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For a business to succeed and provide exceptional customer service, customer relationship management (CRM) is crucial. To gain a competitive edge and compete fiercely with the major market competitors, businesses must put a strong emphasis on the customer experience. Building customer loyalty and strengthening relationships with customers are the goals of customer relationship management promotion (Keiningham, et al., 2020). Customer satisfaction levels are used to measure how effective a CRM is. It should be mentioned that CRM implementation takes a lot of time and money, but the rewards outweigh the costs. To create appropriate strategies and plans that will aid in achieving desired goals and targets, management at an organization must establish an effective understanding of consumers and their experiences. A firm can receive a variety of advantages by developing a thorough understanding of and engagement with the customer experience, including the ability to increase client acquisition, improve customer conversions, establish an effective customer experience, and many more. The company's goal is to create a community that offers long-term growth and sustainability (Keiningham, et al., 2020). By closely evaluating elements that have an impact on each company's capacity to serve consumers, the primary goal of this research is to foster understanding and engagement in the customer experience. Better client connections are one of the main advantages of CRM. Higher sales are the outcome of increased client attraction to the services and goods because of improved customer experience. CRM aids in determining the products and services that are most advantageous to the business (Juanamasta, et al., 2019). In essence, quality procedures and CRM help to improve the company's reputation and boost its revenue. This report's objective is to analyse IKEA's CRM process as well as the internal and external elements that have an impact on how the quality system functions.
[bookmark: _Toc113209219]Company Overview
IKEA is a well-known home furnishing brand on a global scale. Since it was established in 1943, it has expanded quickly. It is now the biggest furniture retailer in the world and is known for its Scandinavian design. Most of the furniture sold by IKEA comes flat packed and needs only to be put together by the customer (IKEA, 2022). Costs and packing might be cut as a result. IKEA offers 9,500 different products, including furniture and accessories for the home. All IKEA locations provide this extensive selection, and consumers can acquire a large portion of it online via the IKEA website. The first store debuted in Warrington in 1987, and as of now there are 18 locations in the UK. IKEA launched its first store in Ireland in Dublin in July 2009. Restaurants and cafés serving traditional Swedish cuisine are found in IKEA stores. Additionally, there are tiny grocery stores there that sell Swedish goods, like jam and the well-known meatballs. The IKEA group operated 253 locations in 24 countries as of August 2008, with an additional 32 stores being owned and operated by franchisees. In all, 565 million people visited the stores in the year, and 450 million people visited the IKEA online. IKEA's sales increased by 7% in 2008 to 21.2 billion euros. Germany, the United States, France, the United Kingdom, and Sweden have the highest sales. IKEA opened 21 new shops in 2008, with locations in 11 different nations (IKEA, 2022). The business operations and quality system are being impacted by a variety of internal and external issues. The organization's requirements and client requirements are influenced by these variables. 

In the following section, it has been utilised the SWOT and PESTLE analysis tools to identify the company’s internal and external environment factors. SWOT outlines the company's internal environment as well as its position in the market. PESTLE analysis is a technique for determining the external political, economic, social, technical, legal, and environmental issues.

[bookmark: _Toc113209220]SWOT Analysis
An organization's strengths, weaknesses, opportunities, and threats can be identified and analysed using the SWOT analysis framework. The main objective of a SWOT analysis is to raise awareness of the variables that influence business decisions or the formulation of business strategies. SWOT analyses the internal and external environments as well as the variables that may affect the viability of a decision to achieve this.
Strength
IKEA's clear mission, which is to offer value for its consumers regardless of market situations, is its greatest strength. This has resulted in a clear-cut company plan and a retailing strategy that is innovative in its simplicity, lethal in its targeting of rivals, and successful in its positioning. Another major asset of the business is its well-defined concept, which translates into a wide range of items that customers may assemble themselves, resulting in enormous cost savings that are then passed on to the customers (Juneja, 2019). IKEA has become the top furniture retailer in the world by focusing solely on cost leadership. IKEA evaluates its strengths using the metrics provided by the Key Performance Indicators (KPIs), or the Key Performance Indicators, which include increased use of renewable materials, smarter use of raw materials, establishing and maintaining long-term relationships with suppliers, and leveraging the efficiencies and synergies from the economies of scale ((Juneja, 2019). 
Weaknesses
IKEA is a massive, high-scale company that operates in many different nations, making it challenging to maintain standards across all its locations. Though the business makes every effort to maintain consistent quality throughout its entire product line and across all its locations, reproducible and scalable quality control is a significant area of weakness. Quality sometimes suffers because of the obsessive focus on cost leadership, particularly in the current environment where the cost of numerous inputs and raw materials has increased, impacting the company's profitability (Lawrence, et al., 2019). It is important to keep in mind that maintaining quality might be challenging considering rising prices and the requirement to reproduce standards across all the company's facilities in every country. IKEA's operations raise environmental issues, and the firm has trouble explaining its environmental policy to its clients, shareholders, and other stakeholders.
Opportunities
The company's cost leadership, which entails a singular concentration on cost at the expense of all else, is arguably its biggest opportunity. Although there are concerns about the quality, the customers do not appear to care because they are getting value for their money, and there is also a big chance to create value for the customers. The company's entry into emerging markets and developing nations, where it has an untapped consumer base that can be used to effectively increase profitability, is the other opportunity (Sivarajah, et al., 2020). IKEA is already developing plans to enter areas like China and India with a defined cost leadership strategy that it will be advantageous to the company.
Threats
IKEA's competitors have replicated and copied its low-cost business strategy; therefore, the company must constantly innovate if it wants to stay ahead of the pack. IKEA must devise fresh ways to remain nimble and agile because, for example, many regional and local businesses have jumped on the DIY bandwagon and are also focusing on costs (Juneja, 2019). The rise of online shops who can provide even lower prices since they do not have a physical presence means that they are nipping at IKEA's heels, and DIY as a primary driver of strategic success is no longer the exclusive USP or Unique Selling Proposition of IKEA (Juneja, 2019).

[bookmark: _Toc113209221]PESTLE Analysis
An organization's primary external influences—political, economic, sociological, technological, legal, and environmental are examined through a PESTLE analysis. It can be applied in a variety of situations and aid senior managers and human resource professionals in making strategic decisions.

Political factors
Awareness a company's expansion requires an understanding of political factors. One important aspect that affects corporate transactions is the political ideologies of the nations involved. Global commercial organizations do well in a stable political climate. The following political aspects impact IKEA. Frue (2021) said, when its origins were discovered to have originated in East German prison labour camps, IKEA became embroiled in political controversy. IKEA vendors employed inmates as laborers to produce goods in the 1970s. A report from 2012 substantiated this claim. To make amends, the business even issued an official apology. But when claims surfaced that Ingvar Kamprad, the creator of IKEA, was an active member of the Swedish Nazi party, further political conflicts started to emerge. These incidents severely damaged the brand's reputation. Another controversy that affected Hong Kong politics in 2013 that erupted during the selling of this relic there was the Lufsig doll scandal. The Cantonese equivalent of the word "Lufsig" was a curse word. A protester tossed the Lufsig doll at Hong Kong's top executive in 2013 to voice their displeasure. But it was believed that the doll represented a certain rank. After that incident, it was sold out in Hong Kong in a single day.

Economic
The state of the economy in a nation reflects the level of consumer spending. Consequently, it is directly related to a company's business. A corporation could search for areas with stable market conditions if it wants to increase sales (Guenzi and Habel, 2020). The following economic concerns may influence the company's sales:
· IKEA was able to navigate the 2009 financial crisis because to its cost leadership strategy. Consequently, they experienced a 1% decline in sales volume.
· The quantity of produced items purchased locally in the UK has increased thanks to the IKEA chain. The pound's decline in value in comparison to the euro and the dollar was the cause of it.
· One important element that could have a negative impact on the firm is the shifting cost of raw materials.

Social
IKEA has been impacted by social conditions on various fronts. PESTEL evaluation IKEA illustrates how social circumstances affect a company's brand image:
· IKEA must adhere to cultural conventions while branding to avoid cultural fallout from other nations (Juneja, 2019).
· To elevate its standing, the business must handle the complaints of clients from other nations.

Technological
Technically, IKEA advanced by establishing an online store to sell goods. IKEA product brochures on paper are still in use. However, there are other ways to leverage the internet to grow a business. PESTEL evaluation IKEA enumerates the difficulties it faces in the technological field:
· To give clients a smooth experience, the e-commerce platform needs to be strengthened. Many clients have recently voiced their displeasure with the subpar delivery management system (Lawrence, et al., 2019).
· Gaining positive customer feedback is crucial for business expansion. To ensure pleasure, the company should also minimize technological hiccups. To establish credibility, they could highlight the reviews and ratings on internet platforms.

Legal
Legal difficulties have a significant impact on an organization's development. Multiple litigation and ongoing legal disputes give off a bad impression. PESTEL evaluation IKEA mentions the following legal issues that the company needs to be aware of and address:
· The backbone of a manufacturing company is its workforce. IKEA has received criticism from its employees because of the unsanitary working environment. Works has brought legal action against the business. If workers are forced to work under subpar conditions, bad press will inevitably follow (Keiningham, et al., 2020).
· IKEA must abide by the labour regulations of the nations where they are establishing manufacturing facilities. It guarantees that workers are not put in potentially fatal situations.

Environmental
The globe is starting to care more about the environment. Due to the delicate ecological condition, businesses must modify their production methods to be more environmentally friendly. IKEA is attempting to refine its approach, and the PESTEL analysis of IKEA lists the eco-friendly actions they have already taken:
· IKEA is focusing on the field of renewable energy. For the stores, it aims to employ sustainable energy (Guenzi and Habel, 2020).
· It has made a billion-dollar investment in the growth of the renewable energy industry in impoverished nations.
· Additionally, it strives to produce goods with sustainable materials.

[bookmark: _Toc113209222]CRM Models Review 
Operational CRM strives to cut down on the amount of time a business spends on routine administrative duties. The CRM brings system automation via which the business may guarantee prompt and error-free task delivery. It offers a means of making sure that your customers receive better treatment. The businesses can sell more products and services to their significant and devoted clients with the aid of this CRM technique. Marketing automation, sales automation, and service automation are the model's three core components (Hoang, 2021). The approach makes sure that the company's sales don't involve a lot of administrative effort or data entry and enhances client relationships by auto-populating customer profiles, integrating databases from various applications, organizing leads, and automating the lead-nurturing workflow. Automated email campaigns, prospect-specific triggers, and customer targeting with marketing-relevant content can all help to boost marketing automation (Gavval and Ravi, 2020, pp. 213-239). For faster case resolution, this service automation entails identifying customers who are having problems, sending helpful resources to them automatically, transferring follow-up communications, and transferring customer history records. However, only companies aiming to handle customer interaction and support should use this kind of strategy.

The challenge of obtaining data from numerous information flows is solved by analytical CRM. According to Faccia (2019), the CRM assists in locating multiple touchpoints to produce insightful data on a company's success. Customer retention is one of the main areas that this CRM methodology helps to enhance. By setting up appointments, advertising sales and special promotions on days, and analysing additional helpful information from third parties to better satisfy their demands, a positive client relationship is automatically maintained. Additionally, the CRM aids in customer acquisition by identifying leads as better options to pursue. It offers details about clients who are more inclined to buy the product or who urgently require it. The model also includes other aspects like data management and report generating. The model, however, only works well for companies with a large history of customer data and a desire to grow using customer data.

A CRM strategy for the organization can be developed and implemented correctly with the aid of the CRM value chain model. The model aids in developing value propositions, managing the customer life cycle, and managing customer intimacy and portfolio analysis (Svoboda, et al., 2021). The firm can analyse the client portfolio thanks to the use of the CRM value chain. The examination of the company's current and prospective clientele enables it to decide which clients it wants to serve in the future and which ones will yield the most profits. The tactic shows the clients who are more crucial to concentrate on soon in terms of income and profit since they are strategically significant. By giving a comprehensive list of consumer profiles, identities, needs, requirements, histories, preferences, and expectations in the selected industry, the model aids in developing a closer relationship with customers (Rahman, et al., 2019). The CRM value chain is useful for locating and managing relationships with the company's network members. This enables the organization to effectively target individuals for the development and provision of value propositions for the intended audience. Partners, suppliers, vendors, owners or investors, and employees that play a significant internal role can all be considered members of a network.

[bookmark: _Toc113209223]Marketing Mix  
The basic four Ps of marketing have been expanded into the seven Ps of the marketing mix. The seven Ps are people, processes, pricing, place, promotion, and physical evidence. Companies can use marketing theories to create marketing campaigns for products and services by following the seven Ps of marketing (Mahmoud, 2018). The 3 Ps' extension does, however, make the model more intricate. In addition, the model overlooked the eighth P, which highlighted the marketing process' productivity variable. Reflection on the company's productivity and the value it has provided customers is lacking. It should be mentioned that businesses can even meet the requirements of the three Ps to clearly define the product during the marketing process. This technique continues to be the most practical for social media campaigns despite some of the drawbacks mentioned above. The campaigns can be significantly improved and made more alluring by incorporating all the Ps when selling goods and services. 

[bookmark: _Toc113209224]Porter’s Five Forces
An effective method for identifying the external influences on a company's activities is Porter's Five Forces Analysis. It should be mentioned that this model is mostly utilized in marketing theory to identify the external elements influencing a company's marketing strategy. These five forces—competition, new entrants, substitution, suppliers, and buyers—are discussed in this model. The model is useful for estimating the level of market rivalry (Wu and Li, 2018). Complete market research on rivals' tactics and customer loyalty programs must be done before choosing the design of the marketing plan. Threats from new competitors aid in the development of a marketing plan by allowing for the identification of market entry hurdles, governmental regulations, and industry monopolies. The risk of replacing the product is represented by the model-specific threat of substitutes. This makes it easier to consider the distinctions between the two comparable products and promote them appropriately to prevent substituting for them. Since businesses must bargain with suppliers, the intensity of suppliers and buyers helps to market product prices. When making a purchase, many consumers take both price and product quality into account. A crucial step in implementing a new strategy is determining the buyer's purchasing power (Kumar and Kumara, 2021).

[bookmark: _Toc113209225]Communication Mix
The tools used to interact with current or future customers are referred to as the marketing communications mix. Products, social media, direct marketing, TV ads, websites, exhibitions, and events can all be used as tools. The marketing process can be improved by conducting research on the most popular and effective marketing mix. For greater consumer communication and better market research, it is best to use the entire marketing mix. However, using several channels is challenging since the marketer must oversee them all at once. While traditionally businesses have marketed their goods by TV, print media, radio, and PPC, the use of digital technologies is growing in the modern era. Social media has always been used by most people, giving it access to a huge audience. In addition to being a part of direct and digital marketing, email, and gamification. Personal selling, sales promotion, and public relations (PR) are further marketing communications strategies (Gavval & Ravi, 2020).
[bookmark: _Toc113209226]Findings
IKEA chose an analytical CRM model by taking a close look at the issues the company is now experiencing. The company currently serves a wide variety of customers because it operates in numerous locations. The business finds it challenging to update the CRM and make use of the most recent information regarding client preferences and purchases (Caro and Sadr, 2019). Millions of customers make purchases every day through the internet and physical locations, making it challenging for the business to manage and use such large amounts of data. Businesses wishing to manage large amounts of data and make use of client information with a long history benefit from analytical CRM. The methodology is especially applicable to IKEA when considering the present issues, the company's quality team is experiencing (Gavval & Ravi, 2020). To address the IKEA issue, the mode operates on three layers. Large data sets of deals, contacts, and prospects can be managed in one location using the CRM. User data is stored in the first stage, and critical sales, marketing, and customer service procedures are automated in the second. The chatbot and feedback system are improved with the aid of this CRM approach. The third and most sophisticated level of CRM software is analytical CRM. To provide insights into the data from the past, present, and future, the technology is useful in leveraging IKEA sales, marketing data, and customer service (Guenzi and Habel, 2020). The analytical CRM tool analyses this data to forecast potential commercial performance despite the customer data. Since the makers do not think that simply sending eye-catching charts and graphs will draw in users and investors, this CRM offers real-time data reporting. The analytical CRM uses artificial intelligence and machine learning to show its analytical prowess. The practical capabilities of the analytical CRM make it possible to deconstruct IKEA's recent and historical sales data into sales metrics. Additionally, the CRM model is helpful in emphasizing future forecasts based on precise data processing and algorithms for creating accurate predictions.

By using business intelligence, it is possible to accurately predict clients' buying patterns. The manufacturers have employed business intelligence in the analytical CRM to delve deeply into the buying habits of their customers. It allows IKEA to interact with their website and see which visitors are the most active. It conveys the image of the company's most devoted consumer who makes frequent purchases (Juanamasta, et al., 2019). By employing this information, the business may effectively target and give top priority to its most devoted clients. Additionally, analytical CRM provides data on the clients who are still not becoming devoted patrons. The analysis of these clients will reveal the causes of the problem. Because this information is already included in analytical CRM capabilities, businesses do not need to do customer research to ascertain the reasons why consumers did not choose their brand. IKEA will be able to create such marketing and processing tactics to draw in new customers if it has access to that much data from the analytical CRM. The only way to report sales data effectively is to use an analytical CRM. The software provides the capacity to produce precise sales reports taking a particular time into account (Frue, 2021). IKEA will be able to calculate its revenue from business activities and functions thanks to this. The IKEA sales report is useful for analysing immediate success and estimating long-term profitability. Understanding the client profile and the method they use to contact the business is possible with the help of sales data. IKEA is confidently able to handle the problem because it can pinpoint the pipeline bottlenecks. Sales reporting aids in assessing how well each reputation performs relative to goals. IKEA can now comprehend the impact that each representative has on the organization. Additionally, analytical CRM aids in the modelling of the revenue cycle. The CRM aids in comprehension of IKEA's revenue cycle. Every customer's path and every touchpoint are mapped out. The approach highlights each piece of information in detail, whether it relates to transaction failure or failure to re-engagement (Hoang, 2021).

The analytical model aids the business in locating and analysing the places where the customer journey has gaps. It eliminates any obstacles that can arise during lead certification and conversion. IKEA may have a thorough understanding of the customer experience by employing this methodology. To create more thorough solutions to the issues the organization has, the features and functionalities can be added to the analytical CRM that already exists. The analytical CRM's forecasting feature aids in managing resources, labour, cash flow, and growth. This is accomplished by considering general economic trends, historical data, competitor situations, and precise forecasts based on the right data collection. For a historical picture of the functions and operations, CRM with added capabilities can pull historical data from several sources. Business intelligence is helpful for spotting distinctive and novel industry trends as well as creating prospects for growth in analytical CRM (Lawrence, et al., 2019).
Although there are many advantages, there are certain obstacles to exceeding customer expectations and achieving organizational success. Convincing the organization of this transformation is one of IKEA's major hurdles. The installation of technology and employee training are projected to be the most difficult challenges given the widespread use of technology. The most obvious and difficult obstacle, however, is getting management and staff to support the change (Gavval & Ravi, 2020). It will be difficult for IKEA to get higher management to approve this update to the CRM system. It will be difficult to properly analyse and comprehend the vast amount of data that the CRM system will be using. In addition, transferring a sizable reservoir of data and storing it on the cloud will be difficult. Utilizing cutting-edge technology requires specific technical expertise and assurance. Making the employees feel at ease using analytical CRM will be a problem for IKEA while executing this transformation. In addition, the expense of implementation stands in the way of organizational success.
[bookmark: _Toc113209227]Recommendations 
This section offers advice on how to put the shift into practice and effectively utilize the analytical CRM for the benefit of the business. There must be a learning program and an encouraging session to persuade them to use the analytical CRM. The decision-making of the staff at IKEA is significantly influenced by the managers. It is advantageous to create programs emphasizing the value of technical education and digital innovation for the organization's success. By conducting a training session on technology interventions and their significance in organizational performance, one can instil motivation in the workforce. The same was true for managers, who required a report outlining the concrete benefits of the CRM model before the corporate innovators could persuade them to agree to the system change. Each department has a crucial role to play in this scenario. For example, the marketing team will emphasize the value of this approach in raising brand awareness and consumer engagement, while the sales team can detail how it boosts sales.
[bookmark: _Toc112670579] The business can ensure an SSL certificate, which is required to prevent any unauthorized access to the cloud data, to safeguard the data there. In addition, the organization is advised to cooperate with other technological companies and use different integration in the CR software. By doing this, IKEA will be able to add the most recent feature to the analytical CRM based on technological innovation, keeping the software up to date. It is advised that the organization take long-term objectives into account when creating a budget for the CRM implementation to address the challenges of the high cost and budget making. With this approach, it will be possible to conduct cost-effective training while taking the time and environment into account.
[bookmark: _Toc113209228]Conclusion
To sum up, CRM software and quality procedures are crucial for business development and success. The CRM aids in identifying customer opinions, buying trends, purchasing behaviour, and many other factors. Analytical CRM can be used by businesses like IKEA that are having trouble managing their vast database to make the process quick and precise. Effective sales forecasting, in-depth study of customer purchase patterns, the concept of a devoted client, and familiarity with IKEA's revenue cycle are some of the primary advantages of analytical CRM. The organization may confront difficulties getting management and workers to agree, implementing new technology, educating staff members in its use, and appropriately interpreting the data.
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