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[bookmark: _Toc227931094]Section 1: Report on the International Marketing Mix of IKEA
[bookmark: _Toc227931095]1.1 Introduction and Rationale for choosing IKEA 
IKEA operates as an international furniture and home accessory store which provides customers with affordable products that maintain both functionality and design appeal. The company started in Sweden but now operates in various countries while maintaining a standardized business model that allows for local market adaptation. The company leads the global retail furniture market through its flat-pack system and its cost-effective supply chain operations.
IKEA serves as a preferred choice because the company maintains extensive global operations while developing marketing approaches that suit different markets including India and the United States. The company establishes a suitable case study for studying international marketing mix strategies because it combines worldwide business standards with its capacity to meet local market demands.
[bookmark: _hpwxsg8a12w2][bookmark: _Toc227931096]1.2 PESTEL Analysis
	Aspect
	Description (India)
	Description (United States)
	Impact

	Political
	India allows 100% FDI in single-brand retail but mandates around 30% local sourcing, increasing supplier dependency and compliance costs (Karnika, 2025). Policy changes can vary across states affecting expansion.
	The US has a stable political system with consistent trade policies and strong protection for foreign businesses. Regulatory processes are transparent enabling smoother operations.
	High

	Economical
	India’s GDP growth is approximately 6%-7% but per capita income remains low at around 2,500 pounds making consumers highly price-sensitive and value-driven (Majumdar, 2024).
	The US economy grows at around 2–3%, with high purchasing power and a median household income exceeding 70,000 pounds supporting higher spending on home improvement products (Koning, 2022).
	High

	Social
	Indian consumers are collectivist, with joint family systems and a preference for multifunctional, space-saving furniture suited to smaller homes and cultural habits.
	US consumers are individualistic, prioritising convenience, aesthetics and DIY furniture solutions aligned with modern lifestyles and larger living spaces.
	High

	Technological
	India has over 750 million internet users with rapid mobile commerce growth but logistics and supply chain infrastructure are developing (Ranjekar and Roy, 2025).
	The US has an advanced digital infrastructure, with over 90% internet penetration and highly efficient omnichannel retail and logistics systems.
	Moderate

	Legal 
	India has complex tax structures such as GST (18%) and strict labour regulations increasing compliance requirements for international firms (Deshmukh, Mohan and Mohan, 2022).
	The US legal system is strict but transparent, with clear product safety, labour and consumer protection laws that ensure predictable business operations.

	Moderate

	Environmental
	Environmental awareness is increasing in India but price outweighs sustainability in purchasing decisions limiting demand for premium eco-products.
	US consumers demonstrate strong demand for sustainable products, with increasing preference for circular economy practices and environmentally friendly materials (Cao, Lu and Zhu, 2022).
	Moderate


Table 1: PESTLE Analysis
(Source: Self-made)
PESTEL analysis proves that the macro-environmental conditions that IKEA has to work in are extremely different in India and the United States and demand strategic adjustment. The most critical difference is economic since the US market has a high level of disposable income and stable consumption patterns whereas India has reduced income levels and therefore a high concentration and value pricing are required. This has a direct impact on the product range and pricing policy of IKEA in the two markets. Social and cultural determinants have a significant role to play. Multifunctional furniture is demanded by collectivistic values and lower living space unlike the US consumers of things like convenience, design and customisation in India. These behavioural differences demand localisation of product offerings and marketing communication by IKEA. 
India is politically and legally more complicated as it involves a need for local sourcing and less common regulatory specifics making it more challenging to conduct business operations. On the other hand, the US offers a predictable and stable business environment that encourages easy business growth. The technological infrastructure is another factor that differentiates the markets, with the US having superior omnichannel infrastructure and India needing to establish logistics and online retail infrastructure. The US is more environmentally friendly and demands sustainable products for this reason as in India affordability is the main driver of purchases. IKEA have to be highly localised in India and capitalise on standardisation and efficiency in the United States.
[bookmark: _p3oywl6je100][bookmark: _Toc227931097]1.3 Consumer Behaviour and Culture Analysis
The cultural values, income level and lifestyle pattern create a great difference in consumer behaviour in India and the United States that needs to be changed by IKEA. India is a highly collectivist country and purchasing decisions largely depend on cultural norms with families playing a key role in them (Malika, Maheswaran and Jain, 2021). The rural families are mostly nuclear and have a heady extended family presence carrying the demand of multifunctional furniture that requires the family to share living space. Indian consumers are extremely price sensitive and a significant percentage of middle-income households have an annual income of less than 10 lakh rupees (Kumar and Shukla, 2022). Affordability is an extremely important aspect when buying a product. Indian homes are smaller, with an average size of 500-800 square feet in the metropolitan areas which leads to a demand for compact, space-efficient and modular furniture. Cultural tastes play a part in product preferences including the necessity to have floor seating, storage beds and flexible kitchen arrangements. Digital adoption is growing at a quick pace where more than 70% of transactions have been made with the use of mobile gadgets with most e-commerce transactions being done on mobile (Wajidi et al., 2023). Most consumers opt to engage in physical businesses by flocking to physical shops to determine the quality and longevity of the products they want. 
The consumer behaviour of the United States is influenced by individualistic practices, increased disposable income and convenient ways of life. Median household income surpasses 70,000 pounds which facilitates spending to upgrade homes and their lifestyles (Bradshaw, Vine and Barth, 2024). Convenience, speed and aesthetics are the most important attributes valued by consumers in the US and the DIY and flat-pack version of IKEA suits well in the market. The average home size is higher than 2,000 square feet which means that consumers can afford larger and more varied furniture pieces in the US (Darwish, 2023). Digital behaviour in the US is very high with omnichannel shopping adopted. Most consumers conduct research on products via the internet and then make an online or physical purchase. Sustainability is a major determinant in consumer behaviour and consumers are becoming more and more interested in using materials that are more eco-friendly and in ethically sourced products (Maciaszczyk et al., 2022). The US buyers would value convenience, design and sustainability although affordability, functionality and cultural relevance are more important to Indian buyers. These discrepancies necessitate IKEA to pursue a very localised strategy in India and a more conventional one in the United States.
[bookmark: _2q1jh5fidgpw][bookmark: _Toc227931098]1.4 STP Strategy Comparison
The Segmentation, Targeting and Positioning strategy of IKEA illustrates a balance between the global and local approach in India and the United States. IKEA applies the variables of demographic, psychographic and behavioural in the two markets with respect to segmentation. The target audience includes middle-income families, urban families of young professionals and families aged between 25-45 years who are after cost-effective, fashionable and functional home products in the US. US consumers are behaviourally experienced with DIY products and want speedy, self-service buying options (Volkl, 2024). This group is psychographically inclined towards convenience, modernity and sustainability. 
· Segmentation: Economic diversity and cultural differences in India make segmentation more complicated. The company IKEA focuses mainly on urban middle-class customers in metro cities like Mumbai, Bengaluru and Hyderabad where people have more disposable income and encounter global brands. It is focused on millennials as well as young families with increasing income in terms of demographics. These consumers are psychographically oriented where they desire to have a modern lifestyle but they are very price-conscious. Indians are not well exposed to DIY furniture and many of them need guidance when purchasing products.
· Targeting: There is a big difference in the targeting strategies of the two countries. IKEA uses a general strategy in the United States and the company has a large customer base with diverse levels of income based on its well-built chain of stores and its brand image. IKEA as a company has adopted a concentrated targeting strategy in India where it targets a few urban markets to deal with the challenges of operation and the creation of the brand name over time.
· Positioning: The positioning in the markets is different. IKEA is established as a value-based brand that provides style, functionality and sustainability solutions in the furniture industry in the US. The brand focuses on low prices in addition to design-based innovation and convenience. IKEA's positioning in India is modified to emphasise affordability, utility and localisation (Longani and Sharma, 2024). The company markets its products as small living and cultural ketone solutions.
IKEA positions itself as an aspirational yet affordable brand in India by striking a balance between conventional furniture and modern design. The STP strategy shows that the company is capable of staying the same internationally and adjusting to the local circumstances.
[bookmark: _dmelroee8jfv][bookmark: _Toc227931099]1.5 7Ps Marketing Mix Adaptation
The marketing mix used by IKEA in the United States and India shows a healthy balance of standardisation and adaptation based on consumer behaviour, economic factors and the maturity of the markets.
· Product: IKEA has a wide product portfolio of standardised products that conform to the modern lifestyles such as the large furniture that matches the spacious houses and their love of DIY furniture within the United States. The India strategy has modified its product approach to incorporate smaller and multifunctional chairs that fit in smaller city households which are 500-800 square feet on average (Banerjee, 2022). IKEA has introduced locally oriented products like floor seating, modular kitchens and storage beds to accommodate the local lifestyle.
· Price: The way prices are set in the two markets is very different. IKEA in the United States has a value-based pricing system that is enhanced by effective global sourcing and economies of scale. India has a more competitive pricing strategy, with its purchasing power being lower and most products being sold below 1000 rupees to attract the middle-income earners (Jain and Jain, 2023). This indicates a penetration pricing strategy of developing market share.
· Place: IKEA has an established network of full-format stores in the US, with developed e-commerce environments and an efficient logistics infrastructure. IKEA started with flagship stores in large cities like Hyderabad and Mumbai and expanded to smaller city stores and online platforms to increase its accessibility and last-mile deliveries in India.
· Promotion: Promotional strategies are also different and are exemplified by cultural differences. IKEA focuses on data sustainability, affordability and design innovation in the US by making use of digital campaigns and social media (Mahalakshmi et al., 2024). Promotion in India is geared towards brand awareness, low cost and lifestyle change, the perception being through experiential marketing and store interaction to help educate consumers on the concept of IKEA.
· People: Self-service organisations are used to customers and workers have minimum participation and are dedicated to support in the US (Keating and Aslan, 2023). Customers are more actively directed by the employees because they do not know much about DIY furniture or the layout of the store in India.
· Process: The US market has highly efficient processes such as self-checkout, internet ordering and speedy delivery. It modifies the processes to incorporate more customer service, assembly and customised delivery choices to make it more convenient in India.
· Physical Evidence: The IKEA stores are simple and efficient, as their design in the US implies self-directed movement through their structure (Soon, Lim and Gaur, 2023). Stores in India are more experiential with bigger display spaces and food courts which make it a destination shopping experience.
It is possible to see that the company achieves a level of strategic balance between its global and localisation approach through the comparison of the 7Ps marketing mix of IKEA in India and in the United States. A product strategy is quite different because IKEA sells more spacious furniture in the United States with its larger standard furniture due to the larger size of homes there whereas in India it offers smaller, multifunctional furniture because of the smaller living space averaging 500 to 800 square feet (Soon, Lim and Gaur, 2023). This is very receptive to cultural and spatial requirements. Economic differences are evidenced in the pricing strategy. IKEA in the United States is priced in terms of value and promotions facilitated by a high consumer buying power but in India. It is being priced at penetration to capture sales-sensitive customers with many of its products being at lower price levels of less than 1,000 rupees. This makes it accessible in the low-income market. 
There is a difference in the place strategy. The United States is advantaged with a large network of large-format stores and modern infrastructure within e-commerce which makes it easy to conduct omnichannel retailing (Keating and Aslan, 2023. IKEA in India uses a mix of flagship shops, smaller city outlets and the growing online resources to overcome the logistical and geographical limitations. Culturally modified promotion strategies. Communication in the United States aims at sustainability, design and convenience whereas in India it aims at affordable lifestyle change and brand education where consumers learn about the IKEA concept (Mahalakshmi et al., 2024). Adaptation is further brought out through people and process elements. Self-service is quite common in the US but in India, staff support and assisted services are more evident as people are not so familiar with DIY modalities. There is a difference in the physical evidence whereby Indian stores have energy-filled layouts in contrast to the efficiency-based US format (Banerjee, 2022). Lastly, the 7Ps approach used can be considered appropriate to the local markets which can make it more competitive and relevant to the customer interests of all countries worldwide.
[bookmark: _u1iuzrogfr4u][bookmark: _Toc227931100]1.6 Directional Strategy in the US
Market Penetration and Growth Strategy 
The IKEA directional strategy in the United States is mainly bent towards penetrating markets further into a market that is saturated. The US domestic furnishings business is worth more than 250 billion dollars and both the physical stores and online businesses provide heavy competition (Chen, 2023). IKEA aspires to middle-income families and urban consumers who seek affordable but fashionable solutions in furniture to retain and increase market share. Increased growth is accomplished by not only attracting new customers but also by increasing purchase frequency by the current customers by offering better accessibility and product differentiation (Agustian et al., 2024). This company uses its value proposition of cost efficiency and functional design to stay competitive. 
Omnichannel and Digital Transformation 
One of the core elements of the IKEA US strategy has been to merge the digital and physical retail stores. IKEA has been investing in its online infrastructure, mobile applications and online tools like augmented reality where customers are able to visualise products in their homes. Digital presence is extremely important since more than 80% of buyers in the US research products over the internet and online before deciding to purchase them (Gooljar et al., 2024). The proportion of online sales to the total revenue is increasing as a testimony to the digital trend in shopping behaviour. Services used by the company include click-and-collect and home delivery, creating a smooth omnichannel that adds more convenience and customer satisfaction.
Store Format Diversification and Accessibility 
IKEA is redefining its product and planning studios with an urban shek small-store format with a large-store model. The traditional IKEA stores in the US can easily surpass 300,000 square feet and are normally situated in suburban areas. The changing consumer lifestyles and trends in urbanisation have enhanced the need for the availability of convenient locations in the centre of cities (Sarkar and Nag, 2026). Smaller outlets enable IKEA to access customers who are more convenience-oriented and accessible within a shorter distance to travel. These formats can also offer the efficiency of the last-mile delivery and decrease the operational cost. This diversification increases market coverage and is in tandem with the changing consumer expectations.
Sustainability and Circular Economy Focus 
IKEA has been using the aspect of sustainability in its long-term strategy in the United States. The company has a goal of being climate positive by cutting greenhouse gas emissions, sourcing renewable energy and sourcing sustainably by 2030. IKEA is broadening circular economy projects like furniture take-back and resale programmes where the company is trying to reuse and recycle the products by motivating customers to engage in the initiative (Weng, 2025). IKEA has invested in wind and solar energy programs as well as recycling and renewable materials in its products. Economically in the US market where people are very environmentally conscious, sustainability acts as a differentiator. 
Service Innovation and Customer Experience Enhancement 
IKEA is paying more attention to strengthening the customer experience with the help of innovations in terms of service. The US consumers are gradually turning to convenience and time-saving solutions although the classical IKEA model has been focused on self-service and DIY assembly (Bouhia, 2022). IKEA provides services like delivery to your home, assembly and delivery services. Faster delivery options have emerged such as same-day and next-day deliveries in some locations as speed in delivering services has become a priority in satisfying customer demand. These service improvements enable IKEA to react well to online stores which emphasise speed and convenience.

Technology Integration and Data-Driven Strategy 
IKEA has a major input of technology in their directional strategy. The company can understand the consumer behaviour, monitor the purchase trends and customise its marketing through sophisticated data analytics. IKEA will be in a position to optimise inventory management, enhance product recommendations and overall efficiency through the analysis of customer data. Innovation is further enhanced by the introduction of smart-home products which meet the tech-savvy users in the US. This data-based solution would help IKEA to make good strategic choices and address changes in the market promptly to guarantee future competitiveness and growth.
[bookmark: _nf956o75dw3w][bookmark: _Toc227931101]1.7 Ethical Issues
Supply Chain and Labour Practices 
The global sourcing model of IKEA has been an issue that is associated with ethical issues regarding labour conditions in new markets like India. The company has an extensive supplier base most of whom work in areas where labour regulation is unevenly applied. More than 80% of all jobs are covered by the informal workforce which exposes them to the danger of low wage rates, poor working conditions and a lack of protection for the workers in India (Chen, 2023). The adherence to the supplier codes of conduct and the audit system implemented by IKEA is not enough and the various levels of suppliers with their diverse supply chains make compliance a problem. It is important to always keep things transparent and monitored to avoid labour exploitation and to observe the ethics.
Environmental Sustainability and Greenwashing Risks 
IKEA will achieve climate-positive status by 2030 through its work on renewable energy sources and sustainable material development and circular product design. The company operates worldwide which creates environmental hazards through their manufacturing processes and product distribution systems and use of natural resources. Increased environmental awareness among US citizens has led to stricter evaluations of how companies report their sustainability efforts which ties into discussions about green marketing practices and the risk of deceptive greenwashing (Deshmukh, Mohan and Mohan, 2022). The lack of transparent measurement methods creates difficulties in establishing accurate assessments of sustainability performance. The responsible extraction of fundamental raw materials such as wood plays a vital role in stopping deforestation while protecting biodiversity which enables companies to maintain their sustainability claims through ethical practices. 


Cultural Sensitivity and Market Adaptation
It is vital to consider the local cultural values, traditions and social norms when doing business in culturally diverse markets like India. Marketing campaigns or product design seem to become unethical when it does not represent cultural sensitivities (Carranza et al., 2022). Any unfavourable consumer attitudes can result from the inappropriateness in the depiction of living lifestyles or the general lack of localisation in the products offered. IKEA has tried to overcome this by modifying its products and marketing strategies to suit Indian tastes but regular appraisal is required to keep it aligned with the culture. Occupying the marketing world ethically is also promoting the use of inclusive representation and avoiding any kind of stereotyping in marketing.
Pricing Strategy and Fair Value Considerations 
The affordability stance that IKEA has developed brings up ethical issues of cost control and relations with suppliers. Self-seeking pricing practices in India to appeal to middle-income consumers can further pressure suppliers to drive down prices which can lead to a compromise of product quality or labour standards. Low pricing is beneficial to the consumer and it calls into doubt the capacity of the value chain to be able to sufficiently remunerate everyone in the value chain. Transparency of the promotional offers as well as perceived value being equal to the real product quality is considered in terms of ethical pricing in the United States.
Data Privacy and Digital Ethics 
IKEA gathers substantial customer data in the country where online shopping is the most popular the United States as digital channels and omnichannel retailing grow. This brings ethical challenges of data privacy, cyber and responsible data use. Ensuring that information about customers is not breached and adherence to data protection policies is vital in keeping trust high (Gilbert and Gilbert, 2025). Transparency of the way the data about customers is gathered, stored and applied to marketing issues is a part of ethical digital practices.
[bookmark: _9dfa1m9vcor8][bookmark: _Toc227931102]1.8 Recommendations
· Grow localisation in India through higher region-focused design of products by adding cultural and country specifics like modular kitchens, floor seating and compact storage systems that can fit the urban house average size of 500-800 square feet.
· Invest in e-commerce infrastructure and logistics networks to achieve over 70% of online shoppers using their mobiles and enhance the efficiency of the last-mile delivery network in big cities (Calabrò et al., 2023).
· Improve the affordability measures in India by implementing a scaling payment system like instalment plans and collaborating with financial technology providers to reach the middle-income group with incomes of less than 10 lakh per annum.
· Expand local sourcing in India to greater than the necessary level of 30% to lower the cost of production, enhance resiliency of the supply chain and assist local suppliers to promote long-term sustainability (Sharma et al., 2025).
· Increase smaller store formats and planning studios in urban US locations to enhance accessibility to customers with high population density in urban cities and less dependency on big stores over 300,000 square feet.
· Reinforce the omnichannel integration in the United States through enhanced real-time inventory so that more than 80% of the digitally focused consumers can have their online shopping seamlessly transition into physical store sales (Mattegunta, 2025).
· Increase economic sustainability through transparent product-level reporting of carbon footprint and material sourcing to satisfy the growing consumer interest in environmentally responsible products.
· Train your employees in India to enhance the level of customer service and support the consumers who are less aware of the idea of DIY, as a way of boosting the level of shopping experience and satisfaction (Murthy, 2025).
· Use the best data analytics tools in the US to customise marketing campaigns, price optimisations and better customer retention by offering promotions and recommendations.
[bookmark: _76roynuqjm8z][bookmark: _Toc227931103]Section 2: Reflective Account Using the Gibbs Reflective Cycle
Description
Research and development of international marketing analysis of IKEA in India and the United States was done in a systematic manner. It was necessary to use some of the most important frameworks such as PESTEL, STP and the 7Ps marketing mix to determine how IKEA modifies its strategies to fit two market settings which differ greatly. The academic material, industry reports and market statistics were reviewed to make sure that the analysis was not inaccurate and irrelevant (Gurler, 2024). The problem of comparing India which is a rapidly developing emerging market with the United States which is a developed market entailed a consideration of both economic indicators and cultural dimensions as well as consumer behaviour trends. It included editing substantial volumes of information to put it in well-defined parts that should be in accordance with the assignment (Madunic and Sovulj, 2024). Both a framework was used critically to make sure that there was analysis beyond the description and one that was evaluative. The systematic organisation of the work allowed creating a systematic report that tackled all important learning outcomes.


Feelings
The task seemed complicated at the start of the assignment since the analysis needed to be conducted on two countries that differ in economic, cultural and regulatory terms. The first question was whether it would be possible to reconcile the depth of analysis and the strict word count determinants. My confidence level kept on growing as the research went on because the frameworks were able to offer a clear framework for structuring the analysis. Interpreting data and making sure that it was relevant and meaningful towards the analysis was associated with a feeling of challenge. This problem led to an opportunity to enhance the skill of taking things critically as time went by. After the assignment, there arose a great feeling of accomplishment in writing a well-designed and thorough report which was able to put theoretical ideas into practical application in a company.
Evaluation
The advantages of the process were the good use of the analytical frameworks and the possibility of using data to create an argument. The PESTEL analysis could be used to compare macro-environmental factors in a structured way and the frameworks of the 7Ps and the STP allowed for analysing the marketing strategies which the IKEA has established in a more detailed manner. The United States and India comparison served as a great way to learn how international firms could modify their ways to fit these or that market circumstance (Porter, 2023). It was possible to follow a logical flow in the entire report and that every aspect of the report was well-connected to the global purpose was another strength. 
There were difficulties. It was challenging to cope with the amount of information in ensuring that all information was pertinent and in tandem with the analysis. An initial tendency was towards providing descriptive information and not letting critical assessment take precedence. The necessity to work without in-text citations meant that one had to pay close attention to the issue to make sure that the information would be credible and accurate (Subramanian, Soundararajan and Makol, 2025). The other challenge was time management since I had to balance my research, analysis and writing which I needed to plan well in order to meet the deadline




Analysis
The process of undertaking this assignment underscores the significance of finding ways to bring theoretical frameworks into business scenarios. PESTEL, STP and marketing mix are examples of the ease with which structured frameworks can be used to simplify complex market conditions and aid strategic decision-making. The analogy of India and the United States explains the standardisation versus adaptation of markets in international marketing. IKEA has been able to retain a constant global brand within the local context which is a testimony to the sense of flexibility in a global business strategy (Weng, 2025). The assignment highlighted the importance of cultural knowledge while marketing. 
Consumer behaviour like collectivism in India and individualism in the United States differs and highly affects the design, price and promotional practices of the product. This supports the fact that international marketing needs not only an analysis of the economic aspect of a business but a thorough grasp of cultural and social aspects as well (Kumar, 2024). The report has underscored the role of making decisions that are data-driven. Real data like income levels, market growth rates and adoption of the digital offered a better ground upon which the analysis could be conducted and made the report more acceptable (Ahmed and Jahan, 2022). The combination of data and theory helped to improve the quality of the work in general and showed a new level of academic knowledge.
Conclusion
The assignment has enhanced the level of knowledge about strategies in international marketing and in using the analytical frameworks to a considerable extent. The experience has increased skills in research and critical thinking and a more methodical and analytical way of solving problems. These were all good lessons that helped improve personal and academic growth although there were some difficulties in terms of time management and the necessity to balance descriptive and analytical material.








Action Plan 
	Action Area
	Key Activities
	Timeline
	Expected Outcome

	Research Planning
	Develop a structured outline and allocate word counts for each section before writing begins
	Week 1
	Improved organisation and clarity in report structure

	Data Collection
	Gather reliable market data, statistics and industry insights from credible sources
	Week 1–2
	Strong evidence-based analysis and improved academic quality

	Critical Analysis
	Apply frameworks such as PESTEL, STP and 7Ps with deeper evaluation rather than description
	Week 2–3
	Enhanced critical thinking and higher-level academic performance

	Time Management
	Set weekly milestones for drafting, reviewing and editing sections
	Week 1–4
	Timely completion and reduced last-minute pressure

	Review and Improvement
	Proofread content, refine arguments and ensure alignment with marking rubrics
	Final Week
	Improved coherence, accuracy and overall assignment quality


Table 2: Action Plan
(Source: Self-made)
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