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[bookmark: _Toc70592382]1.Introduction
This course work is based on deep research of the largest furniture company in the World - IKEA and reviews in detail the international marketing approach of the company. Using different marketing tools and methods as PESTEL, SWOT, PORTER 5 Forces, Marketing mix elements, Market Entry Methods, and Ansoff matrix it will critically analyze and compare the company’s performance in  the United Kingdom and Bulgaria. Two very different markets where IKEA operates but with great similarities and differences. 
[bookmark: _Toc70592383]1.1History of the IKEA company
Founder of the IKEA company is Ingvar Kamprad born in small Swedish town named Älmhult in 1943. The name of the company represents the initials of the names and the place of living of the constitutor. At the time of the establishment of the company Ingvar was only 17 years old but with good perception of how to do business. In the beginning IKEA operated in mail order sale of different personal and small home products, but not furniture. The idea that  IKEA should sell furniture came five years later and in 1948 they were officially listed in brochures for furniture. All the items were designed and made from local manufacturers and Ingvar was selling them through catalogs. It was a great idea at the time but some of the local people were a bit skeptical to order a product without seeing it first. To satisfy the customers’ needs Ingvar opened his first store in 1953 as a showroom of the products which he was selling. In the same year IKEA introduced the flat pack and self-assembling products as a solution for the big demand of distributions. In 1960 IKEA opened its first restaurant to fulfil the customers’ needs during their visit in the store. In 1965 another unique idea came to reality - IKEA opened a store on a flagship (the Kungens Kurva store) with incredible design which engages you to walk and see all products and strategic locations with enough parking space for costumers. All these great ideas gained great profit and prosperity to the company and lead to expansion of the business in other countries as Norway (1963), Germany(1973), and Switzerland(1973). Step by step the company expanded to global markets such as Japan(1974), Australia and Canada (1975), Hong Kong, United states(1985), United Kingdom (1987) and much more. During the years IKEA has gained competitive advantage by providing affordable products to the people. (IKEA weabsite, n.d.)
In present days the Scandinavian company IKEA is a globally recognized leader in the furniture market with 445 stores in 52 countries. For the financial year 2020 the company generated revenue of 39.6 billion of euro. (Anon., 2021)
The main vision of the company is to create a ‘’better everyday life for many people’’ by providing products with value to customers with good quality for low prices. 
[image: Logo
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Figure 1 IKEA logo
(IKEA weabsite, n.d.)
[bookmark: _Toc70592384]2. The Macro environment 
Macro environment is everything that surrounds the organization such as outside factors and is not controlled by the company.  For every country they are different and can provide great opportunities or big threats to the business. Those factors can affect the company’s decision, and therefore they need to be monitored and analyzed very carefully. In Marketing we use the PESTEL model to make situational analysis of the company which is important for its future success. For International companies as IKEA that analysis is essential because is a premise for opportunities and treats and therefore is constantly reviewed. (Harvey, 11.11.2019)


[bookmark: _Toc70592385]2.2 PESTEL Analysis for United Kingdom
[bookmark: _Hlk68794854]
Political
For the IKEA company it is important to operate in politically stable countries. The political decisions in the UK are very favorable for the business owners. The Government provides the companies with financial support and guidelines. A good example of that is the extended financial help for the furniture business during the pandemic.  (Anon., 2021)
Economic
The furniture industry in the UK was affected deeply by the pandemic situation and this change is likely to continue in the near future in light of Brexit. The pandemic affected the IKEA company resulting in dramatic reduction of the revenue. (S. Engilbertsson, 2020)
Social and Cultural 
[bookmark: _Toc70592386]Using the Hofstede’s six dimensions 
1. Power of Distance 
This index for Britain is 35 scores and is considered low. The people in the community believe that inequality should be minimized and that people should be treated as equals. (H. Insights, n.d.)
2. Individualism
With a 89 score the UK is considered to be one of the countries with the highest levels of individualism in the world. Typical for the individualism cultures is the personal fulfilment. (H. Insights, n.d.)

3. Masculinity 
With 66 scores Britain is considered a Masculinity society. People in these cultures are described as highly driven to success with a clear performance ambition. (H. Insights, n.d.)
4. Uncertainty Avoidance 
This index for the UK is considered low, it being 35 scores, which means that the members of this culture do not worry and do not feel anxious about uncertainty days. This may affect the work because planning for the future is not very clear. (H. Insights, n.d.)
5. Term orientation
In this dimension the British culture cannot be determined because it does not show dominantly preferences. The index is at the intermediate 51 score. (H. Insights, n.d.)
6. Indulgence 
The British culture is classified with 69 scores for highly indulgence. The people from this society are optimistic, prefer to spend money for fun and leisure as to enjoy their life. (H. Insights, n.d.)

Technological
To satisfy the customers’ needs IKEA is investing a lot of money for research and development of new technological products to make the people’s daily lives better. (IKEA, 2019)
Environmental
The consumers in the UK are aware of the global climate changes and the many problems they present to the modern days and are looking for companies that offer sustainable products (Harrabin, 2019). IKEA has a mission to become as sustainable as possible with its sustainable strategy for 2030 year. In fact, IKEA has an ambition to inspire more than 1 minion people to live better and think more of the planet. IKEA is creating constant sustainable online campaigns and encourages people with great ideas on how to reduce the energy consumption, water usage and recycling the old home items to new. Also, the company collected 2 tons of texture via the Textile Take-Back scheme. According to the latest UK annual summary the company is cutting back on packaging waste and has improved doing so by 98%. (IKEA, n.d.)


Legal
In the UK, the laws and regulations have supremacy and every company which does its business in the UK needs to follow and respect those regulations. IKEA is a global organization and therefore is susceptible to legal threats. An example of a potential problem may be the safety products material or the copy rights of design (Gov.uk, 2019). 
[bookmark: _Toc70592387]2.2 PESTEL Analysis for Bulgaria

Political
The government in Bulgaria is often changing the laws and regulations and this affects the development of the economy. Bulgaria has joined the European Union (EU) in 2007 and from that time on has constantly been striving to reach a better level of economy as to live up to the level of the other countries from the EU. Some of the political decisions that the country has taken have directly affected the business environment in the furniture industry. For instance, such a legal change is the high value added tax - 20% VAT. However, with the pandemic of covid-19 the government has been offering small financial support to the business. (Lex, 2019)

Economic 
The Economic situation in Bulgaria was seriously affected by the covid-19 pandemic situation in 2020 and many employees were made redundant. The unemployment in the country has raised dramatically and many companies were forced to reduce the working hours of their staff and also to cut back on their salary. However, many people used the time to refurnish part of their apartments or refresh the home accessories by online ordering different products. In Bulgaria only few furniture companies had good online presents and IKEA was one of them. Applying the policy of brand awareness, the company gained competitive advantages by providing a save and loyal customer service. (Capital, 2020)
[bookmark: _Hlk68870691]Social and Cultural 
[bookmark: _Toc70592388]Using the Hofstede’s six dimensions 
1. Power Distance  
For Bulgaria, this index is at 70 scores which is considered high which means that the people in the society understand their place in the hierarchy. In practice this means that the people in the hierarchical organizations  will easily follow the instructions from the management. (H. Insights, n.d.)

2. Collectivism
With 30 scores Bulgaria is considered a collectivistic society. This type of culture describes the people in the country as  loyal and caring for one another and the wellbeing of the others. (H. Insights, n.d.)
3. Femininity
Bulgaria is considered a feminine country with a score of 40 scores which is considered a good balance regarding the role of the women in society. Femininity also describes the way that the people value equality, solidarity and quality in their working lives and strive so that women live well and have a better life. As a result they like what they do and are not very competitive. (H. Insights, n.d.)
4. Uncertainty Avoidance
This index is connected to the way people deal with the unpredictable future. In Bulgaria, this index is high with 85 scores and this simply means that people in the county have a preference to avoid the uncertainty. Cultures with a high index have emotional need for rules and security. (H. Insights, n.d.)
5. Term Orientations
Bulgaria is considered to have a Pragmatic culture with 68 scores. Its society is considered to believe that reality depends on time, situation, and context. People are easy adaptable to new traditions and changes. (H. Insights, n.d.)
6. Restraint
In this aspect Bulgaria has a 16 score which is very low and determines the culture as strongly Restraint. Also, what is characteristic for those people is that they do not put importance on the leisure time and even tend to think that indulging themselves is somewhat wrong. (H. Insights, n.d.)

Technological
Bulgaria is fast as for adopting of the new technological changes and this presents a good opportunity for IKEA to develop a better communicational channels with the customers. This refers to the digital marketing tools that the company is using to increase the sales and brand awareness. (IKEA, 2019)



Environmental
The IKEA company takes active action regarding the way to live in sync with nature and is offering a variety of products to inspire Bulgarian people to think about the planet’s resources. With constant digital advice it tries to educate and promote energy saving products and glass boxes for healthy food. (IKEA, 2019)

Legal
Rules and regulations are standardized like those in European Union but in the country the level of corruption remains high, and this can be a potential threat to some organizations. (Lex, 2019)
[bookmark: _Toc70592389]2.3 Conclusion for the PESTEL analysis 
The comparison of the macro factors for the United Kingdom and Bulgaria gives us a clear view of what threats and also what opportunities the IKEA company may be faced with while operating internationally. Of course, the environmental factors are very dynamic and different for every country but considering the analysis we can state that there are some visible similarities and differences. The Political, Legal and Environmental factors for both countries have common basis such as the government’s financial help, rules and regulations standards and environmental sustainability. However, the Economic, Cultural and Technological factors are different. As an example for the economic ones, Bulgaria is a small country with a small number of population and narrow market needs compared to Britain with its big demand and consumption. Culturally, the Bulgarian people have different believes and way of living compared to the UK. Technologically both countries have a very different level of development. (Robin Lowe), 2019)

[bookmark: _Toc70592390]3. Porter five forces model for IKEA

[bookmark: _Toc70592391][bookmark: _Hlk69048125]3.1 Threat of New Entry - comparing UK and BG industry
[bookmark: _Hlk69050076]The furniture and home assessor’s markets are generally significantly competitive, and the threat of new entry is high. This is because there are minimal regulation barriers as to enter in this industry and the skills barrier for manufacturing is not substantial as well. On an international scale, the threat of a new entry of a rival to IKEA in the United Kingdom is considered low compared to the Bulgarian market where the risk is rather high. The reason for that is that Britain has 22 stores of IKEA and they are highly popular and with excellent reputations and constant development. (Anon., 2021)  For new competitors reaching this level of brand recognition and achieving an economy of such scale will become very difficult and take long time. Also, the  access to distribution channels may be another financial  barrier. The industry situation in Bulgaria is different because the Swedish company has only 4 stores in the country which are not enough to gain competitive advantage and this situation raises the threat of new rival entry. (IKEA, 2019)

[bookmark: _Toc70592392]3.2 Threat of Substitutes Products - comparing UK and BG industry 
Analyzing the IKEA products offered in the United Kingdom, the industry threats of substitutes are considered low. The availability of so many different products and substitutes to IKEA is dramatically growing in the recent years with the digital marketing revolution and online shopping but the company’s strategies to provide a wide range of diverse products is reducing the risk of substitutes. One factor is important to be highlighted  - IKEA has a strong brand name and respectful image in the country. In Bulgaria the situation is similar, where the threat of substitutes is considered low. Digital technology is rapidly influencing the consumers, but the what the substitutes offer in the furniture market is not successful. The popularity of IKEA is really growing in the country and the large product range of the company’s products makes it that the company covers every possible gap in the market. Another reason for IKEA’s success is that the Bulgarian consumer has very traditional and conventional thinking when furnishing their home. (IKEA, 2019)

[bookmark: _Toc70592393]3.3 Bargaining Power of Buyers - comparing UK and BG industry 
In the British market, the bargaining power of the buyer is considered medium. One reason for that is because the consumers can easily shift to competitors because there is no switching cost. However, IKEA is targeting wade range of people with low and high income and this balances the power of buyer. Considering Bulgaria, this force is low. The difference comes from the fact that the company has an emotional connection with the consumer. In fact, IKEA’s products are very trendy in the urban areas of living and people travel long distances to go to the stores and buy products form them. (E. Parsons, 2017)   

[bookmark: _Toc70592394]3.4 Power of Suppliers - comparing UK and BG industry
The IKEA business in the United Kingdom uses wade range of small suppliers and the bargaining power of the suppliers is considered low because they have no leverage over the company. Firstly, the suppliers’ companies are very dependent on IKEA because they purchase large quantities of items and drive their profitability. Secondly, it is a very low switching cost and the suppliers’ products input to the firm is not so major. The situation for Bulgaria is the same, the suppliers’ power is low. The company uses large number of suppliers and their power over the brand is small. The Swedish company uses a code of conduct called IWAY with which sets ethical rolls and regulations that suppliers need to follow as discrimination, minimum wages salary and safety working environment. (IKEA, 2019) 

[bookmark: _Toc70592395]3.5 Industry Rivalry - comparing UK and BG industry
The level of industry rivalry for IKEA in the United Kingdom is high. Competitors in the furniture business and home products are numerous and all of them are in the battle for the market share. In order to improve their position, the rivals often cut down the price. Customers in this industry are price sensitive and often compare the products’ price online. This is often affecting the consumer behavior and opens opportunities for the competitors. Examples for IKEA’s major competitors in the UK are Argos, Amazon, B&Q, John Lewis and the DFS company. (Association, 2020)
In Bulgaria, the industry rivalry is high, like in the United Kingdom and the reason for that is because of two factors. Firstly, in the UK IKEA is differentiated as low-cost company but in Bulgaria its products’ price range is considered as above the average. This often pushes some of the consumers to buy from competitors. And  secondly, in the county people prefer to buy products from the local stores in the city. (Daniela Bojahr, n.d.)
[bookmark: _Toc70592396]4. SWOT analysis for IKEA company

                       United Kingdom                         Bulgaria
	[bookmark: _Hlk68896671]STRENGHTS


Similarities









Differences
	· strong brand name
· good global reputation
· cheap innovative furniture
· good marketing strategy
· unique business idea
· long relationship with suppliers
· good distribution
· new technological products
· online shopping
· sustainable products
· modern design products
· cheap price product
· consumers loyalty 
· multi locations of IKEA
	· strong brand name
· good global reputation
· cheap innovative furniture
· good marketing strategy
· unique business idea
· long relationship with suppliers
· good distribution
· new technological products 
· online shopping
· sustainable products
· modern design products
· affordable price products

	WEAKNESSES


Similarities

Differences

	· missing parts from self-assembling packages
·  not having its own manufacturing 
· Low quality of some products 
· Weak advertisement of technologies
	· missing parts from self-assembling packages
· not having its own manufacturing
· Low quality of some products
· Customer loyalty
· Only 4 stores in the country
· products range 

	OPPORTUNITIES

Similarities

Differences 

	· increase of the product range
· influence on the consumer’s decision 
· entering new markets
· visibilities of the brand
· developing robotic furniture
· developing green products
	· increase of the product range
· influence on the consumer’s decision 
· entering new markets
· visibilities of the brand
· lowering of the products’ price
· feedback from consumers
· opening of more stores 

	THREATS

Similarities

Differences 

	· competitors 
· economic factors as consumers spending less money
· changes in customers’ preferences
· control on the standards and quality 
· fuel price 
· work force deficit 
	· competitors
· economic factors as consumers spending less money
· changes in customers’ preferences



Figure 2 SWOT Analysis (IKEA, 2019)
SWOT analysis on figure above illustrates (lists) the main points of the situational analysis for the IKEA company in the United Kingdom and in Bulgaria. Similarities and differences are presented with different colors for better visualization and for comparison. IKEA is implementing the same strategies in both countries to develop a wide range of low-cost stylish products and is keeping the same models of operation. The differences are coming from the markets’ size in both counties and their level of economy development. (Robin Lowe), 2019)
[bookmark: _Toc70592397]4.1 Advantages and disadvantages of SWOT analysis
           In International Marketing this model is used for strategic planning and have a great advantage to the business because is helping to allocate the organizational resources. SWOT analysis is also monitoring the internal and external factors and is fitting other theories and models. It helps organizational managements to start a discussion for the future perspective and move beyond daily problems and the current situation. Disadvantages of the model are comparing with competitors; have problem in terms of quality and quantity, it is not determining the priorities of the factors identified in the Analysis and is not detailed, just as mapping. (Anon., 2017)
[bookmark: _Toc70592398]5. Segmentation, Targeting and Positioning
 

Figure 3 STP Model (Anon., 2020)

Selling in International markets as in the United Kingdom and Bulgaria the IKEA company deals with different customers. In order to serve their needs the company needs to identify them and after that categorize them in groups of people by using market segments approach. (Robin Lowe), 2019) Then after analyzing the information, the company targets those customers differently in every country according to their preferences. The final element that needs to be positioned is the ability of the business to gain the right perception of the consumers’ minds. Those process is very important for the success of the organization and needs to be applied for every country individually in order to provide opportunities for more effective, efficient, and more profitable approach. (Association, 2020)

[bookmark: _Toc70592399]5.1 Segmentation and Targeting - Analysis for UK and BG county

	[bookmark: _Hlk69677530]Segmentations

	Target customers in
the United Kingdom
	Target Customers in
 Bulgaria

	SIMILARITIES

Geographical
Demographical
Behavioral
Physiographic

	
· Density in the Urban area
· Gender is Females and Males
· Life cycle stages are single people, married and families
· Benefits sought is low cost 
· Personalities are easygoing or determined
	
· Density in the Urban area
· Gender is Females and Males
· Life cycle stages are single people, married and families
· Benefits sought is low cost 
· Personalities are easy going or determined 


	DIFFERENCES

Demographical
Geographical
Behavioral 
Physiographic

	· Age from 22 to 60
· Occupation - students, workers, or professionals
· User status - first time or regular user
· Lifestyle is resigned, struggler, mainstreamer, and explorer
· Loyalty degree is soft, hard loyal or switchers
· Social class is Lower or Middle 

	· Age from 25 to 50
· Occupation from workers or professionals
· User status - nonuser or regular user
· Lifestyle is mainstreamer
· Loyalty degree is soft, core loyal or switchers

· Social class is Middle or Hight



Figure 4 IKEA Segmentation and Targeting (Association, 2020)
The Global market segmentations which IKEA uses in the United Kingdom and in Bulgaria are Geographical, Demographical, Behavioral and Psychographic. Those criteria are used to segment the customers into groups for better understanding of their needs and desires. IKEA also uses the strategy for targeting the mass market. On the table above are presented the target customers with the similarities and differences in the two countries. (Association, 2020)

[bookmark: _Toc70592400]5.2 Positioning – Similarities and Differences for UK and BG

IKEA as a Global leader with many years of experience uses two ways to position its products. The first one is by targeting the customers by segment positioning and the second one is by adaptive positioning. Segment positioning is focused on customer segment depending on each country. (Harvey, 11.11.2019)
 	
[bookmark: _Toc70592401] (
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Figure 5 Perceptual map (Inter IKEA Group, n.d.) (
Low price
)

             Adaptive positioning is used in connection to periodically review global trends and adjustments of the positioning of the products in every country individually in response to the changing environment and changing customer behavior. In the United Kingdom the number of customers with preferences for more sustainable products and minimalism is increasing every year. As to the Bulgarian market, IKEA is focusing more on the single customer’s needs which is more cost-effective to get value for the money. (Association, 2020)


[bookmark: _Toc70592402]6. Marketing Mix 7P – Analysis for United Kingdom and Bulgaria


Figure 6 Marketing Mix 7P (Harvey, 11.11.2019)
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Figure 7 IKEA Products (IKEA, 2019)
[bookmark: _Toc70592403]6.1 Product 

	Comparison 
	United Kingdom      
	Bulgaria

	
Similarities

	Products
Product strategies 
Self-assembling 
Packaging 
	Products
Product strategies
Self-assembling
Packaging

	
Differences

	Wider Product Range 
Big variation on colors and sizes
Language on the labels is English
Technologies advance 
Eco-friendly materials
	Smaller Product Range
Limited variation on colors
Language on the labels is Bulgarian
Technologies
Eco-friendly materials


Figure 8 Product comparison (IKEA, 2019)
The Scandinavian company is famous because it sells everything that is needed for the whole home. IKEA keeps standards by providing wide range of self-assembling products with modern design and sustainable material for the Bulgarian and the British consumer. IKEA has more than 9 500 Product range listed in categories as: Furnitures, Outdoor products, Storage and organization, Decoration, Plants and pods, Kitchen equipment, Bed and mattresses, Textiles, Bathroom products, Cookware and tableware, Baby and children, Lightning, Rugs and mats, Summer staff, Home electronics, Home smart, Laundry and cleaning, Leisure and traveling, Home improvement, Food and beverages, Safety products and Christmas. (Shoulberg, 2018)
In the UK and Bulgaria, it applies similar product strategies and as an evidence of that it uses the same product categories on the online catalogues.
Examples of differences - the number of the mirror products in the UK is 81 items compared to Bulgaria where they are 58 items.  Or the desk products available in the UK are 640 items compared to 452 items in Bulgaria. (Чобалигова, 2021)

[bookmark: _Toc70592404]Price

	Comparison
	United Kingdom
	Bulgaria

	
Similarities

	
Strategies for pricing
Discounts
	
Strategies for pricing
Discounts

	
Differences 

	Currency Pound (GBP)
Product Prices 
Delivery Price
	Currency Lev (BGN)
Product Prices
Delivery Price


Figure 9 Price comparison (IKEA, 2019)
Main mission and vision of the company is to sell affordable products and their marketing is around this low-price concept. IKEA uses in the United Kingdom Cost Leadership, Economic pricing, and psychological strategies. This is based on the fact that the company is controlling the prices by producing large quantity of items and removing the middleman. Also as promoting products with price ending 99p they directly influence on the customers’ psychology. Indeed, some of items can cost quite a lot of money as for example the kitchen systems with wooden cabinets. For the Bulgarian market the company uses similar strategies. However, in practice IKEA charges differently for the same item in both countries. The reason for that is the different currency, economy of scale and the franchising operation. (Jansson-Boyd, 2018)

[bookmark: _Toc70592405]Place

	Comparison
	United Kingdom
	Bulgaria

	
Similarities


	Online and offline sales 
Size and colors of the buildings 
Store layout 
Store location
Virtual store walk
Order and collection point
Buildings are owned by the company
	Online and offline sales 
Size and colors of the buildings 
Store layout 
Store location
Virtual store walk
Order and collection point
Buildings are owned by the company

	
Differences 


	Direct channel of distribution
22 Stores in the county 
Playground for kids

	Distribution
4 Stores in the county 



Figure 10 Place comparison (Anon., 2021)
IKEA uses the same way of selling online and offline in the UK and in Bulgaria and the characteristics for the general store are also similar. Brand stores are close to the city with a lot of parking spaces, buildings are massive with the typical colors of the Scandinavian flag. In the UK some of the company’s stores are offering playground area for kids which is very convenient for the family visit compared to Bulgaria where this is still not an available benefit in the general store location. (Hollensen, 2008)

[bookmark: _Toc70592406]Promotion

	Comparison
	United Kingdom
	Bulgaria

	
Similarities


	TV advertisement
email advertisement
Magazines and newspapers
Online IKEA catalog 
Web site, Sales
	TV advertisement
email advertisement
Magazines and newspapers
Online IKEA catalog
Web site , Sales

	
Differences 


	Language
Message and Image 
Cultural , Creativity
Sponsorship
	Language
Message and Image
Cultural , Creativity 
Sponsorship


Figure 11 Promotion comparison (IKEA, 2019)
IKEA is uses similar advertising to communicate with the people in both countries, but the brand message is in a different language and has different cultural image. 

[bookmark: _Toc70592407]People

	Comparison
	United Kingdom
	Bulgaria

	
Similarities


	Employee’s satisfaction
Recruitment 
Training of the staff 
Good skilled 
	Employee’s satisfaction
Recruitment 
Training of the staff 
Good skilled

	
Differences 


	Career Development
Strong relationship with customers
	Career Development
Weak relationship with customers


Staff –Figure 12People comparison (Hyken, 2017)

[bookmark: _Toc70592408]Process

	Comparison
	United Kingdom
	Bulgaria

	
Similarities


	Online order 
Store Selling process
Customer service 
Payment and Refunds 
Self-assembling 
Warranty 
	Online order 
Store Selling process
Customer service
Payment and Refunds
Self-assembling
Warranty

	
Differences 


	Visible Company complaint process with action 
[bookmark: _Hlk70354737]Online, in-store planning services

	 Delightedly Company complaint process
In store planning services


Figure 13Process comparison (IKEA, n.d.)
IKEA has unique selling process in stores, therefore can reduce the total product price. This concept applies the same in both countries as customers need to find the product that they like to buy and write down the number on a piece of paper and then the customer needs to look and take the item from the storage floor. Besides, most Ikea products are sold in parts and for assembling the same way in every country. Online ordering, payment methods and customer services are also the same. The difference that was found was in the company complaint process which is visible in the UK and delightedly in Bulgaria and planning services options. (Association, 2020) 

[bookmark: _Toc70592409]Physical evidence 

	Comparison
	United Kingdom
	Bulgaria

	
Similarities


	Uniforms of the staff
Product Packaging 
Buildings 
Website, brochure 
	Uniforms of the staff
Product Packaging 
Buildings 
Website, brochure

	
Differences 


	
English language 
Number of stores
Number of staff
	
Bulgarian language
Number of stores
Number of staff


Figure 14 Physical evidence comparison (IKEA, 2019)

IKEA has similar physical representation in the UK and Bulgaria as buildings’ size, product packaging , uniforms of the staff and website structure. Differences are found in the language, number of store and staff. (Hyken, 2017)

[bookmark: _Toc70592410]7. Market Entry Methods
The Market Entry Method helps the organizations analyze the International marketing strategies and different types of sourcing of the company as well as related risk when business is wishing to expand. (Hollensen, 2008)
IKEA is owned by INGKA Holding but many of the stores are run by IKEA Group and Inter IKEA Systems  B.V. The market entry method of the furniture company uses franchising strategies and wide range of development suppliers. The franchisees have the right to operate brand store under the franchise agreements in accordance with franchisor’s systems and methods to use Scandinavian trademarks but in order to run a business they must pay 3% of the revenue back. The IKEA franchisees are able to access the product range of IKEA and have the opportunity to continuously take part in the IKEA concept development in their own stores. In Bulgaria the franchisees company is FOURLIS Group. They opened the first IKEA store in Sofia in 2010 (MarketScreener, 2020). In the United Kingdom the business is operated by IKEA Group and other independent owners. (Inter IKEA Group, n.d.)
[bookmark: _Toc70592411]8. Ansoff Matrix

Marketing strategy used to improve and measure the grow of the business success. (Hollensen, 2008)

	Comparison
	UK

	BG

	
Market Penetration

	IKEA catalog 
IKEA virtual Store tour 
Marketing Promotions
Strong Brand Name
	IKEA catalog 
IKEA virtual store tour 
Marketing Promotions
Strong Brand Name


	
Product Development

	New products every year
Cultural variation of the products
Developing comfortable furniture for the county 
	New products every year
Cultural variation of the products
Developing comfortable furniture for the county

	
Market Development

	Investment in technology 
Opening new stores every year
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[bookmark: _Toc70592412]8.1 Market Penetration
IKEA is using the same strategies in the United Kingdom and Bulgaria to sell more of the existing products to the same market. The IKEA catalog is a great example of increasing the customers by offering inspiring content with great tips on how to furnish your home with stunning design pictures. The company also invests a lot of money in Marketing Promotions to attract and encourage more people to buy their products. (B. Smith, 2016)

[bookmark: _Toc70592413]8.2 Product Development
Selling new products to the existing market is something that  IKEA has been doing for many years and successfully. The company’s strategies are to create and develop a new product range every year by adapting with new trends, modification the existing models or variate the colors and sizes. Indeed, IKEA is improving the furniture comfort by using new technologies and more sustainable materials in order to develop new unique products at affordable prices. The company’s operation in the UK and in Bulgaria is very similar but the economy of scale and the cultural differences have their impact, and therefore IKEA offers different product range in both counties. (B. Smith, 2016)

[bookmark: _Toc70592414]8.3 Marketing Development
Using existing products and selling them on new markets is a bit risky decision but for IKEA it shows to be a winning strategy for reaching new customers. During the years the Scandinavian company has become the largest retailer in the world by expanding internationally and trying new geographical areas relatively close to the company’s culture. Comparing IKEA in the UK and in Bulgaria shows similarities as to the applied strategies as opening new stores every year in different areas. (B. Smith, 2016)

[bookmark: _Toc70592415]8.4 Diversification
IKEA restaurants are a great example of this strategy as they provide new products for new industries. The typical Swedish food is served the same way as in the UK and in Bulgaria. For the brand extension IKEA uses forward Vertical Integration. The focus on the unique design of the brand stores, quality of service and the lack of middlemen allows the company to control the prices. The store location, size and layout purposely designed to see every single item are also the same in the UK and in Bulgaria. (B. Smith, 2016)


[bookmark: _Toc70592416]9. Advantages and disadvantages of the Ansoff Strategy Model 
The Ansoff strategy is a model related to the directional development of the companies. It is an essential marketing tool for every marketer because it shows the possible ways to grow the business and the related risks to that.  The advantages of this model are the ability clearly to analyze the company’s growth strategies as to increase the profit and to accomplish its goals. The disadvantages of the model are not analyzing the external environment as PESTEL factors and competitors. (Porath, 2016)

[bookmark: _Toc70592417]10. Conclusion
This course work demonstrated detailed international marketing analysis and comparison of the IKEA company particularly in the markets of the United Kingdom and in Bulgaria. Based on the deep academic research it managed to compare and list their similarities and differences. As a Global leader IKEA uses similar marketing strategies and approaches to influence the customer decision in the UK and in Bulgaria. Following the brand mission to be the largest retailer in the world, offering affordable products and good quality items, the company modifies and applies different approaches to cultural differences, political environment, and economy of scale. (S. Brege, 2021)

[bookmark: _Toc70592418]11. Recommendation 
Future recommendation to the Scandinavian company is to increase the digital marketing performance of the company in the UK and in Bulgaria as to continue the brand image and its success. It is very important that the company can adopt  and use the digital technologies and social media as a new way of communication. Indeed, the advantages of that are targeting new customers, building communities, and influencing the youngest generation from an early stage. (Q. Sun, 2016)
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