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[bookmark: _Toc222159010]1. Organisational Context and Overview 
[bookmark: _Toc222159011]1.1 Background
IKEA is a multinational conglomerate company which founded in 1943 in Sweden. It is a luxury furniture manufacturing company in the global market. IKEA company contribute to the wooden furniture industry at a high rate. It has a significant growth for the lats 20 years. Currently, the company emphasis on the sustainable manufacturing system, which improves the performance and helps to operate the business in 24 stores in 9 countries (Han, 2023, January). Emphasising the sustainable wooden manufacturing system has increased the market share by 8% in the last 10 years. Currently, the market value of Ikea is- $25.7 billion USD (2023) (Caballini and Benzi, 2023). IKEA is a dominant company in the wooden furniture manufacturing industry because it offers affordable and sustainable home furniture to customers. 
· Mission and vision statement – To create a better everyday life for people 
[bookmark: _Toc222159012]1.2 Business Model 
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Figure 1: Business Model Canvas
(Source: Moyo, 2021)
The business model of the organization is consisting with function, quality, form, sustainability and low price. The company aims to motivate the customer by offering affordable, high-quality furniture to the customer. Sustainable initiatives of Ikea influence the customer to follow a healthy lifestyle and way of living (Hossain and Sultana, 2024). It ensures that products are attractive and accessible. A sustainable manufacturing system reduces the product process. It increases the market reach. 
[bookmark: _Toc222159013]1.3 Key competitors and market position 
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Figure 2: Perceptual mapping
(Source: Self developed, Idea taken by Global Data, 2026)
To develop a strong position in the market, it is essential to follow the current trend in the market. It has been found tahta Ikea company is failed to maintain the brand position for the long time. With the help of its own brand's innovative approach, competitors’ brand has now taken the position (Jacob and Mora Chaves, 2021). The Amazon company is highly popular for its innovative approach and creative design. As an online retailer, the brand position of Amazon is very strong, which influences the brand value of Ikea. Wayfair is another competitor which is aggressively take the strong position in the market. This discussion highlights that it is essential for the organisation to improve its online performance to maintain customer engagement. Walmart and Target are other retail chain which gives strong competitive threat to Ikea. Budget friendly home furniture offers by these two companies which reduce the demand for Ikea product (Dahlheim and Myhrman, 2023). As per the competitive position of Ikea, it is clear that the lower price and long-term durability of the competitor's brand create a unique position in the market. 
[bookmark: _Toc222159014]2. External and Internal Environment Analysis 
[bookmark: _Toc222159015]2.1 External Environment Analysis 
Political – Maintaining the political stability in the market is highly essential. It has been found that the company is following all the political regulations to avoid any legal dilemma.  As per, Ban (2024), IKEA company is operating in more than 50 countries where the tariff rate is different and unstable. Due to the high traffic rate, the global supply chain cost of the organisation increases at a high rate. 
Economic – The global pandemic has a significant impact on the business function. The company has failed to maintain the brand position during the global pandemic. As per, Longani and Sharma (2024), A low-cost pricing strategy helps the company to remain sustainable in this period. Ready to assemble product thrives during this period. Global pandemics reduce the spending behaviour of the customer. The customer only prefers to buy the product which is needed and affordable.  Customers conduct a brand assessment before buying any product during this period, which increases the competitiveness in the market. 
Social – From the customer perception analysis it has been found that customers are now create demand for the product the stylish and sustainable products. Functional furniture is more preferable to customers. As per, Cannava et al. (2025), Urban population prefer high quality, stylish product which offer by the Ikea company. Personalisation is another key USP of the organisation. 
Technological – A rapid change has been noticed in the product and service preferences of customers. According to, Sridharan and Shrimali (2021), Digital transformation now increases the rate of online shopping. The company has to develop an online promotional platform to meet the trend in the market. The company integrated advanced technology to streamline the logistics operations. The decision to integrate advanced technology lowers the production cost. 
Legal – Legal factor has a significant impact on the business function. It has been found that the company follow the safe regulations to avoid any legal barrier. Following the labour laws and regulatory system avoids criticism in the market (Bäckman and Engdahl, 2022). Adhering to the international labour standards across the global supply chain network builds strong trust among the shareholders. 
Environmental- Currently, the perception and choice of the customer is changing. As per, Miller and Smith (2021), Customers are highly sensitive towards the product quality and service. It increases the demand for sustainable products. The company is committed to reducing the waste generation rate by 2030. Focusing on the circular economy principles helps the company to minimise waste. 
[bookmark: _Toc222159016]2.2 Identification of critical success factors
· Cost Leadership & Affordable Pricing:  Identification of the critical success factor is highly essential for an organisation. It helps to denote the main focused area of the organisation that supports the growth and prosperity of the business. It has been found that the company is folliwning cost leadership approach in the business functions, which applied cost cutting method (Hagberg and Jonsson, 2022). Cost cutting method improve the brand preference over time. Mainly, it reflects on the financial health of the organisation. A cost-cutting leadership approach allows the organisation to follow an affordable cost strategy. As per the current market assessment, it suggests that the company should follow an affordable pricing strategy for resilience purposes.
· Distinctive Scandinavian Design: The marketing manager of the company makes the decision to follow to high quality products and services manufacturing system. The production and manufacturing manager combines functionality and quality with a modern design to build strong customer trust (Miller and Smith, 2021). The managing committee does not compromise with the product quality, which maintains the brand position in the market. Five-dimension approach of the company is highly effective in this case. 
· Optimised Supply Chain & Logistics: The company is following a highly efficient and integrated supply chain network. Liaqat (2022), stated that the company offers high-volume production to meet the current trend in the market. An integrated global supply chain network offer consistent flow of goods in the market. Localised system maintains the distribution network throughout the 28 stores in 9 countries. 
[bookmark: _Toc222159017]2.3 Strategic Challenges 
· Market adaptation and expansion – The market adaptation and expansion strategy of the company is very poor. The company does not use advanced technology like AI and Blockchain for market assessment, which decreases its knowledge of the market trend. As the company expand the business in the new market, it is essential for the company to balance the global brand identity and local preference. As per,  Burt et al. (2021), Poor market assessment does not allow to successfully maintain the balance in these two components. Diverse perspectives of the customers create complications in product designing. Adopting a diverse perspective and different consumer taste ctraetae barrier to maintain trust and loyalty. 
· Digitalisation and urbanisation – There is another major challenge experienced by the company, which is related to digitalisation and urbanisation. With time, the company is not able to integrate the advanced system into the business function (YUZYK and YUZYK, 2022). There is no advanced movement that has been noticed in the last 5 years, which is the main reason for the massive fall in the global market. Rising customer demand towards online shopping create threat to the traditional business model. City centre location-based ecommerce business is now getting popularity. IKEA does not offer a seamless ecommerce service to the custosmer which enhances vulnerability (Burt et al., 2021). 
[bookmark: _Toc222159018]2.4 Internal Environment Analysis 
[bookmark: _Toc222159019]Value chain analysis 
	Primary activity

	Inbound logistics 
	The managing committee of the organization take the decision to source the products from the local area. 1200 suppliers work contract basis with the firm in over 50 countries to maintain the inbound logistics operations (Liaqat, 2022). 

	Operations management
	The operation management of the organisation follows democratic designs. It balances the function, quality, and price rate. The company has 40 production units to control the cost. 

	Outbound logistics 
	A flat pack system is adopted by the company to feature the product. Following this system drastically reduces the shipping cost and storage space (Miller and Smith, 2021). 

	Marketing and sales 
	 The marketing and sales stream of the organisation is very poor. The company does not follow an omnichannel marketing strategy, which create barrier to maintaining stable relations. 

	Service 
	The service offering of the company plays a vital role in developing the brand perception among the customers. The service model of the company is dependent on the service where customers pick up and assemble the products as per their choice to save money (Hagberg and Jonsson, 2022). Self-service options promote loyalty in the market for the urban and busy low-income population group. 

	Support activity

	Firm infrastructure 
	 IKEA is folliwning decentralised approach in the workplace.  This approach allows the organisation to collect the opinions from the employees to select the most relevant one. As per, Miller and Smith (2021), Decentralised structure allows to consider the opinions of the regional manager to maintain the brand position. 

	Human resource management 
	The HR manager of the organisation emphasis on the collaboration and togetherness. It has been found that the HR manager aims to develop a positive work culture. 

	Technology development 
	IKEA company made the decision to invest in the automated warehouse and functions which help to improve the operational activity from the previous time (Bäckman and Engdahl, 2022). Inventory drone, 3d modelling, etc., is used by the company by replacing traditional approach. 

	Procurement 
	The managing committee of the organisation focus on the high volume long-term contracts for procurement. It scales up the economic performance of the organisation (Sridharan and Shrimali, 2021). 


[bookmark: _Toc222159020]


2.5 Strategic Capabilities  
VRIO framework 
	Resource
	Valuable
	Rare
	Imitable
	Organized
	Competitive advantage

	Flat-Pack Design
	Yes
	Yes
	Yes
	Yes
	
Sustained Advantage


	Supply Chain Efficiency
	Yes
	Yes
	Yes
	Yes
	
Sustained Advantage


	Furniture Quality
	Yes
	Yes
	No 
	Yes
	
Temporary Advantage


	Global Store Network
	Yes
	Yes
	No
	Yes
	Temporary Advantage


The above table provide broad understanding regarding the current resource capabilities of the organisation. As per the current internal and external scenario, the company adopt the strategic decision which offer moderate, sustainable position in the market (Cannava et al., 2025). Mainly, the furniture quality has degraded from the previous time, which does not allow the company to offer high-end value. 
[bookmark: _Toc222159021]2.6 Critical Discussion on organizations contribution of Internal Strengths to Competitive Advantages 
As per the internal environment analysis, it is clear that the democratic design is the core value of the organisation. Democratic design improves the brand position in the market. Following this design enhances the brand reputation (Longani and Sharma, 2024). IKEA is highly organised in nature. It helps to capture the value through its unique corporate culture. The decentralised approach allows the organisation to focus on the new suggestion of the regional manager. As per, Ban (2024), The cost-conscious behaviour of the leader reduces the operating cost. As the inflation rises, cost cutting approach maintains the balance over time. The decentralised approach of the organisations supports innovation and creativity. The company's influence in several research and development program tio improve the product quality. The experimental approach of the organisation supports long-term growth and adds value in the operational activity. 
[bookmark: _Toc222159022]3. CSR and Sustainability objectives  
IKEA has the vision "to create a better everyday life for the many people" This vision shows the sustainability aspect and provides a positive impact on human beings' lives. IKEA has some values in their business, which are togetherness, caring for people and planet, which shows the sustainability goal of IKEA (IKEA, 2026).
Core business objectives: The core business idea of IKEA is to provide well-designed and functional home furniture, and along with that, they focus on function, quality, form, suitability and low pricing (IKEA, 2026). 
Sustainable objectives: They have a current target for 2030 for their sustainable agenda. All the sustainable agendas are aligned with the main business objectives and vision of the organisation. The sustainable agendas are:
· Inspiring 1 billion people to make a healthy and sustainable living.
· To reduce emissions by 2030 and reach net zero by 2050 (IKEA Global Sustainability Report, 2025).
· 100% use of renewable energy and recycles materials by 2030 for production.
· Maintaining gender equality and inclusiveness within the organisation.  
Current sustainable strategies 
According to the IKEA Global Sustainability Report (2025), the organisation has taken some sustainability initiatives, such as sustainable sourcing by enforcing the IWAY supplier code of conducts and as per the report of 2024, 98% woods used by IKEA was FSC-certified or recycled. They have already taken initiative and invested 1.5 billion pounds in renewable energy resources and have installed 327 wind turbines. They have taken philanthropic initiatives by investing 2 million pounds to support vulnerable families and children (Altmann, 2025). They have taken the circular model, but still, they are facing the issue of waste. As per the FY24 report of IKEA, they can reduce 5% of total emissions compared to the previous year and 28% reduction compared to 2016.
[image: The graph shows Ingka Group's path to net zero: percentage reduction FY16-FY24 30%, emission reduction by at least 50% in Fy30, emission reduction by at least 90% in FY50.]
Figure 3: IKEA net zero target of 2030
(Source: IKEA Global Sustainability Report 2025)
[bookmark: _Toc222159023]4. Comprehensive and holistic view of the organisation 
[bookmark: _Toc222159024]4.1 Balanced Scorecard 
Balanced scorecard is a strategic management framework that helps to evaluate the organisation's mission and strategic decisions. It balances the traditional financial metrics with non-financial metrics (Kumar et al., 2024). The four key factors of balance scorecard are critically evaluated below, 
To create a better everyday life

Figure 4: Balance scorecard
(Source: Ikea, 2026)
	Perspective
	Objectives
	KPI
	Targets
	Initiative

	Financial
	Cost efficiency
	Revenue growth
	The main target of the organisation is long-term profitability and business resilience. 
	The company take the decision to adapt the modular designs in the manufacturing and production unit. The decision to adopt the modular design helps to influence the purchase decision of customers (Dahlheim and Myhrman, 2023). Module design is currently popular among the urban population. As the company is rapidly expand the business module design helps the firm to influence the purchase decision. For long term profitability and cost efficiency, this is a major footstep taken by the company. As per, Jacob and Mora Chaves, (2021), Modular design support sustainable initiative of the organisation, which helps to get the support from the investors. Module design allows Ikea to offer customise product to the customer. Its emphasis is on the interchangeable components to satisfy the customer. For long-term growth customisation option helps the organisation. Under modular products designing, Ikea offer the user the ability to rearrangement and repair the product as per their preference at free of costs. To promote customer loyalty, this initiatiuves taken by the company which enisre ling term and profit. 

	Customer
	Build brand loyalty

	Brand awareness metrics

	Urban population group 
	Currently, customers are looking for attractive stores. Due to this reason, the marketing manager of the company made the decision to redesign the stores with an innovative solution. Creative approach and attractive component influence the choice of the customer (Hossain and Sultana, 2024). To enhance the customers' shopping experience, Ikea has now started to offer a digital shopping platform. As per, Caballini and Benzi (2023), Designing a new, creative digital shopping platform to boost customer engagement. Along with this, it has been found that the company adapts several loyalty programs to increase brand awareness in the market. The monthly loyalty program ensures that customers are aware of the new design and items launched by the company. 

	Internal Processes
	Product innovation

	Time-to-market for new products

	Influence the purchase decisions
.
	IKEA's emphasis on product innovation to maintain its brand position in the market. The company adopt lean logistics operations to eliminate the waste from the operational area. Investment in renewable energy sources is the main key USP of the organisation (Han, 2023, January). For supply chain efficiency, the company has started to use several new tools and technologies. As per the United Nations’ proposed goal, the company has to reduce the waste generation rate. Investment in the creative product helps the company to keep its promise. 

	Learning & Growth
	Skills development

	Staff retention rates
	Skilled and efficient employee base 
	The managing committee of the organisation is highly sensitive about employee performance. High consciousness about their performance ensures that the employee gets the proper training as per requirements. Ikea support to develop the skills and competencies of the employees to meet the organisation's requirements (Caballini and Benzi, 2023). The manager offers rewards and recognition to the employees for their efforts and contributions. Cross-functional collaborative approach of the hr ensure that the company maintain positive work culture. Training and reward initiatives of the organisation increase the staff retention rate (Hossain and Sultana, 2024). 


The able table revealed that the ofaghnsitation balance the affordability of products with profitability by leveraging modular design. The brand emphasises the low prices without compromising product quality, which ensures efficiency and consistency in the market. 
[bookmark: _Toc222159025]5. Strategic Choices and Implementation  
[bookmark: _8h214srh12q6][bookmark: _Toc222159026]5.1 Strategic choice on the business level using Porter's generic strategy
As per Porter's generic model, there are three main strategies that firms can adopt to gain competitive advantages, such as cost leadership, differentiation and focus. Cost leadership strategy is taken while the firm uses an innovative strategy to reduce the operational cost and maintain competitive pricing (Acar, 2024). On the other hand, a differentiation strategy is applied while the firms gain competitive advantages through differentiation, and a focus strategy is taken while a certain niche of the market is focused. 

Figure 5: Porter’s generic model
(Source: Self-developed ad idea taken from Acar, 2024)
According to Abubakar et al. (2024), in the case of IKEA, a cost leadership strategy is taken by IKEA, and they have taken the initiative to use resources efficiently and try to adopt the recycling strategy to reduce waste and reduce production costs so that they can set a competitive pricing for their products. They have already taken the initiative of logistic optimisation, which encourages shipping more items in a truck and reduces fuel consumption and transportation cost. The green tech adoption of IKEA also encourages reducing the production cost and energy cost, and thus cost leadership strategic choice is adopted. 
[bookmark: _uksirwknrhxy][bookmark: _Toc222159027]5.2 Strategic choice in corporate level 
According to the business strategies, international expansion is the main strategic choice of the organisation. The organisation wants to diversify their business in different geographical locations (Bourny et al., 2023). IKEA operates in more than 60 markets, and it has more than 450 stores all over the world. The strategic choice gives them the opportunity to establish the firm as a global organisation. The organisation uses international expansion through the I-R framework. It is found that the organisation has taken the multidomestic or localisation strategy in different locations. Based on the needs of the society, the culture and the sustainability situation, the firm operates business in more than 60 countries (Vanathi and Raj, 2023).  
The organisation has adopted wholly owned subsidiaries and a franchising strategy for entering the international markets. The organisation has taken a glocalisation strategy, which is quite similar to the transnational strategy. For example, IKEA has initiated assembly-on-premises service in the Indian market because in India, the DIY culture is less prevalent (Lindholm, 2022). In India, IKEA has initiated the use of fully EV delivery of furniture in homes by 2025. This is initiated to reduce the carbon footprint in last-mile delivery. On the other hand, in the UK, a Circular Hub has been initiated where second-hand furniture is sold to implement a circular economy by 2030. 
[bookmark: _r2km9oe412du][bookmark: _Toc222159028]5.3 Change management and impact on strategic implementation 
Using Kurt Lewin's change management model, three stages are used to implement the circular economic initiative and contribute to climate-positive initiatives by 2030.

Figure 6: Lewin’s change model
(Source: Self-developed and idea taken from Ellis, 2023)
Unfreezing: In this stage, the organisation focuses on the identification of the need for the change. They have identified that waste generated by fast furniture is one of the organisation's major issues. Then the leadership communicated with all the stakeholders about the people and planet positive strategy taken by IKEA (Charkaraborty, 2025). Through the communication, the main purposes and requirements are discussed with them. They have already introduced the IWAY Code of Conduct to change suppliers' manufacturing standards. 
Change: To implement the change, leadership has adopted some sustainability policies. They have redesigned their products and introduced a strategy to reuse and recycle wood and other materials. The repair initiative has been taken, and reselling second-hand furniture helps implement the circular economy (Ellis, 2023). The leadership approach and the initiative to provide training to the employees on the circular economy help in implementing change.  
Refreeze: In this stage, the change is institutionalised, with sustainability-based incentives provided to employees and store performance metrics set to measure carbon and waste reduction. Standardised. Standardised reporting through CSRD compliance and integrating progress into the annual report can help retain the change. In some regions, according to Atamewan (2023), circular hub hubs are to sell or sell second-hand, refashioning the change as a shopping experience in IKEA stores. 
[bookmark: _tnxl883auhqt][bookmark: _Toc222159029]6. Strategic Evaluation and Recommendations  
[bookmark: _y1fp0d6l4cc2][bookmark: _Toc222159030]6.1 Application of the Ansoff matrix to the current strategy of IKEA
According to the Ansoff matrix, there are four strategies: market penetration, market development, product development, and diversification. In the market penetration, existing products are sold in existing markets; in market development, existing products are sold in new markets; in product development strategy, new products are sold in existing markets; in diversification strategy, new products are sold in new markets (Zugay and Zakaria, 2023). 

Figure 7: Ansoff matrix
(Source: Self-developed and idea taken from Zugay and Zakaria, 2023)
IKEA has taken market development and product development in different regions. 
Product development: IKEA is expanding their product range in different regions. They have taken the new service like Sustainable Home Solutions and Circular products (Mahalakshmi et al., 2024). The IKEA home Solar program helps to buy solar panels in an easy way and saves conventional energy. They modified their products with sustainable materials to reduce the waste and the carbon footprint. The product development strategy focuses more on sustainability, which requires higher pricing or investment, and sometimes conflicts with the organisation's cost leadership strategy. The quality compromise is also seen in the product development. 
Market development: The organisation has taken the initiative to expand its business into new markets, such as India and Latin America, which are emerging markets. They have taken flat-pack furniture models and domestic design, aligning with the culture and needs of the new market and all their products. According to Longani and Sharma (2024), IKEA has initiated their business in India using EVs to reduce its carbon footprint and reduce waste. Entering the emerging market has given IKEA the opportunity to improve its business financially, and its reputation for sustainability approaches has been enhanced. However, cultural issues and conflicts can be seen in new markets. 
[bookmark: _7zxqnxove4g2][bookmark: _Toc222159031]6.2 Recommendations
There are three main recommendations which can enhance the strategies of IKEA to gain competitive advantages and enhance the suitability approaches. 
Shifting product manufacturing to providing service: 
IKEA should rent their furniture by adopting a subscription model in the urban regions. Apart from selling products to customers, they should also offer furniture rental services for office setups on a subscription basis. It is a unique way to provide customer lock-in, and it can also solve the issue of disposable furniture's reputation. It can enhance revenue generation and improve product life span. For example, as per Dhanked and Lee (2025), the organisation has already piloted the strategy in Switzerland, Poland and the Netherlands in a small business office setting, and it has become a huge success. 
Hyper-localisation strategy and supply chain: 
IKEA's market development strategy has various criticisms for its carbon footprint, so the regional micro-factories and 3D printing hubs at the regional level in the emerging markets like India or Latin American countries can enhance the supply chain optimisation. The local recycling strategy of waste can reduce the waste and also reduce lead time and shipping costs. To achieve the triple bottom line success of suitability, it can help to reduce cost, emission and create local jobs. For example, according to Fortune India's report by Mishra (2025), IKEA has taken the initiative in India, where 30% of their products are manufactured locally, which reduces the cost and gives competitive advantages. 
AI-driven Smart Home integration:
The organisation should integrate AI in their Smart Home initiative using the Home Smart app. The health and situation of the furniture, maintenance, repairing, resell options are provided through the AI-integrated apps, and it gives them differentiation through technological advancement and innovation. It also gives better customer experiences and improves the life cycle of the products. For example, IKEA News (2022), IKEA Home Smart app gives the opportunity, but it can be enhanced by integrating AI like Apple's HomeKit. 
[bookmark: _ewtejpf2urb6][bookmark: _Toc222159032]

Section 2 Reflection 
Using the Gibbs reflective cycle, by using the six stages of reflection, I can explain the experience of conducting the research. 
Description 
Section 1 is a consultancy report where the strategic management of an organisation is evaluated critically, and then the current situation of the business and its sustainable approaches are discussed, and recommendations are drawn to enhance the strategy (Nurlatifah et al., 2023). The previous section that I have done consists of five parts. I have chosen the IKEA organisation, which is a global furniture retail for analysing. While I was researching the current environmental aspects of the organisation by using different frameworks and models, I found that their production waste is their main issue. They have initiated a circular economy and recycling process, but they failed to implement the strategy in the proper way, so they are still facing the waste issue. I have done PESTLE, SWOT, Value chain, VRIO analysis, etc. All these are learned from the module and the lecture. Then the balance scorecards, KIs for business performance are done. Then, for analysing the current strategy of the organisation, Porter's generic model, internationalisation model, and for recommendation Ansoff matrix models are applied in this work. The entire work has been done through research from the annual report IKEA, suitability report, their websites and different articles and journals which have been written about IKEA. 
Feelings
While researching section 1, I have found various different information from the website and annual reports of IKEA, and I felt very confident to conduct the research. I have gathered knowledge and information on the different business models and theories for analysing the strategy of any organisation. I effectively used those models and frameworks in the case of IKEA; however, I felt quite confused while researching IKEA's strategy. Some different information on the strategies of IKEA has been identified, which couldn't be aligned with the Ansoff model. So, I had to research more and evaluate in-depth the different strategies. I had to evaluate the strategies that Ikea used in different countries like India, Poland, Switzerland, etc. I also faced issues while applying Kaplan and Norton's balanced scorecard model to measure the operational performance of IKEA. I had some knowledge and concept of the balance scorecard model, but I never applied this on any real case study. While I applied the model, I was very scared, and then I overcame the issue. So, the overall experience of conducting section 1 was mixed. 
Evaluation
I have evaluated and identified that my research was very good, but while synthesing I faced some issues. Initially, I did a PESTLE analysis, and while I analysed the organisation's different aspects based on the external factors, I researched a lot of information on that, but faced issues while synthesising. While I was researching with the website information, I found different information on the sustainability approaches, strategies and different aspects of business strategies of IKEA, but while I started gathering information from different articles, I faced issues while integrating that information with this part. I have also identified that I faced some time management issues while conducting the work because I failed to meet the deadline. Overall, I have gained the implications of the models and frameworks, and I have gathered knowledge on the business process and strategy of IKEA. 

Analysis
While I was conducting the section, I analysed most of the business frameworks or models and theories which were taught to me in the class, and the success of my learning was reflected in section 1. In the section, I had to use strategic frameworks, growth frameworks, and strategic frameworks as well as KPI models (Banu et al., 2022). I can use the learning for the future development of my academic and professional life. The strategic management module consists of different theories and frameworks, and it also gives an insight and in–depth knowledge on the strategic management and business processes. That knowledge will help in the next modules or further academic modules because, based on these theories and models or concepts, those learnings will be easier. On the other hand, I can use this knowledge and these practices in my professional career development, where I can implement and make better professional positions. 
Conclusion
It can be concluded by saying that the module and the section 1 report gives me the opportunity to implement the learning in the real life case and I faced different issues and hurdles while implementing the theoretical knowledge in the practical field, but then with the help of my tutors and peers and self-evaluation, I have overcome all the hurdles and completed the part with success. 
Action plan 
	Area of improvement
	Actions taken
	Measuring progress
	Timeline

	To enhance my synthesising skills 
	I have to use the matrix method or synthesis matrix where the sources are listed in X axis and key themes in Y axis. Then, using analogical thinking skills by application on concept to different skills can improve the synthesising ability. 
	I have to record my progress and self-evaluation. I have to synthesise sources of concepts with other topics weekly 2 times and evaluate progress. 
	3 months 

	To improve time management skills 
	I have to use the Pomodoro technique to enhance my time management skills (Pedersen et al., 2024). I have to prioritise my most important tasks and use Time blocking using a calendar. 
	I have to track the deadline and self-evaluate my ability to meet the deadlines. 
	2 months 
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