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[bookmark: _Toc224848893]1 Introduction
International marketing enables firms to increase their operations and adjust their strategies in various markets. Global retailers need to adapt their marketing strategies to cultural, economic, and consumer behaviour variations in every nation. IKEA is one such company that operates in numerous global markets but still has the same brand name on affordability, functionality and unique design. IKEA was founded in Sweden in 1943 and has become one of the largest home furnishings stores in the world, offering ready-to-assemble furniture and home products designed for modern living (IKEA, 2026). The company follows a global approach that embraces standardisation and localisation to satisfy consumer needs in diverse countries. This is a more critical strategy in developed markets with diverse lifestyles and consumer expectations, including the United States and Australia.
The 7Ps model is commonly applied to the analysis of how firms design and deliver value to their customers using the marketing mix framework (CIM, 2026). Through these aspects, one can learn how IKEA strikes a balance between global uniformity and market-specific differentiation. The report further compares marketing mix strategies of IKEA in the United States and Australia with the aim of establishing similarities, differences and critical factors.


[bookmark: _Toc224848894]2. Company Overview and International Operations
[bookmark: _Toc224848895]2.1 Background of IKEA 
Ingvar Kamprad started IKEA in 1943 in Sweden. In the 1950s, the company sold small household goods and then ventured into the furniture market (IKEA, 2026). IKEA created a unique business model around flat-pack furniture, in which people assemble it at home. The model will ensure a minimisation of transportation and storage expenses. The company also follows a cost-leadership strategy, striving to offer functional, well-designed furniture at low cost. Through efficiency, mass production, and self-service retail stores, IKEA has established a strong international brand image of providing stylish furnishing solutions at low prices. The company has over 450 stores in over 60 countries and territories. Its global strategy will be to deliver a uniform brand image on the basis of unique design, affordability and functionality (The Economic Transcript, 2023). Meanwhile, IKEA tailors some of its products and services to the local market. This global standardisation ensures that the company retains a robust global identity but still remain relevant to customers across various cultural and economic setups.
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Figure 1: Transformation of Logo
(Source: IKEA, 2026)
[bookmark: _Toc224848896]

2.2 The USA and Australian operations 
IKEA has a large as well as developed market in the United States and numerous stores are situated in big cities. The USA is considered one of the most critical markets for IKEA because of its great number of people and the necessity of cheap home furnishings (IKEA, 2026). The company has fewer stores in Australia and the market is smaller but still growing steadily. Australian operations target major cities such as Sydney and Melbourne and also offer online services. These variations demonstrate how IKEA is customising its operations depending on market size, demand of consumers and geographic conditions.

[bookmark: _Toc224848897]3. Comparative Market Analysis: USA vs Australia
[bookmark: _Toc224848898]3.1 PESTEL Analysis
Political Factors: International business is affected by political stability and government policies. Large retail companies such as IKEA are supported by a stable democratic system and good trade relations with the US in many countries (IKEA, 2023). Moreover, furniture retailers may be influenced by new trade policies and tariffs. For example, the cost of imported furniture and wood products in the United States has risen due to tariffs on these materials.
Australia has a stable political environment which is favourable to foreign investment. The Australian government promotes international business through open trade arrangements and laws with most states in the Asia-Pacific (Australian Government, 2026). Australia has a smaller market and less political risk over trade disputes than the USA. In the case of IKEA, this political stability enables them to make long-term investments in retail stores and distribution networks in both nations, but this policy change, including tariffs, can affect how operations work in the United States.
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Figure 2: Basic Statistics of the United States
(Source: OECD, 2024)
Economic Factors: The consumer purchasing power and retail demand are highly dependent on economic conditions. The U.S. has the biggest economy in the world and a population of approximately 333 million people which creates a huge consumer base of furniture and home products (OECD, 2024). The nation also dominates the furniture market with an annual furniture revenue of about 253 billion which makes it the largest furniture market in the world. Australia has a smaller but highly developed economy with a high household income. The Australian furniture market also raked in approximately $11 billion in revenue which is far less than that of the United States (D’Souza, 2025). Furthermore, disposable income and stable economic growth facilitate quality home furnishing demand. These economic variances imply that IKEA is operating in a very large competitive market in the United States, and in a smaller but profitable market in Australia with high purchasing power.
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Figure 3: Revenue of the Furniture Market
(Source: D’Souza, 2025)
Social and Cultural Factors: Consumer behaviour in the furniture market is greatly impacted by social and cultural factors. Consumers in the United States need to favour convenience, affordability and product variety. The big suburban housing market in the country demands bigger furniture products and other home improvement products. In the United States, millennials constitute nearly 38% of furniture purchases made and most consumers are choosing multifunctional and inexpensive furniture (Larsen, 2026). In Australia, consumers have similar tastes in modern and functional home furnishings with a focus on sustainability and quality. Urban life in Australia particularly Sydney and Melbourne has encouraged the need for compact and space-saving furniture.
A second social factor is the housing trends. A large number of younger consumers in both countries live in apartments and on rent which puts more pressure on modular and lower-end furniture items such as those sold by IKEA (INGKA Group, 2020). Moreover,
 Australian consumers are more interested in green products and sustainable materials than many U.S. consumers.
Technological Factors: E-commerce and digital marketing technological advancement is a significant factor in the retail business. The U.S. has a very developed online economy and a well-developed infrastructure that facilitates online shopping and logistic systems. Furniture is sold to many consumers online and a survey indicates that approximately 45% of consumers aged between 25 and 34 in the U.S. bought furniture online in 2023 (Larsen, 2026). This e-commerce expansion has pushed IKEA to grow online channels and house delivery in the nation. Digital infrastructure is also robust in Australia but the population is less concentrated and more spread out. This extreme connectivity facilitates virtual shopping and online marketing of furniture stores. Furthermore, due to the geographic remoteness between Australian cities, online ordering and delivery services are more frequently used by companies than in the United States.
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Figure 4: Statistics
(Source: Larsen, 2026)
Environmental Factors: International retailers have given more attention to environmental sustainability. Consumer awareness of the environment is increasing in the United States particularly among younger generations who favour sustainable and eco-friendly products. Furniture manufacturers are also providing recycled products and eco-conscious production. Environmental issues are even more prominent in Australia where people are highly aware of environmental protection and climate change (FHG, 2026). Consumers tend to choose products crafted of sustainable materials and wood which are responsibly sourced. The trend prompts companies such as IKEA to emphasise their sustainability efforts, including the use of renewable materials and circular product design. These environmental considerations affect the global strategy of IKEA, because it seeks to minimise the emission of carbon and more renewable materials are used in its products.
Legal Factors: Laws govern the way businesses are conducted in foreign markets. In the US, companies are required to comply with tough consumer protection statutes, labour laws and product safety regulations. The cost of furniture products may also be influenced by import rules and tariffs (Atesoglu, 2019). The Australian legal system includes strong consumer protection legislation, such as the Australian Consumer Law, which guarantees the safety of products, fair prices, and clear marketing. Companies are also required to adhere to environmental laws and work safety procedures. The legal systems in both countries are rigid but their regulations are transparent and stable. This gives global retailers such as IKEA a secure business environment to conduct business with confidence and to stand by the rules of the country.
[bookmark: _Toc224848899]4. Segmentation, Targeting and Positioning
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Figure 5: STP model
(Source: Shrikanth, 2023)
Segmentation 
Segmentation refers to the process of dividing the broad market into smaller segments of consumers who have a common set of needs, characteristics or behaviour (Nur and Siregar, 2024). IKEA uses a generally similar approach of segmentation in the USA and Australia, although there are some important differences in the demographic, geographic, psychographic and behavioural dimensions. Demographically, in the two markets, IKEA targets young adults, students and middle-income families (18-45) (Godwin, et al., 2024). In the USA, the segment is more heterogeneous because of a greater population and a broader income range, whereas in Australia, it is more focused toward households in the middle-income category in the urban areas. Geographically, IKEA mostly trades in the major cities of the two countries. In the USA, it focuses on large urban centres such as New York and Los Angeles where people mainly need cheap furniture. The target in Australia is the urban areas such as Sydney and Melbourne where population and housing demand are greater but with a lower market size as compared to the USA (Burt, et al., 2021).
Both countries have psychographically oriented customers who appreciate modern design and a DIY lifestyle. However, the Australian consumers are more focused towards the sustainability and eco-friendly products (Deo and Prasad, 2024). In behavioural terms, both markets contain price-sensitive clients who are ready to build furniture by themselves. However, USA customers are more price-conscious and Australian customers examine quality and sustainability along with the price.
Targeting 
Targeting is the approach of choosing certain segments of markets which a company targets to provide its products and marketing activities (Sudirjo, 2023). IKEA employs a mass-market targeting approach both in the USA and Australia, targeting primarily middle-income consumers who are interested in affordable and functional furniture. The target audience in both countries includes students, young professionals as well as families that seek stylish solutions to their homes at affordable prices (Saiz, 2023). IKEA in the USA has a wider and more varied market because of the greater number of people and the differences in income. The brand is a low-cost product and it appeals to highly price-sensitive consumers who are more concerned with the price and convenience. On the contrary, IKEA in Australia also aims at the same group of customers but the affordability image is different. IKEA is considered to be moderately priced instead of low-cost because of the increased cost of living and expenses involved in imports. This means that Australian consumers are more likely to demand a price, quality and durability balance compared to low prices (Teoh, et al., 2025).
Positioning 
Positioning involves developing a clear and visible picture of a brand or product in the mind of the consumers compared to competitors (Pituşcan and Ioncu, 2024). The IKEA brand in the USA and Australia is positioned as a low-cost furniture brand that has a modern Scandinavian design. The brand emphasises affordability, functionality and trendy products in both markets and which are applicable in everyday living. In the USA, IKEA is strongly positioned as a cheap and convenient retailer of furniture. It is focused on low cost, the broad range of products and convenience to buy and this is appealing to a broad mass market. The consumers tend to relate IKEA to affordable and convenient home products. However, IKEA in Australia has a similar positioning with more emphasis on design quality and sustainability (Mahalakshmi, et al., 2024). The brand emphasises green materials and sustainable sourcing to attract conscious consumers. While affordability remains important, Australian consumers are more likely to connect IKEA with a balance of design, quality and sustainability rather than purely low prices.
[bookmark: _Toc224848900]5.Marketing Mix (7Ps) Analysis
The 7Ps marketing mix describes ways in which firms add value by use of product, price, place, promotion, people, process and physical evidence (Jain, et al., 2022). This model is applied by IKEA to ensure a balance between standardisation and adaptation in the USA and Australia based on the culture, consumer behaviour and economic conditions in the two markets.
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Figure 6: 7Ps of marketing
(Source: Kobero and Swallehe, 2022)
Product 
In the USA, IKEA sells various items of large furniture that are used in homes with high ceilings and in suburban areas (Soaita and McKee, 2021). It is focused on the functionality, price and diversity and conventional Scandinavian designs. Customers prefer sensible and affordable products instead of luxury. However, IKEA in Australia offers smaller spaces and compact furniture aligned with the smaller urban houses. The emphasis on sustainable and eco-friendly materials also increases because of the increased environmental awareness (Bouhia, 202). Although the basic design is standardised, the product size and local concerns of sustainability are adjusted to local requirements.
Price
IKEA uses a low-cost pricing strategy in the USA which makes its products very affordable to a big and varied customer base. Lower logistics costs and economies of scale allow IKEA to maintain competitive prices. IKEA is viewed as an affordable alternative by the customers. In Australia, the cost is relatively high because of the cost of import, cost of shipping and size of the market is smaller (Vo and Vo, 2023). Due to this, IKEA is observed as average-priced instead of low-cost. Although the company maintains a value-based strategy, it changes the prices depending on the economic situations and the costs of doing business in every market.
Place 
In the USA, IKEA has numerous large warehouse-style outlets in big cities and products can be bought by a large number of people. Customers usually prefer to visit physical stores to get the shopping experience (Zhang, et al., 2022). However, the stores are fewer in Australia and are based in the large cities of Sydney and Melbourne. Online shopping and delivery services are more significant because of long distances and reduced density of stores. Although IKEA operates on the same store format in the two markets, geographical and population differences have been adapted in the distribution strategies.
Promotion 
In the USA, IKEA concentrates its advertising campaigns on affordability, convenience and practical living. Low prices and daily usefulness are emphasised in advertising messages to appeal to price-sensitive consumers. Social media and digital marketing are also utilised by IKEA to reach a wide audience (Mustaphi, 2020). The Australian promotional strategies are more design, lifestyle and sustainability oriented. Advertisements tend to focus on green products and high-modern living rooms. IKEA has a very strong and uniform global brand image but the tone of the promotion is modified to suit the cultural values and preferences of the consumers in the country.
People
In the USA, the high customer volume and their shopping behaviour encourage IKEA to concentrate on efficient and quick customer service. Workers serve people when necessary but promote autonomy in purchase. Customer service in Australia is more personalised, because customers demand more interaction and support whey they shop (Queensland Government, 2023). Employees are trained to be supportive and to improve customer satisfaction. As IKEA holds on to a similar service culture in both markets while personal interaction is adjusted according to the customer expectations and shopping behaviour.
Process 
In the USA, IKEA adheres to a typical self-service procedure during which the customers pick items, collect them at the warehouse and assemble them at home. This would save money and it would facilitate the low-price strategy. This system is usually known to the customers. In Australia, things are the same, except that more people are resorting to online ordering and delivery services because of convenience and distance (Anchanto, 2026). Other services that customers can utilise are home delivery and assembly. The basic process is uniform but the service offerings are localised.
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Figure 7:5 trends that will dominate the next decade of Australian e-commerce
(Source: Anchanto, 2026)
Physical Evidence 
IKEA stores in the USA are big and offer a full experience of shopping that has showrooms, displays of products and a warehouse. The design will help customers navigate various parts and get home inspiration. Australian stores are a little smaller but they are designed on the same basis and format. The shopping ambience is clean, orderly and contemporary. Furthermore, Australian stores can be more dedicated to the sustainability features and eco-friendly presentations (Queensland Government, 2024). Branding and store design are standardised whereas certain aspects are adjusted to the local taste of consumers.
[bookmark: _Toc224848901]
6. Directional Development Strategy in Australia
IKEA has integrated a number of growth strategies to make it strong in Australia. The Ansoff Matrix can be used to analyse these strategies and how companies can grow by penetrating the market, developing the market and diversifying the products (Peterdy, 2022). The approach used by IKEA in Australia is primarily a market penetration and market expansion through store expansion, e-commerce development and sustainability programmes.
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Figure 8: Ansoff Matrix
(Source: By Author)
First, IKEA has concentrated on growth in its retail and logistics platform in Australia. The company has large warehouse-style stores in major cities such as Sydney, Melbourne and Adelaide with distribution centres which enhance the availability and delivery of products (House Of Isabella, 2026). IKEA has also invested in digital platforms and e-commerce services which enable customers to view products online, create rooms and have furniture delivered home. These efforts enable the company to access more clients and grow sales among the current consumers and assist the company in penetrating the Australian market.
Second, sustainability is now a significant aspect of IKEA's development strategy. The firm has made huge investments in renewable energy in Australia. For example, a massive rooftop solar and battery system on the Marsden Park distribution centre in Sydney has the potential of producing up to 70% of the total energy requirement of the facility, which can contribute to minimising operational emissions and energy bills (IKEA, 2025). Similarly, the Adelaide store uses a large portion of power supplied by a commercial microgrid consisting of over 3,000 solar panels (Government of South Australia, 2023). These plans align with the long-term sustainability vision of IKEA which is to decrease its global emissions as it grows its business.
Lastly, IKEA also invests in non-store renewable energy systems. The parent investment unit of the company has acquired solar parks in New South Wales in a move to boost renewable electricity generation in the area (IKEA, 2023). This investment helps to add to the cleaner energy supply and contributes to the sustainable business model of IKEA. These combined strategies enable IKEA to increase its competitive edge and to grow responsibly in the Australian market.
[image: ]
Figure 9: Approx AUD 250 million investment in solar PV portfolio
(Source: IKEA, 2023)


[bookmark: _Toc224848902]7. Ethical Problems in the IKEA International Marketing 
IKEA encounters numerous ethical issues in its marketing activities globally. These concerns are largely connected with the sustainability of materials, global supply chain labour practices, environmental impact and pricing transparency (IKEA, 2024). These issues are relevant in key markets such as the United States and Australia where IKEA sells affordable and sustainable home goods. 
Sustainability of Raw Materials:  IKEA is among the biggest furniture producers using wood in the world and it makes it a topic of deforestation and responsible sourcing. Environmental organisations have also conducted investigations revealing incidences of illegally sourced timber finding its way into supply chains of furniture across the globe posing reputational risks to companies such as IKEA (Earthsight, 2026). In order to handle these issues, IKEA advocates responsible sourcing and collaborates with certification organisations such as the Forest Stewardship Council. The firm has also been using more renewable and recycled products (IKEA, 2023). Sustainable sourcing of thousands of suppliers is a significant ethical challenge.
Labour practice in global supply chains: IKEA has over 1,600 suppliers in many countries, engaging almost one lakh workers in the production and logistics (IKEA, 2022). This poses a threat related to forced labour, poor working conditions and poor wages. To mitigate these risks, IKEA has launched the IWAY which imposes standards on suppliers regarding labour rights, health and safety and environmental responsibility (IKEA, 2026). The company also undertakes audits and risk reviews to ensure compliance by its suppliers. Although it is hard to monitor labour conditions in such a large global network.
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Figure 10: IKEA Statistics
(Source: IKEA, 2022)
Environmental Impact: The global distribution system at IKEA involves huge transportation of products which also contributes to carbon emissions (IKEA, 2026). Big box stores and regional logistics contribute to energy wastage in the United States. On the contrary, in Australia, IKEA operations focus more on renewable energy and emissions reduction activities in stores and distribution centres (IKEA, 2026). Irrespective of these attempts, the company remains criticised due to mass furniture production and the international shipping environmental impact.
Lastly, there is the issue of pricing transparency which is doubted in the global markets. IKEA supports a low-price furniture strategy all around the world. Although the products are usually more expensive in Australia than in the United States because of high logistics expenses, lengthy supply chains and varying regulatory demands (Wang, et al., 2022). As an example, varying packaging and product standards of different states in Australia can raise operational expenses and affect retail prices. These variations can give a feeling of unjustified pricing among customers.


[bookmark: _Toc224848903]8. Recommendations
According to the comparative analysis of the United States and Australian markets, the following strategic recommendations would assist IKEA in its international marketing performance and competitive standing. The recommendations target digital growth, sustainability initiatives and customer experience enhancements especially in the Australian market.
First, IKEA needs to expand its digital and omnichannel presence in Australia. The company has invested in e-commerce but geographic distance and store coverage still influence access to many customers. Customer convenience can be increased by adding more click-and-collect points and refining last-mile delivery networks. It has been found that the effectiveness of the omnichannel integration increases customer satisfaction and retail performance in the foreign markets (Riaz, et al., 2021). Hence, improving digital platforms and delivery services would assist IKEA in reaching more penetration in Australia.
Second, IKEA need to enhance sustainability transparency and creativity. Developed market consumers are becoming more concerned with the environment and responsible sourcing. The company needs to give a better explanation of the source of materials, carbon emissions and recycling programmes on the labels and online. IKEA Sustainability Report states that the company should become climate positive by 2030 and it should invest further in renewable energy, circular product design and sustainable materials (IKEA, 2023). Better communication on these initiatives can strengthen brand trust and consumer loyalty.
Third, IKEA needs to improve the in-store and online customer experience. A number of people visit IKEA shops to shop as well as get inspiration and lifestyle ideas. The company is able to grow digital room-planning tools, augmented reality applications and interactive showrooms to assist customer decision-making. Experience demonstrates that in-store experiences have a strong impact on consumer interest and shopping intentions (Schultz, 2025). IKEA can enhance customer satisfaction and brand loyalty in the United States and Australia through digital technology and interesting store experiences.



[bookmark: _Toc224848904]9. Conclusion
This report compared the international marketing of IKEA in the context of its operations in the United States and Australia. The comparison indicated that both markets are developed economies, have significant differences in consumer behaviour, market size and geographic conditions. The US market is larger and more price-sensitive, so it favours the mass-market positioning and cost leadership of IKEA. On the contrary, the Australian market is smaller and geographically dispersed which needs a greater focus on online services, delivery systems and sustainability initiatives. It was also realised after studying that IKEA has a relatively standardised global strategy with some adjustments to local market conditions. The product design, store layout and brand identity are same with pricing, distribution and promotional strategies modified depending on economic and cultural results. Generally, the balance between global standardisation and local adaptation has enabled IKEA to maintain success in new markets across many countries.



[bookmark: _Toc224848905]10. Reflection by using Gibbs Reflective Cycle
This reflection is about the experience that I have learned from doing the international marketing report on IKEA and its operations in the United States and Australia. The reflection is based on Gibbs Reflective Cycle which involves six steps. 

Description
The aim of the assignment is to examine how an international firm can adjust its marketing plans in various international markets using models such as PESTEL analysis, STP strategy and marketing mix. In the process of research I gathered data through scholarly articles, business records and credible websites. These resources made me realise the global strategy, sustainability and marketing activities of IKEA. I compared the macro environmental factors, consumer behaviour and marketing strategies in the two countries. It also involved ethical issues along with strategies of development and recommendations to enhance the performance of international marketing. International marketing analysis involves the examination of economic, cultural and technological disparities between markets to develop strategies (Francioni and Martín, 2024).  The task involved critical thinking and practical application of theoretical backgrounds to business scenarios. I had to make sure as well that every point was backed with reputable scholarly sources.

Figure 11: Gibbs Reflective Cycle
(Source: By Author)

Feelings
I was interested and confused at the beginning of the assignment on how to analyse a global company in two countries. The topic was challenging but interesting since international marketing has numerous aspects such as cultural variations, consumer behaviour and economic conditions. When I began to collect data on global operations of IKEA I felt more confident about the possibility to learn how multinational companies transform their strategies in new markets. Moreover, there were also certain challenges that I faced during the comparison of the United States and Australia, since both nations are developed economies with similar retail structures. Identifying clear differences in the consumer behaviour, pricing and distribution systems required a thorough analysis of various sources. Research skills are a vital component of higher education as they assist students to critically assess information and form evidence-based arguments (Allayarova, 2021). Regardless of these issues, the research process became even more interesting because I came to learn how such companies such as IKEA find the balance between global standardisation and localisation.

Evaluation
The advantage of the assignment for me was being able to use international marketing theories in real companies such as IKEA. The marketing mix, STP strategy and PESTEL analysis were employed to organise the research and simplify the comparison of the two markets. These models were a clear way to analyse the macro-environmental analysis, target markets and marketing strategies. The use of credible sources for example academic journals, industry reports and official company publications was another strength of the research process. These resources made the analysis more reliable and supported evidence-based arguments. Furthermore, the assignment had its difficulties as well. A challenge was to find detailed market-specific data in both countries particularly in comparing consumer behaviour and pricing differences. Others offered general information regarding IKEA's strategy worldwide but not specific markets. Even with these limitations, the general research process enabled me to build better analytical and academic writing skills.

Analysis
This assignment has made me realise that economic, cultural and environmental factors affect international marketing strategies. In this case, the study revealed that the US possesses a bigger consumer base and more demand for low-price furniture which justifies the cost-effective leadership approach of IKEA. However in Australia the market is smaller and geographically diversified which makes e-commerce and delivery services more significant.
The role of sustainability in modern international marketing was another valuable lesson for me. In the developed markets consumers are putting pressure on companies to act responsibly and mitigate their impact on the environment. These transforming consumer expectations are demonstrated by the IKEA investment in renewable energy, sustainable materials and circular product design (IKEA, 2023). International firms need to compromise between standardisation and adaptation to achieve efficiency and address local market demands. In the analysis, it was also revealed that issues of ethics such as supply chain transparency, labour and environmental impact are becoming a more significant issue in international business. Companies that respond well to these concerns are able to enhance their reputation and earn consumer trust over time.

Conclusion
In general, this assignment has been a useful learning experience that has enhanced my knowledge of global business strategies and international marketing. The study experience assisted me in acquiring academic research, critical thinking and comparative analysis skills. I also learned how corporations can shape marketing policies in one country and still have a global brand presence. The task also allowed me to see how sustainability, ethical behaviour and digital transformation are relevant to modern international marketing. These elements are gaining more importance for multinational businesses in competitive international markets. This reflection taught me the necessity to use credible sources, theoretical frameworks properly and provide brief comparative analysis in academic tasks.

Action Plan
In future I will work on enhancing research and analytical skills in working on similar assignments. First, I will initiate the research process earlier to provide myself with more time to browse academic journals and industry reports. Planning early will also assist me in structuring information better and reduce the pressure of time before submission. Second I will invest more in the skill of comparing the international markets through increased statistical data and market reports. This will reinforce the level of analysis and give more evidence for arguments. Lastly, I will keep on building my knowledge on international marketing theories and their application in international business settings. Business and management studies require continuous learning and reflective practise to build professional and academic skills (Sherwood, 2024). These improvements will help me in future work by creating more detailed, critical and well-structured academic work.
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