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1. Introduction

   COVID-19 has had a powerful influence on global economic and financial markets, as well as becoming a worldwide public health tragedy. Disease-prevention measures implemented in many countries have resulted in significant earnings trimming, rised unemployment, and disorganization in the transportation, service, and industrial industries.
   Corona virus outbreak has had widespread economic consequences. The depression, which was the second largest global depression in recent history, reduced services sector business during the COVID-19 lockdowns, the 2020 stock trade strike, which included the largest single-week stock market decrease since the economic downturn of 2007–2008 and the impact of the COVID-19 on financial markets, the international supply chain problem in 2021–2022, the 2021–2022 inflation spike, lack related to the virus spread. The pandemic also played a role in the 2021–2022 global energy crash.
People and businesses were obligated to adjust to new working and wasting conditions as a result of the global condition.
  The following report I will discuss how IKEA, a massive global  furniture company  has responded to Cov-Id 19 situation.


2. What impact have marketing for the business environment
    Marketing is the process of connecting what products and services have to provide to clients who want and need them. It is multifaceted, encompassing everything from analysing the target market and the best way to be in touch with them to developing a plan of action for implementing the promotion through various marketing channels. The goal is to devise a strategy for developing, pricing, and distributing products and services in a way that meets the needs of both the seller and the consumer. It is a never finishing guarantee action that the message remains relevant to the needs and preferences of an intended audience.
(Heidicohen, Marketing definition 2022 )
 [Accessed on 05 May 2022]
Marketing is the activity, set of institutions, and procedures for creating, communicating, delivering, and exchanging value built on solutions for customers, clients, partners, and community as a entire.
1.Creating. Is an activity of working with suppliers and customers to grow valuable donation.
2.Communicating. Define those contribution in general, as well as learn from customers.
3.Delivering. Getting those contributions to the clients in the most cost-efficient way possible.
4.Exchanging. In exchange for those gifts, you'll have to trade value.

The four Ps are a typical way of looking at marketing components:
1.Product. Services and goods.
2.Promotion. Communication.
3.Place. Getting the product to a stage where it can be bought by the customer (delivering).
4.Price. The cost of the products in terms of money 
(Principles marketing, Defining marketing 2022)
 [Accessed on 05 May 2022]





2.1 IKEA origin and history
     IKEA was founded in 1943 in Sweden by 17-year-old Ingvar Kamprad, who is worth $3.3 billion. Kampard's fortune peaked at $33 billion, however he has given up the majority of his commercial share in the business to his charitable institutions. IKEA has 227 of its 298 existing stores in Europe, which it runs in 26 countries. It sells 9,500 goods and received 690 million visitors to its stores last year."
     Company began to spread outside of Sweden after that. Ikea started opening outlets in Norway and Denmark in the 1960s, continue to grow outside of Scandinavia in the 1970s, launching its first stores in Germany and Switzerland, followed by a lot of stores in Europe.
     IKEA raised its market over there continental Europe in 1974. It opened its first Asian store in Japan in 1974, followed by its first Australian store near Sydney and its first North American store in Dartmouth, Nova Scotia, Canada the following year.
    IKEA's expansion appeared to be unstoppable. It expanded to other nations in the 1980s, including the United Kingdom, Italy, France, Spain, Belgium, and the United States. 
(History of Ikea 2022)
 [Accessed on 05 May 2022]

2.2 The 4 PS of marketing process and how the IKEA promotes it’s products

    One of the most common marketing tools used by businesses to launch and promote their products is the marketing mix. Product, pricing, place, and promotion are the four Ps of the marketing mix. The marketing mix was coined by IKEA to explain the fundamental components of a marketing plan. It's crucial to IKEA since it can assist establish whether a product or service is appropriate for a specific customer base.

           Ikea's product strategies: 
Ikea is a well-known home furnishings retailer with a wide range of goods that are all part of the company's marketing mix. Externallh furniture, baby and children's items, eating, bathroom stage, desks, mirrors, beds and mattresses, chairs, kitchen, clothes storage, decoration, leisure, and safety products are all available from IKEA.
IKEA also has kitchen cabinets and appliances, lighting, small storage, sofas and armchairs, storage furniture, Swedish food, tables, textiles and rugs, tools and hardware, TV and media furniture, and wireless charging. All of them provide a comprehensive overview of all of the items and services available at IKEA locations.

           Ikea's price  strategie: 
    Ikea sells the majority of its items at modest rates, making it accessible to a wide range of clients. The majority of the furniture is flatpack, which helps keep the pricing cheap.
      The company goal is a business model, and concept are all based on reduced prices. IKEA makes low-cost furniture for the home and the workplace. It focuses on cost control and operational efficiency.
     Ikea produces in significant amount. As a result, it can keep its low costs and  enhance sales by selling at a low price.
(Marketing mix, services Ikea 2022)
 [Accessed on 06 May 2022]

          Ikea's location/distribution strategy:
    As part of its marketing mix, IKEA has a great location and distribution strategy. The following principles govern distribution: IKEA has a broad global distribution network. It is useful in enhancing the value to weight ratio because it has large manufacturing volumes and flat packages.
It operates in over 50 countries, including over 25 distribution centres. 
The outlets in over 350 countries sell over 12,500 goods.
The majority of Ikea stores are located in urban areas.
   Ikea also has a website where clients can order things and have them delivered directly to their homes.
            IKEA Promotion & Advertising Strategy
     Ikea places a lot of emphasis on its marketing efforts. 
 In its marketing   mix, the company use tools such as television, print,web commercials, and billboards.
    Ikea uses television, print, and social media to promote their products. It updates its social media sites with news, promotions, and events on a regular basis.
    Ikea offers a variety of discounts over the holiday season. In select stores, it also runs multi-buy promotions, where customers can get free products if they buy a specified number of items in one transaction.
   Ikea collaborates with well-known organisations and participates in humanitarian endeavours. It also sponsors certain activities on occasion. These efforts aid in the creation of a positive image in the minds of clients.
(How and what , Marketing mix Ikea 2022)
 [Accessed on 06 May 2022]





          Here are the other three Ps to make it the 7Ps marketing mix People:
    IKEA employees are given specific training in order to help customers understand the product. The sales team is crucial to the organisation; they are trained to be honest with consumers and have a passion for home furnishings.
Suppliers are also important to the business because they are the ones who come up with new and inventive product ideas. Ikea's brand image has been established by impresiv concept of sustainability for individuals. The company's employment base has grown over time, and it has a very strong relationship with its employees.
              Process:
IKEA employs a number of operational procedures. It has 44 manufacturing plants spread across ten or more countries. Ikea has a diverse product offering and is present on all continents. The company owns mills and manufactures high-quality items in addition to producing its own wood for furniture. It has its own manufacturing facility equipped with cutting-edge technologies that incorporate the concepts of sustainability and renewability. It also has a massive supply chain that buys items from vendors and delivers them to final retail outlets or over the internet. The corporation provides manufacturers with their own norms and code of conduct, which benefits the company by reducing final checks.
Physical Evidence:
   The most visible evidence is the company's massive outlets and stores, which have trails designated inside that direct customers to different regions. The stores are designed in such a way that customers stay occupied and visit every section of the store, proving that they provide more than just a shopping experience. They also have snack shops and babysitters to make customers feel more at ease. In order to provide ample parking and store space, the majority of Ikea stores are located on the outskirts of cities.
(IIde, Marketing mix of Ikea 2022)
 [Accessed on 07 May 2022]


1.1 IKEA Pestle analysis

    A company's PESTEL study is crucial for determining its future prospects. The PESTEL study is similar to a scientific investigation in that it considers a company's past and present state in order to predict its future advancement. The PESTEL analysis examines a company's growth drivers. It also determines the company's potential weaknesses and dangers. The external economic, political, and social aspects influencing IKEA's future expansion are detailed in the PESTEL research.

Political factors:
The following are some of the political considerations that have an impact on IKEA:
    When IKEA's origins were traced back to East German prison labour camps, it became embroiled in political controversy. IKEA vendors exploited prison labour to manufacture products in the 1970s. This accusation was confirmed by a report in 2012. To make amends, the corporation issued an official apology. More political conflicts emerged, however, when reports surfaced that IKEA founder Ingvar Kamprad was an active recruiter for the Swedish Nazi party. These incidents severely harmed the brand's image.
    Another issue that erupted in the political domain of Hong Kong was the Lufsig doll affair, which resulted in an explosion in the selling of this artefact.

Economic Factors: 
    A country's economic situation reflect its citizens' purchasing power. As a result, it is inextricably related to a company's operations. If a corporation wants to increase sales, it could look for markets that are stable. Here are some economic issues that may have an impact on the company's sales:
    Because of its cost leadership strategy, IKEA was able to navigate the 2009 economic crisis. As a result, their sales volume dropped by one percent.
    The IKEA chain increased the number of manufactured goods procured domestically in the UK by a factor of two. It occurred as a result of the pound's depreciation against the euro and the dollar.
    The fluctuating cost of raw materials is a critical aspect that might have a negative impact on the business.

 Social Factors:
     IKEA has been impacted by social situations in a number of ways. PESTEL analysis is a method of analysing a situation. IKEA demonstrates the impact of social circumstances on a company's brand image:
     To prevent cultural ramifications, IKEA must adhere to cultural conventions while branding.
      To strengthen its standing, the corporation must answer the complaints of clients from various countries.

 Technological factors:
    IKEA advanced technically by launching an e-commerce website for goods sales. IKEA's printed pamphlets are still in circulation. However, the internet can also be utilised to broaden a company's reach. PESTEL analysis IKEA highlights the technological difficulties it must overcome:
    To provide a smooth experience for customers, the e-commerce platform must be strengthened. Many clients are currently dissatisfied with the ineffective delivery management system.
    It is critical to generate positive consumer feedback in order to expand the firm. To enhance customer pleasure, the company should also avoid technological malfunctions. To gain trust, they should make reviews and ratings available on digital channels.

    Environmental Factors:
    Environmental awareness is growing over the world. Because of the delicate ecological condition, businesses must change their production methods to be more environmentally friendly. IKEA is aiming to improve its technique, and its PESTEL report outlines the environmental initiatives.
    The company is putting effort into the field of renewable energy. The stores will be powered by renewable energy.
It has invested billions of dollars in the development of renewable energy in developing countries.
It's also concentrating on making products out of environmentally friendly materials.

  Legal Factors:

  Legal difficulties have a significant impact on an organization's growth. A negative image is created by pending legal cases and/or multiple lawsuits. PESTEL (Pesticide, Toxic,     Environmental, and IKEA identifies the legal issues that the company should be aware of and address:
    A manufacturing company's backbone is its labour force. IKEA has received outrage from employees due to poor working conditions. The firm has being sued by the workers. If workers continue to work in deplorable conditions, bad press will inevitably follow.
   IKEA must abide by the labour regulations of the countries in which they establish manufacturing facilities. It ensures that workers are not put in life-threatening circumstances.
   Customer satisfaction is critical, and poor-quality items might jeopardise it. Clients may file lawsuits against the company, and the company may face legal action.
(Edraw max, Ikea Pestle analysis, 2022)
 [Accessed on 07 May 2022]

1.2 SWOT Analysis of IKEA

2.4(1) STRENGTHS:     
· CREATIVE DESIGNS
    People all throughout the world admire IKEA's innovative furniture designs. When customers go shopping for furniture, they prioritise IKEA's products because of their distinctive designs. IKEA furniture is lightweight and portable, with beautiful and discreet designs. After purchasing and transferring them to your location, you may quickly assemble them at home.

· MARKET RESEARCH
   IKEA's customer psychology market research is impressive. They understand               exactly what customers want in terms of home furniture and appliances, which is why they have been in business for so long. It is also why the corporation continuously changing the designs of its products to meet the demands and desires of customers.

· RECOGNIZED BRAND
    According to Forbes, approximately 957 million people visited IKEA locations in 2018, with approximately 2.5 billion visiting the company's online retail business. These statistics show that the company is extremely popular with the general public, which is why millions of people visit brand stores both online and offline all over the world.

· AFFORDABLE PRICES

     IKEA's capacity to maintain operational and other variable  low prices allow the company to provide its customers attractive pricing. The corporation is constantly looking for new manufacturing processes in order to keep operating costs low. As a result, the company is able to provide unique designs at a reasonable price.
· MARKET LEADER
    Forbes estimates that IKEA has 422 retail locations in over 50 countries. In addition, the brand has 38 distribution locations in roughly 18 countries, 19 new retail stores in 11 countries, and 41 shopping malls in roughly 15 countries throughout the world.
   The brand's global presence may be seen in the retail outlets and distribution centres around the world. Economies of scale assist the business in lowering operational costs and gaining a competitive advantage in the market.

· VAST PRODUCT PORTFOLIO
    According to estimates, IKEA sells over 9500 products worldwide, including furniture, accessories, and appliances. Customers can also get restaurants, shopping malls, and a variety of other items and services from the organisation. IKEA's product line is diverse, stylish, high-quality, and one-of-a-kind. Over the years, it has aided the organisation in developing its brand identity in the marketplace.

· STRONG BRAND VALUE
    Forbes estimates IKEA's brand value to be around 1530 billion dollars, while Interbrand values the company at 1746 billion dollars. The company's overall strength is bolstered by its strong financial position and extremely loyal customers.
GOOD RELATIONSHIP WITH SUPPLIERS
    Because it buys raw materials in large quantities, IKEA has a strong relationship with its customers. Suppliers prefer IKEA because large orders allow them to save money on inventory management. Because the company sells products to millions of people worldwide, the brand must keep inventory on hand.



2.4(2) WEAKNESSES
· POOR QUALITY OF PRODUCTS
   There have been instances where IKEA furniture has been found to be of poor quality. People claimed that their furniture broke down just a few days after they purchased it. Because furniture is something we use on a daily basis. As a result, its quality is critical.
Many people believe that because IKEA sells elegant design furniture at such low prices, the company is not maintaining the quality of its products.

· ASSEMBLING ISSUES
    Many people disagree with the company's premise that assembling furniture at home is easier. When it comes to assembling the furniture after getting the merchandise, several consumers have also reported this. Some components of the furniture, such as nuts, bolts, and screws, are missing. As a result, without the missing nuts and bolts, it becomes difficult to put the various sections together.

· SHIPMENT & DISTRIBUTION PROBLEMS
· As we all know, IKEA is a global multinational corporation with operations in over 50 countries. Because furniture is such a large and heavy object, it requires a large amount of storage space. It is also different when it comes to transporting large items in various parts of the world, and the corporation has encountered shipping and distribution issues.
· NEGATIVE IMAGE IN PRESS
IKEA has been portrayed negatively in the media over the years. Several company employees have expressed dissatisfaction with the company's long work hours and deplorable working conditions. Many experts have criticised the company's non-Western advertising strategies. Several incidents involving IKEA products have occurred. As a result of such news and media reports, people have begun to distrust the company's products.
· LESS DIFFERENTIATION
    IKEA has also been accused of following market trends by a number of people. The company uses an existing design and tweaks it slightly. It implies that the organisation does not provide clients with anything distinctive.
· WEAKER IN THE ASIAN MARKET
According to estimates, IKEA sells roughly 80% of its products in Europe. In 2018, the Asian and Australian markets accounted for approximately 5% of the company's total sales. It exemplifies the brand's weakness in the Asian market. It has a lot of room for growth, and the corporation must prioritise it.


2.4(3) OPPORTUNITIES

· ONLINE SHOPPING AND DELIVERY SYSTEM
Despite the fact that the company has an online furniture retail website that has received millions of visitors in recent years. To capitalise on the opportunity presented by online shopping trends, the corporation should devote its entire attention to the online store. IKEA's shipping and delivery system is inefficient. If the brand can improve it and ensure secure delivery to its customers, the company's sales and profits will increase.


· EXPANDING THE PORTFOLIO
    IKEA is in the food, grocery, and fashion industries, as well as the furniture business, as some of you may know. It is a huge step forward for the business. The company's growth rate would be accelerated if it continued to expand by seizing more and more opportunities.
· NEW MARKETS
    The popularity of environmentally friendly products has skyrocketed in recent years. If the company can create a raw material that is not harmful to the environment, it will be easier to attract environmentally conscious customers. It would be a huge boost for the company.

2.4(4)THREATS

· HIGHLY COMPETITIVE MARKET
   The furniture industry is becoming increasingly crowded. Customers can also find low-cost furniture at large retailers. If competitors continued to enter the furniture sector, it would be extremely damaging to the brand's market share.
· DISSATISFIED EMPLOYEES
As we all know, skilled professionals are a valuable asset to any company or organisation. IKEA employees have complained about being mistreated by the company and not being paid for overtime. It resulted in a lawsuit, which the corporation eventually settled for millions of dollars.
 LAWSUITS
   Disgruntled employees, a negative media image of the company, negative reviews, and enraged customers would band together to file a class-action lawsuit against IKEA. If this happens, it will be disastrous for the company and will cost the brand a lot of money. As a result, the company must be aware of such risks and take appropriate precautions.
· LACK OF SUSTAINABILITY ISSUES
Many green critics argue that the company's business strategy and eco-friendly products are not long-term viable. As a result, the company loses new customers every year. Even IKEA's business model is based on the destruction of trees. The corporation will be unable to produce its products if trees are not planted.
(Swot and Pestle analysis of Ikea, 2022)
 [Accessed on 08 May 2022]


Conclusion

   IKEA is now a well-known brand. The strength of marketing, on the other hand, is visible in its success.
    Is one of the world's largest corporations, with a presence in a variety of industries and a reputation for providing high-quality goods at reasonable costs. It is well-suited to both customers and the industry. The brand identity was created by the way it employed each piece in a unique way. With constant efforts, consistent market promotions, and a wide range of products, IKEA is poised to soar to new heights and gain a stronger market position in the near future.
   Product quality and price strategy are the most significant factors in any market. IKEA has done an excellent job of balancing these two factors. Its products are not only inexpensive, but also of excellent quality. Apart from that, IKEA has added to the overall experience by providing excellent customer convenience and attempting to involve customers as much as possible. Catalogs are the company's primary marketing communication tool. Print and digital media are also significant in the marketing of the company's products and brand promotion. It has also released an app and is utilising augmented reality to provide a better experience for users. The case of IKEA demonstrates that worldwide marketing necessitates intense effort, and that, in addition to advertising, you must better engage your customers.
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