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Executive Summary
This report is being done because the CEO of IKEA has returned from a Management Forum Event and is keen to investigate how as the Branch Manager of the organisation, I am responding to both the internal and external factors that are influencing the organisations context, culture, and human resources of the wider business environment.  In addition to this the CEO has noted that the management of human resources has been impacted recently by external factors such as COVID-19, Brexit, and even artificial intelligence. The CEO has requested a report to be complied to understand why.  This report will take into consideration by doing an analysis of both the internal and external environment to determine the impact the outcome of your investigation is having on the following aspects the context of the organisation, the culture of the organisation, and lastly the management of the human resources within the organisation.
IKEA is a home and furniture retailer that in In 2018 opened 19 new stores giving them roughly 422 stores in over 50 of the markets (IKEA Facts and Figures, 2018). In 2018 alone IKEA had over 957 million store visits, but on the other side of this before the pandemic in 2018 IKEA also has roughly 2.5 Billion website visits (IKEA Facts and Figures, 2018). Interbrand (2021) has ranked IKEA 25th in best global brands comparing this to every companies’ competitor Amazon who is ranked second is not a bad place to be 25th out of 100. Additionally, to this IKEAs value in 2020 was 19.5 billion.
Included within this report is an evaluation of the Organisational Context of IKEA, to do this a SWOT and PESTLE analysis will be done on IKEA, next it will look at IKEA’s Organisational Culture and finally, it will examine the Human Resource Management within IKEA. The report concludes that after looking into these key points that then 3 main recommendations can be made on how better ther current situation.
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Introduction
“Waste of resources is a mortal sin at IKEA.” -  Ingvar Kamprad
This quote tells us a lot about IKEA in a condensed form, because based off this quote IKEA is sustainable and do not tend to waste resources. When looking at IKEA as a whole ‘since 2012, IKEA has been collaborating with social businesses’ this is with the intention and ambition to ‘create an ethical business in all dimensions’(IKEA Social Entrepreneurship, 2021). Additionally to this IKEA I where ‘business is done differently, by aiming to create 95,000 jobs that positively then impact 500,000 lives’ (IKEA Social Entrepreneurship, 2021).
This report is being done because the CEO of IKEA has returned from a Management Forum Event and is keen to investigate how as the Branch Manager of the organisation, I am responding to both the internal and external factors that are influencing the organisations context, culture, and human resources of the wider business environment.  In addition to this the CEO has noted that the management of human resources has been impacted recently by external factors such as COVID-19, Brexit, and even artificial intelligence. The CEO has requested a report to be complied to understand why.  This report will take into consideration by doing an analysis of both the internal and external environment to determine the impact the outcome of your investigation is having on the following aspects the context of the organisation, the culture of the organisation, and lastly the management of the human resources within the organisation.
Firstly, the report is going to evaluate the Organisational Context of IKEA, to do this a SWOT and PESTLE analysis will be done on IKEA, next it will look at IKEA’s Organisational Culture and finally, it will examine the Human Resource Management within IKEA. The report concludes that after looking into these key points that then 3 main recommendations can be made on how better ther current situation.

Main Findings
Organisational Context
To put it simply, organizational context can ‘be understood as the “background” or “environment” in which the organization operates’ (Brothers, 2018). IKEA is a home and furniture retailer that in In 2018 opened 19 new stores giving them roughly 422 stores in over 50 of the markets (IKEA Facts and Figures, 2018). In 2018 alone IKEA had over 957 million store visits, but on the other side of this before the pandemic in 2018 IKEA also has roughly 2.5 Billion website visits (IKEA Facts and Figures, 2018). Interbrand (2021) has ranked IKEA 25th in best global brands comparing this to every companies’ competitor Amazon who is ranked second is not a bad place to be 25th out of 100. Additionally, to this IKEAs value in 2020 was 19.5 billion. When IKEA first opened their store in India, they only saw 20% of women applicants and they saw this as a opportunity to be able to transform Indian life, and to empower the women in the workforce (IKEA Facts and Figures, 2018). IKEA is well known mostly because of its flat pack furniture, this was because IKEA found that the ‘distribution of bulky furniture was difficult and expensive, and products often got damaged’ (Our IKEA Heritage, 2021). Another thing that IKEA is well known for is that ‘the whole store is well-designed and feels like a large furnished house’ this encourages people to buy more ‘because they look good together’ (Yuanrongli, 2013). Additionally, every IKEA store has a ‘restaurant serving inexpensive traditional Swedish food’ (Yuanrongli, 2013). 

SWOT Analysis
In the findings of SWOT analysis on IKEA that can be found in Appendices 1, here is what can be gathered from the analysis. According to Hay & Castilla (2006) a ‘SWOT Analysis is used to evaluate any and all of the Strengths, Weakness, Opportunities and Threats that are involved in a project. Additionally, to this a SWOT analysis is important because it helps us understand a business better (Queensland Government, 2011). Here you will find a more in-depth reasoning behind the points made in Appendices 1, not all only the more important/ the ones that have the biggest effect on IKEA.
Strengths 
Range of products
IKEA’s biggest success is down to the fact that they ‘can offer more than 9,500 products at low prices’ this is because they have a very strategic supply chain processes in place (K, 2015). IKEA gets majority of its customers because of the ready to assemble product (Farooq, 2019). Additionally IKEA has been able to developed a ‘cost efficient and innovative strategies to target as many as customers possible’ (Farooq, 2019).
Weaknesses 
Unassembled furniture
IKEA products tend to appeal less to people who lack any DIY skills additionally the ‘customers have shown a dissatisfaction with some of the products’ that are offered due to cost reductions on materials and this has ‘resulted in poor quality basic products’ (Sodry, 2018). IKEA has a cost reduction obsession and in which has reduced the product quality and this has negatively affected IKEAs brand image (Farooq, 2019). Additionally ‘raw material cost have been increasing and it is not possible to maintain the good quality and low cost’ (Farooq, 2019). 
Opportunities 
Online sales/shopping
One of IKEAs opportunities is to expand on its online shopping especially with people not being able to go into the store, Sodry (2018) tells us that ‘IKEA’s products are considered as value for money’, and this then leads to the new demand in online shopping due to the pandemic even over the years online shopping has been becoming more and more popular especially during holidays such as ‘Black Friday, because people want to avoid any long lines for fantastic sales’ (Frue, 2018b). Lastly, with a now ‘growing demand for healthy food, IKEA can push its grocery businesses into the grocery stores’ (Frue, 2018b).
Threats 
Global pandemic
One of the worlds current biggest threats to date is the Covid global pandemic. This has had a massive effect on IKEA due to the need to close the store and move fully online. Offering deliveries and a new click and collect but this system isn’t working as some customers do not receive their orders and, or have to wait for hours to collect them (Grahns & Taylor, 2020).

PESTLE Analysis
In the findings of the PESTLE analysis on IKEA that can be found in Appendices 2, here is what can be gathered from the analysis. In addition to this according to CIPD (2021), A PESTLE analysis is made up of ‘six external influences’ that have an effect on IKEA these being political, economic, sociological, technological, legal, and environmental. By analysing the factors included within the PESTLE a company such as IKEA can ‘gain insight into the external influences which may impact their strategy and business decisions’ (CIPD, 2021). Additionally to this it will allow Human Resources and any senior managers to be able to assess any of the key risks specific to their company in this instance IKEA and then to biases their decisions on the knowledge obtained in the PESTLE analysis (CIPD, 2021).
Political 
Within political Ikea ‘has been involved in a series of issues on political grounds’, an example of this would be in 2012, IKEA had to admit that they ‘used prison labour in East Germany in 1970s and 1980s to make its products’ (Dudovskiy, 2019). In addition to this although IKEA did offer an ‘formal public apology to those affected’, this incident caused a ‘political controversy around the globe’ (Connelly, 2012). Moreover, there were allegations that the founder of Ikea Ingvar Kamprad was a recruiter for the Swedish Nazi group, this then sparked controversy with plenty of negative effects on the Ikeas brand image (Bradford, 2013).
Economical
The economic factors that affect Ikea is mostly the fact that IKEAs ‘revenues are directly affected by the exchange rate and the fluctuations between EUR and USD’ this and other major currencies these are due to the global scale of Ikeas operations (Dudovskiy, 2019). An example of this would be that by weakening the pound against euros and the dollar, Ikea had planned to double their number of products that where made locally in the UK, so that it can then decrease the negative impact it has on the currency exchange rate for them (Dudovskiy, 2019).
Social
For social, prior to Ikea entering any market, understanding the markets social and cultural factors is important, and IKEA does not always get this aspect right (Shaw, 2019). An example of this would be the fat that Ikea was under fire when they ‘photo-shopped women in pictures in Saudi Arabia’ and then again by ‘removing a lesbian couple from its magazine in Russia’ (Shaw, 2019).
Technological
Under technology the use of the specialized technology allows for a low-cost design for Ikea’s products (Vieira et al., 2019). Additionally the use of modelling software for example Computer Aided Design is used to check for mistakes in the products, therefore the creation of ‘well-designed product assembly’ including instructions can and will reduce assembly mistakes (Vieira et al., 2019). 
Legal
With the legal factors all ‘big businesses are susceptible to legal threats’, therefore IKEA ‘must follow an abundance of laws and regulations’ this applies to every country that they operate in (Frue, 2018a). Since Ikea is a physical stores, so staying up-to-date with all of the Labor laws is very essential to do (Frue, 2018a).
Environmental 
Within the environmental point we can see that IKEA is ‘invested in eco-friendliness’, this is shown to us by the fact that they have put more than ‘$1 billion towards renewable energy in the poorer nations’ (Frue, 2018a). Additionally, Ikea have been aiming towards their store energy being fully renewable, one way they tend to and are  achieving this is by ‘investing in solar panels and wind turbines (Bush, 2016). In addition to this Ikea are also aiming to shift the materials too, for example the wood and cotton, to be taken from more sustainable sources (Frue, 2018a).


Organisational Culture
Schein (1985) early research ‘claims that cultures exist in three different depths’ the first being ‘on the surface there are tangible artifacts’, the second telling us that ‘there are values and or acceptable social principles’, lastly it ‘exists assumptions which are beliefs that are usually taken for granted’ by everyone.  On the other hand, according to Hatch (1993) the model has ‘a large gap which neglect symbols and process within organizational culture’. Hatch (1993) then goes on to further explain in a model (see appendices 3), this model then tells us ‘that culture rather is altered or stabilized by local processes between artifacts, values, assumptions and symbols’ in the business (Landén & Riltoft, 2018). 
When applying these theories to IKEA we can see that, IKEAs culture reflects theyre Swedish roots, for example people living in Sweden tend to be ‘hard-working, down-to-earth, help each other and live in a close contact with nature’ (IKEA, 2021) this is the assumption. According to IKEA (2021) it says that ‘Every individual has something valuable to offer’ this is one of the values. Heritage (2017) said that ‘humbleness in approaching any tasks and simplicity in the way of doing things are cornerstones of IKEAs culture’ this would be the artifacts. An example of this would be, in IKEA only a few of the executives have business cards and ‘everyone is on first-name basis and everyone sits side by side at IKEA desks’ (Kowitt, 2016) this then would be the symbols. IKEAs ambition is to be able to reach a gender equality, this being a ‘50/50 gender balance at all levels and positions’ (IKEA, 2021) this is another artifact. IKEAs gender equality is about being able to creating an ‘inclusive culture where all genders are valued for their unique contributions’ (IKEA, 2021) and this is the assumption.

Human Resource Management
IKEA uses a Behavioral approach this is to motivate the employees through the unique participative styles (UKEssays.Com, 2015). To look more in-depth about this the use of VUCA would help in this, VUCA has four types of challenges that then have another four types of responses (Bennett & Lemoine, 2014). VUCA is short for ‘volatility, uncertainty, complexity, and ambiguity’ (Bennett & Lemoine, 2014). When looking at these in line with how it affects IKEA, we can see that -
Under Volatility we can include that everything is constantly changing, and becoming more unstable each day (VUCA World, 2021). Even if the change is big or small it is becoming more unpredictable, this is leading it to be harder to determine a cause and effect (VUCA World, 2021). An example of a volatility that has impacted IKEA would be the recent covid pandemic, this is because no one could have predicted something like Covid-19 happening, additionally over the last year even the covid situation has changed many different times.
The uncertainty covers anything withing the business that is ‘becoming more difficult to anticipate the events or predict how they will unfold’ (VUCA World, 2021). It is becoming nearly impossible to plan for investment, development, and growth as it becomes increasingly uncertain where the route is heading (VUCA World, 2021). Additionally, the uncertainty is becoming more and more difficult to predict for example the Covid-19 pandemic the example of this is since the start of the pandemic we have now been in 3 lockdowns meaning that Ikea has not been able to operate as normal or hardly at all in the last year. 
The complexity looks at facts like the ‘world is more complex than ever’, in leading from this the ‘problems and their repercussions are more multi-layered’, this meaning that they are harder for us to understand (VUCA World, 2021). Any and all of the decisions are now reduced to ‘a tangled mesh of reaction and counter-reaction’, and this means that choosing any ‘single correct path is almost impossible’ (VUCA World, 2021). When looking at complexity with Ikea and applying it to our current covid situation where in the first lock down everything closed suddenly and Ikea needed to find a way to stay in business, they did this buy opening a click and collect as a cheaper alternative to a home delivery. 
Lastly the ambiguity means that the sayings of “One size fit all” and the “best practice” have been left behind (VUCA World, 2021). Within businesses ‘not everything is black and white’, grey areas are an option, this is due to the demands on businesses and the management, this is challenging personal value systems (VUCA World, 2021). Ikea has a way with this last one already as most of their product range is what the customers are looking for but as stated there is grey areas for example the allegations that Ikea is linked to ‘illegal deforestation in the Ukraine’ (Webster, 2020). 

Conclusion
To conclude this report on an analysis of both the internal and external environment to determine the impact the outcome of the investigation is having on the following aspects the context of the organisation, the culture of the organisation, and lastly the management of the human resources within the organisation. In addition to this a SWOT and PESTLE analysis was done to help with the findings, additionally with the management of the human resources within the organisation VUCA was applied to help with the findings. 

What I have learned in this report is, that businesses such as Ikea must use many forms to see what they can better, where they are doing okay, how external factors are affecting them, how they can adapt and how dose all of this that they find out tie in with their organisational cultures, values, and the organisational context. The benefits to the research I have done is that it will help Ikea on the path to why the recommendations are what they are in more depth but also to see everything that is affecting Ikea internally and externally. The limitations to the research done in this report is that, as stated in VUCA the world is constantly changing and is hard for us to predict what will happen next. It means soon the information gathered might not be true for long or some of the statistics might change. 

The implications for future research and/ or practice that this report has had is for the period that this information is correct 3 main recommendations have been drawn up these are listed below in recommendations, but in the future, these can be further built on and changed slightly to suite the organisational culture, and values of Ikea, and/ or if some of the problems the recommendations are based on are only partly resolved.

Recommendations
1. My first recommendation to IKEA would be to take up on the opportunity presented in the swot analysis of expanding on the website and online shopping experience. Because Ikea prides on having a great instore shopping experience its lacking on the website, the website does not offer Ikeas full range of products and the ones you can buy online it is difficult to do so as it just keeps redirecting you to other sites connected to Ikea. Especially now with covid and the stores being closed except for click and collect Ikea could use this time to better the online shop. 

2. My second recommendation to IKEA would be to help more with the environment, this being to use even more sustainable products for example to make products out of recycled materials that would just usually go to waste. In addition to this Ikea can stop using and wasting so much single use plastics to package the items and use recyclable materials instead.

3. My last recommendation to IKEA would be to open up a health food store with their food range, as Ikea’s food is cheap and healthy, and everyone loves it and it is a big part of going to Ikea. In the food store they could even sell their cooked food along side their range like they do in the Ikea store.
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Appendices
Appendices 1
	Strengths
	Weaknesses

	· Global Brand
· Sustainable 
· Strong brand image
· Differentiation from competitors 
· Broad range of products
· Long term planning 
	· Customer perceptions for example costs Vs quality
· Locations not always accessible 
· Unassembled furniture is less appealing 
· Third party manufactures 
· Low quality marketing, advertising, and promotion 
· Assembly can be difficult 

	Opportunities
	Threats

	· To expand in developing markets 
· Demand for lower cost products
· Online sales
· Increase sustainable products
· Strengthen marketing 
· Offer furniture assembly training
· Build on the online shopping experience
	· Financial crisis
· Due to the current economic state store traffic has slowed down
· There are barriers for entering certain markets 
· Competition
· Finding sustainable wood and products
· Workforce shortages
· Social trends such as less first-time home buyers
· Shift in customer taste



Appendices 2
	Political
	· Government stability 
· Pandemic strategic plan
· Pandemic policy factors
· Grants, funding, and initiatives

	Environmental
	· National debt levels 
· Recovery struggle for impacted industry
· Strength of spending
· Current and future levels of government spending 
· Current and future level of interest rates, inflation, and unemployment

	Social 
	· Pandemic lifestyle tends
· demographics 
· consumer attitudes and opinions
· media views
· law changes affecting social factors
· consumer buying pattems 
· Inner city pandemic trends

	Technological
	· Relationship with pandemic
· Relevant current and future technology innovations
· The level of research funding 
· The ways in which consumers make purchases
· Intellectual property rights

	Legal 
	· Legislation in areas such as employment, competition and health & safety
· Environmental legislation
· Future legislation changes
· Changes in European law
· Trading policies
· Regulatory bodies
· Pandemic legislation 
· Working environment

	Economical 
	· Relationship with global warming
· Relationship with recyding and global fight against waste
· Relationship with global fight against plastic usage
· The level of pollution created by the product or service
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