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[bookmark: _Toc226049924]Introduction
The report will analyse the international marketing strategies of Ikea in Germany and India. The study will focus on the factors of the macro-environment through PESTEL as well as the STP and marketing mix. It will also assess ethical issues and directional strategies. The analysis will compare how IKEA will differentiate its approach in a developed and an emerging market. This will bring some insights of how the company will be able to attain sustainable growth around the world.
[bookmark: _Toc226049925]Background Information about the company
Ingvar Kamprad, a Swedish, is the founder of KEA, which was established in 1943. IKEA represents the first name of the founder, Elmtaryd, and village, Agunnaryd (Ikea, 2026). The company started selling small household products like pens and wallets. It subsequently got into furniture in the late 1940s. IKEA launched the idea of the flat-pack furniture in the 1950s (Ikea, 2026). This invention has saved money. It also enabled customers to make their own products. Gradually, IKEA spread all over the world and became one of the largest furniture shops in the world. The company has a reputation of selling low priced home products (Ikea, 2026). IKEA is present today in numerous countries and has the sustainability, cost efficiency, and customer experience as its major elements of the global strategy.
[bookmark: _Toc226049926]Section 1
[bookmark: _Toc226049927]Comparative PESTEL Analysis of both nations
IKEA has operations in a variety of markets around the world. Germany and India are two completely distinct economic environments. PESTEL analysis is useful in analysing the macro environmental factors that should be taken into account in the operations of IKEA in these two countries. 
[bookmark: _Toc226049928]Political Factors
The political environment of Germany is a very stable business environment. This nation belongs to the European Union, and this guarantees homogeneous policies and powerful economic collaboration among the member nations. The regulations in the government are transparent and unsurprising (Agarwal, Hussain and Agarwal, 2023). This stability gives IKEA the confidence to invest in investments. Germany has favourable trade policies and few limitations exist in the flow of goods within the EU. This will allow IKEA the ability to transport products efficiently in various European markets through Germany. Sustainability is also promoted in the public policies and this fits the global responsibility of IKEA to ensure that its operations do not impact negatively on the environment.
The political environment in India is also stable as a democratic government, and the regulation is more complicated. There may be a difference between the policies used in different states and it may be slow to implement (Agarwal and Hussain, 2023). Entering India, IKEA had to deal with regulatory issues. The regulations of foreign direct investment demanded that IKEA bought a large percentage of its products domestically. This necessity complicated operational conditions but also provided opportunities to establish the local supply chains (Jaufenthaler et al., 2023). IKEA has enjoyed such initiatives in the form of forming alliances with local suppliers. Hence, Germany has minimal political risks and consistency of the policies whereas India has future opportunities of growth I only need to make sure that I counter the government policies.
[bookmark: _Toc226049929]Economic Factors
The economic conditions are the greatest determinants of strategy at IKEA in Germany and India. These determinants affect the growth prospects in the short-term, consumer purchasing power and the pricing strategy. Germany has the potential as one of the largest economies in the world, with the GDP measuring about $5.0 trillion (Bhatnagar and Sinha, 2018). Nevertheless, it is a developed economy. The current growth rates have been of less than 1% with projections being around 0.2% in 2025 (Trading Economics, 2026). This is sluggish growth that is indicative of a saturated market. Majority of the households already have the basic furniture, and replacement purchases are the most crucial needs, as opposed to demand. Germany is very appealing with its high economic stability by consumers.
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Figure 1: Germany GDP Growth Rates
(Source: Trading Economics, 2026)
India has a top economic growth with GDP of about 4.1 trillion and it is ranked among the fastest developing large economies in the world. The growth is always averaged to be 6-7 percent annually (Trading Economics, 2026). The next factor behind this rapid growth is the industrialisation, urbanisation, and increasing incomes. In the case of IKEA, this implies that India is a high growth market whose demand on home furnishings is growing. In India, there is no saturation of demand as in Germany. Large numbers of households are buying modern furniture on a first-time basis.
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Figure 2: GDP Growth of global economies
(Source: Indiastat, 2026)
GDP per capita in both countries also has a great disparity. The GDP per capita in Germany is approximately 59, 000 (Trading Economics, 2026). This is a sign of extremely high purchasing power. Germany has consumers who are able to buy high quality furniture items. They will also buy more at a higher price in terms of quality, durability as well as sustainability (Mishra et al., 2024). IKEA is reacting to this with well designed products that are characterised by high-quality materials and the long durability of the products. On the contrary, India has a GDP per capita approximately of $2,800 (Indiastat, 2026). This is a sign of low purchasing power. A substantial number of people are still sensitive in terms of prices. IKEA has adjusted its pricing system to fit in this market. 
[bookmark: _Toc226049930]Social Factors
Consumer behaviour in Germany and India is highly dependent on social and cultural forces. Germany is experiencing an ageing population with a small population and household structure in which the percentage of single-person household has an extremely high rate (Dauth, Findeisen and Suedekum, 2021). Consumers would like to see functional and minimalistic and durable furniture. Another issue of big concern is sustainability. German consumers require the products that are environmentally-friendly and ethical businesses. IKEA has retaliated to this by marketing environmentally friendly materials, recycling schemes and eco-friendly products in Germany.
The population in India is much younger and the family sizes are huge. There are a lot of households that are in smaller urban apartments. This generates the need of small and multi-purpose furniture (Jena et al., 2021). IKEA has evolved itself to address these demands. As an example, it provides modular designs, space maximising storage solutions, and foldable furniture. Product design is also affected by cultural inclinations. The Indian consumers tend to stick to the colourful and traditional design, which is not similar to minimalist design that is widespread in Germany. There is also a variation in shopping behaviour. German customers are used to self-service retailing. IKEA has changed its services to incorporate assembly services and customer services in the stores in India (Aldrou et al., 2023). These changes reveal the influence of social aspects on the operations of the IKEA business in the two nations.
[bookmark: _Toc226049931]Technological Factors
A majority of the technological infrastructure in Germany is highly developed. The penetration of the internet is high and the e-commerce is highly developed. IKEA employs online tools to create customer experience. The use of such features as online shopping, mobile apps, and augmented reality tools can help customers see the furniture at home (Dubitskaya and Tcukanova, 2018). The technologies enhance sales. Technological development is also on the accelerated track of India. 
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Figure 3: AI-powered technologies
(Source: Ikea, 2026)
The use of the internet and phones is on the rise. Nevertheless, physical stores have a large place in the retail market. In India, IKEA employs both online and offline to reach customers. It provides browsing and ordering online platforms, and also has big brick-and-mortar stores that are used to experience the customer (Song, 2021). This mixed strategy assists IKEA in achieving more people.Supply chain is also supported by technology. The superior systems in Germany enable the distribution and management of the inventory. India IKEA is also investing in online tools to enhance logistics and coordination of suppliers. This assists in the reduction of costs and efficiency in the long run.
[bookmark: _Toc226049932]Environmental Factors
In Germany, the issue of the environment is of great concern. Environmental laws in the country are stringent and the awareness of anyone on sustainability matters is high. Consumers would like companies to minimise their effect on the environment. With these expectations, IKEA has geared its strategy towards these by availing renewable material, minimising waste and investing in renewable energy sources (Donbesuur, et al., 2020).Environmental sustainability is also important in India, and the rate of enforcement is less as compared to Germany. In India, IKEA works towards sustainable activities through sourcing of locally produced materials, as well as recycling. It equally invests in renewable energy like the solar power. These initiatives contribute to a favourable brand image and expansion of IKEA to comply with new regulatory demands in the future (Macchiavello and Siri, 2022).In Germany the environmental factors are more demanding whereas in India they are an opportunity of growth and differentiation.
[bookmark: _Toc226049933]Legal Factors
The law in Germany is very effective. There are laws that are well enforced. There is the well established labour laws, consumer protection laws, and environmental standards. IKEA will have to follow these rules, yet the system is clear, and it will enable lack of uncertainty.India has a more elaborate legal environment. Laws may be different between states, and the process of compliance could be lengthy (Macchiavello and Siri, 2022). IKEA has to be cautious in dealing with the legal matters of procuring, retailing, and labour laws. Nonetheless, the level of ease of conducting business in India has been enhanced thanks to recent reforms. The foreign companies have also been facilitated in digitalisation of processes and policy changes (Zhang et al., 2020).Germany is a country that provides legal certainty. India is more difficult to handle in legal terms but offers opportunities in the long run.
[bookmark: _Toc226049934]Favourable/ Unfavourable Factors
In the case of IKEA, the majority of PESTEL aspects are favourable, but with certain difficulties depending on the country. The political factors are mostly favourable. Such countries as Germany are stable and have distinct regulations. India is also favorable to foreign investment but the rules may be complicated. This poses moderate problems but nonetheless contributes to long-term growth. Economic factors are mixed but mostly favourable. Germany offers high purchasing power and stable inflation which favors the sales stability. India has good economic growth and emerging middle class. But the margins can be constrained by low income and price sensitivity.

The social situation is positive. In Germany, the consumers appreciate sustainability, which aligns with the strategy of IKEA. The technological aspects are positive. Digital development is encouraged by both nations, and it assists IKEA in developing e-commerce and enhancing customer experience. Environmental factors are difficult but long term good. Germany has strict regulations that add on costs but they reinforce the image of sustainability at IKEA.
[bookmark: _Toc226049935]Comparative STP Analysis of IKEA in Germany and India
[bookmark: _Toc226049936]Segmentation Strategy
Segmentation is the process of the company IKEA splitting up the market into a number of groups based on character such as demographics, lifestyle and behaviour. In Germany, IKEA does a lot of demographic and psychographic segmentation. The company is aimed at middle income houses, young professionals and small families. These groups are constantly stable incomes and values quality living standards (Thomas and George, 2021). Germany has a high GDP per capita, and so a lot of consumers can afford well designed furniture. IKEA have customer segments based on lifestyle such as minimalism, sustainability and living in the modern era. Behaviours Segmentation is also important. Many German customers have no problem with the DIY assembly of furniture and self-service retail formats. This is consistent with the traditional business model of IKEA.
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Figure 4: STP Model
(Source: Thomas and George, 2021)
In India, segmentation is much complex and diverse. IKEA uses segmentation in the form of geographic, demographic, psychographic, and behavioural segmentation in combination. The company gives primary focus to urban areas like Hyderabad, Mumbai and Bengaluru. These cities have a high density of population and a growing middle class. IKEA also segments customers according to income levels as there is a wide range of purchasing power (Khandelwal, Jakhar and Khandelwal, 2020). It has a very wide price range to appeal to lower middle as well as upper middle. Another important factor is family size. Indian households are often more sizeable than German households. This influences the needs of furniture.Therefore, segmentation in Germany is better predictable. In India segmentation is wider due to the heterogeneity of culture.
[bookmark: _Toc226049937]Targeting Strategy
Targeting is the reference to the way that IKEA chooses particular customer segments to target. In Germany, IKEA's type of targeting is fairly focused. It is primarily aimed at middle-income consumers who are cost conscious but still place a premium on quality. Globally, IKEA targets customers that need stylish furniture at a reasonable cost. In Germany this includes the young professionals, students and families setting up homes (Amira and Fitriasari, 2021). These customers are usually anywhere between 20 to 40 years of age. They are at the beginning of their careers or family life. They require cheap furniture solutions. 
In India, IKEA has a slightly wider targeting approach. The principal target group is the urban middle class. These are young professionals, newly married couples and small families. These groups are experiencing incomes increasing and lifestyle changes. IKEA's research shows that its core target customers are middle class individuals with ages between 20 and 34 that are looking for value for money (Mogaji, 2025). However, IKEA encountered some problems with the target strategy in India at first. The company had assumed that Indian consumers would be satisfied with the DIY model. This assumption was not quite correct. Many Indian customers are fond of ready-made furniture because of the availability of cheap labour.
[bookmark: _Toc226049938]Positioning Strategy
Positioning is the way that IKEA has positioned their brand in the minds of consumers. In the German market, IKEA bets on the image of being a company that offers high-quality and affordable furniture while being socially responsible (Amira and Fitriasari, 2021). The brand focuses on its concept of "democratic design", which has a balance of function, quality, sustainability and low price. So this positioning is not a bad fit with German consumer values. Customers view IKEA as a reliable brand that provides fashionable and practical solutions to everyday life needs (Luthfiandana et al., 2024). IKEA also markets itself as a self service& DIY brand in Germany. Customers enjoy the experience of visiting large stores, browsing for the showrooms, and assembling furniture themselves. This is part of the brand identity experience. IKEA stores in Germany are designed so that they can offer inspiration and convenience. Digital tools - online platforms, augmented reality apps - further enhance this positioning.
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Figure 5: Ikea positioning map
(Source: Self-Developed)
In India, IKEA has a more localised positioning strategy. While it retains its global identity of affordability and functionality, it modifies its message to relate with Indian culture. For example, IKEA launched the "Ghar Aa Jao" campaign which focuses on the emotional importance of family in Indian society (Ikea, 2026). IKEA also changes location of its products in India. It offers smaller furniture and space-saving designs to fit small city homes. It also does modifications in product range such that it targets products that can suit Indian lifestyles such as products for the kitchen (Mogaji, 2025).  However IKEA had not had a good start with its positioning in India. The DIY concept isn't consistent with local tastes. 
[bookmark: _Toc226049939]Comparative Analysis of Marketing Mix 7P
[bookmark: _Toc226049940]Product Strategy
In Germany, IKEA provides a large variety of products that are focused on quality, durability, and sustainability. Customers favour minimalist designs of furniture. IKEA offers products that are made with renewable materials by encouraging eco-friendly solutions (Dobrowolska and Niedbała, 2023). For example, energy-efficient lighting and recycling or reuse of wood furniture is highlighted in many German stores. Products are standardised German consumers are familiar with the global style of IKEA. In India, IKEA caters to local needs in the forms of its product range. Homes are smaller so spaces saving pieces of furniture are important. IKEA has low beds, foldable tables and modular storage spaces. It also adjusts to products according to cultural preferences (Luthfiandana et al., 2024). For example, kitchen products are made keeping in mind the cooking habits in India. IKEA even sells such things as pressure cookers and spice boxes in India. This indicates high localisation in product strategy.
[bookmark: _Toc226049941]Price Strategy
The purchasing power of the Germans is high. IKEA is a value-based pricing. Customers are willing to pay more for quality and sustainability. The prices are stable because of low level of inflation and good economic condition. IKEA is focused on providing "affordable premium" products in Germany (Loučanová, Olšiaková and Dzian, 2018). In India, high price sensitivity is observed. IKEA applies penetration pricing in order to attract customers. So, it has a lot of comparative products to launch at low costs to gain market share. For example IKEA introduced products that were priced below Rs/- 200 to attract the budget conscious consumers. The company also saves on costs by looking locally (Azizi and Mansouri, 2021). This helps in maintaining low prices. So, the pricing in Germany is concerned with pricing based on values and quality. In India, the focus of pricing is affordability and accessibility.
[bookmark: _Toc226049942]Place (Distribution)
In Germany, IKEA has a very well developed distribution network. Stores are in suburb areas and easy to access. The country has an efficient infrastructure that supports efficient logistics. IKEA has an extensive use of e-commerce too. Customers can place order online and can have a quick delivery (Norbutaev and Sultan, 2025). However, in India, distribution is more difficult. Infrastructure is still in development phase and traffic congestion is affecting logistics. IKEA has opened huge stores in cities like Hyderabad and Mumbai. These stores are experience centres. The company is also adding to online channels to reach more customers. Not just this but IKEA also invests in local warehouses and in supply chains to gain better efficiency (Norbutaev and Sultan, 2025). Germany provides easy and efficient distribution. For India investment and adaptation is needed so as to overcome logistic challenges.
[bookmark: _Toc226049943]Promotion Strategy
In Germany, IKEA has standardised promo-strategies. Advertising is concerned with functionality, design, and sustainability. Campaigns emphasise the practical solutions to day-to-day living. Digital marketing plays a strong role as the use of the internet is high. In India IKEA uses localised promotional campaigns (Azizi and Mansouri, 2021). A famous case is the "Ghar Aa Jao" campaign, which taps into Indian feelings on the subject of family (Ikea, 2026). This is a way of creating a strong emotional connexion with customers. IKEA also engages in using social media and digital platforms to target younger consumers. Promotions tend to emphasise prices for the low and value for money. Promotion in Germany is more rational, product oriented. In India, it is more emotional and related to the culture.
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Figure 6: Ikea campaign
(Source: Ikea, 2026)
[bookmark: _Toc226049944]People Strategy
In Germany, IKEA is known to have a skilled workforce. Employees are coached to facilitate the self-service model. Customers are expected to be able to navigate stores on their own. Staffs are mostly involved with assisting as required. In India, IKEA gives more importance to customer service (Oblak et al., 2020). Many customers do not know the concept of self service. Employees actively direct customers through the store. IKEA also provides assembly services as although many Indian consumers are willing to pay more money for ready-made furniture. This reveals that job of employees is more services oriented in India than in Germany.
[bookmark: _Toc226049945]Process Strategy
In Germany, IKEA has a standardised process. Customers choose products, pick the products from the warehouse and assemble them at home. This is a process that is efficient and cost-effective. German consumers are at ease with this system. In India, IKEA changes the processes to be more convenient (Yu et al., 2024). It provides home delivery and assembly services. The company also offers help within the stores. These changes are required as many Indian customers prefer convenience over DIY solutions. IKEA balances between efficiency and customer expectations in India. Thus, processes are standardised in Germany but customised in India.
[bookmark: _Toc226049946]Physical Evidence
In Germany, IKEA stores give evidence that it is a clean and organised place. Showrooms have entire rooms designed in minimalism. This is used to help customers visualise what products will look like within their house (Wu, 2020). The store environment supports IKEA's brand image that is functional. In India, IKEA stores are experiential as well. However, they involve local elements. For example, room displays are the reflection of Indian home and life styles. Restaurants are available in the IKEA stores which feature local dishes such as Biriyani and Swedish dishes. This gives a familiar and interesting experience to the Indian customers (Norbutaev and Sultan, 2025). Physical evidence in Germany made standardised. In India, it is adapted to the local culture as well as tastes.
[bookmark: _Toc226049947]Directional Development Strategy
IKEA has pursued a straightforward directional development strategy in India, which is the market penetration and market development strategy. The company came to India in 2018, by opening its first big store in Hyderabad. This was a long term commitment to a high growth emerging market. IKEA has since spread to big cities like Mumbai and Bangalore (Longani and Sharma, 2024). This indicates a solid market development strategy, as it is expanding in the key urban regions. At one and the same time, IKEA is doing market penetration to make its position firmer among the Indian consumers. The company is offering affordable products to attract the rising middle class. For example, it implemented low-cost products at a price of less than Rs 200/- in an effort to make them more accessible (Ikea, 2026). IKEA has also invested in localisation to a large extent. Ikea sources about 30 percent of its products from Indian suppliers (Yadav, 2020). This helps reduce costs and to support the local economy. IKEA have also adapted their store formats as well as digital strategy. It has embarked on smaller city stores with online platforms to reach more customers. This demonstrates that the company is modifying the global model for the specific needs of the local population.
[bookmark: _Toc226049948]Evaluation of Ethical Issues
IKEA in general has a global ethical practise which is promoted by the organisation. However, some ethical issues are still able to be highlighted when analysing its marketing mix in Germany and India. These are issues touching on sourcing, pricing, labour practises and cultural adaptation(Ma, 2025). In Germany, the ethical issues are not major because there are strict regulations in the country. IKEA has high standards on environment and labour. However, some criticism has been levelled against the company's global supply chain. In the past, IKEA has been associated with suppliers that did not fully meet the standards for labour in developing countries (Chen and Song, 2023). Even though these issues did not occur directly in Germany, they affect the way in which German consumers view the brand. German customers are very conscious about sustainability. If sourcing is not one hundred percent transparent, this can lead to ethical concerns. IKEA has responded to this by stepping-up the use of certified materials and better monitoring of the supply chain.
In India, the ethical issue is more in front of the eyes as there is a complexity in the market. One issue is related to pricing strategy. IKEA is an affordable choice but certain products are not cheap for lower income consumers (Longani and Sharma, 2024). This leaves a perception disconnect between the brand promise and actual accessibility. IKEA took a destination commitment to source a large portion of its products from India. IKEA has modified its advertisement like the campaign of "Ghar Aa Jao" to relate with Indian values. However, global brands must be careful not to give too quick or too simplified descriptions of local culture. Ethical marketing means respect for cultural diversity.
[bookmark: _Toc226049949]Recommendations for IKEA’s Future International Marketing Strategy
i) Boosting Localisation in India
IKEA must further localise itself in India. The company has already adapted its products range to provide small furniture and low-cost products. However, it must go beyond by raising the percentage of locally designed products. For example, the supermarket giant IKEA can increase range of furniture that is suitable for small apartments in urban cities such as Mumbai and Bengaluru (Baraka and Al Farkh, 2021). It should also produce higher amount of local sourcing than current levels to bring down the costs and enhance the efficiency of the supply chain. This will aid IKEA to keep its affordability level, a key factor in the Indian market.
ii) Improving Omnichannel Presence
IKEA should put more investment in digital platforms for Germany and India. In Germany online shopping is well developed already. IKEA can create a better customer experience using advanced technologies such as augmented reality. In India, digital adoption is rapidly booming. IKEA should increase its e-commerce services and enhance last mile delivery services (Al Shuwaler et al., 2020). For example, faster delivery and easy return policies will result in more customers. A well-built omnichannel strategy will help IKEA reach out to both the urban and semi-urban consumers as well.
iii) Improving Customer Experience 
Customer experience should also remain a key focus. In India, IKEA must continue providing assembly service and in store assistance. Many customers lean towards opting for convenience over DIY furniture (Longani and Sharma, 2024). The company can also add flexible services such as subscription-based furniture or rental services. In Germany, IKEA can improve in-store experience considering the importance of sustainability education and smart home features. This will correspond to the expectations of the environment-conscious consumer.
iv) Strengthening Sustainable Practises
IKEA needs to further strengthen its ethical practises in both countries. In Germany, consumers demand complete orientation to the sources and production. IKEA should give clear information about the origin and environmental impact of the products. In India, the company should ensure that all local suppliers comply with the fair labour practises. Regular audits and partnerships with certified suppliers will result in more trust. IKEA can further increase its adoption of renewable energy and recycling efforts in India.
v) Expanding the Market Reach 
IKEA will revamp to flexible store format to target the broader customer base. In India, large stores work well in large cities, but smaller urban stores and pick-up points can help enhance accessibility (Al Shuwaler et al., 2020). In Germany, IKEA can concentrate on smaller city shop models to target busy consumers in the city. This strategy will help the company to adapt to the changing shopping behaviours.
[bookmark: _Toc226049950]Section 2
In this reflective account I will make a critical evaluation of the process that I have followed when researching the assessment on IKEA. In my reflection, I will refer to Gibbs' Reflective Cycle as a structured framework to reflect on my learning. 
[bookmark: _Toc226049951]Gibbs Reflective Cycle
[image: ]
Figure 7: Gibbs Reflective Model
(Source: Peel, 2020)
Description
In the starting of this assignment I had to analyse the international marketing strategies of IKEA in Germany and India. The task involved the use of some frameworks which include PESTEL, STP and seven P's marketing mix. In addition to this, I also had to consider the ethical issues, discuss the development strategies at a directional level and make recommendations.  To start the process I first read the assignment brief carefully to understand the requirements (Peel, 2020). I then developed a plan for my work. The way I succeeded to divide the task into smaller sections was based on each framework. This helped me manage very well with the workload. After planning, I began to find information in academic journals, reports and good sites on the Internet. 
Feelings
At the first stage of the assignment I felt a little overwhelmed. The task needed a detailed analysis and the use of multiple frameworks which appeared at first. I was also worried about being able to reach the word count and still have something that is clear and interesting. However, when I started breaking the task into smaller sections, I was more confident (Boud et al., 2018). As I went on with the research I became more engaged in the topic. I found it interesting to have to compare a developed country, such as Germany, to an emerging market, India. This comparison helped me to understand how the global companies make changes in their strategies. I was motivated when I was able to come up with applicable data and real life examples. For the writing stage both my confidence and challenge were felt. I was confident when I could make things easy to understand and relate them to IKEA's strategy. However, I also found it difficult to find simple forms of complicated information. I wanted to make sure that my writing was easy to understand but also strong written in academics (Boud et al., 2018). At times, I became frustrated when I had to rewrite sections in order to be clearer.
Evaluation
There are a few strengths in overall completing the process to this assignment. One of the main strengths was my ability to organise the work well. By separating the assignment by sections I was able to talk about each section alone. This helped me stay clear in the structure of the work. Another thing that was considered a strength was my use of real-life examples and data. To support my analysis, I included information about GDP, inflation and consumer behaviour. This helped make my work more relevant and practical. I also ensured that my analysis is directly linked to IKEA, it enhanced the quality of arguments that I made. This writing style was one other thing that was positive. I used simple and clear sentences, which contributed to readability. I did not use long and complicated sentences making the content easier to understand. I also tried to be consistent in tone and structure for all sections.
Analysis
This assignment has helped me to understand the importance of organised thinking and planning. Using frameworks such as PESTEL, STP and the 7Ps enabled me to organise my ideas in a logical manner. These frameworks settled the structure to the comparison of Germany and India. This comparison made me realise that without these frameworks, the analysis would not have been as organised and as easy to follow (Baimyrzaeva, 2018). I also learnt the importance of relating theory with the real world examples. It is not sufficient to explain theoretical concepts. It is important that they be applied to actual situations in business. In this assignment the case-study I selected was IKEA and the process of applying theory to practise in a case study. This way, I was able to improve the quality of my analysis.
Another important thing I learnt was the need for clarity in communication. Writing in simple language does not imply that one degrades the quality of content. Instead, it helps the reader to understand complex ideas with ease. I learned how to break down complicated information into smaller and more understandable sentences. Time managing was also a major factor of this process (Dawson, 2019). I realised that the principles of planning and scheduling are necessary to do the assignments effectively. When I was on top of my time, I was able to work on research and writing. However, when I left some thing for later I felt more pressure and less time for revision.
[bookmark: _Toc226049952]Conclusion
It has been a valuable learning experience for this assignment. I have developed my ability to carry out research and analyse information (using frameworks). I have also got better at writing with focus on clarity and simplicity. I have had a greater understanding of international marketing strategies as well as how companies such as IKEA adapt to different markets (Hancock, Algozzine and Lim, 2021). However, I also recognise area in which I need to improve. I need to strengthen my critical analysis as well as use more academic sources. I also need to manage my time more effectively so that I can provide better revision and refinement to it.
[bookmark: _Toc226049953]Action Plan
	Action Area
	Specific Action
	Start Date
	End Date

	Research Skills
	I will use more academic journals and credible sources such as Google Scholar for future assignments
	01 April 2026
	Ongoing

	Time Management
	I will create a weekly study schedule and allocate time for research, writing, and revision
	01 April 2026
	Ongoing

	Critical Thinking
	I will focus on analysing and evaluating information rather than only describing it
	05 April 2026
	Ongoing

	Writing Skills
	I will practise writing clear and concise sentences and avoid repetition
	05 April 2026
	Ongoing

	Proofreading
	I will review my work at least twice before submission to improve quality and remove errors
	10 April 2026
	Ongoing

	Feedback Use
	I will apply feedback from tutors to improve future assignments
	
	



[bookmark: _Toc226049954]Conclusion
IKEA has a great capacity to adjust its international marketing schemes across Germany and India. Germany brings stability, high power of purchase and constant demand. India provides fast growth, more urbanisation and potential in the future. By balancing the need for standardisation and localisation, IKEA is able to effectively fulfil diverse consumer needs. This approach helps it maintain its competitiveness at an international level and enables sustainable expansion over the long term in both developed and emerging markets.
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