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Section 1
1. Organisational Context and Overview
IKEA is a global furniture retailer and the largest in the world, which started as a small mail-order company in 1943 and is now operating in more than 60 countries, with over 460 stores (Inter IKEA Group, 2024). The name of the company is an acronym of the initials of the founder and the farm and village he had been brought up in, which are Elmtaryd and Agunnaryd (Torekull, 2012). The entrepreneurial spirit of Kamprad was based on the democratic premise that properly designed functional home furnishing ought to be available to the largest audience as opposed to being exclusive to the wealthy (Dahlvig, 2012). The rise of the company as a rural Swedish company to the worldwide retail giant shows the exemplifying nature of its strategic consistency, as the foundation and value proposition of this company do not differ significantly even though the market has changed dramatically within eight decades.
The mission of IKEA is to provide a large array of well-designed functional home furnishing products at low prices that will make most people afford it (IKEA, 2024). Its vision is to help in making a better everyday life to the many people (Jonsson and Foss, 2011). This vision permeates all of its strategic choices including in product design and supply chain management and serves as what Collins and Porras (1996) define as a core ideology that is guiding organisational behaviour in a wide range of cultural and market settings.
The business model implemented by IKEA is unique and vertical. It is a mixture of flat pack, self assembly furniture, huge warehouses of large format retail stores, and a cost-efficient supply chain comprising of an estimated 1,600 suppliers in 50 countries (Hultman et al., 2012). The model shifts some activities of the value-chain, the assembly and delivery to the customer and hence costs are minimized by a significant margin ( Normann and Ramirez, 1993). It is this co-creation of value that Prahalad and Ramaswamy (2004) describe as a radical change in the shift away of firms-centric value generation to customer-centric. In FY2023, the company had a revenue of over EUR47 billion (Inter IKEA Group, 2024).
The furniture and home furnishings sector is the most competitive with a global value of about 750 billion in size (Statista, 2024). 
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The most prominent competitors of IKEA are Wayfair (leader in e-commerce), Ashley Furniture (the leader in the US, producer-seller), Natori (the market leader in Japan), and premium players such as Restoration Hardware. IKEA is driving the competitive situation to its limit, with global market market leader in terms of revenue based on unmatched brand recognition, economies of scale and uniquely integrated value proposition of affordable, Scandinavian design aesthetic and experiential retail format (Jonsson and Foss, 2011). Moreover, the ability to act within various price ranges and retain a consistent brand identity which IKEA has managed to achieve is a strategic achievement that has not been reached by many retailers in the global market (Kapferer, 2012).
2.0 External and Internal Environment Analysis.
Table 1: Key Competitors of IKEA in the Global Home Furnishings Market
	Competitor
	Core Market Position
	Main Strengths
	Main Weaknesses Compared to IKEA
	Strategic Relevance to IKEA

	Wayfair
	Online-only home furnishings retailer
	Strong e-commerce platform, wide assortment, data-driven personalisation, fast digital innovation
	Limited physical retail presence, lower experiential engagement, weaker brand heritage than IKEA
	Major threat in digital retail and omnichannel competition

	Ashley Furniture
	Mass-market furniture manufacturer and retailer, especially strong in the US
	Large manufacturing base, strong US distribution network, wide product availability
	Less distinctive global brand identity, lower experiential retail differentiation
	Important competitor in affordable furniture and large-scale retail

	Nitori
	Dominant Japanese furniture and home accessories retailer
	Strong localisation in Japan and Asia, efficient sourcing, affordability
	Less global scale and weaker international brand recognition than IKEA
	Strong regional competitor, especially in Asian markets

	Restoration Hardware (RH)
	Premium home furnishings and lifestyle brand
	Premium positioning, luxury brand image, high-margin business model
	Higher prices, narrower target market, less accessible to mass consumers
	Competes indirectly by attracting higher-income segments

	Amazon Home
	Broad online marketplace for furniture and home products
	Convenience, logistics capability, huge customer base, price transparency
	Limited curated showroom experience, inconsistent product quality across sellers
	Growing competitive threat in online furniture sales

	JYSK
	Scandinavian home retail competitor with strong European presence
	Similar Nordic appeal, affordable pricing, strong presence in Europe
	Smaller scale, less iconic global brand, narrower experiential retail format
	Direct competitor in value-oriented European furniture retail



Source: Adapted from Grant (2021), Inter IKEA Group (2024), Statista (2024), McKinsey (2022).

2.1 External Environment: PESTEL Analysis.
A PESTEL is a methodological approach to the analysis of macro-environmental forces that affect the strategic environment of IKEA (Johnson, Whittington and Scholes, 2017). According to Porter (2008), political, economical, social cultural, technological, environmental, and legal forces determine the profitability of industries and strategic positioning. This analysis will allow IKEA to foresee challenges and opportunities, fit the strategies with the macro trends, and remain competitive in the long run. The operations are greatly influenced by political factors. In 2022, IKEA had to evacuate after geopolitical tensions such as US-China trade quarrels and Russia-Ukraine conflict caused it to shut down 17 stores and impacted 15,000 employees (BBC News, 2022). The UK supply chains have been affected as well by Brexit due to complications at customs (Lowe, 2023). Various regulatory requirements in more than 60 markets such as safety, labour and tariffs require strategic agility (Verbeke, 2013). The increase in nationalism and protectionism is also a threat to global sourcing, which promotes regionalisation (Ghemawat, 2017). 
There are economic factors that have risks and opportunities. The 2022-2023 inflation raised the costs of logistics and materials, triggering the average rise in prices by 9% (Reuters, 2022). Nevertheless, customers tend to move towards IKEA in times of recession, which shows that they are price-sensitive (Porter, 1985). The volatility in the exchange rate impacts on profitability and this necessitates hedging measures (Rugman and Collinson, 2012). The pandemic housing boom initially increased the demand but after some time, increase was curtailed due to increasing interests rates (Financial Times, 2023). 
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The social cultural trends have also become more favourable. Opting to urbanise, especially in the emerging markets, necessitates the demand of affordable furniture that has a low space requirement (Bartlett and Beamish, 2018). The trend towards sustainability, minimalism and experience consumption is within the design philosophy of IKEA. Product adaptation is needed due to demographic changes, such as the decrease in the number of households and the ageing population (Hultman et al., 2012). The homebody economy that emerged as a result of the pandemic boosted the demand of products that are home-oriented (McKinsey, 2022). 
Transformation is brought about by technological factors. Online sales increased 73 percent in 2020 as e-commerce boomed (Inter IKEA Group, 2021). Some of the areas of investments are augmented reality, AI-driven forecasting, and automation (Davenport and Ronanki, 2018). The company should continue to be innovative in the face of digital competitors such as Wayfair. Generative AI provides competitive advantages in the future (Brynjolfsson and McAfee, 2017). 
The environmental factor plays a significant role. The operations are influenced by policies such as the EU Green Deal and producer responsibility (Elkington, 2018). Sustainability and carbon neutrality mean proceeds put a strain on consumers. The reporting of scope 3 emissions makes suppliers more accountable (GHG Protocol, 2023). 
The legal considerations are GDPR, product liability, labour legislation, and intellectual property. Interogo Foundation has been facing scrutiny in tax (Bartlett and Beamish, 2018). The changing legislation on consumer protection, such as repair right, entails lifecycle and design changes (European Commission, 2023). All these dynamics support the importance of an adaptive strategy, resilient supply chains and constant innovation throughout operations.
2.2 Strategic Challenges and Critical Success Factors.
Based on the external analysis, IKEA strategic success factors are keeping the price leadership and controlling the cost inflation, implementing a successful digital transformation, being proactive in responding to sustainability imperatives, and overcoming geopolitical issues (Grant, 2021). The main strategic issues are the rise in online competition, vulnerabilities in supply chains revealed in the pandemic, and the choice between global standardisation and local responsiveness the classic integrationresponsiveness dilemma introduced by Prahalad and Doz (1987). Also, recruiting and retaining talent in an ever more competitive labour market is also an emerging issue, especially in store-based jobs where employee engagement is a direct determinant of the customer experience (Pfeffer, 2018). All these are indicators of why a powerful approach must be taken that incorporates both the operational efficiency and market responsiveness.
2.3 Internal Environment Analysis 
The internal environment analysis involves the analysis of the internal environment of an organization where a firm operates.
The internal environment of IKEA depicts an impressive nexus of resources and capabilities that support the competitive positioning. By using the resource-based view, (Wernerfelt, 1984; Barney, 1991) these resources can be classified in terms of tangible, intangible and human capital.
The tangible resources include the sheer network of stores across the world, massive real estate asset base through Ingka Investments, vertical supply chain system, and huge financial base that allows long-term strategic investment without short-term shareholder demands based on its distinctive foundation-based ownership system (Jonsson and Foss, 2011). The property portfolio on its own is a huge strategic strength, which has prime retail locations within major cities and which would be expensive and time consuming by competitors to duplicate.
The intangible resources include a globally known brand with a valuation of about 18.8 billion dollars (Brand Finance, 2024), the proprietary design competencies based on the principle of the Democratic Design the balance between form, functionality, quality, sustainability, and cost-effectiveness, and unique organisational culture based on the principles of cost-consciousness, egalitarianism, and entrepreneurship (Dahlvig, 2012). The dimensions of culture are paramount since organisational culture may be the source of a sustained competitive advantage when valuable, rare, and socially complex as Barney (1986) claims.
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IKEA has human capital capabilities in terms of investment in employee development through the IKEA University and high commitment to diversity and inclusion. Although these efforts have been made, there are still challenges of workforce engagement in the ever competitive labour market (Barney and Hesterly, 2019). IKEA has about 231000 co-workers spread across the world and its HR practices such as flat hierarchies, decision making based on consensus, and alignment of values are observed to show Swedish culture (Hofstede, Hofstede and Minkov, 2010).
2.4 VRIO Framework Analysis
The VRIO framework (Barney, 1991) examines the presence of sustainable competitive advantage in the resources of IKEA.
	Resource/Capability
	Valuable
	Rare
	Costly to Imitate
	Organised to Exploit
	Competitive Implication

	Brand equity and reputation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Flat-pack business model & supply chain integration
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Democratic Design capability
	Yes
	Yes
	Partially
	Yes
	Temporary to sustained advantage

	Foundation ownership structure
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Global store network & experiential retail
	Yes
	Partially
	Yes
	Yes
	Sustained competitive advantage

	E-commerce capabilities
	Yes
	No
	No
	Developing
	Competitive parity


Table 2. VRIO analysis of IKEA’s key resources

The brand equity of IKEA is in accordance to VRIO requirements. Created during the course of eight decades, it is linked to low costs, Scandinavian design, and unusual customer experience that is impossible to recreate by competitors (Barney and Hesterly, 2019). The flat-pack concept is worth it, because it saves logistics expenses by the order of 40 percent compared to the cost of assembling furniture delivery, is not common in such thorough integration, and demands basic business model redesign to emulate (Normann and Ramirez, 1993). The non-hostile takeover immunity and short term pressure of the stock market illustrated by the foundation-based ownership structure through the Stichting INGKA Foundation allows the strategic investment to be made long-term (Jonsson and Foss, 2011). On the other hand, the e-commerce capabilities of IKEA, as useful as they are, do not provide competitive advantage but create a level of competition currently with its digital-native competitors such as Wayfair, which have superior online infrastructure (Grant, 2021). According to McKinsey (2022), online sales of furniture will cover a larger than 30 percent of the world market by the year 2027, so there is an urgent need to develop digital capabilities.
2.5 Internal Strengths and Competitive Advantage.
The internal strengths of IKEA are a source of competitive advantage that stems out of core competencies, which are the collective skills of learning and coordination that help the organisation to create unique customer value (Prahalad and Hamel, 1990). IKEA already has a core competency that involves the cost, design and functionality optimisation that is achieved at the same time, which is internalised in organisational routines, supplier relations and design processes that have been developed over decades, which is a path-dependence (Teece, Pisano and Shuen, 1997). In line with the RBV, the key resources that have the ability to generate sustained competitive advantage include those that are robust, scarce, inimitable, and non-substitutable (Barney, 1991). The interdependency of IKEA generates a casual ambiguity in its resources, and it is hard to imitate (Lippman and Rumelt, 1982). Further, resource interdependence brings about asset mass efficiencies in which the stock of resources is able to accumulate other resources in such a way as that it becomes a self-sustaining cycle of competitive advantages (Dierickx and Cool, 1989).

3.0 CSR and Sustainability Objectives.
The corporate social responsibility (CSR) strategy of IKEA, which is expressed through the framework of People and Planet Positive, is one of the most ambitious sustainability commitments in the retail industry (IKEA, 2024). This approach is designed in three pillars of encouraging healthy and sustainable living, circular and climate-positive operations, and fair and inclusive business practices (Elkington, 2018).
Major initiatives in this framework involve the pledge by IKEA to be climate positive in the year 2030 by cutting down on the number of greenhouse gases emitted by its value chain than what it generates in its entire value chain. In 2023, the amount of money invested in renewable energy by IKEA reached more than EUR2.5 billion, with the company possessing about 575,000 solar panels and 547 wind turbines worldwide (Inter IKEA Group, 2024). Also, 98 percent of IKEA wood is sourced more sustainably (FSC-certified or recycled), and the company has removed single-use plastics in its product range (IKEA Sustainability Report, 2023). IKEA is determined to employ all renewable and recycled materials by 2030, which, in case it comes to fruition, would completely reshape its supply chain, materials sourcing, and product design processes.
Nevertheless, critical analysis reveals contradictions between IKEA sustainability rhetoric and the high volume and low cost business concept. Mass production of cheap products, as Carroll and Shabana (2010) contend, can be rather contradictory to the principles of the circular economy. Critics observe that the low price of IKEA products may promote disposable and non-durable behaviour over lifespan (Bocken et al., 2016). IKEA has reacted with efforts like Buy Back & Resell programme and furniture leasing pilot, but the volume of these circular efforts is minimal compared to the volume of sales. These problems notwithstanding, the CSR strategy at IKEA is well compatible with its overall business goals. A sustainable innovation will minimize material expenses, renewable energy investments will insure against the fluctuation of fossil fuel prices, and robust environmental credentials are having an impact on consumer purchases, especially among millennials and Generation Z (Porter and Kramer, 2011). This is the triple bottom line of Elkington (1997) which involves economic, social and environmental performance.
4. Comprehensive and Holistic View: Balanced Scorecard
Kaplan and Norton (1992) developed Balanced Scorecard which is a multidimensional performance measurement model that goes beyond financial measurements, making it possible to holistically analyze the process of IKEA strategy implementation. It converts IKEA mission and strategy into four perspectives with measurable goals, which include financial, customer, internal business processes, and learning and growth (Kaplan and Norton, 1996).
Financial perspective is concerned with the sustainable increase in revenues and low prices. The key performance indicators will be the rise in revenue 5-7 percent per year, the operating margin 10-12 percent, and the return on capital employed. The FY2023 revenues recorded by IKEA amounted to EUR47.6 billion, which indicates the preservation of profitability (Inter IKEA Group, 2024). This goal is supported by cost minimisation with the help of nearshoring and economies of scale. The ownership structure of a foundation allows it to reinvest EUR 1.5 billion per year in sustainability instead of the profit maximisation on a short-term basis (Niven, 2014).
Customer perspective puts an emphasis on satisfaction, availability, and omnichannel experience. KPIs are Net Promoter Score of over 50, the penetration of online sales to 30 percent by 2025, and footfall in stores. Showrooms and services are the elements in retail that make IKEA stand out of digital competitors.
Internal business processes are related to efficiency of supply chain, speed of innovation and integration of sustainability. The KPIs are inventory turnover, circular product targets, and supplier compliance rates. Integration between design and manufacturing coordination and retail operates at a greater efficiency through vertical integration (Kaplan and Norton, 1992).
The learning and growth perspective is focused on the development of the workforce, the culture of innovation, and the digital transformation. KPIs consist of above 70 percent employee engagement, training investment in respect to revenue and internal promotion. IKEA also spends on employee development, internal talent pipeline, and digital aptitude, and embraces diversity, inclusion, and living wage promises, which supports the human capital as a long-term performance energy (Niven, 2014). This is further sustained to provide strategic coherence, flexibility and sustained competitive edge in ever changing global markets in which overall operations efficiency and innovation are vital success factors.
Table 3: Balanced Scorecard for IKEA
	Perspective
	Strategic Objective
	Key Performance Indicators (KPIs)
	Indicative Targets
	Strategic Initiatives

	Financial
	Sustain profitable growth while maintaining low prices
	Revenue growth, operating margin, return on capital employed
	Revenue growth 5–7%; operating margin 10–12%
	Cost optimisation, nearshoring, economies of scale, reinvestment in sustainability

	Customer
	Improve satisfaction, accessibility, and omnichannel experience
	Net Promoter Score, online sales penetration, store footfall
	NPS >50; online sales 30% by 2025
	Urban-format stores, IKEA app enhancement, AR-supported shopping

	Internal Business Processes
	Increase efficiency, innovation, and sustainability integration
	Inventory turnover, circular product percentage, supplier compliance
	Inventory turnover 8x; 100% circular products by 2030
	AI forecasting, automated fulfilment centres, blockchain-based traceability

	Learning and Growth
	Strengthen workforce capability, innovation culture, and digital readiness
	Employee engagement, internal promotion rate, training investment
	Employee engagement >70%
	IKEA University, diversity and inclusion initiatives, digital skills development


Source: Adapted from Kaplan and Norton (1992; 1996), Niven (2014), Inter IKEA Group (2024).


5.0 Strategic Choices and Implementation.
5.1 Business-Level Strategy
Using the generic strategies framework introduced by Porter (1985), IKEA follows a wide variety of cost leadership strategy with some elements of differentiation commonly referred to as a best-cost provider strategy or integrated cost leadership/differentiation strategy (Thompson et al., 2020). The flat-pack design, the global sourcing, the economies of scale, and the customer co-creation of value through the self-assembly and self-service help to establish the cost leadership. The distinction is achieved due to unique Scandinavian design aesthetics, experience store format and extensive room-showcase merchandising that gives customers inspiration and lowers the perceived risk of purchase.
Another option would be pure differentiation on high-quality and environmentally friendly furnishings. This, however, would go against the democratising mission of IKEA and disaffiliate its main customers. The suggested alternative is to continue with the integrated cost leadership/differentiation strategy and increase the differentiation aspect by maintaining better sustainability credentials and digital innovation, which have a larger role in consumer choice and are more justifiable than cost benefits on their own (Bowman and Faulkner, 1997). This is consistent with Bowman (1998) strategy clock model, which allows the hybrid position that is based on low price and differentiation as sustainable in case it is underlined by distinctive organisational competences.
5.2 Corporate-Level Strategy
On the corporate level, IKEA engages in other diversification and globalization. Diversification is comprised of the food services (IKEA Food makes around EUR 2.3 billion a year) and smart home technology and finance services in some markets (Ansoff, 1987). The international expansion focuses on the emerging markets, with the intense investment in India, South America, and Southeast Asia.
IKEA should focus on penetrating the high-growth existing markets (India, China) than on new geographies but should diversify into home services, including interior design consultancy, home furnishing subscriptions, and similar. Ansoff (1957) suggested that market penetration and product development was less risky compared to market development and service diversification utilizes already existing brand equity and customer relationship. Home services are rated at more than 600 billion worldwide (IBISWorld, 2024), giving IKEA an opportunity to extend its revenue naturally.
5.3 Change Management
The strategic change management of IKEA has worked in certain aspects and failed in others. This process of transitioning an organisation that was founder-led into a professionally managed organisation was a gradual and successful process that showed the principles of urgency, forming a guiding coalition and ingraining change in the culture as practiced among Kotter (1996). The coronavirus stimulated the digitalization of IKEA as it demonstrated a quick readiness to increase the e-commerce activity. Nevertheless, exit out of Russia was fast necessitating mass operational alteration in the face of severe insecurity (Lewin, 1951).
IKEA has a good organisational culture which is mostly an advantage, but may pose a change resistance (IKEA has a good organisational culture), as Handy (1993) classifies it as cultural web rigidity. The cultural web model created by Johnson (1992) points to the fact that the extensive use of the physical store experience by IKEA through the stories, symbols, and rituals inherent in the company can become an obstacle to the adoption of a fully digital-first approach. This is one of the key changes that management should focus on balancing store-centric advantages with omnichannel innovation.
6. Strategic Evaluation and Recommendations
6.1 SWOT Analysis
	Strengths
	Weaknesses

	Global brand recognition; cost-efficient supply chain; unique business model; foundation ownership enabling long-term investment; strong sustainability commitments
	E-commerce infrastructure lag versus digital-native competitors; quality perception challenges; supply chain over-reliance on certain geographies; limited premium market presence



	Opportunities
	Threats

	Emerging market expansion (India, Africa); circular economy and product-as-service models; smart home technology integration; urban format store expansion
	Intensifying online competition; geopolitical instability disrupting supply chains; raw material cost inflation; changing consumer preferences toward experience over ownership


Table 4. SWOT summary for IKEA
This SWOT analysis shows that there is a strategic fit between the strengths of IKEA and the opportunities available, and also shows the vulnerabilities where weaknesses come into play with the threats, with the most notable being the nexus of limited e-commerce infrastructure and increased online competition (Helms and Nixon, 2010).
6.2 BCG Matrix Application
Following the application of the BCG Matrix (Henderson, 1979), IKEA core furniture business in the mature Western European markets would portray a Cash Cow, which produces high cash flows at a desired growth at moderate rates. Question Marks are the operations in India and Southeast Asia, and it would need a substantial amount of investment with unpredictable yet possibly high returns. The high growth and rising power in the market make the smart home product range a Star. Dogs may be legacy product lines whose demand is reducing and which are in need of rationalisation. Portfolio management is supposed to direct cash flows in the European Cash Cows to develop Question Marks in the emerging markets and maintain Stars in smart home technology (Hambrick, MacMillan and Day, 1982; Henderson, 1979; Lynch, 2021).
6.3 Ansoff's Matrix Application
Using the framework of Ansoff (1957), IKEA is practicing market penetration (increasing the share in the already existing market through e-commerce), market development (entering Indian and South American markets), product development (smart home and sustainable material), and selective diversification (home services and food retailing). Although ambitious and strategically consistent considering the financial capacity and brand equity of IKEA, the need to pursue several avenues of growth at once may lead to a strategic watering down and scattering of resources, and should be prioritised (Lynch, 2021; Ansoff, 1957; Johnson, Whittington and Scholes, 2017).
6.4 Recommendations
Recommendation 1: Rapid e-commerce and omnichannel change. Investment by IKEA in AI-based personalisation, optimisation of last-mile delivery, and virtual showroom should amount to EUR2-3 billion over five years (Bharadwaj et al., 2013; Teece, 2010; McKinsey, 2022). This counteracts major competitive weaknesses as established in the VRIO analysis and reacts to the irredeemable changes in the consumer behaviour (Teece, 2010; Bharadwaj et al., 2013; Grant, 2021). Such retailers as John Lewis set standards on how to integrate the physical and digital experience (Slack and Brandon-Jones, 2022; Rothaermel, 2021).
Recommendation 2: Scaling the initiatives of the circular economy. IKEA ought to increase its buy-back and resell programme in other countries and launch furniture-as-a-service subscription programmes (Bocken et al., 2016; Johnson, Christensen and Kagermann, 2008). This helps in countering the criticisms of the high-volume model, generates recurrent revenue and is consistent with the expectations of the stakeholders (Bocken et al., 2016; Carroll and Shabana, 2010; Porter and Kramer, 2011). The subscription model in such areas as automotive (Volvo) and technology (Apple) is possible (Johnson, Christensen and Kagermann, 2008; Teece, 2010).
Recommendation 3: Intensify the emerging market localisation. Instead of imitating an unchanging standardisation store, IKEA ought to employ transnational approach in the Indian and Chinese markets, where the products are localised, smaller stores, and joint ventures with local delivery systems (Bartlett and Ghoshal, 1989; Bartlett and Beamish, 2018; Verbeke, 2013). Localisation is essential as the failure of Western retailers who do not take local taste into consideration has been experienced (Rugman and Collinson, 2012; Burt, Johansson and Thelander, 2011). The success of IKEA in India, such as low-cost products and products related to India, such as masala dabba spice boxes, can be used as a model to expand its business in India (Inter IKEA Group, 2024; Bartlett and Beamish, 2018).
The rationale behind these recommendations is that the dynamic capabilities framework (Teece, Pisano and Shuen, 1997) argues that sustainable advantage entails the sensing of opportunity, taking advantage of them by investing and transforming organisational capabilities (Teece, Pisano and Shuen, 1997; Teece, 2010; Eisenhardt and Martin, 2000). The financial capabilities and ownership foundation-based structure allow IKEA a long-term and patient investment on such transformational programs (Jonsson and Foss, 2011; Grant, 2021).
Section 2: Reflective Account
Reflective Analysis Gibbs Reflective Cycle.
Description	
This reflective report discusses the procedure that I undertook during the research, analysis and preparation of the strategic management analysis of IKEA. The task I had to undertake was to choose an organisation and to critically analyze its strategic positioning using theoretical frameworks that were already in existence. IKEA was selected as it is a globally recognized company, it has a unique business concept, and the strategic material is rich. The development of the research took a number of weeks during which a lot of work with scholarly literature, business reports, industry studies, and media was conducted. My approach and strategy were designed in such a way that I initially learned the requirements of the assignment, followed by collecting information in an organized manner, theoretical frameworks, and analysis of findings into a well-organised analytical narrative.
Feelings
I was at first excited and nervous. The scope of the assignment, which was the external analysis, internal assessment, CSR evaluation, balanced scorecard application, strategic options, and evaluation, was initially daunting. I was eager to use theoretical models to a real organisation but feared the level of critical analysis that was required in this status of learning. I felt increasingly confident as I continued because more links between the various frameworks began to emerge, such as how the VRIO analysis of the ownership structure at IKEA directly fed into my perception of its capacity to make long-term investments in sustainability. Nonetheless, my frustration was also closely associated with the cases when I was trying to compare and contrast the information about IKEA financial results obtained in different sources because of its internal ownership and poor publicity.
Evaluation
A number of things about the process were positive. A systematic method of the PESTEL analysis, addressing the factors individually and systematically, and trying to find IKEA-specific evidence, provided a comprehensive external analysis. The VRIO framework was especially eye-opening, as it went beyond the superficial identification of resources to critically assess which ones qualify as truly sustained competitive advantage, the difference between the brand equity (sustained competitive advantage) and the e-commerce capabilities (competitive parity) of IKEA became something that has greatly influenced my future recommendations. The combination of several frameworks, of which are PESTEL, VRIO, Balanced Scorecard, SWOT, BCG, and Ansoff, Matrix allowed me to construct a multi-dimensional approach instead of a unidimensional one.
Nonetheless, some things were problematic. I struggled to be actually critical instead of just proposing descriptions of IKEA strategies in a positive manner. Moon (2004) points out that in reflective practice, one has to accept limitations and uncertainties, and I acknowledge that my preliminary drafts were not critical enough, especially on the sustainability assertions of IKEA. Vision was also implemented through revision where I introduced critical views like the conflict between IKEA high-volume consumption model and its objective of a circular economy (Bocken et al., 2016). Also, the need to control the number of words used in six substantive subsections and still ensure the depth of the analysis necessitated hard choices about prioritisation that tested my skills in differentiating between critical analysis and non-essential information.
Analysis
Analytically, one can reflect upon the learning process and draw a number of insights. To begin with, the exercise helped to strengthen the taxonomy of learning proposed by Bloom (1956) because I have advanced in the hierarchy of knowledge and comprehension of strategic frameworks to application, analysis, and evaluation. The mere fact that the VRIO framework exists is one thing, but critically applying it to pinpoint the exact mechanisms that allow IKEA to make its flat-pack model have cause-and-effect ambiguity by its competitors is another one. Second, the research procedure emphasized the significance of triangulating sources obtaining the cross-referencing of academic literature in corporate reports and independent industry analyses to come up with strong conclusions (Saunders, Lewis and Thornhill, 2019). Third, I realised the inter-relationship among strategic frameworks. External analysis helped me to be familiar with strategic issues, internal analysis showed that it was possible to overcome these issues, and the strategic analysis combined these two aspects and offered recommendations that could be implemented. Such holistic thinking parallels the integrative thinking that Mintzberg (1994) claims is the key to successful strategic management.
I was also able to recognize the aspect of a descriptive over an evaluative writer, which is one of the pitfalls Cottrell (2017) identifies. The process of revision and critical self-evaluation helped me to formulate better evaluative arguments, such as whether the integrated cost leadership/differentiation strategy used by IKEA is really sustainable or whether competitive convergence will ultimately compel me to make a more decisive strategic positioning decision (Porter, 1985).
Conclusion
In this experience, I am able to conclude that strategic analysis needs systematic rigour in addition to creative synthesis. The rigorous use of structures brings structure and depth of analysis, but true strategic intelligence comes by the links between structures and critical challenge of assumptions. I also come up to the conclusion that good academic writing at this level needs to be revised several times - my final paper was much more critical and analytically advanced in its nature than my preliminary drafts, which confirms Kolb (1984) seeing the process of learning as cyclic, rather than linear. In addition, I have come to understand that strategic frameworks are not useful in the sense that they are mechanically applied, but in the quality of thought that they invoke and questions they provoke the analyst to answer.
Action Plan
To make a better strategic analysis in the future, I will make a number of improvements. The first step I will undertake is to initiate the critical evaluation sooner into the process instead of considering it as a revision task, and therefore, I will instruct evaluatory questions into my preliminary research plan. Second, I will use more varied sources especially industry practitioner opinions and critical academic commentary to enhance the triangulation of evidence. Third, I will spend more time during synthesis stage because I found that linking insights between various analytical frameworks to be the place where the best strategic lessons could be learned. Lastly, I will build my reflective practice by keeping an analytical journal of the project in the future, which includes an analytical decision and any insight gained during the project work, not re-creating them afterwards (Schon, 1983). Not only will this help to enhance the quality of future analysis but will further enhance my growth as a reflective strategic thinker and one who is able to navigate the complexity and ambiguity that mark the modern business landscapes.
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