[bookmark: OLE_LINK1]Q1 Porter’s Five Forces Porter’s Five Forces examines industry attractiveness through:new entrants, supplier power, buyer power, substitutes, and rivalry.Useful for analysing external pressure before major strategic decisions.IKEA application:Furniture retail is highly competitive. Buyers are price-sensitive, especially during inflation and cost-of-living pressure. Substitutes include online furniture retailers, second-hand furniture, local homeware stores and DIY solutions. Supplier power matters because IKEA depends on global sourcing, raw materials, logistics and sustainable materials. Rivalry is intense because competitors can copy low-price furniture, but IKEA’s scale and brand reduce this pressure.Strategic insight:IKEA should protect its hybrid position: low price + good perceived value.It should respond by improving supply chain efficiency, expanding online / small-format stores, strengthening affordability, and developing sustainable / circular services. IKEA should not only defend low price; it should use scale, brand and sustainability to maintain value for money in a changing market.
Q2 RBV / VRIO + Value Chain RBV / VRIO argues that firms gain sustained competitive advantage from resources and capabilities that are valuable, rare, hard to imitate, and well organised.IKEA resources and capabilities:Tangible: global stores, warehouses, logistics network, product range, supply chain scale.Intangible: brand reputation, design knowledge, organisational culture, sustainability know-how, customer trust.VRIO application:Valuable: flat-pack design reduces cost and supports customer convenience.Rare: IKEA’s full system of design + sourcing + logistics + brand + store experience is difficult to find in competitors.Inimitable: individual features can be copied, but the whole operating model is difficult to replicate.Organised: IKEA is structured around cost efficiency, standardised design, self-service, global sourcing and democratic design.Value Chain examines how activities create value and reduce cost. Value Chain examines how activities create value and reduce cost.Design → sourcing → manufacturing → flat-pack logistics → store layout → self-service warehouse → online planning → delivery / collection → repair / spare parts. IKEA’s advantage is not only low price. It comes from the fit between design, logistics, scale, brand and customer experience. This supports a hybrid strategy: affordable but still distinctive. IKEA also needs to reconfigure capabilities in response to digital retail, sustainability pressure and changing customer lifestyles.
Q3 Strategy Clock + 4Ps Strategy Clock analyses competitive positioning through price and perceived value. Customers judge value for money by comparing price with product / service benefits.IKEA fits a hybrid strategy: relatively low price + relatively high perceived value.It does not compete only as “cheap furniture”; it combines affordability, design, function, quality, sustainability and brand experience.4Ps application:Product: flat-pack furniture, modular storage, small-space solutions, sustainable ranges.Price: low-price / affordability strategy, value for money.Place: large stores, city stores, online channels, planning services, delivery and collection.Promotion: democratic design, home lifestyle, family identity, sustainability, practical living.Innovation:Flat-pack furniture, digital planning, circular services, repair / spare parts, sustainable materials.Communication:IKEA communicates not only product features but a lifestyle: affordable better living at home. This strengthens emotional and practical customer value.
Q4 Shareholder view:Businesses should focus on financial return and owners’ interests.Stakeholder theory:Businesses are responsible to multiple groups: customers, employees, suppliers, communities, environment and shareholders.Profit remains necessary because IKEA needs financial strength to invest in supply chains, stores, digital services and sustainability. However, IKEA cannot focus only on short-term return. Its long-term legitimacy depends on affordable products, responsible sourcing, employee welfare, customer trust, reduced emissions, circular economy and sustainable materials.CSR / sustainability examples:Sustainable sourcing.Circular economy: repair, reuse, resale, recycling.Lower climate footprint.Affordable products during cost-of-living pressure.Fair treatment of workers and suppliers.Democratic design: form, function, quality, sustainability and low price.Modern organisations face system pressures and must create adaptive spaces for change. IKEA must balance global consistency with local adaptation: global sustainability goals, but different national regulations, consumer behaviours and recycling systems.It also needs organisational ambidexterity: exploit the existing low-cost model while exploring circular and digital models.Strengths of CSR:Improves legitimacy, reputation and customer trust.Reduces long-term regulatory and environmental risk.Supports sustainable competitive advantage.IKEA should balance financial return with stakeholder value. Profit is necessary, but sustainability and social responsibility are increasingly part of long-term competitiveness rather than separate ethical extras.
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