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[bookmark: _Toc133104174]Executive Summary
IKEA, a corporation known for its offline experience marketing, has opened online stores in 13 different countries. However, IKEA is especially cautious when dealing with the Chinese e-commerce industry. In the offline store-based traditional mode of operation is constantly challenged by online e-commerce sales, IKEA feel pressure. IKEA China is thought to be able to not only increase the sales market but also sustain a greater growth rate of sales if it can successfully integrate e-commerce marketing with offline experience marketing.
By using SWOT and other model tools, this paper analyzes and summarizes the advantages, disadvantages, opportunities and threats of IKEA China 's e-commerce marketing. In order to ensure the successful implementation of IKEA China's e-commerce marketing strategy and plan, this paper also formulates safeguard measures from four perspectives: enterprise culture construction, organisational talent guarantee, technical investment, and financial and material resources guarantee.

[bookmark: _Toc133104175]Introduction
In 1943, IKEA was established in Sweden. IKEA has become into the largest provider of home furnishings in the world after 75 years. IKEA has opened shops in 29 countries and areas, expanding its market to 43 nations and regions since its founding. IKEA offers more than 9500 different goods, including sofas and seats, kitchenware, office supplies, children's items, textiles, and furniture for the bedroom and kitchen.
At the moment, IKEA Home Furnishing implements an established offline experience marketing methodology, mostly by setting up model rooms in physical shopping centers, allowing customers to check out their items firsthand, and achieving marketing goals based on satisfying customer experience requirements. The old business model, based on offline physical stores, has been challenged over the past 10 years by online e-commerce sales, and traditional home sellers like IKEA are also feeling the strain. Home businesses are increasingly using omni-channel marketing, and e-commerce marketing has become a critical element of local businesses. It is thought that IKEA can not only boost the sales market but also play a significant role in maintaining the rapid rise of sales if it can effectively implement offline experience marketing with e-commerce marketing.
This paper aims to give a thorough analysis of IKEA China's current e-commerce marketing environment, analyze IKEA China's e-commerce marketing strategy using the suitable promotional knowledge and tools, propose the appropriate combination strategy for its e-commerce marketing, and make recommendations for the execution of security.

[bookmark: _Toc133104176]Main Findings
[bookmark: _Toc133104177]1.IKEA China marketing environment analysis
[bookmark: _Toc133104178](1) Analysis of the macro environment of IKEA's marketing in China based on the PEST model
a. Political and legal environment 
China has a stable political environment, a peaceful political situation and, since its reform and opening up, has maintained active diplomacy while introducing foreign investment to ensure continued and orderly economic development. As a result, this stable political situation and favourable political environment in China has further contributed to the smooth development and orderly scale of IKEA's expansion.
b. Economic environment
China's rapid development is a solid foundation for IKEA's economic environment, for example, in the last two years, Covid19 swept the world and China became the only major economy in the world with positive growth. At the same time, IKEA is also responding to the requirements of China's economic development, such as its investment in product technology development and its efforts to contribute to environmental protection, which can further contribute to IKEA's continued growth and expansion through China's solid economic environment.
c. Social environment
At the end of 2018, China's urbanisation rate had reached 59.58%, the total number of Internet users had reached 802 million, and China's total online retail sales reached 4.08 trillion yuan, an increase of 30.1% year-on-year. Overall, the year-on-year increase in urbanisation rate, the climbing number of Internet users and the continuous growth of Internet retail sales, among other factors, have together provided favourable ground for e-commerce marketing of home furnishing enterprises in terms of social and cultural environment.
d. Technological environment
In the context of new retail, all kinds of data processing such as big data and cloud computing have become more efficient and convenient, while the technological environment in China is also in a state of rapid development. Due to the continuous support of the state and the successive introduction of various policies, it presents a more stable and more innovative and rapid development trend. In mid-2019 IKEA's website visits and online sales increased to a certain extent, with online sales accounting for 11.5 per cent of total sales. 
At the same time, IKEA's applets and software are being improved to make it easier for consumers to search and buy, while IKEA has set up a research and development centre in Shanghai and is using the Chinese market as a good supplier hub to give IKEA designers and suppliers a better technical environment to match the shopping and consumption needs of more Chinese customers, further increasing profits and business development. This will further increase profits and growth.

[bookmark: _Toc133104179](2) A micro-environmental analysis of IKEA's marketing in China based on Porter's Five Forces model
a. Competition in the industry
IKEA's main competition is the competitors that exist in the mid-market, a category of stores characterised by the provision of large display areas, such as B&Q and OBI. These mid-market competitors differ significantly from IKEA in that they operate in a dedicated home furnishing format and sell and store their products, while in the premium segment there are sellers such as Da Vinci who sell products that show strong product design characteristics, such as luxury. 
As a result of technological developments and the use of new materials in the home, competition and changes in the home furnishing market will lead to the emergence of potential competitors in the sector, not only from sellers or brands associated with the sale of home furnishing products, but also from wholesalers or manufacturers who already have a good grasp of the market situation.
b. Potential of new entrants into the industry
In China, IKEA faces significant competition in the furniture industry, but the threat of new entrants is relatively low. The Chinese government has strict regulations and policies regarding foreign investment, which can create legal and regulatory hurdles for new entrants. Additionally, IKEA has already established a strong presence in China, with a well-known and trusted brand, economies of scale, and a well-established network of suppliers. This makes it difficult for new entrants to match IKEA's cost advantages and compete effectively. 
However, IKEA should still be aware of potential new entrants in the market and continue to focus on maintaining its competitive advantage through product innovation, cost efficiencies, and strong customer relationships. By doing so, IKEA can continue to stay ahead of the competition and maintain its leading market position in China. 
c. Power of suppliers
IKEA is a global sourcing company with offices in all the major sourcing regions of the world. In China, IKEA's sourcing regions are divided into three main areas: South China, Central China and North China.
As IKEA's products are modular in design, IKEA adopts a multi-source sourcing approach, giving each module to a different manufacturer for production, which not only ensures that IKEA has absolute control over its products, but also does not rely excessively on manufacturers.
IKEA's standards for global suppliers are uniform and strict, and production in China is in line with European standards. IKEA is also able to maintain a good relationship with its suppliers because its purchasing department is very professional and efficient, and they choose the right suppliers to produce the products at the right time and at the right cost with high quality.
d. Power of customers
After IKEA entered China, its strategy was initially geared towards China's white-collar class, which is young and more receptive to Western design. Today, more than a decade after IKEA entered China, its market positioning has gradually returned to mass consumer goods from its previous light, luxury and petty status. It is through this series of changes that IKEA is being accepted by more and more Chinese consumers, continuing to maintain its position as the industry leader with low prices, simple designs and high quality products.
e. Threat of Substitutes
The closest alternative brand to IKEA in China is Noah's Home (NITORI), a Japanese furniture retail company and one of the largest furniture retailers in Asia. similar to IKEA, NITORI focuses on offering affordable furniture and home furnishings with simple and practical designs, aiming to provide a one-stop shopping experience for a wide range of consumers.
Compared to IKEA, NITORI has relatively low brand recognition in the Chinese market, but enjoys a high level of awareness and reputation in other Asian markets such as Japan and South East Asia. NITORI's relatively high prices may not suit the price sensitivity of Chinese consumers, but the quality of its products and design styles are closer to the tastes of Chinese consumers. In addition, Nitori has a relatively small number of offline shops in China and has yet to develop a well-established distribution channel, which is slightly undersized compared to IKEA's distribution scale in the Chinese market.
Overall, although Nitori is somewhat similar to IKEA in terms of product positioning and brand image, its awareness and distribution scale in the Chinese market has yet to be improved, and therefore it may not become a strong competitor to IKEA in the Chinese market in the short term.


[bookmark: _Toc133104180]2. IKEA China e-commerce SWOT analysis
SWOT analysis (SWOT matrix) is a strategic planning technique used to help individuals or organizations identify strengths, weaknesses, opportunities, and threats associated with business competition or project planning. 
IKEA China's web store is extensively examined and summarized using the SWOT method, which combines the internal resources and the outside environment of the company to generate marketing strategies.

(1) Strengths 
a. Deeply embedded brand value and image in customers' brains
IKEA's brand value has soared since it was created in 1943 due to its straightforward and great product design, empathetic customer service, relaxing shopping environment, and solid reputation. 
b. Product selection, affordability, and superior quality
IKEA uses its products to carry out its "democratic design" idea, offering high-quality goods at reasonable costs with a simple and functional design. IKEA's product catalog now has over 9,500 items.
c. Outstanding supply chain administration
IKEA has a top-notch supply chain oversight team and a flawless supply chain management system. This may efficiently control prices throughout the product ’s life cycle, enabling IKEA to carry out its low-cost plan. 
d. Actively involved in environmental preservation and people's benefit.
IKEA has a positive public perception. The enterprise's emphasis on the preservation and welfare of the general population is one of its long-term development goals. 

(2) Weaknesses
a. One channel and inexperience with e-commerce marketing
Prior to the opening of 149 Chinese platforms in the mainland's cities by IKEA's online mall in October 2018, the company's marketing channels were comparatively limited, and the straightforward physical shopping mall model not only did not cater to a wide range of consumers. 
b. Location divergence, the necessity to build the third- and fourth-tier cities' effect
Despite the fact that IKEA has reverted to its low-cost and high-quality product positioning in China following a series of price cuts, the previous image of light luxury has been profoundly ingrained in the hearts of the people, particularly for consumers in third- and fourth-tier cities who have never directly visited IKEA malls for experience. 
c. Online shopping malls struggle to match IKEA's renowned immersive marketing.
Customers frequently evaluate large, expensive things before making a multi-party choice, especially for home furnishings companies like IKEA, in an effort to cut expenses. It is still difficult to get all consumers to fully embrace the online store as a channel.

(3) Opportunities 
a. Chinese rapid development of e-commerce, IKEA website visitors increased dramatically 
IKEA's official website saw 87 million visitors in 2017, up 24% from the previous year. Over 19 million people worldwide are IKEA members. The IKEA Online Store has a good base of flow and offers good opportunities for the development of IKEA's e-commerce marketing.
b. The amount of consumer consumption and the notion of consumption in China keep rising.
Young Chinese people are becoming the mainstay of China's consumption, and their consumption philosophy is more advanced than before and they are more receptive to new things. 
c. Localization still has room for enhancement.
IKEA's home product designs are straightforward and user-friendly. IKEA does not, however, give enough thought to the design of its locally adapted items. If IKEA can attempt localization with a more open mind and design and manufacture some household products that are more in accordance with Chinese consumers' tastes.
d. The improvement of the online buying experience brought about by science and technology
Customers can position IKEA products at any location in the home using augmented reality (AR) and 3d graphics techniques, giving the impression that they have actually made the purchase. 

(4) Threats 
a. Red sea of e-commerce with many competitors 
Due to the delayed launch of IKEA's online business, it first had to contend with a number of strong rivals. IKEA has several strong competitors, including Taobao, Tmall, Jingdong and other conventional home furnishing businesses with their own built-in e-commerce platforms. 
b. Squeezing profit margins due to rising raw material costs
IKEA Group's net profit in 2018 decreased from the net profit of EUR 1.7 billion in 2017 due to the increase in the cost of raw materials such as metal and wood. The present IKEA is forced by growing profit margins to maintain the pricing of items based on raw materials in addition to contending with a sizable amount of e-commerce competition. 
c. The appearance of several imitations
A search on Taobao for the keyword "Ikea Style" brings up over 5,600 records, which shows the scale of this copycat market. So it is a challenge for IKEA to deal with the competition from these imitations.




[bookmark: _Toc133104181]Conclusion
In conclusion, IKEA has successfully established itself as a major player in the Chinese furniture market. Through its effective use of PEST analysis, IKEA was able to adapt to China's unique cultural and economic landscape and tailor its products and services to meet the needs and preferences of Chinese consumers. The application of Porter's Five Forces model also highlighted IKEA's competitive advantages in the industry, including economies of scale, strong supplier relationships, and brand recognition. Additionally, the SWOT analysis revealed potential areas for improvement, such as enhancing its online sales channels and developing a more localized marketing strategy.
Moving forward, IKEA can continue to build on its strengths and address its weaknesses to maintain its leading position in the Chinese market. This could include further investment in e-commerce capabilities to capture the growing online consumer base, as well as exploring partnerships with local companies to enhance its brand awareness and distribution network. By continually assessing and adapting to the dynamic Chinese market, IKEA can ensure its long-term success and growth in the region. 

[bookmark: _Toc133104182]Recommendations
Really successful marketing is through constant self-reflection, self-improvement to continuously improve, but also through a variety of strong safeguards and forms to support. The following section of this essay will go over how to successfully ensure the implementation of IKEA China's e-commerce marketing strategy and strategy through the development of corporate culture, the assurance of organizational talent, the provision of funding and other resources, and technical support, as well as offer suggestions.
[bookmark: _Toc133104183]1.Strengthen the building of corporate culture 
The success of an enterprise not only depends on its scale, assets, sales, profitability and other indicators to assess, corporate culture is also an important part of enterprise development. As the soft power of the enterprise, the construction of enterprise culture can not only point out the development direction for the enterprise, but also promote the internal unity of the enterprise and form cohesion to help the development of the enterprise. From Ingvar Ingvar Kamprad Since the creation of the IKEA Group in 1943, create a better everyday living for more people has been IKEA's guiding principle since its founding, the collection of excellent design, functional, low-cost products to the public consumers. 
Nowadays, the development of IKEA China 's e-commerce business also needs IKEA 's corporate culture to guarantee. In addition to continuing to carry forward the spirit of equality, democracy and simplicity of IKEA, it is necessary to continue to strengthen efforts in local cultural integration and value construction.

[bookmark: _Toc133104184]2.Implementation Organization 
Talent guarantee Organization and talent guarantee are one of the elements for IKEA China to successfully implement e-commerce marketing. In terms of organizational security, IKEA China needs to consider the following points. 
First, attach importance to the status of e-commerce business, set up a separate e-commerce company, and form a four carriage of procurement, retail, e-commerce and logistics. Second, optimize the organizational structure, to achieve flat, decentralized management model. The e-commerce business is characterized by efficient operation efficiency. In order to realize the rapid connection of each business unit, reduce unnecessary resource loss, and respond quickly to changes in the external environment, it is necessary to optimize the organizational structure.

[bookmark: _Toc133104185]3. Boost technical assistance
The advancement of network information technology is necessary for the growth of e-commerce. The amount of money invested in technology will have a direct impact on whether or not e-commerce marketing is successful in a sector that relies so heavily on technology. The effectiveness of e-commerce marketing is directly influenced by technological improvement, which is also a result of the ongoing changes in science and technology. As a result, greater technological support and investment are crucial for the growth of e-commerce marketing.
First, a lot of technological power is needed for product development. Whether it be for individualized customisation, regionalized product development, or Internet of Things product creation, technological investment is required. 
Second, technological assistance is needed to enhance the online purchasing experience. E-commerce and IKEA's experience marketing are at odds with one another, in essence. IKEA products cannot be purchased online in a manner commensurate with in-person purchases, which effectively raises the decision-making costs and buying risks for customers.
Thirdly, the development of the front-end, background management, logistics, after-sales, and a network of linkages are integral to e-commerce. Therefore, a crucial component of safeguarding IKEA China's e-commerce marketing is the technical investment in these areas.

[bookmark: _Toc133104186]4.Enhance financial and material security 
The only protection is an edge in resources. The conservation of material and financial resources is just as crucial to IKEA China, which is actively expanding its e-commerce company, as water is to fish. Any investment in technological research and development, channel building, talent team building, etc., need sufficient monetary and material backing.
First, it is important to have a sufficient supply of finances. People can see that IKEA's efforts to speed up the design of the online marketplace attracted sufficient attention. The rapid transition of IKEA will cost a great deal of money to sustain.
Second, it's essential to decide on business expansion wisely and keep expenditures under rigorous control. When making judgments, one must exercise caution even if the growth of e-commerce businesses need a significant amount of resources. Any business' development must be carefully considered in light of its unique environment. It can't be overly expansionist or too conservative.
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