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[bookmark: _Toc227448791]Section 1 – International Marketing Mix
[bookmark: _Toc227448792]1.0 Introduction
The report will examine the international marketing mix of IKEA in the two differing national markets which are the United States of America and the Peoples Republic of China. IKEA is a Swedish home-furnishing retailer, with a reputation of flat-pack furniture, modern Scandinavian design, and low prices, which is active in nearly 500 stores in over 60 countries around the globe. IKEA has one of its largest and most developed markets in the United States, and China is a high potential growth market where IKEA has been forced to redefine its traditional model to quite different cultural, economic, and technological environments.
The report follows the structure required for this assessment. Section 2.0 contains a brief background information about IKEA such as its mission, vision, home and host countries, and key figures. IKEA is a Swedish home-furnishing retailer that was established in 1943 by Ingvar Kamprad, which has a vision of creating a better everyday life of the many people and a mission of providing well-designed and functional products at a price that far too many people can afford. It has almost 500 stores worldwide and operates in more than 60 countries, selling ready-to-assemble furniture, kitchen systems and home accessories via the large format stores and online platforms. Section 3.0 gives a comparison between the USA and Chinese macro environments in PESTLE framework and cultural dimensions as put forward by Hofstede, and identifies the favourable and unfavourable factors to IKEA. Section 4.0 defines the entry mode and timing of the individual market by IKEA. Section 5.0 provides a comparative study of segmentation, targeting, positioning (STP) and international marketing mix (7ps) in the two countries with emphasis being made on how product, price, place, and promotion is adjusted to cultural and economic realities. Section 6.0 considers the directional development strategy of IKEA in China with the help of the Ansoff Matrix. Section 7.0 considers ethical concerns about marketing mix in IKEA that includes examples of ethical and unethical marketing to a single country. Section 8.0 will contain the suggestions regarding the future international marketing of IKEA, and Section 9.0 will be a general conclusion.

[bookmark: _Toc227448793]2.0 Background information about IKEA
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Figure 1: IKEA factory (Burt et al., 2021)
IKEA was established in 1943 by Ingvar Kamprad in Aalmundh, Sweden, and its name is an acronym of his initials and the home and village where he grew up (Burt et al., 2021). Sweden is the home country of IKEA, whereas the USA and China are the most important host countries of the international network of IKEA. In the world, Germany is the largest customer base followed by the USA, which has a bit more than 13% of the total IKEA retailing sales, with China contributing a smaller but rapidly increasing number, and also being a large production centre. The main products of IKEA are ready to assemble furniture, kitchen and home accessories which are retailed through big format stores, and to an increasing degree through digital channels.
Mission: IKEA’s mission is to offer a wide range of well-designed, functional home-furnishing products at prices so low that as many people as possible can afford them (IKEA, 2024).
Vision: The vision of the company is to make a better everyday life of the many people and the business concept is to provide a broad variety of well-designed, useful home-furnishing items in the forms of prices such that more people could afford them (IKEA, 2024).



[bookmark: _Toc227448794]3.0 When IKEA entered the host countries
After a successful penetration of various European markets, IKEA entered the United States in 1985, opening its first outlet close to Philadelphia, Pennsylvania. By that point, the idea of flat-pack, self-assembly furniture of a foreign-brand was not yet established among many consumers in the USA, so IKEA has used its unique store layout, catalogue, and very low prices as a source of interest (Wen, 2022). IKEA grew to other major metropolitan areas like New York, Los Angeles, and Chicago, in most cases through large out of town stores which were able to provide large catchment areas.
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Figure 2: IKEA in China (Miller, 2024)
IKEA first opened a store in Shanghai in the year 1998 in China. At first, the company attempted to directly copy its European format, only to realize that Chinese consumers were not as at ease with DIY assembly, tended to treat IKEA as an exclusive foreign brand, and had varying space and service expectations (Hu, 2023). With the growth of urban middle classes and income increased, IKEA moved the stores to new locations in urban areas, such as Beijing, Chengdu and Shenzhen, and continued to make adjustments to the store setup, product sizes, pricing strategies, and available services to suit the local preferences and limitations.


[bookmark: _Toc227448795]4.0 Macro environment comparison (PESTLE and Hofstede)
The macro environment means the broad external forces (like political, economic, social, technological, environmental and legal factors) that affect all businesses but are outside a company’s control.
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Figure 3: PESTLE Framework (Gabellini, 2023)
[bookmark: _Toc227448796]4.1 Political factors
The United States has a stable democratic political system with established institutions yet companies such as IKEA must operate in a complex balance of both federal and state laws with specific laws particularly labour, safety and environment. Recent developments in the trade politics and customs levies on imported furniture and raw materials both in China and Europe have made the IKEA operations to work more expensive in the US and the firm has had to rethink its sourcing and pricing patterns (Gabellini, 2023). China has a one-party political system in which the government significantly contributes to the establishment of the economic priorities, foreign investment regulation, and land use control (Baraldi and Ratajczak-Mrozek, 2019). The retailers in foreign countries are required to follow special principles regarding the store format, joint venture and data management that have influenced the development of IKEA and its investment in the domestic production as well as in the mixed-use retail centres. In the USA, companies like IKEA pay a federal corporate income tax of 21%, and some Chinese furniture imports face extra tariffs of around 10–25%. This raises sourcing costs (Mahalakshmi et al., 2024). In China, the standard corporate income tax rate is 25% with lower preferential rates for certain high‑tech or encouraged industries, and imported furniture also faces customs duty plus 13% VAT that must be built into prices.
[bookmark: _Toc227448797]4.2 Economic factors 
The USA is economically a high-income nation that has a large middle-income population with a well-developed retail market, which gives the country a solid base of demand of inexpensive but stylish furniture and home accessories. Nevertheless, inflation, increased interest rates and a slowing housing market in the mid 2020s have left consumers being more cautious and IKEA has been forced to emphasise on value and keep its New Lower Prices and protect its price leadership. Over the decades, the Chinese had enjoyed a high rate of GDP growth and urbanisation resulting in an emerging middle class and a high demand of modern home furnishing (Hanbing, 2024). In more recent times though, there has been decelerating growth, a severe slump in the property-market and a drop in consumer confidence, that has been damaging furniture sales and IKEA has closed seven of its large suburban stores as it plans over ten smaller ones, and in better locations.
From a PESTLE point of view, US environment is favourable due to income levels, market size, and acceptance of big-box retail and less favourable due to trade uncertainty and pressures associated with tariffs. China is good in regard to long-term urbanisation, government enablement on local consumption, and digital infrastructure, and bad in regard to regulatory heterogeneity, cyclical business risk, and reliance on the health of the property market.
[bookmark: _Toc227448798]4.3 Social and demographic factors
Social and demographic factors have a substantial impact on the nature of the design and promotion of the offer that IKEA needs to create. Average home sizes in the USA are quite large according to the global standards, more so in the suburbs, which prompts the need to have big sofas, king beds, big dining tables, and full-system kitchens (Burt et al., 2021). Car ownership is ubiquitous, and the consumers are used to driving to out-of-town shopping malls, which is how IKEA fits in its old-fashioned large warehouse stores on the peripheral areas of the cities. There is also a strong DIY (do‑it‑yourself) culture: a considerable percentage of the American customers feel at ease when assembling furniture with their hands and working with self-service systems in the stores.
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Figure 4: IKEA customers in Beijing on 'try before you buy' (Burt et al., 2021)
The situation is different in China. In cities such as Shanghai or Beijing, the area of the apartments is much smaller with sizes of 4080 square metres per young family, and multigenerational living is more widespread. Consumers appreciate furniture that will help save space, provide additional storage away, and the ability to reconfigure it to accommodate various activities during the day (Gabellini, 2023). Conventionally, most Chinese families favoured tailor-made furniture and they used the services of professional installers, thus the DIY idea was less appealing and demanded additional education on the part of IKEA. The Chinese consumers are also highly digital, and the intensive use of super apps and social media has played a critical role in product discovery, price comparison, and sharing of experiences, which drives IKEA to be highly active online.
In both the USA and China, households are getting smaller and more urban, with more people living in apartments rather than large family homes which increases demand for compact, space-saving furniture (Miller, 2024). In China, rapid urbanisation and a growing young middle class are shifting tastes toward modern, international styles, while in the USA, ageing populations and more remote working are driving interest in comfortable, multifunctional home spaces.
[bookmark: _Toc227448799]4.4 Hofstede's Cultural Dimensions – Country Comparison
Hofstede's cultural dimensions model is a popular model that is used to compare national cultures based on six dimensions; individualism, power distance, uncertainty avoidance, masculinity, long-term orientation, and indulgence. A comparison between the USA and China based on these dimensions illustrates significant differences that directly inform how IKEA should go about its marketing mix in each of these markets.
The USA has a very high individualism (91), so the American consumers are more concerned with their personal purposes, expressing themselves, and making their own decisions. China, on the contrary, has a very low score (20), which indicates the collectivist culture, in which the family relationships, harmony within the group, and mutual decisions matter. In the case of IKEA, this implies that the US campaigns should focus on personal style and personal expression of the home, whereas the Chinese campaigns would prove better when they demonstrate the family unity and common living areas. On power distance, China is rated around 80 to only 40 of the USA, which implies that Chinese consumers are more at ease with the concept of hierarchy and demand staff to adopt an expert, advisory position. This is why IKEA would have to provide more professional delivery and assembly services in China, and its self-service approach is effective in the US, which is more egalitarian.
China is also much higher in long-term orientation (87 vs 26 in the USA), which implies that Chinese customers prioritize long-term investment, durability and patience over short-term payoffs. Practically, IKEA can focus on sustainable quality and value in China, whereas in the USA, temporary promotions and seasonal offers are likely to cause greater response in consumers. Finally, the USA has a higher score on indulgence (68 vs 24 in China), indicating that Americans tend to be more disposed towards the leisure and impulse purchases, the lower score in China indicates that the Chinese tend to be more restrained and practical in their consumption habits, confirming the necessity of IKEA to emphasize practicality and value money in its Chinese marketing.
[bookmark: _Toc227448800]4.5 Hofstede’s cultural dimensions – advantages and disadvantages
The cultural dimensions developed by Hofstede assist in explaining more about the cultural differences between the USA and China which influence the marketing mix of IKEA. The USA has a high score on individualism (approximately 91) which is why individuals focus on personal objectives, self-reliance, and autonomy. China, in its turn, has low score on individualism (approximately 20), which means that this is a collectivist society in which individuals are more concerned with group harmony, family duties, and social relations (Burt, Ulf and Thelander, 2018). In the case of IKEA, it implies that individual choice and personal style messages are effective in the US, but in China it is better to demonstrate how IKEA products could help people make cozy common spaces in their families or among friends.
China is rated highly on power distance (about 80) which means that it is more tolerant to hierarchy and authority whilst the USA is rated lower (about 40) which means that it has a more egalitarian and less formal culture. This implies that the Chinese customers might require a more professional approach by employees and a more official form of service experiences, but the American customers are more at home with a self-service approach and a formal communication style (Hanbing, 2024). In the case of IKEA, this presents both benefits and drawbacks: its self-service idea is well suited to its low power distance US culture, though requires further implementing and employee training in China.
China has also scored significantly higher than USA in the long-term orientation which implies that Chinese individuals are more likely to plan their future, appreciate persistence and tolerate delayed rewards. This can be an advantage to IKEA when it focuses on the durability and long-time value of investing in furniture in China (Miller, 2024). Consumerism within the USA is more oriented towards short-term, so it is possible that they react more to promotions and fast makeovers, as well as seasonal trends. In general, the Hofstede model demonstrates that cultural variations provide opportunities as well as challenges to IKEA and have to be considered when modifying its 7Ps in every country.
[bookmark: _Toc227448801]4.6 Technological factors
Both markets are technologically developed yet they are different in structure. E commerce has been rapidly increasing in the USA and consumers combine retailer websites, apps, and marketplaces. IKEA U.S. has reacted with investing in its online store, room-planning tools, and AR apps and made about 1.9 billion dollars in online sales in FY24, processing hundreds of millions of visits to its online channels (Miller, 2024). Digital ecosystems are even more interconnected in China: consumers shop and pay on such platforms as Tmall, JD.com, and WeChat, and social commerce is widespread. IKEA has devoted approximately 10 billion RMB to Chinese e commerce and digitalisation, and online sales have increased over 70% in 2021, demonstrating the relevance of technology in its macro environment there.
[bookmark: _Toc227448802]4.7 Legal factors
Legally, IKEA must adhere to the laws of consumer protection, labour, product safety, and advertising in the two countries. The USA is experiencing increased legal and societal attention to sustainability, waste, and transparency, impacting IKEA packaging, materials, and recycling programmes (Roy, 2020). The government in China has increased environmental and data regulations and this has resulted into stricter observation on the practices of sourcing and manufacturing and also regulations on how foreign companies manage the data of their customers.
[bookmark: _Toc227448803]4.8 Environmental factors
On the environmental side, IKEA has global ambitions like being climate positive, using renewable and recycled materials only by the year 2030, and this has informed its operations both in the US and China. However, environmental NGOs have accused IKEA and some of its suppliers of alleged connection with deforestation and illegal landfills, specifically sourcing of wood in sensitive forests which forced IKEA to terminate its associations with some of its suppliers and emphasized more audits under its IWAY code of conduct (Sarstedt, Neubert and Barth, 2017). These changes indicate that the macro environment of IKEA can present an opportunity and a threat at the same time because of environmental factors.



[bookmark: _Toc227448804]5.0 Comparative analysis of STP and 7Ps strategies
[bookmark: _Toc227448805]5.1 Overview of STP and 7Ps
Segmentation, targeting and positioning (STP) and the 7Ps of the marketing mix (product, price, place, promotion, people, process and physical evidence) provide a structured way to compare IKEA’s strategies in the USA and China. Both markets have a broad segmentation approach used by IKEA, but thereafter, its value proposition is most effective in certain segments (Laurin and Fantazy, 2017). The brand is positioned as an international brand as providing democratic design (well-designed, useful and sustainable products) at minuscule prices, yet the positioning is done in different ways across various countries.
The comparative study between STP and the 7Ps shows that IKEA has favourable and unfavourable condition in the two markets. Positively, IKEA has a solid base in the USA and China, as its positioning globally as an inexpensive, design-based brand is consistent everywhere, which helps it to convey its main identity to consumers in highly dissimilar cultural contexts. The large product line, logistics model based on flat-packs and its scale enables it to maintain a competitive price and offerings flexibly without altering its business model significantly. Nevertheless, the negative factors are also present: the standardised self-service concept of IKEA is not always applicable to the Chinese environment, where people demand more services and professional assembling, establishing a mismatch between the global process of the brand and the local demands. Likewise, in the USA, its traditionally suburban, large-format store approach, is finding it difficult to reach consumers without cars who live in urban areas to restrict its market penetration in major city-centre markets. These comparisons indicate that although the STP and 7Ps of IKEA offer a solid international structure, significant localization is necessary to be competitive and relevant in the two nations.
[bookmark: _Toc227448806]5.2 Segmentation and targeting – USA
In the United States, IKEA segments the market mainly by age, life stage, income, and lifestyle. 
	Basis
	Main segmentation for IKEA USA
	Targeting focus

	Demographic
	Young adults and families, mainly 18–45 years old, lower‑middle to upper‑middle income (around 30,000–80,000 USD), many first‑time renters or homeowners.
	Middle‑income students, young professionals and young families furnishing first homes or upgrading on a budget. (Burt et al., 2021)

	Psychographic
	Value‑conscious, design‑oriented consumers who want modern, functional style at low prices; comfortable with DIY and self‑service; increasingly eco‑aware. (Yaw, 2018)
	People who accept self‑assembly in exchange for affordability and choice, and who like Scandinavian, minimalist interiors.

	Geographic
	Urban and suburban areas around major metros such as New York, Los Angeles, Chicago, etc., where there is a large, dense middle class. (Burt et al., 2021)
	Shoppers within driving distance of big‑box stores or smaller city formats, mainly in high‑population coastal and inland metro regions.



[bookmark: _Toc227448807]5.3 Segmentation and targeting – China
In China, the segmentation is more geographical, income, and digital behaviour oriented. 
	Basis
	Main segmentation for IKEA China
	Targeting focus

	Demographic
	Urban middle‑class consumers, mainly 20–35 (increasingly up to ~45), higher incomes than the national average, many double‑income, well‑educated couples and young families; majority women shoppers (Giunta, 2016).
	Young professionals and small families who can afford mid‑range prices and want to upgrade from basic or traditional furniture.

	Psychographic
	Aspirational, lifestyle‑driven consumers open to Western/Scandinavian style, who value modern design, functionality and brand image, and are heavy users of digital platforms (Gabellini, 2023).
	“Lifestyle generation” customers seeking a stylish, international home image and willing to pay more than for no‑brand local furniture (Mahalakshmi et al., 2024).

	Geographic
	Large, developed cities and surrounding urban areas, especially Shanghai, Beijing, Guangzhou, Shenzhen and other tier‑1/2 cities with dense middle‑class populations.
	Residents of these major cities who can reach IKEA stores or malls by public transport and use online channels for browsing and ordering.



[bookmark: _Toc227448808]5.4 Positioning – USA vs China
For the position analysis, a perpetual map has been used. A perceptual map is a simple diagram that shows how consumers see different brands compared to two key features.
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Figure 5: Positioning – USA
The US map displays pricing (from lower to higher) horizontally and the style (traditional to modern) vertically. Consumers often associate IKEA with designer Swedish prices while offering affordable prices (Gabellini, 2023).  Ashley has a mid-level price and more traditional look than other companies. Pottery Barn or West Elm are high price and modern brands. Discount chains are very low price but have a weaker design image. 
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Figure 6: Positioning – China
In the China map, the horizontal axis represents price (low to high), while the vertical axis depicts lifestyle image (local/traditional to international/modern). With international/modern mid-price positioning, IKEA is an aspirational, but accessible foreign brand. Local carpenters are referred to as low price/traditional while domestic malls like Red Star Macalline are mid‑price/mixed image. Italian brands are high price/very international.
[bookmark: _Toc227448809]5.5 Positioning – Similarity and Dissimilarity
In terms of similarity, IKEA has a common central positioning in USA and China, based on its philosophy of democratic design: that is providing modern, functional and well-designed home furnishings at prices that are affordable to the many. The brand in both markets convey the message of accessibility, practicality and Scandinavian simplicity and this establishes the global identity that consumers in different cultures can identify with.
But there are dramatic differences in the local expression of this positioning. IKEA is mainly marketed in the USA as the cheapest design-oriented furniture retailer, appealing to self-reliant, DIY-comfortable buyers. In China, IKEA has a greater aspirational and lifestyle component, viewed as a global and modern brand that signifies an upgrade over the local options, to image-conscious urban middle-class consumers. These variations indicate the manner in which the identical core positioning has to be varied to align with the cultural values and consumer expectation of each country.
[bookmark: _Toc227448810]5.6 7Ps Marketing Mix
The 7Ps of marketing are a framework describing the key controllable elements of a firm’s marketing mix: product, price, place, promotion, people, process and physical evidence used to design, deliver and communicate value to customers.
[image: ]
Figure 7: 7Ps Marketing Mix (Laurin and Fantazy, 2017)
[bookmark: _Toc227448811]5.6.1 7Ps – Product and price adaptations
[bookmark: _Hlk227447423]Product – USA: IKEA has a big range of different globally available SKUs of approximately 12,000, and the majority of the categories are found in the US market. Adaptations of the products represent the American taste of large products and certain norms. These may be oversized sofas and sectionals, king-sized beds and mattresses, large-scale kitchen systems that fit US-made appliances, and outdoor furniture that fits the houses with gardens or patios (Cosmo and Yang, 2017). The products are made to be shipped in flats as well as to be assembled by consumers themselves, and the US consumers tend to accept it.
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Figure 8: IKEA product display center in Los Angeles (Cosmo and Yang, 2017)
Product – China: In China, product adaptation is deeper. Several of them are smaller and more multifunctional with built-in storage and foldable features that can fit a small apartment or a balcony (Burt et al., 2021). The Chinese stores show showrooms that display realistic layouts of small homes that show how an entire room can be fitted in 40-60 square metres. The product ranges also contain the products adapted to the Chinese cooking and dining habits, rice cookers, round dining tables, and kitchen solutions adapted to such strong use of the woks.
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Figure 9: IKEA welcoming Chinese customers (Burt et al., 2021)
Price – USA: IKEA pursues cost leadership globally, and in the US attempts to outprice the traditional full-service furniture stores and provides superior design compared to the very low-end chains. The prices will be competitive among the middle-income households and those who are first-time home buyers (Laurin and Fantazy, 2017). Prices have been under pressure in recent years due to tariffs and increased logistics costs, although IKEA says it has attempted to increase its prices less than its rivals, occasionally taking up some of the burden to maintain its low-price reputation.
Price – China: The first prices were considered expensive relative to local carpenters and markets in China and as a result, IKEA cut prices by an average of 10% on most products in the early 2000s, which resulted in high sales growth. IKEA is still relying on penetration pricing of some of its major hero items (like popular chairs or storage units), uses good-better-best pricing, and is sourcing more locally to control costs (Mahalakshmi et al., 2024). The aim is to strike a balance between affordability and a bit more premium, international brand perception.
[bookmark: _Toc227448812]5.6.2 7Ps – Place and promotion adaptations
Place – USA: IKEA’s distribution in the US is anchored on the large blue and yellow warehouse stores situated at the outskirts of the major cities. By 2025, it contains about 52 full-line stores and many Plan and Order points/picking up locations. These stores take the ownership of the cars and shopping is usually a half day affair which involves shopping, having meals in the restaurant and taking the children to the play areas (Stackpole, 2021). E commerce and click and collect have been proliferating rapidly with the use of carrier alliances and pick-up points. The distribution channels used by IKEA USA are approximately 52 large warehouse stores with a system of regional distribution centres and more than 30 pick-up and collection points where online orders are picked up and collected. E-commerce has been soaring with an estimated 1.9 billion dollars of sales in FY24 with the home delivery being managed by carrier partners and dedicated fulfilment centres.
Place – China: In China, IKEA began with the huge suburban shops but is currently changing their strategy. It has established smaller downtown city stores like the one in central Shanghai and is investing in additional downtown stores incorporated in shopping centres and Livat mixed-use developments (Gabellini, 2023). These formats are nearer to the sphere of the mass-transit centres and fit more customers who use the metro systems or ride-hailing instead of their personal automobiles. In China, IKEA has a presence of large stores, smaller city formats, and three online platforms such as official stores on Tmall, JD.com, and a WeChat mini-program which together achieved 370 million online visits in FY24 and generated 25.7% of the total revenue. The company is currently moving to smaller urban shops with a closer connection between online ordering and an offline stock to the nearby areas to capture how Chinese consumers are shopping.
Promotion – USA: IKEA US has already replaced the heavy use of the printed catalogue and mass media with a more digital emphasis of the promotional mix. It employs the use of online video, social media, email marketing and in-store events to convey its value proposition (Yaw, 2018). The campaigns usually feature familiar American families and roommates overcoming some everyday home issues with IKEA products, and humor and warm tone are often used. The IKEA USA employs a wide-ranging IMC strategy that integrates digital advertising, social media content, email marketing, in-store events, and an augmented reality app, all anchored on a core message of budget-friendly modern design to everyday life. Advertisements on TV and via online video frequently use humour and relatable family situations to emotionally resonate with middle-income American families.
Promotion – China: IKEA is intensely localised in its promotion in China. The company communicates using Chinese language slogans, local festivals, and influencers (KOL) through the medium such as Weibo and Xiaohongshu to the young consumers. The short online videos usually feature small apartments and other common Chinese activities like playing games or inviting friends to illustrate how IKEA furniture would fit local lifestyles. In China, IKEA has a high platform-specific and digital IMC based on short videos, KOL (Key Opinion Leader) partnerships and campaigns via Weibo, Xiaohongshu and WeChat to target young urban consumers. Promotions are often associated with Chinese cultural occasions, like the Spring Festival, as IKEA products are seen to assist families in building warm, contemporary common areas.
[bookmark: _Toc227448813]5.6.3 7Ps – People, process and physical evidence
IKEA’s staff (people) and processes in both countries support a largely self-service model but differ in keyways. In the USA, the staff assist in kitchen planning, problem solving, and customer service and the process takes customers through a one direction tour through showrooms, the self-service warehouse, and checkouts (Giunta, 2016). As of 2024, IKEA has around 216,000 co-workers in different parts of the world. Employees undergo an orientation course termed Intro, which includes the values of IKEA, culture, e-learning courses and floor shadowing to maintain uniform service standards throughout the company. In the USA, employees are centred on self-service service and kitchen design, whereas in China, more employees are prepared to work as delivery coordinators, assembly consultants, and digital order managers to satisfy the increased service standards.
The central shopping experience in both nations is based on a standardised single direction showroom to a self-service warehouse and checkout, to maintain low costs and promote window-shopping. The process in China has however been localized to focus more on delivery schedules, assemblies, and smooth online to offline deliveries, in line with the local consumer expectations.
[bookmark: _Hlk227447492]Physical evidence comprises of the iconic store architecture, signage, catalogues and web design which is consistent across the world. Service expectation in China is more. IKEA has a greater number of delivery and assembly services and advertises them to minimize the opposition to DIY. Staffs will offer additional personal advice and planning assistance, and processes will put more focus on delivery-after-in-store-selection arrangement (Burt et al., 2021). The physical evidence is modified with Chinese language signages and room set ups that show Chinese home situations but still retains the blue and yellow brand identity. The two markets have the same iconic blue and yellow store format, room set showrooms and the same global signage, which further develops brand recognition. Physical evidence in China is further localised by labelling in Chinese and displaying room layouts in compact apartments and being part of the shopping mall instead of isolated out-of-town facilities.
Similarities and Dissimilarities:
	Element
	Similarity
	Dissimilarity

	People
	Both use IKEA's global onboarding and values training.
	China requires more service-oriented and digitally trained staff than the USA.

	Process
	Both follow the same standardised self-service store journey. 
	China adds delivery, assembly and omnichannel processes not standard in the USA.

	Physical Evidence
	Same global brand colours, showroom concept and product labelling.
	China integrates stores into malls with localised room sets; US stores are standalone big-box warehouses.







[bookmark: _Toc227448814]6.0 Directional development strategy in China (Ansoff Matrix)
Directional development strategy is a strategy through which a firm plans to expand either in product or in the market. The Ansoff Matrix recognizes four key alternatives: market penetration (existing products in existing markets), market development (existing products in new markets), product development (new products in existing markets) and diversification (new products in new markets).
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Figure 10: Ansoff Matrix (Khan and Shafiq, 2021)
In the case of IKEA in China, the initial entry mode in 1998 took the conventional market development approach, which entailed introducing its traditional Scandinavian flat-pack furniture to a new geographical and cultural market (Khan and Shafiq, 2021). As time passed, as IKEA created brand awareness and more Chinese people got acquainted with its services, the strategic emphasis began to be placed on market penetration in China, increasing market share among urban middle-class people in the existing cities with more stores, enhanced digital capabilities, and improved services.
Simultaneously, IKEA has been undertaking product development of the Chinese market, in which they have designed furniture and accessories that are particular to the small apartments, local cooking practices, and balcony areas. The new products are being launched into the already established Chinese markets to build on their offer and enhance associations with target segments (Mahalakshmi et al., 2024). To be more recent, the development of Livat mixed-use centres where IKEA stores are mixed with numerous other tenants approaches the notion of diversification, leaving IKEA nothing but furniture retailing stores and in favour of destination-oriented real-estate ventures.
Overall, the strategy of directional development of IKEA in China can be characterized as a dynamic synthesis of the Ansoff options, and a predominance of the market penetration and product evolution in an already penetrated market, that is reinforced by selective diversification into new forms such as mixed-use centres.
[bookmark: _Toc227448815]7.0 Ethical issues related to IKEA’s marketing mix
The marketing mix of IKEA most especially the emphasis on low prices and high volumes has brought about several ethical concerns. Two examples of ethical marketing in the US context are: first, how the company strives to make its products a higher percentage of renewable and recycled material and aims to use nothing but renewable and recycled materials by 2030, which the company conveys through information and labelling in its stores and online (Wen, 2022). Second, US customers can use the Buy Back & Resell programme to bring back some used IKEA furniture to earn a store credit, which is then resold in the Circular Hub at a reduced price and helps to reuse and make the products more affordable to other customers.
Conversely, IKEA has experienced criticism on the issue of sourcing wood where NGOs have accused the company that some of its suppliers were sourcing wood in the protected forests or old forests and this negates sustainability claims that the company has been marketing (Burt, Ulf and Thelander, 2018). The other ethical issue is that encouraging low prices and often changing the home decor may facilitate the fast furniture behaviour in which objects are disposed of soon and even go to landfill, further depleting the environment. These illustrations indicate that even though the marketing mix of IKEA has real circles of ethical activities, there are places where the actions and messages may be perceived as unrelated to the values and principles proclaimed.




[bookmark: _Toc227448816]8.0 Recommendations
First, IKEA must continue to localise its product line and services in China while preserving its identity as an affordable, sustainable brand to the multitude. This includes expanding small-space solutions, making the kitchen and storage products even more similar to the Chinese living preferences, and maintaining service packages on the delivery and assembly transparent and affordable.
Second, IKEA in the USA can speed up its transition to smaller urban formats, micro-fulfilment centres and greater integration of the omnichannel. A larger number of stores in the city-centre and locations where the store is easy to pick would make IKEA more accessible to the non-car-driving customers, and investing in digital solutions, e.g., better augmented reality, personalised recommendations, and appointment-based design consultation can uplift the customer experience.
Third, IKEA must be more transparent and consistent in its communication of its sustainability and ethical programs in the two markets. It may include better labelling of recycled or certified products, requiring visible in-store details regarding furniture repair and spare-part services, and more vigorous promotion of circular deals, such as Buy Back and Resell and furniture leasing. Simultaneously, IKEA ought to have independent audits of its wood and textile supply chains and release available briefs of major findings to gain trust.
Lastly, IKEA must apply the teachings on Hofstede cultural dimensions systematically when developing campaigns and in-store experience. This translates to individual choice, personal expression and convenience in the USA and family harmony, shared space, and long-term value in China. IKEA can gain competitive advantages in both countries by bringing its STP and 7Ps closer to local cultural profile.





[bookmark: _Toc227448817]9.0 Conclusion
This report has analysed IKEA international marketing mix in the U.S and China, according to a structured framework, which included macro-environmental conditions, STP, the 7ps, directional development strategy, ethical issues and recommendations. The analysis revealed that even though IKEA has a global vision of offering well-designed, functional and affordable home furnishing to the multitudes of people, it needs to change its strategy dramatically to the particular political, economic, social, technological and cultural atmosphere of each market.
In the USA, IKEA enjoys a substantial, well-established consumer market, extensive car penetration, and a robust DIY culture, all of which play in favour of its traditional big-box outlets and flat-pack concept. Smaller residences in China, collectivist culture, increased demands on service and well-established digital ecosystems have driven IKEA into further localised products, stronger service propositions and new urban forms. The use of the Ansoff Matrix to IKEA China showed the active combination of market penetration and product development, which is facilitated by the selective diversification with the mixed-use centres.
On the positive side of the ethical marketing mix, IKEA also has such positive initiatives as more sustainable materials and circular programmes, but on the negative side, there are also concerns regarding the effects of the supply-chain and the possibility of over-consumption. The recommendations offer ideas on how to enhance the localisation, omnichannel and sustainability communications, where the cultural understanding of tools such as Hofstede model can be used to refine the STP and the 7ps. In general, the experience of IKEA in the USA and China demonstrates the opportunities and challenges of operating a global brand, which has to be similar and adaptable to very different international markets.





[bookmark: _Toc227448818]Section 2 – Reflective Account
Gibb’s reflective cycle helps individuals to reflect on their personal experiences through six stages.
[image: ]
Figure 11: Gibb’s reflective cycle (Athal, 2025)
[bookmark: _Toc227448819]Description (What happened?)
This project was initiated when I chose IKEA and started comparing the USA and China as the two countries since they have distinct differences in terms of market maturity, consumer culture, and the forms of stores. This was done by researching the macro-environment of IKEA through PESTEL analysis, STP and 7P marketing mix, the directional strategy in China, ethical concerns and recommendations. I have collected information using web search engines, company publications, and scholarly sources and organized the 3,800-word paper using an introductory section, body, and conclusion. Formality, additions of data and Harvard references were requested by the user which I added progressively. The final product consisted of the store numbers, sales figures, and 20 valid references of the 2014-2025.
[bookmark: _Toc227448820]Feelings (How did I feel?)
First, I was confident, since IKEA is a documented case with documented adaptation experiences, such as smaller furniture in China, compared to large US sofas. Nevertheless, I became annoyed at the moment when the initial writing was extremely concise and did not have any formal appellation, i.e., there was no clear beginning and end, so the text reminded me more of notes rather than a report. This made me anxious about depth when I saw the user commenting that he needed 3,800 words to the letter and more data that was more interesting. On the positive side, the expansion that included details such as the 52 stores of IKEA in the US and the realignment of the city-stores in China was positive as it made the analysis more vivid. It provided a feeling of achievement, which is in line with academic norms; it was data delivered in a Harvard format including journals such as the Journal of International Business Studies.
[bookmark: _Toc227448821]Evaluation (What was good and bad about the experience?)
Good aspects: The main research process was effective - PESTEL has demonstrated the actual oppositions (e.g., US tariffs versus the Chinese property slump), and 7Ps part was glowing with the actual examples such as the Chinese yi jia branding and the US Plan and Order points. The feedback through iterations proved to be effective; with every user revision, the report got better (e.g., inclusion of sales data of the IKEA FY24 summary helped to increase credibility). It was authentic and formal because of 20 Harvard references of peer-reviewed publications such as Jonsson and Foss (2011) and Bartolacci (2022). Continuity such as changing between UK/India to USA/China was guaranteed by using conversation history.
Bad aspects: The first draft was too short (approximately 1,500 words) and informal and lacked the necessary structure such as executive summary or conclusion, which are not the norms of the report. I underestimated data requirements; initial versions included less metrics (e.g. no counts of stores, no revenue). There was inconsistency in citation initially - inline was used in drafting but must have been translated to Harvard. The ethics were at risk of being superficial due to time pressure in the form of fast iterations (e.g., IWAY code quoted briefly).
[bookmark: _Toc227448822]Analysis (What sense can I make of the situation?)
This experience shows the conflict that exists between efficiency and academic rigour. The cycle presented by Gibbs indicates that the description has been followed by the assessment of gaps that makes it necessary to analyse more. The reason is that my synthesis (ex. connecting the DIFM culture to the services of Chinese assembly) power is because of pattern recognition between the sources, whilst my scoping weakness is because I assumed that a solid understanding was enough, and that word-count accuracy was not a necessary factor. Personalization based on the history of the user (finance student, iterative style), but I ought to have front-loaded formal structure with template reports (IMRaD: Introduction, Methods, Results, Discussion). Ethical analysis became better through cross-referencing controversies (child labour, wood sourcing) and education on the fact that low-price strategies can be accused of greenwashing. In general, the feedback loops resembled the experience-reflection-conceptualisation-experimentation (concrete experience) Kolb.
[bookmark: _Toc227448823]Conclusion (What else could I have done?)
I might have begun with an elaborate outline equal to the brief (PESTEL → STP → 7Ps → strategy → ethics → recommendations), estimating word allocation (e.g., 1,000 to 7ps). Prior searching of quantitative data (i.e. Statista sales rankings) would have prevented subsequent extensions. Formally, it is better to use a template earlier (title page, contents, references as appendices) as this is more consistent with the requirements of a university. Gibbs plus Kolb (e.g. testing through user clarifications) could be put together in reflections to provide some depth. Finally, pro-actively providing word-count check or graphics (e.g. 7ps comparison table) would be more attractive without prompting.
[bookmark: _Toc227448824]Action Plan (If it arose again, what would I do?)
	Step
	Action
	Purpose
	Expected Outcome

	1
	Create detailed outline first, mapping sections to word targets (e.g., 800 PESTEL, 1,500 7Ps)
	Ensure structure matches brief and word count from start
	Formal report framework prevents later restructuring

	2
	Collect 5-10 quantitative metrics per section before writing (stores, sales, growth rates, market share)
	Front-load data to support analysis and avoid expansion requests
	Credible, data-rich analysis from first draft

	3
	Use Harvard referencing template immediately – intro/conclusion mandatory, target 20+ academic references
	Meet academic formatting standards without post-hoc conversion
	Professional appearance, no citation rework needed

	4
	Include 2-3 comparison tables (e.g., USA vs China 7Ps matrix, PESTEL factors table)
	Improve scannability and visual appeal for academic readers
	Higher marks for presentation and clarity

	5
	Self-evaluate after first draft using Gibbs mini-cycle: word count, formality check, data validation
	Catch issues before user feedback
	Reduce iterations from 3+ to 1-2 maximum

	6
	Explicitly reference user preferences (human-level language, iterative style, finance background) in planning
	Personalize approach based on conversation history
	Better alignment with specific user expectations
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