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Marketing Strategy

[bookmark: _Toc51603534][bookmark: _Toc69827406]Introduction
[bookmark: _Toc29577570][bookmark: _Toc51603538]This paper will focus on the marketing aspects of IKEA global furniture manufacturing business by looking at different aspects like current strategy which facilitates the organisation in achieving the success in the long term. External environmental forces will also be analysed in area of providing competitive advantage in the global market. Different marketing means and strategies also will be evaluated in area of effectiveness that benefits the organisation to achieve its objective of success in the global market.
[bookmark: _Toc69827407]Marketing 
Marketing practice in current business practice is related with using different channels to communicate content with the intent of promoting the products and services. The marketing also is related with offering consumers with greater values for the prices that they paid for acquiring the products or services.
[bookmark: _Toc69827408]Marketing Process
Marketing process in current context is related with a strategic marketing practice which is based on defining the objectives of success in the long term. The process also is linked with identifying the needs and want of consumer. The identification is then used to develop more innovative products which offers better value and provides the objective of successful marketing process in a strategic manner 
(Kapferer, et al., 2017).
The main steps of effective marketing strategy are based on 05 main area i.e. mission, situation analysis, marketing strategy, marketing mix, implementation and control.
[image: Marketing Process Overview]
Figure 1: Marketing Process
[bookmark: _Toc69827409]Stages in the marketing process 
[bookmark: _Toc69827410]Mission
The mission statement of the IKEA business is defined as: “to be offering a wide range of well designed, functional home furnishing products at prices so low that as many people as possible will be able to afford them.”
[bookmark: _Toc69827411]Situational Analysis
In order to carry out marketing activity more efficiently, IKEA use the means of processing of customer data, that is linked to doing a consumer study. The customer analyses provide IKEA with categorised client with concern of two key areas to focus on the marketing process - pricing awareness and conscious buying experience (Magnusson, et al., 2016).
The price-conscious consumer focuses more on a commodity with the most competitive and lowest price available. The customer is not faithful to brands and is able to use any product or service that promises the lowest price for them. This group of consumers can also quickly shift their brand by offering them the low price of a product.
Customer information also helps to improve the product's desired features, performance and design. Customer information also provides an appreciation of the use of marketing platforms and media that allow the message to be transmitted more effectively. The use of consumer information also helps to define a channel for reaching full customers and helps target a wider segment. 
[bookmark: _Toc69827412]Objectives
The objectives of the marketing process are linked with understanding customers wants and provide them with assistance through presentation and promotion of new goods in such a way that they are actively attracted by supplying them with information about their products.
[bookmark: _Toc69827413]Strategy
the marketing strategy is based on enhancing employee’s awareness about modern product design which allows to satisfy requirements actively by adding new features in the product that represent industry trends. The modern product concept also contributes to the message of innovation and imagination that any customer expects with changing requirements and dynamics.
[bookmark: _Toc69827414]Implementation and control
The implementation of the marketing process of IKEA is carried out by utilising modern and new technologies that helps to recognise and adapt the needs of the customer group to improve marketing relationships. In order to change and develop innovations in the design of goods and services in a manner consistent with the needs of consumers, using digital technologies allows direct communication with the consumer market (Moorman, et al., 2016).
[bookmark: _Toc69827415]PESTLE Factors
The external factors which influence the marketing strategies of IKEA can be effectively analysed through the application of the PESTLE system that looks at various market elements influencing long-term business growth and development. PESTLE takes political, economic, social, technological, legal and environmental considerations into account.
The political influence on the marketing process industry is linked to political situation existing in the UK market. The laws adopted in the market also promote enterprises linked to the related industry, which bring economic benefits to the region (Najafi-Tavani, et al., 2018).
The businesses also benefit from the UK's economic component, as the area experiences positive GDP growth. Different sectors, including positive economic activities also support the increasing number of leisure related in the country, which is a good factor for the company in increasing the marketing objectives of reaching greater segment (Nijssen, 2017).
The social system of the United Kingdom is also culturally complex and harmonious among cultures. It would also help to draw huge consumers, who belong to diverse cultures and choose to behave according to their cultural traditions and conventional values.
The UK area is regarded as highly technologically advanced with strong infrastructures that allow many new business-like IKEA to gain use digital technology to reach greater consumer segment. The technical aspect would make it easier to access a broader segment of customers who use social media to fulfil their traditions' desires and requirements (Tidd, et al., 2018).
The legal scenario of the UK also is favourable for the IKEA business as after the Brexit scenario, the government has developed policies and regulation related with offering incentives to organisations that promote job opportunities in the region. 
Recently the UK Government has built environmentally sustainable paradigms for business operating in the region. The increased understanding of the protection and sustainability of the atmosphere can affect the IKEA business specifically in considering environmentally friendly practises (Argote, et al., 2016).
[bookmark: _Toc69827416]Porters 5 Forces model
The element of competitive of IKEA in the consumer market can of UK can be clearly understand by applying from application of Porter’s 05 forces. The forces pf Porter is focused on 5 elements: suppliers' bargaining power, customer bargaining power, the threat of new entrants, substitute products and the competition that affects long-term business development.
The negotiation power of suppliers is very limited as vast quantities of providers are available who provide fair pricing for various raw material that the IKEA requires for the development of goods and services that satisfy customer demands. The choice of such manufacturers, from which material can be bought at a cheaper price, benefits organisation in the global market (Berestova, 2015).
The fact related with diverse range of products and services offered by IKEA with competitive price than other business reduces the negotiating power of buyers when they do not have any alternatives and is low for the organisation. This would also expand access to a wider target base and improve the profitability factor which is needed in a successful way for long-term expansion and growth.
The threat of new entrants to the business of IKEA is very low because high amount of capital that is required to enter in the market. The they provide a wider variety of goods and services which can satisfy diverse market demands at the same time (Brinckmann, et al., 2015).
The threat of substitute products goods is medium since many companies in this field also offers innovative products based on changing market trends and dynamics. The offering of diverse product selection offers a comparative edge in providing a diverse range of that meet the particular desires of customers in different market of the world.
The competition level for the IKEA business is of medium level as different business organisation in the market also are offering innovative products in the market which is according to the consumer interest and changing market trends. 
[bookmark: _Toc69827417]SWOT analysis
IKEA's SWOT analysis gives a good idea of the multinational brand comparative edge has the organisation in the global market. The factor SWOT is focused on the analysis of Strength, weakness, opportunities and threats.
· IKEA's strength factor is attributed to a better brand reputation in the highly trendy furnishing sector.
· The weakness factor is related to the offer in the foreign market with high commodity prices that only draw the small buyer.
· Opportunities are tied to an expansion of the international economy, providing access to a larger business sector.
· Threat is linked to the offering of different companies operating in the same market of competitive pricing.
[bookmark: _Toc69827418]Segmentation, Targeting and Positioning
Segmentation also focuses on enhancing and preserving brand equity in order to enhance competition. The core segmentation components are regional, socioeconomic, psychographic and behavioural contexts that help to measure product growth by which can be considered under the Porter five forces. 
The targeting of the selected consumer is focused on targeting as marketing practises of product creation and advertising means through SWOT Analysis under the opportunity context. Targeting is linked specifically to the addition of attractive features to marketing process for a particular product (Brohi, et al., 2016).
The positioning method is carried out primarily in three major contexts to improve the product's appeal in the marketing process which is related with focusing on the weakness and threat element of SWOT which also can be linked with the threat of substitute and level of competition existed in the market.
[bookmark: _Toc69827419]Marketing mix element
To maximise IKEA value proposition in the digital environment, it is recommended that company combine the marketing mix as a promotional strategy focusing on 7 key areas, generally known as the 7P marketing mix. They are product, price, place, promotion, people, process and physical evidence (Carayannis, et al., 2015).
The branding target of IKEA needs to be recognised as a leading worldwide online seller, enabling it to compete in many ways that are relevant for customer needs on different markets across the globe. IKEA has to offer a large variety of products tailored to the demands of the overseas market and diverse clients through its product marketing practise.
IKEA wants to incorporate a favourable pricing factors that would attract more customers to improve communication and branding. The location of the brand depends on the marketing placement in different online stores such as Facebook and Instagram. The price factor concerns the production of different prices that satisfy the target group's requirements by selling products at varying prices (Islam, et al., 2017).
IKEA has to use the new platforms as primary promotional means to target a wide range of customer segments as core promotional. The digital media focuses on coordination and the marketing in order to achieve higher revenue and profitability, by placing ads on Facebook and Google accounts.
The marketing mix model is focused on the participation of people who take advantage of the appeal of a larger business sector worldwide and raise the revenue factor. The marketing is also high because it has a reputation as a producer of trendy furniture products, and it often offers a competitive advantage and sells the luxury market as its target.
IKEA uses the process means linked with building marketing teams to increase its image as an online company in contemporary practises under the marketing mix model aspect. The marketing mix strategy relies on the corporate relationships that improve the promotion goal through the development of successful marketing campaigns between various departments (Phadermrod, et al., 2019).
Physical evidence in the marketing mix is connected with consumer-friendly concrete advertising practises. In this respect, IKEA's approach to incorporate diverse online advertising agreements should be often regarded as an important part of a strategic marketing strategy.
[bookmark: _Toc69827420]Concluding Thoughts
IKEA needs to focus on developing new marketing strategies in contemporary practise in accordance with changing customer trends and business status. New technology is therefore essential in order to establish closer ties with the targeted customer segment. In order to hit each customer more efficiently, it creates a greater user relationship through the use of Marketing Campaigns with technological convergence.

[bookmark: _Toc69827421]Recommendation
It is recommended that IKEA needs to utilise the social media as the main marketing tool that also contributes to a close and transparent relationship with the user industry. Social networking also will facilitate in improving the business ability to communicate on two paths. The two-way communication will make it easier for any user to react differently (Viltard, 2017). This intimate contact helps to establish a better relationship, to understand clearly what the customer wants and to supply the commodity accordingly. Digital media also contributes to consumers' reviews on areas that need to be improved. The use of user data also tends to alter product functionality and functionalities in order to increase customer loyalty and strengthen customer relations.

[bookmark: _Toc69827422]References

Argote, L. and Fahrenkopf, E., 2016. Knowledge transfer in organizations: The roles of members, tasks, tools, and networks. Organizational Behavior and Human Decision Processes, 136, pp.146-159.
Berestova, A., 2015. Marketing plan for a High-Tech Product.
Brinckmann, J. and Kim, S.M., 2015. Why we plan: The impact of nascent entrepreneurs' cognitive characteristics and human capital on business planning. Strategic Entrepreneurship Journal, 9(2), pp.153-166.
Brohi, H., Prithiani, J., Abbas, Z., Bhutto, A. and Chawla, S., 2016. Strategic Marketing Plan of Nike.
Carayannis, E.G., Sindakis, S. and Walter, C., 2015. Business model innovation as a lever of organizational sustainability. The Journal of Technology Transfer, 40(1), pp.85-104.
Islam, F.R. and Mamun, K.A., 2017. Possibilities and challenges of implementing renewable energy in the light of PESTLE & SWOT analyses for island countries. In Smart Energy Grid Design for Island Countries (pp. 1-19). Springer, Cham.
Kapferer, J.N. and Bastien, V., 2017. The specificity of luxury management: Turning marketing upside down. In Advances in Luxury Brand Management (pp. 65-84). Palgrave Macmillan, Cham.
Magnusson, P.R., Wästlund, E. and Netz, J., 2016. Exploring users' appropriateness as a proxy for experts when screening new product/service ideas. Journal of Product Innovation Management, 33(1), pp.4-18.
image1.jpeg
Marketing Process Overview

[ Mission ]

A —

Situation Analysis
——————
L Marketing Strategy J





