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Introduction
IKEA is a market leader in the furniture retail industry, catering to a wide spectrum of clients. IKEA sells its products throughout the world, including in India. India's GDP is predicted to grow to $5 trillion by 2025, with an average annual growth rate of more or less around 7%, giving the furniture manufacturers of India a multibillion-dollar market. After 30 years in India and 6 years of market study, IKEA built its first shop in Hyderabad in 2018. The firm currently has a digital presence in cities like Mumbai, Hyderabad, and Pune, with a second shop in the works in Mumbai.
Ikea India is known for its simple designs for a wide range of home décor and furnishings goods along with its interior design work, typically linked to emissions and economic minimalism. In addition, Ikea is known for its work towards reducing costs, and ongoing product development, corporate traits, and as a result, it was able to lower its prices by an overall 3 percent throughout its worldwide expansion from the decade to 2010.
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PESTEL Analysis
Political
Every norm and guideline set out by the World Trade Organization is followed by the governmental authority. Both the decision-making process and the execution of those tactics are consistent.
Both Local Governments and the Federal Govt - The quality of performance at both the public and local levels are operating on a budget deficit, which is momentarily boosting development but may urge expansion in the medium term. The government's bond rating is determined by venture-reviewed rules. 
Economic
The Gini Index and amount of disparity are excellent indicators of public congruence and growth. When there is a significant salary difference among the general population, the likelihood of conflict and misconduct increases. It can lead to usage vulnerability and concealment in the short and long term.
The Federal Reserve's quantitative easing policy has resulted in a rush of money into the global monetary business sectors. Under such circumstances, Ikea India may be acquired at a low cost. This practice, on the other hand, entails taking bets on when financing costs will rise.
Social
What kind of advanced systems and standards are acceptable in the public eye influences the types and levels of use in the general population. The spirit of navigation typically resides at the top in deeply developing social structures.
The nature of the things and budget designs of assembly procedures frequently reflect a person's attitude toward well-being and security. 
Technology
Ikea India should examine the legal status of various property freedoms and licensed intellectual permissions health insurance policies that are common in the United States.
There are great chances of constructing a self-sustaining biological system that promotes development if there is a high level of enthusiasm for technological progress. Ikea India can take advantage of this situation to hire the top people in the industry.
Environmental
What impact will environmental change have on Ikea India's action plan and manufacturing network? For example, if the business structure isn't adaptive, it might cause bottlenecks if shipments from one part of the world are delayed due to a sudden change in the environment.
Ikea India needs to know how concerned customers are about environmental issues. It will aid Ikea India in both growing environmentally friendly merchandise and overcoming public relations obstacles.
Legal
Ikea India must understand the buyer rules, the rate at which they are being implemented, the attitude of professionals toward customer insurance requirements, and the role of dissident groups in the execution of customer security requirements.
Ikea India must assess the country's information rules and determine how it will comply with them. For example, a vast number of EU countries now believe that EU resident data should be kept in EU countries as is.


Porter’s 5 forces
The threat of new entrants:
To succeed in business, you'll need a lot of money and a lot of assets. When the difference is high and customers place a high value on the extraordinary experience, this power also loses its effectiveness.
If the existing administrative structure creates unique challenges for new businesses interested in entering on the lookout, IKEA India Increasing to Success will face a low risk of new players. If customers' mental trading costs are high and incumbent businesses have established a loyal customer base, the risk will be minimal.
The threat of substitutes /products:
When another industry can provide a less priced replacement goods or services.
Switching from industry to replacement products incurs minimal mental swapping costs.
The substitute item has a quality and execution that is extremely comparable to, if not identical to, that of the IKEA India Growing to Success item.
However, the risk of IKEA India Expanding to Success is quite low when:
Rivalry among existing firms:
The existing business rivalry will be little for IKEA India's expansion to success if, only a fixed number of players are on the lookout. The company is growing at a rapid pace. There is an undeniable market leader.
The commodities are quite distinct, and each market participant focuses on a particular segment of the market. To switch expenses for customers, the monetary/mental costs are substantial. Because the leave restrictions are modest, corporations can surely exit the business without producing significant losses.
Bargaining power of buyers:
There are a few things that increase a buyer's bargaining power:
IKEA India Expanding to Success has a larger client base, which gives them more bargaining power. Purchaser power will be significant as well, providing that there are few merchants (business organizations). 
When it comes to business clients, their ability to reverse coordinate strengthens their position on the lookout. Customers' cost responsiveness, good market intelligence, and buying normalized things in large quantities all increase the purchasers' negotiating power. Expanding to Success


SWOT
Strength:
Ikea India's product and brand strategy allow it to concurrently target multiple segments of the domestic market. As a result, Ikea India has been able to put together a diverse revenue and benefits mix.
Ikea India, as a business officeholder, maintains strong relationships with its suppliers and other members of the inventory network. According to Mokhalles Mehdi, Lubna Nafees, and Shriram S. Bhagavath, the company may create products and services by using the skills of its suppliers and production network partners.
Weakness
Ikea India's strategy can be easily replicated, despite the company's large number of licenses and copyrights. In the company that Ikea India operates, the licensed innovation privileges are extremely difficult to implement. According to Mokhalles Mehdi, Lubna Nafees, and Shriram S. Bhagavath, intellectual property laws are effective in stifling small-scale competition, but it is difficult to prevent new enterprises from disrupting economic sectors at various levels.
Opportunity:
Ikea India may take advantage of the increased discretionary cash flow to devise a new strategy in which customers pay logically for using its products. Ikea India can use this pattern to expand in adjoining regions Growth method, managing people.
The global market has become more accessible as a result of globalization. Ikea India is in a fantastic position to seize those opportunities and expand its market share.
Threats:
Ikea India operates in an industry where shady pricing is the norm. According to IKEA India: Expanding to Success contextual study by Mokhalles Mehdi, Lubna Nafees, and Shriram S. Bhagavath, this might result in a lack of capacity on the part of the organization to raise expenses that its unusual costs justify.
Ikea India can leverage electronic amusement and web companies to reach clients at a low cost, and so can the competitors - both local and worldwide competitors.

Marketing mix
Product:
Ikea has continued to evolve in response to changes in the business climate. The goal for Ikea has been to provide a diverse variety of products and services to allow customers to achieve their unique desires while also overcoming the barriers or hindrances posed by limited classes.
Areas for eating and working, IKEA Children's Cooking Restroom Capacity, Beddings and beds, Seat Capacity of Garments Embellishment, IKEA FAMILY PRODUCTS, Kitchen cabinets and appliances, Lighting, etc
Price:
Ikea's evaluating piece is now one-of-a-kind in light of its organization and distinct character, as it has been into a dominant industry, with essentially many competitors larger slice of the pie yet to aid it. In such a situation, Ikea, like any other company or business holding, has adopted a strategy that is usually sound, namely, not cutting costs to devalue the brand and, at the same time, not being overvalued, to disregard business area features. 
Place:
IKEA just grants permission to become a partner in economic sectors where such rights have not historically been granted, therefore maintaining their exclusive nature. IKEA evaluates the following factors, among others when selecting franchisees:
Promotion:
In addition to BTL innovations, Ikea makes use of ATL media such as newspapers, television, and digital media. Ikea's print advertising is noted for being dazzling and to-the-point, capturing the attention of customers. Regardless, Ikea is a skilled advertisement, and its product speaks for itself. The innovations help the things by making them seem more appealing and unique in their design.


STP
Segmenting:
The business center's thickness is usually urban. Demographic Segmentation: IKEA caters to all sexual orientations over the age of 22, including life stages such as lone wolves, married couples, working workers, and understudy. Deeply and adamantly faithful. The cost-effectiveness would be a huge benefit for the clients. \
Targeting:
The majority of business sectors that are served are as follows: Since its founding in 1943, IKEA has mostly served the furniture market, which we might refer to as its specialization. They have created a few in-store bistros and have their long-distance transportation services, but they cannot be ordered into the neighborliness or the food and beverage sector as such. At the end of the day, everything it does is aimed at improving the user experience or purchasing experience of the customer in the furniture industry. As a result, we may classify IKEA as a company that serves a variety of 
Positioning:
IKEA uses the following types of item placement: 
Positioning of a single piece. This type of positioning is associated with creating an inducement for the needs and wants of a single client segment. IKEA employs mono-portion positioning by focusing on a single customer segment that is cost-conscious and enjoys getting a good deal.
The location is adaptable. In developing its merchandise, the Swedish furniture retailer takes into account the changing nature of customer preferences. For example, the growing popularity of moderation on a global scale has been mirrored in IKEA's most recent product lines.
[bookmark: _Toc100829659]

Proposition
Recognizing the needs of the customers
To create customer personas, the company's marketing strategy must uncover the explanations. The customer profile is a comprehensive overview of the ideal client, including all of the issues they experience, the problems they must address, and the solution they finally seek.
[bookmark: _Toc100829660]Creating an omnichannel experience for customers
Making ensuring the consumer can find the company, no matter where they are looking is a critical part of the customer buying journey. While the bulk of buyers will use Google to discover just a service or company, a substantial part of the target market will use alternative techniques.
Making the most of social media platforms
Aside from having good products at reasonable pricing, today's consumers expect a lot more from the businesses they do anyway business with. They also need an engaging experience, which many of them may get through social media. It's not difficult to use digital channels as part of the promotional plan; the company might just need to figure out which social networks their target demographic uses the most.
Use social media to locate consumers
The company should leverage media platforms' demographics to figure out not just where their audience spends the majority of their time, as well as when and how frequently they interact actively.
The company shouldn't let its website slip through the cracks 
when a buyer first discovers its brand, the website is frequently among the first touchpoints they will explore. And, with plenty more furniture companies recognizing the value of a well-designed website, especially as customer buying patterns shift toward online purchases, they'll want to make sure their own is up to standard.
[bookmark: _Toc100829661]Conclusion
In India, IKEA is not a new brand. For years, they've been importing via India for their worldwide outlets.
As a result, they are somewhat familiar with the nation. Because of its huge population and fractured furniture industry, IKEA has had India on its mind. Unorganized regional vendors, however, happen to rule the whole furnishings goods sector.
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India's indoor furniture market is set to reach US$10.7 billion in 2022
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