EXECUTIVE SUMMARY

The purpose of the report is to critically assess the role and activities of the marketing department of IKEA. IKEA was chosen because of its global interaction. This report will show reviews of all the development of IKEA and the strategies deployed to be placed as one of the top furniture retailers despite major marketing mix by its competitors. The success of IKEA came after overcoming number of challenges like specifications and the general despise of the product. 

IKEA is a low cost worldwide furniture company that targets families with or without children and price sensitive consumers. This report is aimed at analysing the role and activities of marketing at IKEA. To critically assess the actual, potential factors, the performance & competition of the business.
The 4 P’s analysis shows that IKEA has made good decisions in entering the emerging markets and with the help of technology supports its direct foreign investments. SWOT analysis designate that with their competencies and business strategies in designing their products makes them a strong competitor.

The report concludes by looking at the present & future position of IKEA and recommendations in their strategy and increasing in its market share.
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INTRODUCTION
IKEA is an international company that deals with home assembly products, accessories and appliances and is one of the biggest in the world. Germany remains the main market but UK has been successful in recent years with over 21 stores. The location of the stores is very vital to IKEA’s success as this enables larger customer base to be created ( Krafft & Mantrala, 2010).

According to Patterson (2007), Marketing operations engaged in remarkable place in the success of an organisation. The role of marketing involves the four marketing mix P’s (Product, Price, place and Promotion) and the tasks which includes corporate and business level strategic planning.
Bearden, Ingram & LaForge, (2011) states that an organisation’s marketing operation lies within marketing management & strategic marketing. Marketing Management entails specific strategic decisions in dealing with products and Strategic Marketing entails the decisions of both corporate and business levels.

ROLES OF MARKETING 
Marketing is more than just the advertising side of sales. The main idea of marketing is by creating, communicating and delivering value to customers (Solomon & Marshall, 2009). Strategic marketing is an essential concept for any business growth premise. IKEA’s management has developed significant marketing and communication tools so as to access the retail clients in a better way. According to Berry & Abrahamsen, (2011), IKEA’s brand identity has been utilized in strategic marketing to motivate the consumer’s purchasing behavior. IKEA has utilized many official advertisements, brochures organisational public relation and social media tools in informing the customers about offers and new products Milisavljevic, 2013), states that a company’s marketing knowledge should be regularly assess to make it reflective of the prevailing market condition. 
To hasten consumer adaptation and reduction of costs associated with distribution and promotion IKEA has to liaise with innovators (Farnie & Sparks, 2009). It is arguable that the company cannot execute its leadership philosophy when venturing into the new market without creating consumer confidence through aggressive promotional like direct selling.

IKEA values both visually and in tone of voice, so marketing and communications co-workers include art directors and copywriters, interior designers and project leaders. Together they work with the IKEA catalogue, IKEA websites, publications, brochures, advertising, internal communication and public relations. 
As a home furnishing company, IKEA needs interior design competence in different areas, including every IKEA store, and in marketing and communication areas such as catalogue production. IKEA designers and product developers work with the IKEA product range. Their focus in developing products is on low price and quality, design and function, environment concerns and safety. IKEA IT is a global organization that supports IKEA with business solutions and services. IT supplies quick, lean and user-friendly services rather than just technology.
PRICE & MARKET STRUCTURE
Ikea is attributes in monopolistic competition of the market structure. There are many producers that sells the similar products but not substitutable as from location, branding and the quality. Ikea produce the DIY ready to assemble furnishings but other companies produce the complete furnishings. Producers have total control over the market price. There are no major entry or exit barriers to this industry.

Ikea has several competitors. The main competitors are Argos, John Lewis, B&Q, etc. These are all specialized in Nordic furniture design as well as Ikea but their difference is Ikea is operating on low prices whereas theirs is higher. According to Kotler, P, (2003) product is defined as anything that can be afforded to satisfy any want or need. IKEA has huge range of products at value for money. IKEA pursues its marketing mix for success. (Armstrong & Kotler, 2006). 
IKEA adopts a standardized approach in its marketing strategies; the approaches that are undertaken are adapted to the different consumer cultures that exist within the market (Burt et al, 2010). A number of advertisement campaigns have thus been launched in the UK, including the “Home is the most important place in the world” campaign launched in 2017. 

Changes in the business environment can create demand for new products and services (Johnson and Scholes, 2003). Pricing is the main reason through which they have gained their market share amongst competitors. IKEA uses the main marketing tool of promoting products by advertising on TV, Radios, Newspaper, and online. The main source of promotion is the IKEA’s catalogue which attracts most of their customers. 

To make the price reduction strategy sustainable, IKEA has made plans to keep its custom built properties as well as develop new retail stores, adopted frugal spending towards their operating activities. IKEA has planned to increase the value of production and ensure the reduction in production and raw materials cost. 

IKEA has also planned to develop a more efficient supply chain protocol. Effective and prompt decision making and also adapt to the different culture for growth strategy.

Price reduction would have been ineffective if IKEA’s products failed to meet customer’s needs. IKEA believes that low prices are possible even with high product quality. This combination became IKEA’s veritable strategy and drive for its sustainable business growth. 
MODELS IN STRATEGIC MARKETING PLANNING
Kotler & Armstrong, (2010) states that Marketing mix is a controllable tactical tools of the 4 P’s that the firm blends to produce the response its wants in the target market.
There are 4P’s of Marketing Mix is one of the most sustainable marketing planning to be taken into consideration. By identifying the main elements of a market, product or service, business can opt for strategic marketing planning in product development, product promotion, production pricing and product placement and any other activities supportive for business marketing (Colbert, 2007).
According to (Wilson, 2006), in some cases, market penetration can be an option in most cases.

Product – IKEA sells a wide range of different products that are needed to furnish homes.  IKEA needs to introduce innovative products that will differentiate the company from its rivals.  For a competitive advantage over its rivals a customisation of the products will be implemented. IKEA offerings can be broadly divided into outdoor furniture, baby and children products, bathroom stage, mirrors, bed, mattresses, clothes storage leisure and safety products.
Price – According to Sheth & Parvatiyar, (2012), the company needs to have a lower price policy that will provide it with competitive advantage. Ikea competes with various global retail chains as well as supermarkets. IKEA focuses on cost control and efficient operational details. They lower prices and also give freebies at the IKEA restaurant.
Promotion – IKEA always provide discounts and seasonal offers to attract more customer traffic. IKEA will be using social media advertising, television to promote the brand in the new market. IKEA focuses on marketing activities. IKEA uses promotional tools like TV, print, online ads, billboards in its marketing mix. Online advertisements promoted IKEA products demonstrating the problems faces by people and offering solutions. 
Place – Distribution channels plays an important role in the success of a business (Kotler & Armstrong, 2010). IKEA has its stores in core areas of the city to attract more people and grow its business. IKEA has got an excellent place and distribution strategy as part of its marketing mix. IKEA has a global distribution network so products are transferred from suppliers to IKEA stores on a daily basis. 
Target Market
According to (IKEA, 2014), IKEA is more than a furniture store and are driven by values. Targeting and positioning strategies entails the analyses and identification within a given product market by choosing the segment that needs to be target, develop and implement (Cravens & Piercy, 2009).

IKEA’s target market determines which customer group/s the company wants to serve. IKEA vision is ‘to create a better everyday life for many people’. IKEA’s target market is very broad and aim at people of all ages, sexes, geographical locations.
Media Channels

IKEA uses marketing to reach out to many of their customers in local markets to build their brand. The best known channel is the IKEA Catalog, which is developed by IKEA communications in Sweden and other channels are their website, publications, brochures and advertising. Knowing your customers social media platforms and reaching out to them which is imperative. IKEA is using Facebook, Twitter, Pinterest and Google+ for customer engagement. They post promotions, discount, unique giveaways, events and news; they also use it as a platform to share their content and are quick to address any customer complaints. Social media is a great way to interact with your customers. IKEA is making a big push into the online shopping with the launch of a new app that allows customers to shop interior items in augmented reality (Evening Standard, 2019). The new app, launching first in France and the Netherlands before coming to the UK by the end of the year, will enable people to visualise the products in their home before directly buying it in the app. IKEA operates globally and uses social media effectively by taking advantage of them. They have multiples accounts on the same platform for each country for e.g. ikeaUSA and ikeaUK.
Sales Target 

In 2018, the IKEA retail business generated 38.8 billion Euros in sales. Much of this comes down to great collaborations with others, who inspired and challenged us to create an even better product range.
Ikea has reported healthy growth in its annual sales as it reveals ambitious expansion plans which will see it reach 3 billion people by 2025. By 2020 Ikea plans to have launched stores in Chile, Columbia and Peru, while targeting Mexico, Estonia, Ukraine, Puerto Rico, Oman, Luxembourg, the Philippines and Macau in years proceeding. “By 2025, we have the potential to reach and interact with 3bn people,” group chief executive Torbjörn Lööf said.
In fiscal year 2018, €38.8 billion (US$44.6 billion) worth of IKEA goods were sold. The IKEA website contains about 12,000 products and is the closest representation of the entire IKEA range. There were over 2.1 billion visitors to IKEA's websites in the year from September 2015 to August 2016. Over 500 million customers visit an IKEA each year, making it the world's largest furniture provider. IKEA has almost 300 stores in 36 countries and 42 distribution centres in 18 countries and over 1000 suppliers. It takes five factories across Europe to manufacture IKEA's 10,000 item product line.
Brand Development

IKEA has been nominated by YouGov for Marketing Week Masters Brand of the year (Marking Week, 2019). The IKEA brand is unique and their remarkable positioning cannot be compared to any other company in the world. Brand is created by understanding of culture, traditions, fashion updates, the trend and demand in market. Ethical branding and market makes the brand famous and increases the reputation of the company. Massa & Testa, (2012) focusing on growing customer and consumer demands. According to Swoboda et al., (2009) argues that consumer behavior concerning its role in building a retail brand.
Market Share

According to the Retail Gazette, (2019), Ikea has booked full year sales in the UK due to the opening of the two new big box stores and big outpouring in online transactions despite the tough economic environment.
Ikea UK added that 59.8 million customers walked through its doors throughout the year, which was buoyed by the opening of two new big box stores in Exeter and Sheffield.

Meanwhile, its online arm was a star performer, with 199.3 million visits to Ikea’s UK’s website an increase of 13.4 per cent. Ikea increased its market share in the UK by 0.4 per cent to 8.4 per cent. “FY18 has been a positive year for IKEA in the UK and we know that our products remain a key growth driver,” Ikea UK country retail manager Javier Quiñones said.

Ikea said it has invested heavily in its distribution and fulfilment network with two new customer delivery centres and a parcel unit opening in London, resulting in reduced delivery lead times and an increase of 65.9 per cent in parcel deliveries. “In FY18 we continued to invest in our existing stores including the total refurbishment of Ikea Nottingham, it’s just like new,” Quiñones said.
Internal Influences – SWOT Analysis
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Strengths of IKEA

According to (Spiegel Online, 2009) IKEA has a significant consumer loyalty, with globally brand name and affordable high quality products with a strong following from young couples with/without children. IKEA is eco-friendly and uses its raw material in a smarter way. They have long term relation with their suppliers and can negotiate with their prices with a consistent business with the company. 

IKEA’s designers are always looking at their customers’ needs and the latest market trade. Their unique concept of flat-pack and DIY makes them different from their competitors. 
Weakness

IKEA has major markets in Asia & US with the exposition to significant fluctuation of currency exchange rates (Friedberg et al, 2008). Chinese suppliers can offer the exact products as IKEA at a reasonable price. Due to IKEA given all their suppliers the same product to produce can be issues on quality management.

Decision making of changes or new strategies will be difficult to make as IKEA is a big organization. The global presence of IKEA exposes them to regional economic trends and allows the company’s distribution channels to stretch. 
Opportunities

China has been a representative in the market for IKEA with the preference of Chinese consumers for major western brand names.

IKEA can provide rear shopping experience for customers and can develop e-commerce.

They can capitalize on their strategy of using sustainable forest plantations to source its social welfare and wood in developing nations and by opening of new stores in strategic areas (BBC, 2017). 

Threats

The style and design of Scandinavian are not accepted by everyone around the world so IKEA have to make different designs and style in each country.
The economic downturn reduces the consumer purchasing power. 

The company’s products are unlawfully copied and imitated. IKEA being exposed to regional player who specialized in the taste of consumers and can offer more competitive pricing e.g. Pottery Barn in the US market (Mintel, 2010). 
Conclusion & Recommendations
IKEA is a furniture company and because of its quality and affordable prices, it is important in the society. They have a long term prospect because of their profitability and responsibility. IKEA could continue their beliefs and continue to produce good quality products to give people assurance.
Marketing allows IKEA to reach many people to explain their offers and also to reach local market. Important channels are IKEA websites, publications brochures and advertising.
Analysing IKEA’s report shows their strong position, the4 P’S analysis showed how IKEA achieve the success in the market with its Price, Product, Promotion & Place. IKEA has about 80% of the business in Europe but a proper attention is needed with economic issue of BREXIT. 
Home furnishing industry is facing intense competition from local outlets & online e-commerce start-ups. The only driving force is the novelty in the style & design factor which is shaping the industry demand side.
Different approaches are adopted by marketers focusing on sustainability. One of the approaches is to find the specific set of customers who are interested in sustainability and targeting while marketing the products. 

For an organisation to succeed in a market of fierce competition, they need to respond to the needs of their customers faster and more effectively than the competitors. 

SWOT Analysis reveals how the implementation of modern design will help promote IKEA and to get rid of the old style Scandinavian design which is not accepted all over the world. IKEA has implemented new technology and environmental friendly concepts, before their competitors do. IKEA is using its strategies in developing low cost quality products and increasing their share in the market.

