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[bookmark: Xa1714563f75f6a843cc4d3aed73564ca140931a][bookmark: _Toc225414717]Section 1: International Market Entry Strategy and Marketing Mix
[bookmark: introduction][bookmark: _Toc225414718]1.1 Introduction
[bookmark: _Toc225414719][bookmark: X595d5488ed4f69f3f7804b63e7ea75c7a438050]IKEA is a Swedish multinational furniture retailer that is associated with easy-to-assemble furniture, kitchen ware, and household accessories. Developed in 1943 by Ingvar Kamprad, the company has become the largest furniture development company world-wide with operations in various countries and continents.
[bookmark: _Toc225414720]IKEA global plan is grounded on globalization by 2025, with a balance between a uniform brand, and localization to attract the mass consumer niches in the global markets.
[bookmark: _Toc225414721]The present report reflects a comparative study of the global market entry strategy of IKEA company and its marketing mix in two opposite markets India and the United Kingdom (UK). India is a high growth economy, with great cultural diversity and sensitivity to price whereas the UK is a mature and well-developed market with developed consumer behaviour and highly regulated markets.
[bookmark: _Toc225414722]The paper looks at the macro-environmental environment based on the PESTEL framework and then also analyzes Segmentation, Targeting and Positioning (STP) and the 7Ps marketing mix. It also examines the directional growth strategy that IKEA is adopting in India based on Ansoff and BCG models, ethical concerns regarding its operations and recommends strategic directions in regard to its future growth and sustainability. 
[bookmark: _Toc225414723]1.2 Comparative PESTEL Analysis: India vs. United Kingdom
The macroenvironmental scenery in India and in the UK boil down to different opportunities and challenges in the context of IKEA, thus different strategic needs are required to guarantee successful market penetration and long-term profit margins.
[image: /home/ubuntu/pestel_radar.png] 
             Figure 1: PESTEL Factors Favorability: India vs UK
[bookmark: political-factors]Political Factors
India: India has a stable political environment that has been actively encouraging foreign investment by promoting programs like Make in India. The government allows 100 percent Foreign Direct investment in retailing of single brands. Nonetheless, the major requirement can be followed when FDI is higher than 51 and in this case, there must be at least 30 percent local supply of goods [1].
This policy has greatly affected the strategy of IKEA, since the company has had to invest heavily in building the local manufacturing and supplier networks before it opens its first store in Hyderabad in 2018.
United Kingdom: The Brexit is one of the prevailing factors that have redefined the political and trade landscape in the UK. Foreign retailers are facing new challenges due to departure of the country off the EU single market and customs union.
In the case of IKEA that relies on a pan-European supply chain, this has augmented administrative loads, customs processes and border inspections. This has increased operational expenses, reduced supply chain efficiency, and stock availability has at times been interrupted which has made IKEA reconsider its logistics and warehousing approach [2].
[bookmark: economic-factors]Economic Factors
India: India is one of the most rapidly developed leading economies in the world. It is estimated that the actual Gross Domestic Product (GDP) will increase by a staggering 7.6% between FY2025-26 [3]. This high growth in the economy is being facilitated by the development of a strong middle class and increased disposable incomes that are now causing the consumer spending boom that is occurring in the retail sectors. Individually, the Indian furniture market is also experiencing explosive growth and is expected to increase to USD 30.6 billion in 2025 to USD 64.1 billion by 2032, which is a Compound Annual Growth rate (CAGR) of 11.1% [4]. This is a huge opportunity that is untapped to IKEA although in a very price-sensitive market where the unorganized market continues to have substantial market share.
United Kingdom: The UK economy is heading in the opposite direction whereby it is undergoing stagnation and a difficult time. The economic backdrop has come in the form of poor growth in GDP, continuing high-interest rates, and the increasing cost of living, which has harshly undermined consumer confidence and disposable income. Though there are these head winds, the UK furniture sector is a large and developed market with a value of USD 28.23 billion by 2025. Its growth trend is, however, quite humble and the lowest project CAGR is 5.18% between 2026 and 2031 [5]. IKEA UK has been forced to absorb costs strategically to keep its position in the market and assist its customers through the cost-of-living crisis, investing PS117 million in price cuts, which have to keep its core value proposition of affordability intact [6].
[bookmark: X429ea2eb55492a75f4f12988fe17e33a3ea5adf]Social Factors (Consumer Behaviour and Culture)
India: Social and cultural aspects have a significant impact upon the consumer behaviour in India, and this poses a challenge to the conventional model of IKEA. Indian households tend to have multifunctional, multi-generational, and often large families, which can pose a great challenge to space availability [7]. The culture of ready-made and solid wood is ingrained, and there is strong preference towards such pieces of furniture. Moreover, the extensive use of low-cost local labour in terms of carpentry and assembly is opposite to a core philosophy of IKEA, Do-It-Yourself (DIY). It is also common to understand retail in India as a social, family outing as opposed to an activity performed alone and hence big and participatory malls with localized food services and family-related functions [8].
United Kingdom: The UK customers have very different social trends. The mainstream is witnessed to have increased focus on sustainability, sourcing which is ethical, and products which are environmentally friendly. The UK market has a well-established DIY culture, which perfectly fits the model of operation of IKEA. But this has been driven by rapid urbanization, changing family structure thriving renting instead of owning houses, which has resulted in the demand of smaller and more accessible store formats in urban centres compared to the traditional mega-store that is located out of town therefore requiring a car trip to reach [6].
[bookmark: technological-factors]Technological Factors
India: India is experiencing a fast digitalization. The rise in internet penetration, the wide spread of low-cost smartphones and widespread use of internet-based payment systems (such as UPI) are transforming retail. E-commerce is a huge expansion engine, and the online furniture industry will reach USD 5.56 billion in 2033 [9]. IKEA has been very active in picking up on this change in technology through adopting a robust omnichannel model. Its Indian revenue rose to above 30 percent through online sales by 2025, which further grows as the company drives itself to digital-first operations in new cities to create physical presence [8]. 
United Kingdom: UK has a very advanced and well-developed digital retail platform. The use of e-commerce has become part of consumers. In the case of IKEA UK, online sales constitute a large portion of the total sales of 43 percent of the total sales [6]. The UK is geared towards technological integration with the aim of improving customer experience using digital tools of excellence. That leads to the widespread adoption of home planning (and interior design) tools that utilize augmented reality (AR) (such as IKEA Place), advanced AI inventory management, and highly efficient logistics networks that deliver homes in the most efficient and trackable manner.
[image: /home/ubuntu/online_sales_trend.png]
Figure 2: IKEA Online Sales Contribution: India vs UK (2021-2025)
[bookmark: environmental-factors]Environmental Factors
India: India is still less developed in terms of environmental awareness and thus less of a dominant buying force of the western markets. Sustainable manufacturing practices and the reduction of waste are becoming a matter of attention on the government. The new trend is in line with IKEA sustainability objectives globally. But, amidst the intense competition in the Indian market, environmental awareness is rarely a problem to the average household, and to maintain its green policies, IKEA has to strike a balance between its green strategy and its strict cost command [10]. 
United Kingdom: The UK has strict environmental policies, and consumerism towards sustainable other circular products is extremely high. Sustainable Home Furniture Market in UK is expected to have good growth opportunities since customers are aggressively searching for brands that are environmentally friendly. IKEA UK organizes its efforts on the circular economy a lot, and it includes furniture buy-back schemes, use of renewable and recycled materials, and long-range expectations to achieve zero-emission home deliveries by 2025 [11].
[bookmark: legal-factors]Legal Factors
India: India is characterized by a complicated bureaucratic system concerning legal observance. Challenges key issues are compliance with regulations of FDI mentioned above and the compulsory local sourcing. Moreover, recently the government has come up with new Bureau of Indian Standards (BIS) certifications on different types of furniture making it compulsory to have ISI Mark. Although these regulations promote quality and safety of the products and consumers, it creates a lot of hurdles and costs to compliance as well as lead times by international manufacturers [12].
United Kingdom: The legal system in the United Kingdom is highly established, and has got very stringent consumer legislation, stringent employment laws (like following the National Living Wage), and strict health and safety legislation. One such is the revised Furniture and Furnishings Fire Safety Regulations that would demand strict compliance, test and certification of every upholstered furniture that may result in an additional complexity and expense of the products development and import. [11].
[bookmark: Xc01669ca73bcc973a4598e1bbb69b342fefd16c][bookmark: _Toc225414724]1.3 Comparative Analysis of STP and 7Ps Marketing Mix
The continued international success of IKEA depends on its strategic nimbleness or its capability to adjust its Segmentation, Targeting and Positioning (STP) as well as its marketing mix to fit the regional environment and mercilessly guard its central brand image of a low-cost but practical design. Segmentation, Targeting, and positioning (STP).
[bookmark: X77a990d09f29832fe35f8a37e49969f7bf216fd]Segmentation, Targeting, and Positioning (STP)
India: 
Segmentation: IKEA targets the Indian market based on the demographic and psychographic segmentation variables. The important target markets are young urban professionals interested in modern design and comfort, middle-income consumers interested in cheap quality of items, and big families who need on-demand solutions based on fewer space-saving, multifunctional furniture [13].
Targeting: To start with, IKEA has been focusing on urban professionals based on the assumption that they will embrace the DIY model. The company, however, shortly shifted its target to middle-class families by focusing on affordability, and providing assembly services to help it break the cultural barrier of assembling products on its own [13].
Positioning: The IKEA brand establishes itself in India as a low-cost but aspirational positioning, meaning minimalistic Swedish design coupled with features that meet the living habits of people in India. It is being promoted not only as a furniture store, but as a home solutions company in its entirety [8].
United Kingdom: 
Segmentation: IKEA in the UK serves the customers by demographic groups such as young adults, students, renters, and family, and psychographic group such as cost-consciousness, likes designs, and is eco-conscious [14].
Targeting: The focused customer base will be middle-income families, first-time homeowners, and students who are interested in logical and budget-friendly furniture offers. Such groups can afford to trade cheap prices with the DIY model [14].
[bookmark: the-7ps-marketing-mix]Positioning: IKEA is established in the UK as the best supplier of cheap, fashionable and sustainable home furnishings. It advocates the philosophy of democratic design, which provides well-designed products, which are available to the mass market [14]. The 7Ps Marketing Mix






The following table and subsequent analysis details how IKEA operationalizes its strategy through the 7Ps in both markets.
	Marketing Mix (7Ps)
	India
	United Kingdom

	Product
	High adaptation.
Specialized products such as beds which can have a concealed drawer, masala boxes, and modular sofas should also be introduced to fit the smaller houses and the extended families. Very localised in-store restaurant food menu (e.g., samosas, biryani, paneer wraps) and Swedish classics [8].
	Standardized global range. 
High focus on sustainability implementations (e.g. solar panels, energy-saving appliances, vegan foods, such as plant-based meatballs). The main business emphasis is on kitchen and bedrooms [6].

	Price
	Aggressive penetration pricing. Introduction of a maximum 20 percent price reduction on most of the products to attract the very price conscious market. Strong dependence on the growing local sourcing (with an objective to reach 50) on decreasing the duties on imports and operational expenses [8].
	Value-based pricing. 
Pay attention to the issue of remaining cost-effective during crises. PS117 million strategic investment in price cuts to assist consumers in the cost-of-living crisis and enhance the low-price brand pillar [6].

	Place
	Hybrid omnichannel model.
A combination of classic big-town jumbo stores, smaller boutiques in the centre of the city to buy something fast, and a colossal online sales drive (online sales >30%). Clever plan of opening internet-based business in-store in higher tier-2 cities [8].
	Mature omnichannel approach. Large warehouse stores and the new high-street formats (e.g. Oxford Street, London) and the specialist Plan and Order Points would complement each other to expand access to the stores in the urban environment and complex purchase supplemented [6].

	Promotion
	Emotionally driven, localized campaigns. Very intense campaigns such as the Ghar Aa Jao (Home to IKEA), which extensively focus on Indian cultural aspects of hospitality, family get-togethers and the home as a primary social center [15].
	Value and sustainability focus. Promotions focus on available design, sustainability programs and convenience. Massive digital marketing, the IKEA Family loyalty program and seasonal / lifestyle marketing [14].

	People
	Education and relationship building. Considerable employee training on how to serve customers who have never been to the IKEA concept and store layout. High emphasis on long term compliant relationship with the local Indian suppliers [15].
	Expertise and welfare. Care about the welfare of employees (accredited Living Wage employer). Retail employees are taught to become professionals in home furnishings, especially in high end and complicated purchases such as personalized kitchens and wardrobes [14].

	Process
	Service-oriented adaptation. Great modification of the central DIY model through the provision of a wide range of low-priced assembly installation services (tapped by 65 percent of urban shoppers). Rising globalization of local production [8].
	Efficiency and self-service.
 Standardization of global processes, which are highly efficient. The great focus on the flat-packing, self-service warehouse collection and on the highly streamlined and technology-oriented online delivery and return systems and systems [14].

	Physical Evidence
	Experiential family destinations. 
Big adventure stores that are geared towards family outings all day. They will have distinctly labeled routes, localized restaurants, and expansive children care facilities (Smaland) to enable long-term window shopping [15].
	Inspiring and navigable spaces. Pay special attention to inspirational, believable room decorations, direct convenience in shop navigation and symbolic blue-yellow brand name. Incorporating more digital engagement into the brick-and-mortar store setting [14].


[bookmark: X0730e9ba0f3749591b745f2374761ebae8f9a37]


[bookmark: _Toc225414725]1.4 Directional Development Strategy in India
The Indian entry of IKEA is not only market entry but rather a long-term directional development strategy, which is big scale. The given strategic tools, including the Ansoff Matrix and the BCG Matrix, can be used to analyze this.
Ansoff Matrix Analysis:
The main broad strategy of IKEA in India would be that of the Market Development quadrant. The company is bringing its already existent, globally successful product range and business model and transposing it to totally different, geographically and culturally different territory.
Nevertheless, pure market development could not serve the complex Indian landscape. This has been supplemented considerably by Cutthroat Product Development to achieve success. IKEA invested in the creation of localized products as the Indian-specific designs had to be unique and fit into the spaces or functional needs of their lives, which were not always standard European designs. Others such as smaller furniture, chunkier kitchenware such as spice boxes and beds made to fit the firmer mattresses that are favored in India are examples [16].
Moreover, with a presence, the company is currently embarking on Market Penetration with great aggression. This will entail enhancing its penetration in the current cities and broadening its footprints in the shortest time possible. IKEA intends more physical stores 6 to 30 and has earmarked to more than double its financial outlay on the land to more than $2.2 billion in the upcoming five years [17].
BCG Matrix Analysis: 
With regards to the Indian market, the main product of IKEA is ready-to-assemble (RTA) furniture that serves as a Star. Indian furniture market is growing at a very high rate (11.1% projected CAGR), and with its enormous brand strength and investments, IKEA is quickly taking over market share of the already established unorganized market segment [4]. IKEA has to keep spending intensively to sustain this status as a Star and, as a part of the transition into a very lucrative Cash Cow, convert these operations into one. This investment should focus on infrastructure, developing affected sourcing networks to enhance the margins and essential customer training. Tackling the cultural barrier to the DIY concept of getting long-term dominance is crucial; gradually altering consumer behavior or more likely maintaining the status of offering extremely cheap, built-in assembly services [18].


Sustainability Goals (2025-2030): 
At its core directional development as part of its strategy, IKEA has its global project, People and Planet Positive which is being implemented violently on the Indian soil. Its 2025-2030 strategies involve several ambitious targets, including the goal to go 100 percent renewable energy in the use of its entire Indian value chain, transporting its homes to a fully zero-emission fleet and above all, to significantly decrease its use of sustainably sourced and locally made materials, such as bamboo and sustainable cotton. These programs are not only ethical requirements, but they are also gradually turning out to be a strategic point of difference [19].
[bookmark: ethical-issues-in-ikeas-marketing-mix][bookmark: _Toc225414726]1.5 Ethical Issues in IKEA’s Marketing Mix
Despite its powerful brand image based on ethics and sustainability, IKEA operations all over the world were observed to have major discrepancies. The allegations of unethical sourcing practices and supply chain transparency have damaged its reputation, especially in such a market as the UK where consumers are so sustainable. It is in this contradiction that there are anxieties that the fact that IKEA positions itself as sustainable might serve as a reputable move in addition to an operationalized fact.
Supply Chain and Labour Practices: In India, the manufacturing and textile industry is highly fragmented and, in many cases, informal which has historically presented extreme ethical issues about the labour practices. IKEA has been under intense scrutiny because of its involvement in the use of child labour and other issues involving poor working conditions, especially in its carpet and textile supply channel. To this, IKEA introduced its high fidelity IWAY (The IKEA Way on Purchasing Products, Materials and Services) code of conduct to audit the suppliers. Nevertheless, having complete, unconditional adherence in the supply chain is a monumental ethical issue that must continue to be pursued on scale, in a large, multi-layered and frequently covert supply chain [20].
The UK is a two-polar ethical scenario. Within the UK, IKEA is known to have such positive labour practices, as it is an accredited Living Wage employer, and publicly bound to the Modern Slavery Act. It is, however, plagued by serious ethical doubts on the global supply chain that supplies its stores in the UK. One enormous undercover study by the environmental pressure group Earthsight found that IKEA sold in the UK and Europe furniture created with illegally cut wood taken in non-commodity areas in Russian forests. This scandal showed that IKEA has serious, systemic problems in its supply chain auditing, and that its intensive dependence on third-party certifications such as the Forest Stewardship Council (FSC), which are easily compromised according to critics may have been part of the problem [21].
Sustainability and the “Greenwashing” Dilemma: IKEA has a marketing team that greatly emphasizes the brand as a hero of sustainability. The positioning has, however, often been criticized as being counter-intuitive to its business model of fast furniture. The model automatically promotes excessive consumption, speedy production and disposal culture. The enormity of raw materials, especially wood that IKEA consumes in the world, makes one think seriously about the environment. Critics believe that even the measures being put by IKEA (such as the sale of solar panels or the sale of vegan meatballs) are a positive move but it tends to be greenwashed, i.e. it creates an environmental halo effect whereas the actual result of the high-volume production scale is rather unhealthy to the environment [22].
Pricing Ethics and Supplier Pressure: In India, the IKEA penetration pricing is the key element of the marketing mix that focuses on the values of a very price-conscious market segment. Although it makes fashionable furniture accessible to the consumer in a democratic manner, it poses sophisticated ethical dilemmas of the huge pressures put on local suppliers. Suppliers have to be merciless in their cost-cutting activities to end up with prices that are low enough to satisfy IKEA’s standards. Such a race to the bottom may unintentionally encourage low labour practices, low wages or greenfelt practices by suppliers in a desperate effort to keep afloat and satisfy the demands of IKEA [20].
[bookmark: recommendations][bookmark: _Toc225414727]1.6 Recommendations
The overall outcome of the comparative-wise analysis of the macro environment, the marketing mix, as well as the ethical scenario reveals that IKEA will be advised to adopt the following strategic guidelines in its future international marketing capabilities:
1. Enhance Glocalization and Service Integration in New Markets: IKEA needs to keep on pushing its hybrid store format in India, with a prior focus on entering the digital-first tier-2 cities. More importantly, more product localization is needed. IKEA ought to focus on production of stronger and ready-to-assemble furniture lines and smoothly blended ultra-low-cost assembly services, completing the last obstacle to mass adoption.
2. Radically Increase Supply Chain Visibility and Traceability: IKEA must stop depending on compromised third-party certifications, such as the FSC, to curb the unending claims of greenwashing and unlawful sourcing. The firm must ensure that its global supply chain is audited with high standards of independence, transparency and rigorously. The credibility would be reinstated, and the sourcing would be ethical by investing in blockchain technology and providing end-to-end traceability of raw materials so that a UK consumer can trace the exact origin of the wood in his or her table.
3. Develop the Fast Furniture Model into full Circularity: In advanced, socially conscious economies such as the UK, IKEA needs to speed up the switch between an environmentally friendly linear model, namely take-make-dispose, to an actual circular economy. This entails the abandonment of token initiative. Such recommendations as massively increasing furniture buy-back and refurbishment initiatives, providing full scale, cost efficient in-store repair services, and radically reengineering products specifically on longevity, modularity, and recyclability at end of life are recommended.
4. Use Strategic, Fair-Trade Pricing Models: In the highly price-sensitive market such as India, IKEA should make sure that its low-pricing aggressiveness is not at the cost of the welfare of the suppliers. The firm must adopt fair-trade prices models that will ensure that all employees are paid a living wage in their entire supply chain. Promoting this devotion to ethical prices might become a new strong differentiator that will attract the increasing number of socially recognized consumers in the new markets.


















[bookmark: X8c7e9ccf6464d97d4559b790690800b926a757f][bookmark: _Toc225414728]Section 2: Reflective Account (Gibbs Reflective Cycle)
This section is a reflective account of the procedure to research, analyze, and prepare the previous comprehensive report on IKEA international marketing strategy under the Gibbs Reflective Cycle (Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan).
Description: The given task presupposed making of a deep, 5,000-word academic paper that would contain the comparative analysis of the market entry strategy and the marketing mix of IKEA in two different countries: India and the United Kingdom. The short required the addition of the PESTEL analysis, the examination of STP and 7Ps, the evaluation of the directional development strategy, and the critical analysis of ethical concerns.
My process started by fully dismantling the assessment specifications to have a hundred percent alignment with the grading criteria. Because of the sheer breadth of the issue, I embarked on a parallel research approach. I also applied more complex search queries to select the most recent (2019-2025) academic and industry research (a report by Mordor Intelligence and Ken Research), as well as valid news coverage relating to the two markets. After collecting data, I synthesized it and then organized the report in a logical way to allow easy comparison. To improve the level of analysis and visualization, I used Python programming (matplotlib library, to be more precise) to create original data visualizations: a radar chart to compare the PESTEL factors and a line chart to show uses of online sales. Lastly, I finished the report with a follow-up of abiding by the necessary academic writing rules and formality with adherence to the UWTSD Harvard style of referencing.
Feelings: When I began working on the project, I felt apprehension because of the magnitude of the required analysis. The comparison between a mature market such as the UK and the complex highly dynamic emerging market such as India meant even processing enormous amounts of disparate data. Nevertheless, when I divided the research into separate and easy-to-manage parallel streams (e.g. isolating PESTEL India form PESTEL UK), my original fear of it was replaced by a sense of control and concentrated action.
The process of writing and synthesis gave me a lot of intellectual satisfaction as I had to make evident, evidence-based comparisons. On a personal level, it was a very satisfying experience to discover how the inflexible DIY model of IKEA needed to change radically to fit Indian culture with the rules on labour. On the other hand, I also experienced a heavy burden of critical responsibility when doing the research and writing on ethical issues. This proved to be difficult, yet essential to remain an objective underdog offering a fair perspective of IKEA with its public significant sustainability statements and being an investigator of harsh truths of its supply chain disasters, including the Earthsight logging report.
Evaluation: Assessment of the process saw several areas that went outstandingly well. The method of collecting data was very good and systematic and parallel. The isolation of research topics helped me to exhaust all the areas of concern and avoid confusing the data of the two different countries. The inclusion of bespoke data visualizations gave a mighty boost to the quality of the report, offering unambiguous instantaneous visual summaries of complex comparative data, which is essential in a lengthy academic text.
Nonetheless, challenges were not left out during the process. One major challenge when seeking the best comparative data that is perfectly symmetrical in one variable and directly comparable in the other variable was a major barrier. As an example, using precise revenue values or online sales percentages of the very same quarterly financial periods, IKEA regional units or external analysts reported it differently on several occasions, which might have to be approximated and framed in the right context. Secondly, the synthesis of the ethical problems had to follow a delicate path in order to be scholarly and unbiased and at the same time, be able to cover the gravest charges properly.
Analysis: The research and writing process revealed some deep insights that were made into international marketing. First and foremost, it emphasized absolute and critical significance of the concept of glocalization. I have found that a massively successful and standardized international approach (such as DIY and large-store business model used by IKEA) can get a lot of backlash or even fail altogether, in the event that it does not take into account entrenched local behaviour and infrastructural constraints (such as the dependence on cheap labour and the need to be urban in India).
The comparison between the 7Ps proved that whereas the fundamental component, Product, may not change much around the world, such aspects as Process and Place, have to radically alter in order to survive. This is contributed by the ability of IKEA to switch to smaller high street shops in UK so as to deal with retail park losses as compared to the hybrid forms and heavy dependency on assembly services in India. What is more, the moral study highlighted the excessive susceptibility of contemporary global supply chains. The discussion revealed that a transnational corporation may pride itself on superior, compliant labour practices in its outlets in the United Kingdom, and at the same time have serious cases of ethical violation way back in its raw material procurement channel in other locations of the globe. This polar is a key moral in the difficulty of contemporary global business ethics.
Conclusion: Reflectively, the systematic, critical methodology adopted was very efficient in coming up with detailed, wholesome and scholarly report that addressed all the brief mandates. I was able to use various theoretical models (PESTEL, STP, Ansoff, BCG) to dissection of actual corporate strategies.
Given another performance of this task, I would dedicate more time to the investigation of the actual financial implications of the ethical violations on brand equity. More elaborate financial ratio examination used to justify the strategic proposals would be an added level of commercial discipline. Another extremely important lesson I gathered was how crucial it is to subject the corporate sustainability reports to a critical analysis in comparison to independent investigative journalism to reveal a more realistic and comprehensive image of the actual ethical practice of the company.
Action Plan: To continue with my academic path and professional growth, I will apply a couple of major actions that I have learned during this experience. One, I will keep developing my parallel data processing and synthesis skills since these were very essential in handling large scale comparative research. Secondly, I will enhance my knowledge about supply chain auditing systems and international trade law as it has been shown to be a significant area of weakness and strategic sensitivity among multinational corporations. On top of this, I will train into incorporating more sophisticated methods of data visualization in my reports to convey even complicated comparative analysis even better. Lastly, doing upcoming international marketing case studies, I shall train myself to immediately seek out the points of tension, the places where that standardized global image of a company conflicts with localized cultural or economic conditions of the target market. I have also been taught that it is in these areas of tension that one can expect to discover the deepest strategic insights as well as innovations.
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