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1. Introduction
IKEA is a worldwide business founded in Sweden that produces and distributes ready-to-assemble furniture, kitchen appliances, and home accessories, among other goods and services. Since 2008, it has held the title of world's largest furniture store. In addition to its modernist designs for different sorts of appliances and furnishings, the group's interior design work is frequently connected with a minimalist approach to sustainability and the environment. Aside from that, the company is well-known for its attention to cost management, operational specifics, and continual product development, which has enabled it to cut its pricing.

2. IKEA SWOT analysis 
a) Strengths 

· Affordability
One reason for IKEA’s victory is affordability. Their furniture costs and domestic items are lower than other companies with comparable items. Domestic decorations sold by IKEA taken a toll less than numerous competing brands but get tall buyer appraisals for quality and durability. This distinguishes them from other retailers who place a bigger premium on cost. Individuals can satisfy their furniture demands at affordable prices that they may not be able to obtain somewhere else or from other retailer companies competing with IKEA.

· Leading brand
IKEA is a well-known name in the furniture industry. The company is expected to be the most valuable furniture retail brand in the UK by 2022. It has effectively established a reputation as one of the greatest places to buy furniture. The secret to IKEA's success is its devoted customers, who continue to provide favourable feedback about the brand.
· Strong financial position
According to a survey that was done in June 2021, IKEA is number eight on the list of the world's most valuable retailers. IKEA has an advantage because it has a lot of money. This allows it to be more flexible when it runs its business. And this allows the company to move into new markets. The company has made a lot of money over the last few decades, which has led to high profits and low debt.
· Market research
IKEA is popular for its plan, creation and design. When individuals needed to purchase furniture, the primary choice is IKEA, since it offers most in value and design. The company has a big budget for marketing and advertising.
b) Weaknesses 
· Low-Quality Products
Some of IKEA's goods are of poor quality, despite their inexpensive price. Customers who would ordinarily identify the brand name with high-quality products are turned off by their reputation. There have even been stories of furniture breaking down shortly after purchasing it from one of their stores. The company's effort to keep production costs low has had a severe impact on ultimate output and quality. As a result, it has lost clients who were turned off by poor product reviews.

- Negative Publicity
The furniture behemoth has recently received some negative press. Negative news coverage harmed the company's reputation a few years ago. With such a large global presence, there is a significant demand for the primary raw material utilised in their furniture - wood. IKEA has become a significant consumer of wood in order to meet demand, affecting large areas of forest cover. This has not gone over well with conservationists, who perceive the company's daily operations as a threat to the environment.

- Scarcity of physical outlets
Despite the fact that IKEA has multiple stores around the world, their reach is still limited. Most of their stores are located in big cities or towns throughout various countries, which is a disadvantage for individuals who reside distant from these cities or towns. Such folks may be unable to travel vast distances and thus miss out. It now maintains 23 locations in the United Kingdom, lagging far behind some of its competitors.

- Its product is heavily reliant on third-party manufacturers.
Despite IKEA's plans to grow its own factory-manufacturing capacity, third-party manufacturers make more than half of its furniture. IKEA has less control over the manufacturing process, so the cost per unit may not be as low as if the company manufactured the products itself.

- Shipping Difficulties
Customers have had to wait for days on end to acquire their goods in certain cases. Despite being assured multiple times that they have already left the stores. Such unreliability has, to some extent, harmed the company's image. Another issue is logistical, which customers have encountered as a result of obtaining partial goods.

      c) Possibilities 
· Selling Goods Online
IKEA may capitalise on its "build-it-yourself" concept by selling it online. They already do this, it's real. However, selling items on the internet helps them to save a significant amount of money on building materials for a store. Of course, there would be some additional charges (like designing the site itself). However, it would be significantly less expensive than having stores in cities all over the world. This, however, has drawbacks. IKEA must ensure that the actual product does not differ from the image on its website. Customers may file a complaint if something is incorrect with their order or if they receive something that does not look like what was shown on the internet. Selling products online would result in larger profit margins and improved cash flow.

- Diversification through the addition of new products to their portfolio
Despite the fact that IKEA's business model is based on providing high-quality, low-cost products, there is still room for expansion. After establishing a solid consumer base among lower-income workers, the corporation can begin targeting the upper class. Creating attractive designs that appeal to high-end consumers would open up a whole new industry. The corporation can also use the popularity of its brand name to expand into new items. Because they currently sell household goods, businesses may introduce new household goods that appeal to their customers, such as electronics, fitness equipment, and so on. This would result in increased revenue as well as making them a one-stop retail outlet.

- Technological Advancement
Consumers are growing more tech-savvy and demanding in today's society. With the current market dynamics and fierce competition, IKEA cannot afford to ignore technological innovation. Technology, if properly used, has the potential to increase productivity and thereby sales. It would also aid in client retention, as customers would appreciate the efforts made to improve their shopping experience. The usage of technology would also aid in the reduction of waste by streamlining activities. This, in turn, would aid in cost reduction, hence increasing profit margins. The corporation would be in a stronger position to go ahead with technology without fear of losing revenue to competitors.

d) Threats

- Enhanced Competition
In the near future, increased competition from other furniture shops will be a major threat to IKEA. The market is getting increasingly saturated with comparable businesses, many of which have observed what IKEA has done and are striving to mimic their success by introducing new products and services. All of these competitors have one objective in mind: to take market share away from probably the most popular Swedish corporation on the planet. IKEA could face a variety of challenges. This includes large-scale retail competitors like Wal-Mart Stores Inc. and Target Corporation, as well as medium-sized furniture businesses like Crate & Barrel (C&B) and Williams-Sonoma Inc. To keep ahead of the competition, the organisation must have good business strategy in place.

- Inflation
When inflation occurs, the purchasing power of money is reduced. It has a huge impact on the business of IKEA. Cost increases would have an impact on pricing, potentially resulting in a loss of market share for the company. Customers' ability to purchase from the company is diminished if earnings do not improve. If customers are unable to spend as much as they did previously, total sales will suffer. This means that production costs may remain high, affecting profit margins. Employees would be affected by inflation, which means they would want salary raises. When this occurs, the cost of doing business rises, causing the price of commodities to rise.

- Threats of Legal Action
Many countries have passed legislation requiring product warnings in order to limit the number of injuries and deaths. When Sweden implemented safety markings in 1935, this was the case. To comply with Swedish law, IKEA began including consumer warning instructions on its items in 1956. However, this was done in an uneven manner across various sorts of items. IKEA products might cause injuries if they are not properly manufactured, packaged, and shipped, which may result in a lawsuit. This would cast a negative light on the company, resulting in a loss of business. Furthermore, dealing with a lawsuit is an expensive endeavour. Lawyers' fees and eventual compensation to victims might be in the millions of dollars range. It would be wiser for the organisation to take precautions to avoid such circumstances.

- A lack of a sustainable raw material source
IKEA is a corporation whose success is based on the sale of low-cost furniture. By providing inexpensive and functional products, it has established itself as one of the world's leading furniture merchants. However, IKEA's prosperity may not last permanently because various dangers to its survival may arise in the future. These threats are related to how and where they get wood, which is their key raw material for furniture. With global warming and climate change on the rise, IKEA is sure to become a target for environmentalists and activists. If this occurs, their production and sales will be severely reduced, impacting their earnings.


3. IKEA PESTLE analysis

a) Political
The political factor should be considered a significant force affecting the further development of the brand. The fact is that IKEA is a global company that functions in many states across the world. For this reason, to remain within the legal environment of the UK, it has to consider the existing taxation rules and demands to companies that are accepted in the country (Gamble, Peteraf & Thompson 2018). In addition, import and export laws must be taken into consideration. Since IKEA complies with all UK government rules, there are currently no substantial impediments in the country that could have a negative influence on IKEA's growth. It is possible that the state's and its laws' stability will help the brand's local position to improve further.
b)  Economic
There are a number of factors that IKEA needs to take into account when deciding where to open a store, including the state's current economic trends. As a result, the UK's operation can be considered a desirable alternative due to the stability of the state's economy.. At the moment, it is one of the world’s most effective models characterized by high trustworthiness, stability, and interest (Evans 2019). The currency, Libra, is also recognized as a potent financial tool that can be used at the international level (Venkataraman & Pinto 2017). As a result of their consistent and relatively high income, citizens of the United Kingdom have increased leverage in their bargaining position. Therefore, the aspect in question should be regarded as advantageous to the brand's future success.
c)  Social
When it comes to making purchasing decisions, people's existing values and demographic features play a big role. The favourable setting for the growth of IKEA can be shown by analysing this factor.. Today, people in the UK are conscious of a particular lifestyle that will emphasize their individuality and specific attitude to decoration (Evans 2019). For this reason, the popularity of the brand in the country remains high and even increases. Because of this, IKEA is a great option for people who want to furnish their homes in an original way while still allowing them to express their creativity and individuality. That is why the firm’s marketers can succeed in attracting new populations and increasing sales by emphasizing the ability to adhere to a particular lifestyle when buying IKEA’s goods, appliances, or other products (Kotler, Kartajaya & Setiawan 2016).
d) Technological
IKEA recognizes the critical importance of technological factors for its performance and success. As it has already been stated, it is focused on the promotion of its products among the representatives of the young generation who appreciate unusual and innovative solutions. For this reason, the company invests a significant amount of its funds in the development of technology incentives that would help to create new products looking even more attractive to the youth because of the combination of various aspects (Inter Ikea Group 2018). To suit the ever-changing needs of its customers, IKEA is continually introducing new product lines that incorporate the most innovative ideas in furniture design, sustainability, and the like. Because of this, technology can be viewed as a catalyst for the brand's further growth.
e) Environmental
IKEA also tries to achieve high sustainability levels. In accordance with its reports, the company uses only safe and clear raw materials to create its products (IKEA facts and figures 2018). It means the absence of possible claims regarding the deterioration of clients’ health. At the same time, the brand invests in the development of renewable energy in poorer nations to meet their demands for it (Inter Ikea Group 2018). Creating solar and wind panels, the company wants to replace traditional sources with renewable ones, which becomes critical regarding the increased demands for sustainability. These factors show the focus on the promotion of various environmentally friendly approaches that improve the brand’s image globally and contribute to its becoming a leader in this sphere (Kotler & Armstrong 2015).
f) Legal
There are several issues that IKEA should monitor to avoid the emergence of legal claims. First of all, it should create appropriate working conditions for employees belonging to facilities placed in the UK to ensure that they meet the existing demands (Inter Ikea Group 2018). The brand emphasizes the fact that no child labour or any other illegal forms of exploitation are utilized, which means that there are no discrimination or employment laws that can be associated with its functioning and further development.
4. Marketing mix
The marketing mix is referred to as the 4Ps (product, price, place and promotion). It's more of a conceptual approach that enables managers to evaluate the key aspects of customers' wants and tailor their services to the company's capabilities. (Goi, 2009)
· Product

With the use of cutting-edge technology, the product may be made cheap to those in the middle and lower classes. One of the most significant advantages is its low cost. The name of the company reflects the high level of service provided.

· Price

[bookmark: _GoBack]The most essential marketing mix factors may be characterised as price. It is the only source of money while also being the most essential component in customer happiness and loyalty. (2016, Iorait). IKEA's business model is based on affordable prices. Custom-based pricing is the preferable pricing technique, in which the price is determined by the market segment's ability to pay for the product.

· Place

The distribution, the procedure, and the techniques utilised to reach the client are all included in the definition of place. Both physical and internet channels must be considered while providing dental services. The amount of information shared and exchanged via internet means is continually increasing. IKEA has a competitive edge in that its physical stores are open seven days a week with longer hours.

· Promotion
The most expensive component of the marketing mix is promotion. Promotion entails creating an ad message that will resonate with the target market and determining the most effective communication channels. (Dolnicar and colleagues, 2018). External strategies include all physical and internet ads. IKEA has a very strong public image, both offline and online, with the internet world being the major focus. The target audience is digitally active, and Facebook, Google, and Instagram are the easiest and most preferred ways to contact them. The three primary channels are as follows. Internal methods include image creation, welcome strategy, and ongoing contact plan with a client via email, phone, follow-up strategy, and on-the-spot communication. These are the most cost-effective strategies, yet they have a significant impact on patient satisfaction and have a direct impact.  The key problem is to offer the target groups with the unique selling proposal.  Because a low price is usually associated with a low level of quality. It is necessary to deliver the information in a more comprehensible manner. This will result in a solid connection, and he will continue to utilise the services for many years. Since the beginning of the twenty-first century digital marketing has made significant strides forward in terms of utilisation and profitability (Tiago & Veríssimo, 2014). Because of this, a digital ecosystem has emerged, which links users around the clock and shapes their new routines and behaviours (Mayer-Schönberger & Cukier, 2013; Cukier, 2013).

5. Marketing Strategies
IKEA owns and operates over 300 wind turbines and has installed over 700000 solar panels in buildings owned by the company. The plan is to be energy positive in a few years and has an ambition to use 100% renewable and recycled materials by 2030. All cotton used by the company and 85% of wood comes from more sustainable sources. This is at least what the people at IKEA are claiming. This is something we would like to see from a leading company. Global warming and deforestation are huge world problems and will become even bigger if big companies don’t take any measures. IKEA imports most of its material in the UK but the problem for the environment remains. In an effort to tackle their delivery and supply problems IKEA have started a partnership with UK based DX Express. This is an established company and will help IKEA customers get a better service. In an effort to address the rising supply costs and inflation, the company has decided to increase the prices of most of its products. This is the first increase since the beginning of the pandemic. Like many companies with tight profit margins, the company is struggling to absorb higher costs because of ongoing global supply chain problems. Prices at its stores will increase by an average of 9% around the world to help offset significant transportation and raw material costs incurred by Ingka Group, which owns and operates Ikea stores in the UK.
IKEA was forced to shut its doors to customers for nine months due to the pandemic and local lockdowns across the UK and Ireland. As a business that has historically prided itself on customer experience, IKEA had to think and adapt quickly when the pandemic hit. Ikea was in the middle of the biggest transformation in its 78-year history — aiming to end its reliance on customers collecting and building their own furniture — when the pandemic hit. It has recently bought companies that build furniture for customers as well as augmented reality start-ups to help customers with home planning. It invested €2.2bn in recent years in new store formats including stores focusing only on kitchens or bedrooms, as well as smaller general shops in city centres. 
The company completed a large digital development project in Customer Support Centre. They implemented tools that could automate the requests that the customers were asking. This freed up time for contact centres as they experienced an increase in calls during the pandemic and customers also didn’t always have to speak to someone on the phone. Finally, a big decision and focus of the last year and a half has also been investment in sustainability (Financial Director, 07/2021).
IKEA has always been a private company and is run mainly by the family of its founder. This suggests a commanding leadership and it has been in most parts successful for them as the company is the leading furniture retailer in the world. With the ongoing pandemic and the problems and the struggles of this unstable economy a more different approach is probably required. The prices of raw materials have been on the rise, the company has been hit with supply disruptions and the net profits are falling. Brexit and the ongoing pandemic have hit UK companies with problems, hurdles and obstacles never seen before. A forward thinking and visionary leader will inspire people to believe in and commit to their vision, channelling the energy of the entire workforce to achieve it and this is exactly what is needed to bring the company forward. Someone who can see the big picture is needed, someone who can see order in the chaos and predict the economic situation and circumstances in the years to come. He will find new opportunities for the company and its employees and business partners. It is no surprise that companies like Amazon and Tesla have performed very well during the pandemic. Their stocks outperformed competitors and the value of the companies is twice since the beginning of the pandemic. This is because their visionary leaders saw opportunities where others didn’t and took advantage. IKEA and its management on the other hand remained passive and kept their straight line which in the end cost them market share and customers. This is why I think a visionary leadership style who implements new marketing strategies can take them forward and regain some of the momentum lost.
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