure without the need for any one corporation to own all retail locations, and gives the company control over the concept and brand.
Table 2.1: IKEA's Organisational Classification
	Dimension
	Evidence from IKEA
	Strategic interpretation

	International scale
	504 stores across 63 markets
	Demonstrates substantial multinational reach

	Global coordination
	Central IKEA Concept, range development and supply coordination
	Supports global integration

	Local operations
	Franchisees operate retail channels in defined territories
	Enables local market knowledge

	Ownership structure
	Multiple companies operate under the IKEA Brand
	IKEA is not simply a conventional wholly owned MNC

	Strategic classification
	Global integration + selective local responsiveness
	Supports classification as transnational

	Kenya implication
	Global standards should be retained while adapting service and product-market execution
	Supports bounded local responsiveness



[bookmark: _Toc237201114]2.2 Bartlett & Ghoshal
Bartlett and Ghoshal (1989) have developed a framework for assessing international strategy in terms of pressures for global integration and local responsiveness. The difficulty of integrating IKEA products is expressed by the high integration pressure in IKEA, which is due to the necessity of standardizing product development, purchasing, coordinating the supply chain and establishing the brand image, as well as building the IKEA Concept. IKEA is a brand owned by Inter IKEA Systems, and Inter IKEA Systems has the power to ensure that the IKEA Concept is consistently introduced across all IKEA stores, which helps achieve economies of scale and brand coherence (IKEA, 2025b). However Kenya would produce responsiveness needs related to product variety, delivery, assembly, payment preferences and consumers. It is evident from IKEA's experience in Morocco that they are able to customize some aspects of the offer while maintaining the basic quality and concept of their offer (IKEA, 2025c). It is therefore more correct to understand IKEA as a search for a transnational configuration: ‘bounded local responsiveness' safeguards market relevance while guaranteeing ‘global integration' of efficiency and brand consistency. This distinction is important because adaptation can have a positive effect on local demand conversion and standardisation can lower costs.
Table 2.2: Bartlett & Ghoshal Strategic Assessment
	Strategic dimension
	IKEA's position
	Evidence
	Kenya implication

	Global integration
	High
	Standardised IKEA Concept, global range and supply coordination
	Preserve core brand, design and operating standards

	Local responsiveness
	Moderate–High
	Franchisees provide market knowledge and can adapt selected elements
	Adapt service, payment, delivery and product mix

	Cost pressure
	High
	Scale and coordinated sourcing support affordability
	Local costs must not undermine price proposition

	Differentiation pressure
	High
	Global brand, design and IKEA Concept
	Protect brand consistency

	Overall configuration
	Transnational
	Global integration combined with selective adaptation
	Use bounded local responsiveness
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[bookmark: _Toc237201115]2.3 Global Footprint & Competitive Advantage
IKEA's geographic spread is important to IKEA's competitive advantage because it diffuses the fixed capabilities, the knowledge and costs of product development across numerous markets. Its built-in range and supply processes help to ensure that products are sourced and delivered in a coordinated way, and the franchise system allows for local operators to bring in their consumer and market expertise (Inter IKEA Group, 2025). Proprietary design, scale economies and a recognisable brand globally underpin IKEA's proposition of functional home furnishings at relatively affordable prices (IKEA, 2025a). But the footprint also establishes strategic interdependence; when a disruption occurs in one sourcing process or in a logistics chain, or in exchange rates, it can impact several markets. Therefore, IKEA's competitive edge in Kenya would not just stem from familiarity with the brand but from moving its global efficiencies and tailoring the customer offer to the local environment enough. This balance creates a potential lucrative but execution-centric expansion opportunity for Kenya. It further indicates that international scale is not enough to ensure competitive advantage—the key is to be able to replicate the IKEA system without requiring a customer proposition that is not in line with the Kenyan buyer, the Kenyan housing culture, or service expectations.
Table 2.3: IKEA's Global Competitive Advantage and Kenya Transferability
	IKEA capability
	Global competitive advantage
	Transferability to Kenya
	Main constraint

	Global brand
	Recognition and trust
	High
	New-market awareness still required

	Proprietary design
	Differentiation
	High
	Local tastes may require selective adaptation

	Economies of scale
	Lower unit costs
	High
	Import/logistics costs can dilute savings

	Flat-pack model
	Efficient storage and transportation
	High
	Last-mile costs remain significant

	Global sourcing
	Access to international supply network
	High
	Customs, duties and FX exposure

	Franchise system
	Local knowledge with global governance
	High
	Partner capability and control

	IKEA Concept
	Consistent customer proposition
	High
	Must be adapted without losing identity

	Digital channels
	Wider customer reach
	Moderate–High
	Furniture requires physical experience and fulfilment
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3.1 Political Environment 
The overall political climate in Kenya is favourable to foreign businesses, although political risks are present and can impact on consumer confidence, business operations and investment decisions. World Bank (2025b) notes that Kenya is relatively stable in its macroeconomic policies along with the fiscal consolidation and debt vulnerability as ongoing challenges. Given this, IKEA's political stability does not remove its operational risk if there is a risk of a change in the taxation regime, public spending or priorities in regulation. 
Investment environment may be enhanced by reform efforts. According to the World Bank (2025b), inflation, exchange-rate stability and international reserves had improved and fiscal measures had to be undertaken to restore sustainability and inclusive growth in May 2025. IKEA's fiscal control will have to improve as well if there is a greater trust in long-term planning, but one must not neglect risks associated with policy and taxation of the fiscal vulnerability that has been prevalent in IKEA. 
Retailers with predictable customer access and delivery are at risk of security and protest issues. Previous World Bank research correlated reduced business confidence to protests and reduced private consumption (World Bank, 2025a). Uproar in Nairobi can thus impact store traffic, staffing and last-mile logistics. The city and route level political exposure should therefore be assessed and IKEA should not consider Kenya as a homogeneous category. 
Foreign-investment policy is relatively pro-business. Foreign investors are formally registered by Invest Kenya and a minimum capital investment of US$100,000 is required for foreign-investor registration (Invest Kenya, 2026). Another avenue coming from the EAC membership is regional opportunities which are dependent on trade rules and logistics in Kenya. Overall, the current political climate allows for entry but uncertainty further reinforces argument for the phased approach to investment, local partnership and flexible commitments, instead of large investments. 
Political risk also relates to IKEA's business model as the business depends on a large format store, which come with sunk costs in terms of premises, warehousing and inventory. These assets are not as mobile as digital selling channels once committed to. A local partner might be able to shed some light on processes, which helps to decrease information asymmetry. However, IKEA's political exposure would stay as it would not change due to the partnership. Political conditions thus support a sequence that allows delaying, scaling or relocation of investment for an international NE.

[bookmark: _Toc237201118]3.2 Economic Environment 
Kenya's economic climate is a challenge for IKEA offering a growing urbanising consumer market and an impact on IKEA's low price proposition from a lack of affordability in households and costs of imported products. The population projection for Kenya was 53.3 million people in mid-2025, and by the 2026 Economic Survey, Kenyan real GDP growth was projected at 6.8% and 4.6% respectively in wholesale & retail trade and construction (Kenya National Bureau of Statistics [KNBS] 2026a; KNBS 2026b). The indicators are promoting retail opportunity, especially in Nairobi. 
But growth in aggregate GDP does not necessarily mean that there is purchasing power. Kenya is still struggling with poor labour market outcomes, high debt pressures, and private consumption has continued to play a significant role in a constrained fiscal space (World Bank, 2026a). IKEA thus encounters a segmentation problem: A large population does not equate to the ability of most households to afford the imported furniture after delivery and tax. The addressable market is probably going to be skewed towards middle and higher-income consumers.
The affordability is further complicated by inflation. The consumer inflation rate stood at 5.6% during April 2026, driven by the increase in prices for food, transport and housing (KNBS, 2026c). When essential expenses go up, consumers can cut back on buying furniture, either by delaying purchases or by opting for more affordable options. IKEA has to therefore safeguard its value proposition not only in the price of its products but also the full cost of the customer, such as delivery and assembly. 
The exposure to exchange rates should not be neglected either. Imports would mean that foreign-currency prices would not equal the revenue in the local currency (Kenyan shilling). The World Bank noted that exchange rate stability and international reserves were on the rise in 2025, but was concerned about fiscal and debt risks (World Bank, 2025b). A weaker currency might lead to higher landed costs and increase prices, impacting IKEA's affordability claim.
Adding to this is import taxation and logistics. According to KRA guidance, import duties can be zero, 10% or 25%, depending on the product, and may be even higher for sensitive products, with VAT at 16% and import declaration and railway development levies also levied on imports (KRA, 2026a). Furniture is heavy compared to the cost so logistics becomes a significant margin driver, including last mile delivery. IKEA's flat-pack model improves transport efficiency, but cannot eliminate Kenyan logistics costs. 
However, opportunities for infrastructure exists. Kenya as an important commercial and transport hub and investment in transport and digital infrastructure can aid modern retail. However, the localised Nairobi service is more cost effective than the national network because of congestion and reliability of deliveries. This facilitates phasing up expansions.
Demand potential from housing conditions. According to the World Bank, there is a housing shortage of more than two million units, and the number of new city dwellers each year is around 500,000 (World Bank, 2022). But for the poor, low incomes are still a constraint. However, apartment living and demand for utilitarian space-saving items may sustain demand for modular storage units, kitchens and space-saving furniture. 
In summary, Kenya's economy and potential to attract investments is not necessarily high. Opportunity is driven by GDP growth, population, construction and urbanisation and demand for housing, while inflation, differential purchasing power, taxes, logistics and exchange rate risks put strain on IKEA's affordability model. The critical one is whether IKEA can get the product to market at a price close enough to its global offering. A Nairobi-focussed phased entry with local sourcing where appropriate and discipline in inventory management to increase the likelihood of maintaining affordability. This puts the quality of the demand, rather than its quantity, as the one decisive economic factor.

[bookmark: _Toc237201119]3.3 Legal & Regulatory Environment 
Kenya has a regulatory regime for foreign retail investment, albeit with multiple compliance layers that would impact on entry cost, control and customer experience for IKEA. The Companies Act 2015 provides for the incorporation and regulation of companies and defines a foreign company as a company incorporated outside Kenya (Kenya Law, 2023). Foreign investors are required to invest US$100,000 in order to be registered with Invest Kenya, which offers a digital registration route for foreign investors (Invest Kenya, 2026). These mechanisms aid in establishment, but do not render entry easy. 
Customs and tax is more important. According to the Kenya Revenue Authority guidance, imported goods may be subject to 0%, 10% or 25% of EAC Common External Tariff duties, 16% VAT and import duties including sensitive products which could be more than 25%. (KRA, 2026a). IKEA is heavily dependent on products from around the world and these charges can add to landed costs and reduce competitiveness. Importers have to clear customs and provide documents like bill of lading, certificates and invoices. Under new customs rules (KRA, 2025), imports in general will require a certificate of origin from October 2025. IKEA, therefore, would need to have good customs-management skills. 
Consumer regulation is material as IKEA would be selling a wide portfolio to households. Kenya's Consumer Protection Act deals with unfair, unreasonable, misleading and deceptive trade practices and consumer redress mechanisms (Kenya Law, 2022a). IKEA needs clarity on prices, correct product descriptions, guarantees and complaints. Compliance can be expensive, but it may also help to build trust with a new international entrant. 
Employment regulation has an impact as well: minimum terms and conditions for employment are set by the Employment Act (Kenya Law, 2024) which IKEA should match. IP is also crucial as IKEA brand and designs, along with its proprietary concept, form its competitive advantage. Authorities for protection of industrial property in Kenya are outlined in the Industrial Property Act (Kenya Law 2022b). Competition regulation counts: Competition Act bans practices that prevent, distort and lessen competition (Kenya Law, 2022c). 
Generally, Kenya's legal environment is conducive to entry and is a moderate constraint. While a multinational may be able to handle the requirements, the complexities of customs, taxes and compliance make all the more sense in order to have a local partner and phase in expansion, including data governance.

[bookmark: _Toc237201120]3.4 Cultural Environment 
While the cultural environment in Kenya is a good product-market fit for IKEA, cultural fit cannot be inferred from size. At mid-2025, the Kenyan population is expected to be 53.3 million, and as the country continues to become more urban, household/housing needs are also changing (KNBS, 2026a; World Bank, 2022). According to the World Bank (2022), the rate of urbanisation is approximately 4.4%, adding up to nearly 500,000 urban residents each year, and the housing deficit is over 2 million units. These conditions have made compact, functional and modular furniture desirable, especially for urban dwellers who want to make the best use of their limited home space. 
Urban affordability issues make IKEA's most loyal customer base more limited than the urban population. Kenyan consumers could compare products based on their total ownership costs, which cover delivery, assembly and durability. IKEA may therefore need to create value visibility, rather than just transferring their normal communication.
Consumer behaviour also helps in the digital adaptation. Use of mobile money is widespread in Kenya, with World Bank Findex data showing high use of mobile phone payments. This can be used to help with an IKEA proposition that involves online discovery, digital ordering and physical product experience. But the fact that people can pay online does not mean they will buy large furniture online. IKEA needs to combine digital with in-store and delivery convenience. 
Cultural adaptation should therefore be selective, rather than change the central substance of the culture. IKEA should maintain the fundamental Scandinavian design approach, flat-packs, and self-service as these are integral to its global competitive edge. Instead, product mix, dimensions of the room, payment mechanisms, delivery, assembly assistance and communication should be targeted. The strategic fit can then be said to be positive: Kenyan urbanisation and the shift in housing needs are an opportunity for IKEA functional design proposition, but there is a need for local responsiveness in terms of affordability and service expectations.
Table 3.1: PELC Appraisal of Kenya for IKEA
	Dimension
	Key evidence
	Opportunity for IKEA
	Risk/constraint
	Strategic implication

	Political
	Relative stability but fiscal/debt pressures and protest risk
	FDI environment permits entry
	Policy uncertainty and disruption
	Phased investment and local knowledge

	Economic
	4.6% GDP growth in 2025; construction grew 6.8%; retail 3.6%
	Growing economy and housing-related demand
	Purchasing power, inflation, FX and import costs
	Protect affordability; Nairobi-first approach

	Legal
	Foreign investment registration; customs, VAT and consumer/IP regulation
	Formal investment framework
	Compliance and import costs
	Strong local compliance capability

	Cultural
	Urbanisation, housing deficit and changing urban lifestyles
	Functional, modular and space-efficient products
	Price sensitivity and service expectations
	Selective product/service adaptation

	Overall
	Opportunity exists but is conditional
	Market testing justified
	Immediate high-resource commitment not justified
	Controlled, phased entry
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The integrated assessment shows that Kenya is a moderate market, but not an immediate and high-return market for IKEA investments. Demographic and market size is good as the population is over 53 million and the urban population and lack of housing creates structural demand for functional household products (KNBS, 2026a; World Bank, 2022). Economic stability is positive but purchasing power is uneven and inflation may have a negative impact on discretionary expenditure (KNBS, 2026b; 2026c). Regulation is feasible and administrative, and infrastructure and import costs limit scalability across the country. The strategic judgement thus remains limited and strategically relevant, Kenya has enough demand side potential to warrant some market testing, but not enough to warrant big scale fixed investment at this time. IKEA must first test demand in urban Nairobi through digital, and the smaller, physical format first and only expand if the unit economics can support the affordability proposition in a Kenyan landed format.
Table 3.2: Weighted Market Attractiveness Matrix
	Factor
	Weight
	Rating (1–5)
	Weighted score
	Assessment

	Market size
	20%
	5
	1.00
	High

	Urbanisation/demographics
	15%
	5
	0.75
	High

	Purchasing power
	15%
	3
	0.45
	Moderate

	Economic stability
	15%
	3
	0.45
	Moderate

	Housing/consumer demand
	10%
	5
	0.50
	High

	Regulation
	10%
	3
	0.30
	Moderate

	Infrastructure/logistics
	10%
	3
	0.30
	Moderate

	Competition
	5%
	3
	0.15
	Moderate

	Total
	100%
	—
	3.90/5.00
	Moderately attractive
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Dunning's OLI paradigm implies that IKEA has very strong Ownership advantages: the IKEA brand, their proprietary designs, store knowledge, their buying power, their supply chain, and the IKEA concept. These can be transferred across markets but only as long as they are affordable.
The Location advantages that Kenya has are population scale, urbanization, housing shortage, expansion in construction, and location in East Africa (KNBS, 2026a; World Bank, 2022). These benefits are balanced by such factors as unequal purchasing power, inflation, import taxes, transportation, and currency risk. The case for the location is thus a positive but non-binding one.
The rationale for internalisation is when IKEA needs control of the brand, product, customer experience, pricing logic, and proprietary knowledge of the products. Completing all market activities would, however, introduce increased local uncertainty. The IKEA Concept might be implemented in a partnership or franchise model and also gain local distribution, regulatory and consumer knowledge.
An issue with the sequencing is also identified through the OLI assessment. The stronger the ownership advantage, the more IKEA maintains standardisation, while location advantages will only be realised if affordability and distribution issues are overcome locally. Internalisation should thus be targeted. IKEA needs to be involved in brand governance, design integrity and customer experience while local operators can be involved in the warehouse, delivery and market development. This helps minimise resource usage commitments, but maintains capabilities that provide differentiation. Therefore the strategic fit is more about transfer of the IKEA system to be controlled, not just a replication of a foreign-market format. Overall, OLI is entry with a low commitment. This facilitates a gradual entry in partnership and limited initial funding.
[image: ]
]
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[bookmark: _Toc237201124]4.1 Historical Entry Modes 
The IKEA internationalization is structurally unique with the dominance of the retail entry mode franchising instead of holding a portfolio of wholly owned subsidiaries. IKEA is the franchisor of IKEA Concept; franchisees are granted rights to sell the IKEA Concept within permissioned territories (IKEA, 2025a). Each franchisee pays a 3 per cent of net sales annual fee, and provides its local market knowledge, while Inter IKEA keeps control of the concept, range and architecture of the brand (IKEA, 2025a). Such a setup eases the initial costs of going international and allows local entrepreneurial skills while keeping to the international standards. The model was found to be adaptable with evidence from Morocco; there was a lot of home visiting and customization of the service delivery since customers in Morocco were less likely to want to assemble themselves (IKEA, 2025b). In the past IKEA has therefore strived to combine sharing of resources with local responsiveness and a high level of conceptual control. The model is strategically scalable due to franchisees taking on significant market level operating functions with IKEA reaping fees and increased sales and economies of scale. 

[bookmark: _Toc237201125]4.2 Historical Mode versus Kenya 
The market is relevant to the franchise model in Kenya because it has uncertainties in terms of information, infrastructure and affordability, as discussed in the PELC analysis. A knowledgeable franchisee may bring in expertise of Kenyan consumers’ tastes, property, regulatory, distribution and service requirements, thereby mitigating foreignness risks. But in Kenya, a control dilemma is also created. Relying too heavily on a partner can reduce consistency or increase costs for IKEA, which is based on effective sourcing, inventory management and customer experience. Therefore, it would be inadequate to copy the historical model. The franchise model should stay but with improved governance, governance performance and supply chain management and market testing regulations at the start of the franchise. This will allow flexibility while reducing reputational and operational risk.

[bookmark: _Toc237201126]4.3 Alternative Entry Modes
Exporting would involve a relatively small investment and would put Kenyan demand to the test, but bulky furniture would be costly to transport and would result in limited control of the customer's experience. Licensing would also limit capital exposure to a lesser degree, but would provide less control over the IKEA brand, the quality of service and the IKEA concept. However, a joint venture would give more influence and local expertise, but would also need more capital and strategic issues due to different agendas. Acquisition might provide proven facilities, distribution network and customer information quickly, but at a high capital cost and with integration risk. The risk in Kenya’s political, economic and infrastructure sectors would also directly affect IKEA if this was a wholly owned subsidiary, as would be the case of maximising control over branding, pricing, sourcing and customer experience. So, franchising is the best first choice since it's a middle ground between control and commitment. But IKEA should not view all franchise agreements as the same: the Kenyan partner should have the financial strength, local market knowledge, and ability to set up and run IKEA retail outlets, which is what IKEA has been considering when assessing prospective franchise partners (Inter IKEA Group, 2025). 
Table 4.1: Entry Mode Comparison
	Entry mode
	Control
	Investment
	Risk
	Flexibility
	Local knowledge
	Kenya suitability

	Exporting
	Low
	Low
	Low
	High
	Low
	Moderate

	Licensing
	Low
	Low
	Moderate
	High
	Moderate
	Moderate

	Franchising
	Moderate–High
	Moderate
	Moderate
	High
	High
	High

	Joint venture
	High
	Moderate–High
	Moderate
	Moderate
	High
	High

	Acquisition
	High
	High
	High
	Low
	High
	Moderate

	Wholly owned subsidiary
	Very high
	Very high
	High
	Low
	Low initially
	Lower initially
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Entry is recommended to be through a phased and franchise approach with a good strategic partner in Kenya. Phase 1 should be a test of the market for digital products and a targeted consumer research to validate the demand and price sensitivity without big fixed investments. Phase 2 should introduce a smaller-scale showroom, planning studio or other point of contact in Nairobi with online ordering. In Phase 3, the goal is to establish local warehousing, delivery and assembly capacities. Phase 4 should be expanded to other major urban centres only after assurances of sustainable unit economics are obtained. The idea is aligned with IKEA's core business model but takes the right approach to the amount of risk and commitment for Kenyan uncertainty. It also establishes a logic of staged real options: If demand, margins and operational performance are validated, IKEA will be able to increase the investment rather than making a substantial, irreversible commitment when it enters. This is also a safeguard for IKEA's global Concept, without sacrificing the possibility for bounded local adaptation, thus initially making the proposed mode more resilient than full ownership or licensing alone.

[bookmark: _Toc237201128]4.5 Strategic Synthe
While the PELC analysis reveals the opportunities for meaningful demand and urbanisation, there are considerable affordability, logistics and regulatory risks. OLI substantiates positive IKEA ownership benefits, and Kenya has positive location benefits, but only conditionally. The initial balance of control, local knowledge, flexibility and resource commitment is best achieved through franchising. Thus, IKEA ought to be very careful in entering Kenya through a controlled franchise contract and gradually scale up its operations only when there is enough evidence of its business value.

[bookmark: _Toc237201129]5. Gibbs Reflective Cycle 
[bookmark: _Toc237201130]5.1 Description 
I took a different angle in the assessment – I treated IKEA's planned entry into Kenya as an international strategic decision, and not just a country profile. I started by configuring IKEA globally and by choosing Bartlett and Ghoshal and Dunning's OLI paradigm to structure the analysis. Using academic articles as well as sources from the international organisations, government and the IKEA, I conducted research on the political, economic, legal and cultural conditions in Kenya. Then I looked at the different ways of entry and the different levels of risk, control, resource commitment and flexibility in order to formulate a phased recommendation. Lastly, I applied Gibbs' reflective cycle to analyze how my judgement has been shaped by the research process and the use of international-business theory throughout the course of the assignment.

[bookmark: _Toc237201131]5.2 Feelings
In the beginning I saw Kenya just as a potential emerging market due to its population, urbanisation and growing retail market. I wasn't sure, though, if these signs would carry over to the demand for IKEA's proposition, which is based on the idea of affordability. I also struggled with the aspect of globalisation and the local adaptation. Using the frameworks gave me a sense of greater confidence due to the fact that they help me make sense of the evidence that I am presented with rather than making initial assumptions.

[bookmark: _Toc237201132]5.3 Evaluation 
Some of the following aspects of the process were successful. IKEA's corporate material was instrumental in IKEA's franchise structure, and Kenyan government and international-organisation sources were instrumental in offering evidence on regulation, inflation, trade and economic conditions. Academic literature kept the analysis from being totally factual. There were also some restrictions. Kenya-specific evidence on IKEA was limited as the company is not yet having a significant presence in the country. Some indicators were released at various time periods and measured various aspects of economic activity. I thus found that I had to separate evidence that was representative of Kenya from evidence that was going to support an IKEA-specific judgement. This enhanced the reliability of the recommendation. This necessitated to select a few sources for comparison, having to use the same evidence throughout the comparisons.

[bookmark: _Toc237201133]5.4 Analysis 
It was necessary to develop a strategy for interpreting the information, rather than simply describing it. At first, the argument for entry was the straightforward one of population growth and urbanisation. This view was turned on its head by Bartlett and Ghoshal, who argued that IKEA could not engage in local responsiveness without compromising the global efficiencies that are at the heart of its business. In the same way, OLI also found Kenya's location advantage to be dependent on IKEA's ownership capabilities and the cost of activities being internalized.
The study emphasized the need to differentiate between information sources before assuming that information is equally reliable. Conceptual explanations were found in academic literature while current economic and regulatory evidence was found in government and institutional sources. IKEA's sources in the company were helpful in gaining insights into IKEA's business model and are the company's point of view. This separation was of great value for me in triangulating evidence, and for avoiding presenting corporate claims as independent evaluations.
In Kenya, the combination of examples of economic growth and affordability constraints is possible. I chose not to pick a side, but instead considered both market growth and the uneven distribution of purchasing power as relevant: market growth is an opportunity, and the lack of equality in purchasing power is a limitation of the customer base that can be addressed. This resulted in a subtly nuanced conclusion that Kenya is a suitable country for controlled experimentation.
Another change of mind was when I used to apply entry-mode theory. At first, franchising seemed like a no-brainer since it is IKEA's model "abroad. But a study of control, local knowledge, logistical constraints and risk revealed that the model was not to be replicated. A governed franchise relationship offers a better balance between the need to safeguard the concept of IKEA, and the need to bring local capabilities to the table in Kenya. International strategy, as illustrated in the exercise, is essentially a match-up exercise between the capabilities of the organisation and the strategic environment of the host country in the making of future strategic decisions.

[bookmark: _Toc237201134]5.5 Conclusion 
On a broader level, the assessment reinforced my view that there is more to consider that market attractiveness when making decisions about international expansion. The global capabilities of IKEA offer transferable benefits, but only if they can be adjusted to the local consumer behaviour, regulation, and infrastructure and purchasing power. I was able to relate environmental evidence to strategic decisions by using the concept of OLI and entry-mode analysis (Bartlett and Ghoshal). The principle was that a strong recommendation needs to express uncertainty and discuss how it is being addressed in the strategy and should not just be a list of opportunities and risks.

[bookmark: _Toc237201135]5.6 Action Plan 
For future evaluations, I would create a matrix of evidence first and then write my draft, attaching evidence and a framework to each claim. I might also start by considering strategic alternatives, instead of making a preliminary recommendation. Triangulation would be enhanced by a comparison of source dates, methods and institutional approaches. Lastly, I would engage in sensitivity analysis to see how sensitivity to inflation, exchange rates or affordability of consumer could affect the entry recommendation. It would help make future international-business decisions more evidence-led, transparent and robust.

[bookmark: _Toc237201136]6. Conclusion
While Kenya looks like a potentially good market for IKEA, it is not a clearly good market for big investments for IKEA in the short-term period. The high population density, urbanisation and need for housing, in addition to the developing retail landscape provide a realistic demand opportunity for functional and space efficient home furnishings. This potential, however, is limited by imperfect purchasing power, inflation, exchange-rate exposure, import costs, logistics and regulatory complexity. The strategic opportunity is dependent on IKEA's ability to export its value proposition to all markets while not making its products too expensive at the local level.
IKEA has a high level of ownership advantages, such as its global brand, designs that have been developed and patented, economies of scale, supply chain and IKEA Concept. Kenya also offers significant location benefits, most notably through urbanisation, population growth and building activity, as well as its geographic location in East Africa. However, the OLI analysis shows that these location advantages don't necessarily warrant large irreversible investments. In addition to brand protection, product standards and customer experience, internalisation is useful for IKEA's success in the market, and local capabilities for distribution, regulation and consumer knowledge are important.
Phase entry with a strong Kenyan strategic partner and franchise is therefore supported by the analysis. A small-scale launch of the internet channel in the digital markets and a localized presence in Nairobi would help IKEA gauge demand level and price sensitivity to test the market, and reduce the capital risk. Further investments in further warehousing, delivery, assembly and other urban locations should be based on proven commercial viability. This is a strategy that is both responsive to the local context and connected to the global context, and minimises risk of committing too many resources in the short-term. In total, Kenya is an economically strategic place for IKEA to rely on but the success will be less about size than about IKEA's ability to maintain affordability, operational efficiency and brand consistency in the Kenyan context.
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Figure 1. Bartlett & Ghoshal Framework Applied to IKEA in Kenya
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Figure 2. PELC Anysis Summary for Kenya
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Figure 3. Dunning’s OLI Framework Applied to IKEA' Entry in Kenya
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