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[bookmark: _heading=h.10li0rl5diqr]SECTION 1 – International Marketing Report
[bookmark: _heading=h.4aldzet7zrej]1. Introduction
International marketing refers to the strategic process through which firms expand their operations across national borders by identifying, analysing, and responding to diverse market conditions. Global expansion enables companies to access new customer segments, achieve economies of scale, diversify risk, and strengthen competitive advantage. However, operating in multiple countries presents complex challenges due to variations in political systems, economic development, cultural norms, legal frameworks, and consumer behaviour. As a result, multinational firms must carefully evaluate how their marketing strategies should be structured across different markets.
A central debate in international marketing concerns the degree of standardisation versus adaptation. Standardisation promotes cost efficiency, brand consistency, and global integration by maintaining uniform products and promotional strategies. In contrast, adaptation allows firms to modify elements of the marketing mix to reflect local cultural preferences, purchasing power, infrastructure, and regulatory requirements. The optimal strategy often lies on a continuum between these two approaches, depending on the nature of the industry and the characteristics of the host country.
This report focuses on IKEA, a globally recognised home furnishing retailer known for its flat-pack furniture, Scandinavian design, and cost-leadership strategy. Operating in over 60 countries, IKEA represents a strong case study for examining how a global brand balances standardisation with local responsiveness.
The comparison will be conducted between the United Kingdom and India. The UK represents a mature, high-income, and culturally individualistic market with an established DIY culture, whereas India is a rapidly growing emerging economy characterised by collectivist values, price sensitivity, and diverse consumer segments. The contrast between these markets provides an opportunity to critically evaluate how IKEA adapts its international marketing mix.
The report will first analyse the macro-environment using the PESTEL framework and Hofstede Model, followed by a comparative assessment of STP strategies and the 7Ps marketing mix. It will then evaluate IKEA’s directional development strategy in one country, assess ethical considerations, and conclude with strategic recommendations. This report will also provide a reflective account based on the topic through Gibbs’ Reflective Model. 
[bookmark: _heading=h.1w0raqxjt8y]2. Company Background
Founded in Sweden by Ingvar Kamprad in 1943, IKEA is a retail company, focusing on affordable and well-designed home furnishing and other products. The vision of the company is “To create a better everyday life for the many people” by offering a variety of products for providing well-designed furniture for its customers (IKEA, 2024a). The company also has a significant focus on its people and planet, and thus, the company focuses on providing an overall impact for growth (IKEA, 2024a). The business model of the company focuses on low prices for products and high volume of production. Therefore, by 2025, IKEA is one of the largest retailers in the world, and it focuses on creating a better life for its customers. 
[image: ]
Figure 1: IKEA Sales in the Last Two Decades
(Source: Market Charts, 2025)
In India, IKEA made its entrance in 2017, and since then, it has implemented various strategies for providing various products. Jonwal (2025) have stated that its strategies of flat-pack furniture concept, DIY assembly, cost leadership, and omnichannel retail approach for in-store experiences. This approach helps them in creating an efficient design of their stores and focusing on the supply chain and global economies (Jonwal, 2025). IKEA in the UK, however, focuses more on its value chain for providing its customers with sustainable home furnishing products (IKEA, 2024b). IKEA also had a significant revenue increase over two decades, even though the revenue decreased significantly in 2024 (Refer to Figure 1) (Market Charts, 2025) Therefore, it focuses on 8 primary values in the country: togetherness, care for people, cost-consciousness, simplicity, renewal and improvement, differentiation, responsibility, and leading by example (IKEA, 2024b). It is evident that in both countries, the company focuses on providing a robust customer experience for setting an example of self-assembly, digital resources and support for the shopping journey. 
[bookmark: _heading=h.amt5frz5w5nh]3. Comparative Macro-Environmental Analysis
Macro-environmental analysis refers to an analysis of the broader and uncontrollable external forces of the industry of an organisation. This analysis involves PESTLE Analysis, which describes six factors of the industry and country positively (Refer to Figure 2). 
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Figure 2: PESTLE Analysis
(Source: B2B International, 2025)
[bookmark: _heading=h.ylhh91ve1i52]3.1. PESTEL Analysis
	Factors
	Description of the United Kingdom 
	Impact on IKEA

	Political
	· A stable political environment can be seen within the UK.
· Post-Brexit regulation creates a barrier for IKEA. 
	Unfavourable

	Economical
	· The UK has faced a recent economic downturn.
· Rapid fluctuation of currency can affect the import costs of IKEA. 
	Moderately Favourable

	Social
	· The demand for sustainable, durable and eco-friendly products is increasing among UK consumers. 
· The diverse population of the UK can also increase consumer demands. 
	Favourable

	Technological
	· Heavy investment in digital transformation is necessary to operate a business in the UK. 
· E-commerce growth has increased in the UK market, which is beneficial for IKEA.
	Favourable

	Environmental
	· The UK focuses on the environmental factors to increase its sustainable practices, which is beneficial for IKEA to achieve its sustainable targets. 
· The high standards in terms of recycling and waste reduction in the UK also led IKEA to focus on this matter. 
	Favourable

	Legal
	· The employment laws of the UK refer to strict compliance. 
· The strict UK consumer protection laws can create an unfavourable environment for IKEA.
	Unfavourable


Table 1: PESTLE Analysis of the UK
(Source: Self-created)
	Factors
	Description of India
	Impact on IKEA

	Political
	· India offers more seamless FDI norms for single-brand retail than the previous ones. 
· “Make in India" initiatives of the Indian government can affect IKEA's business operation in India. 
	Unfavourable 

	Economical
	· The recent increment of the middle-class income regarding their purchasing power can help IKEA to expand its business. 
· The lower economic society of India can also help IKEA to maintain its low-cost strategy. 
	Favourable 

	Social
	· The recent growth of modern and global lifestyles, such as the demand for sustainable products, has been seen in India. 
· The urbanisation in India highlights the growth of the demand for compact living spaces. 
	Favourable 

	Technological
	· India also focuses on e-commerce growth, which can help IKEA to leverage its presence digitally. 
· India also leverages its improvement in supply chain management and logistics, which has led IKEA to have some benefits in these areas. 
	Favourable 

	Environmental
	· IKEA should focus on sustainability by reducing its carbon footprint according to India's sustainability expectations.
· Eco-friendly packaging and waste management solutions of India, named “Swacch Bharat Mission", can help IKEA to maintain its practice for sustainability. 
	Favourable

	Legal
	· India also focuses on data protection and intellectual property in terms of digital operations, which may create a negative impact on IKEA's business strategy in India. 
· Labour laws and regulations of India may also create complexities in managing the large number of employees of IKEA. 
	Unfavourable


Table 2: PESTLE Analysis of India
(Source: Self-created)
Analysis:
The PESTEL Analysis of the UK and India helped to identify the favourable or unfavourable factors of the country for IKEA. Table 1 depicts the political and legal factors of the UK, which provide unfavourable factors for IKEA. The post-Brexit regulation and taxation process of the UK creates a huge barrier for IKEA, even if the political condition of the UK is stable (Freedman and Loutzenhiser, 2022). On the other hand, Dwivedi (2025) stated that seamless FDI norms of India with its “Make in India" initiatives can affect IKEA's business operations in India. According to Portes (2023), the UK faced a shortfall of 5.5% in 2022 [Refer to Appendix 1]. The employment laws and consumer protection laws of the UK are strict in nature to maintain compliance, which creates an unfavourable environment for IKEA as well (Global Legal Insights, 2025). In contrast, India also focuses on data protection and IP to maintain the security of its customers in the digital platforms (Yun, 2025). 
In terms of economic factors, the UK affects IKEA moderately, which highlights the recent economic downturn of the UK, which offers benefits for IKEA to foster its low-cost model. Yet, a sudden increment of the materials and logistics costs with rapid currency fluctuations can have a negative impact on IKEA’s business in the UK [Refer to Appendix 2]. On the other hand, India offers a lower economic society, which is beneficial for IKEA, which is similar to the UK. India also highlights the rising demand for sustainable products (Rathore and Saha, 2025) [Refer to Appendix 4]. India has overtaken the UK in terms of GDP (Armstrong, 2022) [Refer to Appendix 5]. Additionally, the inflation rate of India is upto 15 rupees, whereas in the UK it is 18 [Refer to Appendix 6]. The social factor of the UK also highlights that the demand for sustainable, durable and eco-friendly products is increasing among UK consumers, who are driving the strong trend of versatile and small-spaced furniture in urban areas (Kaluvilla et al., 2025) [Refer to Appendix 3]. Similarly, according to Dalwadi and Bhatt (2025), the recent growth of modern and global lifestyles, such as the demand for sustainable products, has been seen in India. The cultural factor of both countries, including the UK and India, highlights a favourable factor for the UK but an unfavourable factor for India. 
In terms of environmental factors, the UK focuses on the environmental factors to increase its sustainable practices, which is beneficial for IKEA to achieve its sustainable targets (IKEA, 2024c). In contrast, India also focuses on e-commerce growth, which can help IKEA to leverage its presence digitally (IKEA, 2026). Lastly, the technological factor of this company highlights its heavy investment in its digital presence to foster e-commerce growth and operate its business in the UK (Wadud et al., 2025). In contrast, according to the Government of India (2021), Eco-friendly packaging and waste management solutions of India are named “Swacch Bharat Mission". This factor can help IKEA to maintain its practice of sustainability. 
[bookmark: _heading=h.tr0cr8fiizsu]3.2. Hofstede’s Cultural Dimensions
Hofstede’s Cultural differences between the two countries, the UK and India, can be reflected in Figure 3. This model can help to identify the basic cultural differences between India and the UK. Moreover, this theory offers an outdated statistical approach rather than a new or modified one. 
[image: ]
Figure 3: Hofstede’s Cultural Differences between India v/s the UK
(Source: The Culture Factor, 2025)
Power Distance: The UK highlights a low score in contrast to India in the power distance dimension, where the inequalities among the people should be eliminated, yet Indian people can accept the inequalities (The Culture Factor, 2025). 
Individualism: India is a collectivist society, and the UK is an individualistic society (The Culture Factor, 2025). India highlights that the people give value to others' opinions positively, while the people of the UK do not. 
Motivation towards Achievement and Success: India and the UK, both countries, are decisive in nature, but Indian society believes in spiritual matters (The Culture Factor, 2025). 
Uncertainty Avoidance: The culture of India prefers to avoid uncertainty by accepting imperfections. The culture of the UK can accept ambiguous situations positively (The Culture Factor, 2025). 
Long-term Orientation: Indian culture believes in “karma", yet the UK does not (The Culture Factor, 2025). 
Indulgence: The British culture exhibits indulgence, and the Indian culture fosters its tendency towards cynicism and pessimism (The Culture Factor, 2025). 
All of these cultural differences between the UK and India led IKEA to face some challenges in operating its business in both countries. This company also needs to adopt the cultural preferences in India to offer a seamless service to the Indian customers (Basu, 2025). IKEA also takes a step ahead to offer e-commerce services in North India.
[bookmark: _heading=h.spzayt7m8ob9]4. Comparative STP Analysis
[bookmark: _heading=h.tawn8lj3c9du]4.1 Segmentation
	Segmentation
	UK
	India

	Demographic
	In the UK, IKEA focuses on young consumers with a focus on value-conscious customers, mainly, along with homemakers, eco-conscious people, and DIY enthusiasts (Dudovskiy, 2022c). 
	In India, the company focuses on young professionals and young Gen Z customers, and families between the ages of 25 and 45 (Priya, 2025). 

	Psychographic
	In the UK, the company focuses on young professionals, students, families, and first-time renters, since it wants the customers to understand the value for money. 
	In India, IKEA primarily focuses on tech-savvy, convenience-focused, and eco-conscious customers, with a significant focus on the modern lifestyle. 

	Geographic
	In the UK, the company focused on bigger areas with large blue-and-yellow stores that can be seen from far away, and can be immediately recognised. 
	In India, the company focused on smaller-format stores for scaling the furniture to apartments in the country (Pereira, 2025). 

	Behavioural
	In this country, the company seeks value-seekers and practical users, with a focus on prioritising space-saving solutions and organisational tools. 
	In India, however, it focuses on modular designs, along with value-for-money for prioritising quality and durability. 


Table 3: Segmentation
(Source: Self-Created)
[bookmark: _heading=h.vvzybff2r027]4.2 Targeting
IKEA utilises a differentiated targeting strategy for its customers in the UK, while it follows a concentrated targeting strategy in India. Overall, it follows a targeting strategy based on the needs and values of the customers (Vanathi and Raj, 2023). 
In the UK
	Name: Erika Stevenson
[image: ]
	Story and Profile: Erika Stevenson is a university student in the UK; however, she still works as a part-time retail worker. She lives in her university dorm room and thus needs durable and long-lasting furniture in her room. She bought furniture for her room when she was a first-year student, and is satisfied with the furniture she bought from IKEA. 

	Demographics
Age: 23
Income: £977 / Month
Gender: Female
Occupation: University Student, Part-Time Retail Worker
	Needs: Being a student and a retail worker, she prefers furniture that is low in cost but has high durability. 

	Motivation: Since IKEA has a focus on durable and sustainable furniture, it motivates her to trust the company even more. 
	Pain Points: She has brought furniture from different companies before; however, it was not satisfactory for her, as the furniture did not last long. 


Table 4: Customer Persona in the United Kingdom
(Source: Self-Created)
In India
	Name: Sushma Sharma
[image: ]

	Story and Profile: Sushma Sharma is a mid-level fashion designer in India, and is always travelling; therefore, she wanted long-lasting and easy-to-maintain furniture for her apartment. She first bought from IKEA as a newbie fashion designer, as is using the furniture ever since. 

	Demographics
Age: 28
Income: ₹40,000 / Month
Gender: Female
Occupation: Fashion Designer
	Needs: Since she is mostly travelling, she wants long-lasting furniture for her apartment that is easy to maintain and handle. 

	Motivation: IKEA is known to have long-lasting furniture at an affordable price, which prompted her to buy from the company. 
	Pain Points: She once had a costly piece of furniture, which did not last long; thus, she emphasises that she is barely home and thus does not need costly or hard-to-maintain furniture in her apartment. 


Table 5: Customer Persona in India
(Source: Self-Created)
[bookmark: _heading=h.x2qwjpc1onag]4.3 Positioning
[image: ]
Figure 3: Positioning Map of IKEA in the UK
(Source: Self-Created)
The positioning map of IKEA depicts it as having high sustainability and low prices in both the UK and India. Figure 3 depicts this significantly, also showing that its competitors in the furniture market are West Elm, Amazon, and Tesco. It also depicts that West Elm has a high price and high sustainability, while Amazon has a high price and low sustainability in the UK market. Similarly, Tesco focuses on low prices and low sustainability in the market. In the UK, the competitors of IKEA all produce sustainable and affordable products. For example, West Elm has a similar focus on sustainability, while Tesco focuses on Affordability in the country. 
[image: ]
Figure 4: Positioning Map of IKEA in India
(Source: Self-Created)
Figure 4 depicts the positioning of IKEA in India and how it focuses on low price and high sustainability. Its competitors in the Indian furniture market are FabIndia, Godrej Interio, and Pepperfry. Therefore, FabIndia focuses on high price and high sustainability, and Godrej Interio focuses on high price and low sustainability. Meanwhile, Pepperfry follows the low price and low sustainability approach in the furniture market in the country. In India, the competitors of IKEA also focus on both sustainability and affordability. However, it fluctuates a lot between them due to price sensitivity and sustainability concerns. 
[bookmark: _heading=h.1kddjkca0okh]5. Comparative International Marketing Mix (7Ps)
	Marketing Mix 7Ps
	United Kingdom
	India

	Product
	IKEA in the UK offers functional and Scandinavian designs in its products (Zhou, 2024).
	IKEA offers some localised products, such as masala boxes, taw pans and pressure-cookers, with some more compatible kitchenware in India (Zhou, 2024). 

	Price
	This company uses a cost-leadership strategy by offering low-priced products in the UK (Dudovskiy, 2022a). 
	IKEA also introduces value-based pricing strategies by targeting a wide range of income areas in India (IKEA, 2021). 

	Place
	In terms of the UK, IKEA operates its business in large and suburban areas, including Croydon and Wembley (Vanathi and Raj, 2023). 
	IKEA operates in massive and experiential cities of India, such as Hyderabad, Navi Mumbai and Bengaluru (Vanathi and Raj, 2023). 

	Promotion
	IKEA also leverages its marketing strategies by adopting the traditional approach with a modernised approach (Shastri, 2021). 
	IKEA uses traditional and modern strategies for its promotion in India (Vanathi and Raj, 2023). 

	People
	The staff of IKEA in the UK are trained to facilitate the “self-service" experience by assisting in selecting the products. 
	The employees of IKEA are trained to deliver a premium quality customer service in India (IKEA, 2021).

	Process
	The customers of IKEA in the UK purchase the products from the stores, then pick them up from the warehouse and lastly, assemble them at home (Zhou, 2024). 
	IKEA in India also offers its usual approach for providing the service with some touch of localisation (Zhou, 2024).

	Physical Evidence
	In the UK, this company established its warehouse in blue and yellow in colour, with the feature of a maze in its showroom (Zhou, 2024). 
	This brand focuses on its features by adopting Indian home setups within the model rooms (Zhou, 2024). 


Table 5: Marketing Mix 7Ps of the UK and India
Analysis:
Table 5 depicts the marketing mix of IKEA in the UK and India. In terms of products, IKEA offers some localised products, such as masala boxes, tawa pans and pressure-cookers, with some more compatible kitchenware, including robust, durable and humidity-resistant products for the Indian customers according to the weather and their preferences (Zhou, 2024). According to Zhou (2024), IKEA in the UK offers functional and Scandinavian designs with modern, durable and affordable products
In terms of price, IKEA also introduces value-based pricing strategies, which help the company to target a wide range of income areas in India (IKEA, 2021). This company also leverages the affordability of its Indian customers. This company uses a cost-leadership strategy, which offers low-priced products in the UK (Dudovskiy, 2022a). 
The place factor of IKEA highlights that it operates in massive and experiential cities of India, including Hyderabad, Navi Mumbai, Bengaluru and other places (Vanathi and Raj, 2023). This company is also expanding its online presence to improve its accessibility in India. According to Vanathi and Raj (2023), in terms of the UK, IKEA operates its business in large and suburban areas of the UK, such as Croydon and Wembley.
In terms of promotion, IKEA leverages digital campaigns and social media platforms with TV commercials to foster its marketing strategies in India (Vanathi and Raj, 2023). This brand also needs to adopt some demographic information of the Indian customers to create relatable content for those customers. On the other hand, Shastri (2021) stated that IKEA also leverages its marketing strategies by adopting TV advertisements, a catalogue with a modernised approach, including social media and email marketing.
The people factor of IKEA highlights that the employees of IKEA are trained to deliver a premium quality customer service for its customer service in India (IKEA, 2021). The staff are also trained properly to assemble the products in India. According to Shastri (2021), the staff of IKEA in the UK are trained to offer a “self-service" experience, which empowers the DIY culture by assisting in selecting the products. 
In terms of process, IKEA in India also offers a “buy-it-yourself" approach by introducing home delivery and assembly services to satisfy the Indian customers significantly (Zhou, 2024). While the customers of IKEA in the UK purchase the products from the stores and lastly, assemble them at home all by themselves (Zhou, 2024).
Lastly, in terms of physical evidence, IKEA focuses on its features by adopting Indian traditional home structures within the outlets, offering Swedish and Indian food items with children’s playrooms in India (Zhou, 2024). On the other hand, Zhou (2024) also stated that this company established its warehouse in blue and yellow in colour, with the maze feature in its showroom in the UK. 
It can be interpreted that IKEA fosters some similar strategies to operate its business in both countries, including the UK and India. Yet, there are some cultural differences that led the company to adopt some different strategies, such as its staff responsibilities and the business processes in the respective outlets of the respective countries. 
[bookmark: _heading=h.jn3bkmd09b8j]6. Directional Development Strategy
Ansoff Matrix
The Ansoff Matrix is a strategic planning guide that helps to understand business growth after a company enters a country. Therefore, an analysis of this theory provides an understanding of the factors for IKEA in India (The Strategy Institute, 2024). Market penetration focuses on increased sales, and market development introduces new products. On the other hand, product development develops new products on an existing market, and diversification creates new products in a new market (The Strategy Institute, 2024). Therefore, it creates versatility for understanding the growth strategy of the company in India. 
The growth of IKEA in India is significant and can be evaluated as always finding new markets for its product (Refer to Figure 5) (Alzghool, 2020). Therefore, it is significant that it focuses on Market Development for expanding into the Indian market and making a name for itself. It focuses on a robust investment in physical stores in the country, and opts for digital infrastructure to gain the attention of the middle-class population. 
[image: ]
Figure 5: Ansoff Matrix of IKEA
(Source: Alzghool, 2020)
It is also stated by Alzghool (2020) that IKEA in India invests in technological solutions for creating consumer engagement and advantage over other companies. Therefore, it creates new business ideas for the Indian market to create strategies and tools for aiding businesses and retaining market share through strategic combinations (Alzghool, 2020). It basically needs to focus on strategies such as geographic expansion, format adaptation through activities and future revenue growth, and strategic localisation through local content, supply chain, and pricing strategies. These strategies can help the company focus on pivoting from large and out-of-town stores in an urban area.
[bookmark: _heading=h.24tx5psumbdq]7. Ethical Issues in Marketing Mix 
After the assessment of the marketing mix, it is evident that the two major factors that IKEA in India is facing challenges with are environmental concerns and supply chain oversight. A report by Ethical Consumer (2025) on IKEA explains that IKEA, primarily, is ethical, but has faced issues regarding wood consumption in 2019. In 2020, it was also published that the company had illegally sold wood from the forests of Ukraine, endangering various animals in the forest (Ethical Consumer, 2025). The company has also faced other issues regarding the environment, such as having a major supply chain footprint, lacking waste management, and excessive chemical usage. The business model of IKEA had faced tensions regarding affordable products and sustainability, as most of the products in IKEA can be described as disposable and not sustainable. 
The second ethical issue the company have faced is its major oversight on the supply chain. Ye (2021) states that IKEA have faced significant challenges in its global sourcing, hindering its supply chain management. This supply chain disruption was primarily caused by the child labour scandal in 1995, when it faced this accusation for creating a gap between its corporate values. Its ethical issues are also caused by oversight in its operations and failures in monitoring, a lack of balance in profits and other ethical issues (Ye, 2021). To counter this, the company have launched the IWAY (IKEA Way on Purchasing Products, Materials, and Services) Code of Conduct in India in 2000, and established strict standards for its environmental conditions. This, including other initiatives, such as a strategic partnership with UNESCO, has successfully helped move over 150,000 children out of child labour, shifting the company's role from a passive buyer to an active participant in community development.
[bookmark: _heading=h.7qbigcdcy11i]8. Recommendations
The challenges that are identified from the marketing mix are environmental concerns and supply chain oversights; therefore, IKEA needs to focus on implementing a circular economy to focus on the 3R strategy. Marquis (2025) has stated that the company has followed a democratic design, leading to its issues regarding its supply chain and the environment. Therefore, it can significantly focus on implementing the circular economy, similar to Pepperfry in India. Pepperfry is known to use a circular economy for its furniture exchange program, encouraging sustainable living, reducing environmental footprint, and using strategic growth for sustainability (Pepperfry, 2026). If IKEA follows this approach, it can gain a sustainable insight for future solutions. The company can also aim to transition the furniture industry towards a more circular model by allowing customers to exchange old furniture without the hassle of negotiating with multiple vendors. 
Similarly, the supply chain of Pepperfry focuses on a linear approach that starts from sourcing materials and ends with assembling products. Ustad (2025) have stated that Pepperfry has an omnichannel ecosystem for its supply chain, which mitigates any kind of issues. IKEA needs to focus on resilience and adaptability for managing complex logistics and diverse customer behaviour in India, employing a decentralised approach for IKEA. Its oversight comes from its operational efficiency, as it needs to utilise an automated stocking for high-flow items and optimise storage. It also needs to maintain oversight through continuous customer engagement and performance metrics. By tracking returns, complaints, and sales data, IKEA can adjust its supply chain planning to better align with local market demands and operational realities. The IWAY compliance is also significant for IKEA as every supplier in India needs to follow this for using various primary tools for auditing, ensuring suppliers and meeting the global requirements for IKEA. Through strategic sourcing, it can also expand its footprint in India, and can involve long-term building success. All these factors are significant for the implementation of an omnichannel ecosystem in IKEA’s stores all over India. 
[bookmark: _heading=h.fgqnbk9hfz4n]9. Conclusion
The Swedish company, IKEA, operates in the UK and India while facing several disruptions. Both countries highlight some basic differences in their macro-environmental factors. The cultural differences led the company to change its operational strategies to access the cultural preferences of each country. The staff of the company in India offers a premium service, while the employees of this company in the UK offer self-service. IKEA also faces two major ethical issues in operating in India, such as issues in supply chain regulations and issues in illegal wood consumption. IKEA needs to mitigate its ethical issues to expand its business in India by adopting an omnichannel ecosystem. 
[bookmark: _heading=h.oc5j6vcqlxo2]SECTION 2 – Reflective Account
[bookmark: _heading=h.igaobm6tbos5]1. Description
After assessing the entire report, I have realised have helped me to understand the impact of IKEA’s operations in the furniture market in India. I have started with the comparative analysis using the PESTLE framework and used various academic journals, reports and company data for comparison. The cultural dimensions by Hofstede provided me with a significant cultural difference between the two countries. The Marketing Mix has provided me with the ethical issues, and STP analysis has given me an in-depth understanding of segmentation, targeting and positioning of the company. Finally, I have provided forward-facing recommendations for the company, based on the ethical issues. 
[bookmark: _heading=h.qkiw2fptetbv]2. Feelings
During the assessment of this report, I faced significant challenges during the comparative analysis of the company in both the UK and India. I have realised that I faced issues during researching for data, most importantly during PESTLE analysis. Therefore, I can say that researching is one of the weaknesses that I need to overcome and improve upon. This has also led me to understand that I have poor problem-solving skills since I struggle to focus on many issues at once. 
[bookmark: _heading=h.x7hquxr95aun]3. Evaluation
This report has helped me to understand my strengths and weaknesses I have faced during this assessment, and the strengths I have are managing tasks through a proper schedule, and it has provided me with greater assertiveness. This assertiveness has helped me to stay calm in stressful situations. Therefore, I can say for certain that my strengths are time management and assertiveness, and my weaknesses are researching and problem-solving. This can help me to evaluate the impact of my strengths and weaknesses in my assessment of this report. 
[bookmark: _heading=h.xjsj9layj7uu]4. Analysis
After the evaluation, I have realised that both my strengths and weaknesses are significantly impactful for my assessment. Fu et al. (2025) have stated that time management is an important skill that can result in a positive association with self-control. Therefore, it is evident that time management has helped to schedule my tasks for this report. My assertiveness has helped me to build resistance against stressful situations, since this skill can act as a vital tool for allowing honest feedback about myself. 
[bookmark: _heading=h.cjzjjk74i503]5. Conclusion
In conclusion, I can say for certain that this report has drastically improved my perception of my own skills and helped me to understand my strengths and weaknesses. My strengths have been proven from this report, and they are time management and assertiveness; my weaknesses are research skills and problem-solving. Therefore, this report has proven itself to be a significant factor for the improvement of my skills. I have assessed an action plan that has provided me with a robust schedule for my future actions for improving my skills. 
[bookmark: _heading=h.9rny3p7q64am]6. Action Plan
	Areas of Improvement
	Key Actions
	Resources Needed
	Timeframe

	Research Skill
	I need to understand keywords and need to prioritise credibility by utilising a scholarly database. 
	I can focus on language improvement through grammar websites and apps, and understand the use of databases such as Google Scholar, Semantic Scholar, and others. 
	 3 months

	Problem-Solving
	I need to define various problems precisely so that they can help me analyse objects and collaborate. 
	I can use strategic evaluation, mind mapping, and structured practices for learning through strategies such as online classes and professional mentorship. 
	4 months


Table 6: Action Plan
(Source: Self-Created)
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Figure 6: UK GDP vs synthetic counterfactual
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[bookmark: _heading=h.2jka98qifg8b]Appendix 2: Annual Lobbying by IKEA
[image: ]Figure 7: Annual Lobbying by IKEA
(Source: Dudovskiy, 2022b)
[bookmark: _heading=h.qgzy4i8928o3]Appendix 3: UK Outdoor Furniture Market
[image: ]
Figure 8: UK Outdoor Furniture Market
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Figure 9: India Green Technology and Sustainability Market
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Figure 10: GDP of India v/s the UK
(Source: Armstrong, 2022)
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Figure 11: Inflation rate of India v/s the UK
(Source: Chadha, 2022)
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IKEA penetrates markets using their strong brand name and selling
Market cheap, high quality and standardised products. They offer wide range of

penetration innovative designs and exploits economics of scale and huge distribution

network (IKEA, 2020).

IKEA is continuously developing new products to sell to their existing
Product markets; they have 12,000-product range with 2000 new products yearly.

development IKEA heavily investing in R&D, using unique franchising model and

strategic partnerships (IKEA, 2020).

IKEA seeks to find new markets for the existing products; they plan to
Market enter developing markets soon. IKEA heavily invests in technological

development solutions, consumer engagement to enjoy advantage over their

competitors (IKEA, 2020).
IKEA is developing new products to sell to new markets and IKEA
Diversification restaurants and children play areas and day-care within furniture retail

shops can be classified as an example of diversification
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UK Outdoor Furniture Market Report, By Application, 2025-2035 (USD Million)
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