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Executive Summary 

The purpose of this report is to analyse and to critically assess the conditions of business environment in which IKEA operates, investigating and analysing the actual and potential implications of different factors on the organisation for the decision making and business strategy stages.
This report analysed the competitive business environment of IKEA using three analysis tools and models such as PESTEL Analysis, which investigated the macro environment, SWOT Analysis which investigated the microenvironment, and Porter`s Five Forces, that identified the forces within the furniture retail industry where IKEA operates.
Following the main findings such as the international market position where IKEA actually sits, internal and external factors that influenced the decision making and strategies followed to present, there was identified strengths and concerns related to the present action taken by the Company.
Conclusions were drawn and recommendations were made for the future action to maintain the global market position and to improve the Company`s performance.
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1. Introduction
This report will critically assess the conditions of business environment in which IKEA operates, investigating and analysing the actual and potential implications of different factors on the organisation for the decision making and business strategy stages.
1.1. Analysis tools, Theories, and Concepts
It will be analysed the competitive business environment of Ikea using analysis tools and models such as PESTEL, SWOT, Porter`s Five Forces to critically evaluate the micro and macro environment, and the market position, in the context of competitive markets, internationalization and globalization trends.
PESTEL Analysis, also known as PESTLE, is a key tool and framework that analyses the macro-environment, highlighting six environmental factors, out of the company direct control, such as Political, Economic, Social, Technological, Environmental, and Legal (Whittington et al., 2020)
SWOT is a major strategic tool utilised for planning purposes, analysing the micro-environment of a company, factors which are under direct control of an organisation (Coman and Ronen, 2009), like a results-oriented framework, upon four internal factors: strengths, weaknesses, opportunities, and threats, as suggested by Helms and Nixon (2010).
Porter`s Five Forces it is a strategic model developed in 1979 by the Harvard Business School professor Michel E. Porter (Danao, 2024). In his book Competitive Advantage, Professor Michael E. Porter “describes the way a firm can choose and implement a generic strategy to achieve and sustain competitive advantage” (Porter, 2004, p.26). Furthermore, Porter identified five forces which influence the position of a company as follow: competitive rivalry, supplier power, buyer power, threat of substitution and the threat of new entrants (Danao, 2024).
In addition, Brujil (2018) argues that the Porter`s Five Forces framework is still widely used today even when the managers are looking for changes and innovation to step out from the company`s current position. This model looks not only of a single organisation like SWOT analysis, but to several organisations which might influence decision-making and positioning.
This report will investigate the business environment of IKEA upon theories and concepts that governs the global economy, international trade theories, and other frameworks and models.
From the analyses above, a comprehensive conclusion will be drawn to evaluate the current position of Ikea and what are the future decisions for business growth, ending with final recommendations of the way forward for the organisation.
1.2. IKEA - A brief history
As stated on the company website, IKEA was founded in 1943 by a young entrepreneur aged 17, in Almhult, a small village in Sweeden, namely Ingvar Kamprad, and started as small mail order company selling goods like pens and wallets, having the vision statement of “to create a better life for the many people” (IKEA, 2024). Furthermore, the company`s name IKEA is an acronym that stands for its founder initials, IK, “E” the initial of the Elmtaryd farm on which the founder grew up, and lastly, “A” the initial of the nearby village Agunnaryd.
From its inception, the company culture and identity are “determined to offer the best possible prices but not at the expense of quality” (IKEA, 2024). The same company website confirm that IKEA expanded its operations in Sweeden between 1950 – 1959, with new stores opened in Denmark and Norway between 1960 – 1969, and continued its expansion after the 1970s Australia, Canada, Japan, Kuwait, Singapore and other countries in Europe, outside Scandinavia. Furthermore, from the early 1980s, IKEA started to operate “under a franchise system”.
During the 80 years of its existence, IKEA succeeded to become a global brand operating in a 12 franchisees system, totalling 471 stores in 63 markets, (IKEA, 2024), bringing the company 44.6 billion euros in 2022, the highest in the last two decades, as Faria (2023) illustrates in an analyses report for the period of 2016 – 2023.

2. PESTEL Analysis
2.1. Political 
In a PESTEL analysis, Political factors refers to the influence of governmental policies, regulations, and political stability where the Company operates. This is also reflected in the Trade Policies and Tariffs, which many countries imposed in the recent years (Josephs, 2021). Chatzky and Siripurapu (2021) suggests that governments impose tariffs to the imports of foreign goods from other countries, as a form of tax, in the scope of protecting the local economy against the lower prices of products coming from outside the country, to stimulate local production and protecting jobs retention.
Woo and Liu (2018) illustrate that a Trade War was launched between USA and China, initiate by the former US president, Donald Trump, where both countries have been affected, losing 27 billion dollars of agricultural exports. S&P Global (2019) argues that the US – China Trade War impacted IKEA`s imports in furniture shipments with a drop of 9.8% per years as beautifully illustrated in the Figure 1. below.
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Figure 1,  Source: S&P Global
Another political factor is regulatory compliance, where IKEA must adhere to regulations and standards set by governments in different countries, as well to adhere to labour law and employment practices, and taxation. 
Nevertheless, diplomatic relations between Home Country (Sweden) and other countries where IKEA operates it is key for decision-making strategy in which the company consider its profitability according to corporate tax policies.
However, Alberti (2022) argues that IKEA have been involved in a scandal in which the Company’s suppliers “allegedly used Belarus prisoners under forced labour conditions”, furthermore, other allegations and lawsuits were handed to Courts, that involves the brand. These will be investigated in the next chapter of this report, under SWOT Analysis. 
Worldwide political unrest such as Red Sea Conflict, Ukrainian war, Israel`s war impacted the IKEA`s Strategy, and other political unrest in the countries where IKEA is looking for raw materials, or where it has stores. This was reflected in a loss of revenue in these countries, like a profit fall of 45% in Russia, due to higher material and transport costs, as well as due to closure of its factories (Reuters, 2022). Furthermore, Marrow (2023) argues that IKEA sold its Russian factory to a local firm.
2.2. Economic
The economic factor of PESTEL analysis is focusing to macroeconomic conditions, trends and policies such as several relevant economic factors as follows.
The overall economic growth and consumer spending in the countries where IKEA operates are significantly important.
[bookmark: _Hlk164424521]International Monetary Fund (2024) illustrates that globally, the economic map ranges from -3% to over 6% of real Gross Domestic Product (GDP), which is composed of “goods and services produced for sale in the market”. 
Morrison (2011, p.45) suggests that there are differences between countries as it depends on the type of production, such as primary production, usually raw materials, secondary production, industrial production, and tertiary production in services. According to IKEA (2024) website, the company use raw materials from countries like Vietnam, Indonesia and China, amongst others, however, these countries are a consumer markets as well, according to their economy level and GDP per capita which highlights the purchase power of consumers.
[bookmark: _Hlk164426154]The Central Intelligence Agency (CIA, 2024) has a powerful tool, The World Factbook, which analyses and compares all countries in the world upon several criteria such as geography, economy, energy, transportation, government, and most important, upon its GDP., in this case scenario, for reference, the GDP for Sweden is 55,300 USD in comparison to United Kingdom 47,600 USD.
The exchange rates and currency fluctuations are another factor of Economic section for PESTEL analysis.
[bookmark: _Hlk164426504]Mehtiev, Magda and Vasa (2021, p. 13) suggest that the “existence of foreign exchange control system is crucial for trade activity modelling”. The same authors illustrate that the inflation increases when a devaluation of a currency occurs, resulting in more expensive imports. Moreover, Ramasamy and Abar (2015, p. 276) reiterate the crucial role of Currency Exchange (XR) that also extrapolates to “the investments, banking, insurance, education, tourism”.
Currency exchange rates are influenced by several factors such as inflation rates, government debts, current account deficits, recession, economic performance, speculation (Instarem, 2024). In addition, inflation is a key aspect as well, as it is defined as an increase of prices in a given period of time, which may refer to basic products such as food, or to services, such as finances, as illustrated by Oner (2024).
In addition to the actual currencies, Dorofeyev et al. (2018, p. 431) suggests the advantages of new blockchain technologies in adopting cryptocurrencies, such as “divisibility, portability, durability, recognizability and standardization”. Moreover, Beyer (2024) argues that in 2021, El Salvador adopted the cryptocurrency Bitcoin as legal tender.
Housing Market trends and Unemployment rates are essential to consider, as IKEA depends directly on these factors. Stanilov (2007, p. 174) suggests that after the crash of socialist systems throughout Central and Eastern Europe, the housing sector known a boom in trade and the “housing and residential industry began to recover”. Furthermore, Statista (2024) argues that the Real Estate market is moreover anticipated to grow at an annual rate of 3.41% by 2028, therefore, an emerging market on the rise worldwide, and IKEA should consider its expansion
2.3. Social
The social component of PESTLE analysis refers to cultural, demographic, and societal factors. For IKEA, the relevant factors are cultural diversity and globalization, demographic trends, lifestyle changes, health and wellness awareness, ethical and social responsibility, and changes in family structure.
Golombok (2020, p. 306) argues that starting the 1980`s, family structure moved towards different aspects than traditional family, considering the rise of sexual orientation awareness. Sharma (2013) argues that “definitions of family varied from country to country, and also within the country”; therefore it could be distinguished several types of family structure such as nuclear as also known ‘traditional family’, single-parent, extended family that involves partnerships, same sex families, childless, stepfamilies, foster, and grandparent families (Trying Together, 2024).
[bookmark: _Hlk164431956]Baghaei et al. (2011) illustrates that in the context of economic circumstances, the lifestyle of families varies upon their affordability to satisfy the basic needs towards self-actualisation, as shown by Maslow`s Hierarchy of Needs (Gambrel and Cianci, 2003). The Department of Economic and Social Affairs of The United Nations (2022) offers a comprehensive data base as families are structured in each country, and for this report purpose it will be exemplified the case study of United Kingdom, beautilully illustrated in the Figure 2 – Household, below.
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Figure 2 – Household, Source: The Department of Economic and Social Affairs of The United Nations (2022).
The above data, corroborated with the economic statistics of each country, offers a clear image for IKEA to better know their demographic target. As well, these data are enhanced with the primary research in collecting customers data using technology and social media platforms, to establish the trends and the needs and wants of the target population.
2.4. Technological
The technological component of IKEA`s PESTLE analysis focuses on the influence of technology advancements, innovation, and automatization in manufacturing furniture. It has been identified the relevant factors which refers to E-commerce and online retailing, digital tools for marketing, smart home technologies, supply chain optimisation, and customer relationship management.
In a modern age of technology, the E-commerce is one of the most significant activities on the internet. As having the power to reach out to a diversified range of customers, online retailing is growing in a tremendous fast pace, and with a significant reduced cost as for digital marketing (Seetharam et al., 2017). Snyder (2024) reiterated that “20.1% of retail purchases are expected to take place online in 2024”, from 5.3 trillion USD in 2022 to 7.9 trillion USD predicted for 2027, with a growth of 8.8% X, totalling 6.3 trillion USD globally in 2024. The same Forbes analyst suggests that 52% of online shoppers have done international purchases using the E-commerce platforms, however, 25% of customers abandoned their online carts. Furthermore, Statista (2023) argues that 27% of online shopping are made on social media platform Facebook, respectively 20% on Instagram, followed by Tik Tok and YouTube with 8% each.
Analysing the Media Marketing Strategies of IKEA, Zhou (2024) illustrates that it was revealed the fact that global furniture retail industry intensified in the last decade, therefore IKEA intensified data collection and analysis through their platform, on the Data Collection section (IKEA 2024).
The automation technologies relevant for furniture manufacturing are Robotics, Artificial Intelligence, Internet of Things, and Data Analytics (Praxie, 2024). These techniques help manufacturers during the hole process of furniture manufacturing, from the inception with design to 3D prototypes and precision cutting and assembly. The same author reiterates the advantages of utilising the cutting-edge technologies such as increased efficiency and flexibility, improved quality, sustainability, and increased safety for workers.
All the data and the information collected from customers, suppliers, payments for purchases, and vendors, must adhere to strict rules and regulations regard data protection.
2.5. Legal
The Legal component of PESTLE analysis refers to compliance with the laws and regulations that mainly focuses on Labour Laws, Environmental Regulations, Product Safety Regulations, Trade Policies, Tax Laws, Competition Laws, and Data Protection Laws, as in general.
In addition to general laws and regulations, Khiatani (2022) suggests that there are more regulations for compliance within the UK, such as those referring to UK Fire Safety, Children`s Furniture Safety Standards, General Product Safety Regulations.
The legislative component is essential for decision makers to ensure compliance and to adjust the strategies to reduce the risks and capitalize the opportunities in different markets that may anticipate the changes in legislation in various markets.
The Environmental component of PESTLE analysis is referring to environmental factors, focusing on sustainable sourcing, energy efficiency, waste management, product design for sustainability, and carbon footprint reduction.
“Concern for the environment is widespread”, as argued by Belshaw (2001, p. 1), especially when in the present, the climate change effects caused by gas emissions from natural systems and human activity has emerged (Fawzy and Osman, 2020), therefore, “the tension between economy and environment is not inevitable” as illustrated by Cato (2011, p. 4).
2.6. Environment 
To protect the environment and to compensate for the damages inevitably occurred, IKEA Sustainability Report FY 2023 (2024) highlights the steps took forward towards sustainability. These steps aimed to reduce the carbon footprint with 12% since the previous financial year, and promoted the healthy and sustainable living, reducing air pollution by using renewable energy while enhanced the waste collection for biogas production. The company`s strategy aims to transform the IKEA value chain by making it circular and reutilising and recycling materials, in order to send zero waste on landfills.

3. SWOT analysis

3.1. Strengths
The following strengths are relevant for IKEA: clear vision, brand reputation, large market share, cost-saving techniques, strong financial position, diversified product portfolio, successful franchise system, innovative design concepts on its easy to assemble products, strong understanding of its target demographics and customer knowledge, successful acquisitions and partnerships.
As mentioned in the previous chapter, IKEA has a strong vision for its strategy as wel as for its products and services, that led to a strong brand reputation. Danziger (2018) argues that The Reputation Institute ranked IKEA on the 58th place of 100 among the most reputable brands in 2017. Nevertheless, Statista (2024) suggest that in 2023, IKEA was ranked on the seventh place worldwide, with over 800 million customers which they visited all 471 stores around the word, bringing revenues from 10.4 billion euros in 2001 to 47.6 billion euros in 2023, this effect can be clearly demonstrated in the revenues Figure 3 - Annual revenue of IKEA Group worldwide from 2001 to 2023, bellow, which reiterates the continuous and consequent business growth.
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Figure 3 – Annual revenue of IKEA Group worldwide from 2001 to 2023, Source: Statista (2024).
The above figure it is also mirrored in the Inter IKEA Group Financial Summary FY23 which demonstrated the strong financial position IKEA (2024), with an increase of 6.6% compared to FY22, or with 7.3% when adjusted to the currency impact.
According to the same financial summary (p.3), the successful franchise system comprises the diverse portfolio and the large market share worldwide, as demonstrated in the Figure 4 - IKEA franchise system and value chain, below
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Figure 4 – IKEA franchise system and value chain, Source: Inter IKEA Group Financial Summary FY23.
This continuous growth would not be possible without a significant knowledge of the target market and customer preferences. Dyte (2024) argues that IKEA utilised the integrated experiences, maintaining its products and services relevant to customers by enhancing the human interaction store experience with the online and social media platforms, using the geolocated digital media for relevant advertising. Furthermore, IKEA succeeded to maintain brand loyalty offering customer support after purchases and second chance to return and to replace the faulty products.
[bookmark: _Hlk163929489]In addition, Edvardsson and Enquist (2011) argues that service innovation consists not only in adding some economic value into the value chain, but also that the IKEA value model is “co-created with customers” (p.543) on both pre-purchase and post-purchase, as it called the experience rooms. Furthermore, IKEA Museum (2024) illustrate that this innovative approach was developed since 2006, especially when IKEA entered the Japanese market changing the status-quo adapting to Japanese culture. The customers can use all their senses, and test the products, prior the purchase.
3.2. Weaknesses
 The following relevant weaknesses were identified for IKEA: decreasing products quality, decreasing net income, negative publicity from multiple scandals and accusations of poor working conditions, poor adaptation to the local cultures, self-assembly model is controversial on some products, negative customer perception on brand.
According to Dalheim (2023) IKEA is sourcing most of its wood from Europe (80%) followed by Poland (28%) and Lithuania (10%) as per Financial Year Report 2022, As previously sourced a significant percent of wood from Russia, after the Ukrainian war with Russia that started in 2022, Acosta (2023) argues that Russia was imposed sanctions on timber trade, therefore timber companies based in Turkey imported wood from Russia and resell it under a Turkish origin certificate to the European Union.
Leaven and Levinohn (1995) argues that the international trade theory upon Ricardian and the Ricardo-Viner models, to maintain the competitive advantage companies needs more input like in the Ricardo-Viner model such as raw materials and production technology, not only one factor, labour, which is assumed to be mobile and common for both models, like in Ricardo model.
Therefore, in order to maintain low prices, IKEA also lowered the quality of materials, that led to poor customer reviews about IKEA products, as illustrated by Johnson (2020). The similar negative reviews and low brand loyalty has been reiterated by review websites like Trust Pilot, Quora and Reddit.
[bookmark: _Hlk164410935][bookmark: _Hlk164410914]In a report Employment Relationships and Working Conditions in an IKEA Rattan Supply Chain, International Labour Organisation (2015) illustrates the framework in which the labour in Indonesia and neighbour countries in Asia are contracted, highlighting some concerns in the workplace environment. In addition, Andersen and Skjoett-Larsen (2009) reiterates that IKEA is asking its suppliers in the chain to make adjustments in regard to working conditions and to not have child labour.
In the mid 1990`s, as IKEA`s success known a significant growth, a child slavery in Pakistan rug factories occurred and kept the first page of newspapers, as argued by IKEA Museum (2024). In response, IKEA acknowledged the situation and terminated the supply contracts with these manufacturers in Pakistan and started to cooperate with UNICEF – Save The Children. Furthermore, new provisions have been put in place to tackle child slavery to its existing suppliers and for the new ones.
[bookmark: _Hlk164411942][bookmark: _Hlk164412920]According to Business & Human Rights Resource Centre (2024), IKEA faced an international lawsuit in United States in 2019, where “representatives from 35 countries in seven regions set out demands for social equity, cultural integrity, inclusivity”. Egan – Wyer et al. (2014) consider that IKEA raise ethical concerns as in their strategy to build a global brand, the ethicalness and sustainability displayed on IKEA (2024) is not completely mirrored in Company`s day-to-day operations. The Company faced repeated accusations related to age discrimination and for repeated pay discrimination. Furthermore, Ethical Consumer (2024) suggests that IKEA avoided to pay 1.1 billion USD corporation tax during 2009 and 2014, as in an investigation report in European Parliament which highlighted the usage of offshore European tax heavens. The same author reiterates concerns on using animal leather for its products and animal meat for its in-store restaurants, as not complying with the Animal Rights Regulations.
As opposed to its service excellence and innovation model, as illustrated by Edvardsson and Enquist (2011) being a lesson to learn for other companies in the industry, the self-assembly furniture being a key signature for IKEA brand as with its flat packaging as well (Kime, 2019), there are some controversial reasons for the poor consumer satisfaction. Myers (2016) argues that the self-assembly furniture has its cons as well, not only pros. Some customers are facing struggles on understanding the instructions; however, these instructions seem to be easy to understand to most customers, therefore some damages may occur during the assembly, and the customer perception might form around on low product quality. Nevertheless, IKEA is offering home assembly services, and shown transparency relate to its sources (IKEA, 2024).

3.3. Opportunities
The relevant opportunities were identified, such as: expansion on developing and emergent economies, E-commerce capabilities, expanding grocery services, investing in sustainability, diversifying the business model, further acquisitions and partnerships.
IKEA`s growth opportunities are vast and multifaceted especially in the emergent markets, as global furniture industry is projected to grow at a rate of 5.02% annually, based on the Compound Annual Growth Rate from 2024 to 2028, as illustrated by Statista (2024) in the Figure 5, below.
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Figure 5, Source: Statista (2024).

According to the same statistics data base, China experiences a surge in demand for furniture as per increased disposable income in the context of rapidly urbanisation.
In addition, Fortune Business Insights (2023) argues that Covid 19 Pandemic had a significant impact on furniture production, decreasing revenues, however, the post pandemic projects 5.36% increase annually, especially in Asia Pacific market.
Driving factors for expansion are the implementation of new manufacturing techniques and new designs that made furniture industry in high demand on both sectors, low cost and luxurious furniture. However, the restraining factors might be considered the customer preference for second-hand furniture. The driving and the restraining forces are key drivers that moves the industry or companies into a direction for change, as changing the status quo. This model is known as Lewin`s Force Field Analysis, as illustrated by Swanson and Creed (2013), who reiterates that internal and external factors of a company are essential for managers and decision-making boards.
[bookmark: _Hlk164417135]As considered a strategic expansion, IKEA (2024) aim to reduce greenhouse by using recyclable materials by 2023. Positioning itself as a global market leader, IKEA has the opportunity to diversify its products to attract a larger scale of home and appliances consumers. Investing in sustainability, renewable energy, and promoting the circular economy model, seems to be a significantly positive strategy to attract environmentally conscious customers. George, Chi-an Lin and Chen (2015) argues that environmental quality improvements cannot be achieved via economic growth only. Furthermore, Ludeke-Freund, Gold and Bocken (2018, p. 37) argues that the Circular Economy model comprises a regenerative system where “long-lasting design, repair and maintenance and recycling” are essential in a supply chain management.
As Warnaby (1999) suggests, IKEA`s acquisition of Habitat in 1992 opposed some issues relating the market segmentation and positioning with IKEA`s global strategic framework, as not being a real success. Therefore, Ikea was considering selling Habitat in 2002 as Campaign (2002) suggested, however, Habitat continues to provide mattresses for IKEA. According to their website, Ikea partnered with local communities for handmade art crafts, as well as with local brands and suppliers, helping and improving the life of local community. This partnership trend continues in the present, developing social enterprises as well in Indonesia, Mexico, and East Africa.


3.4. Threats
The following threats were identified for IKEA: an increased competition from other brands, changes in consumer preferences, changes in in macroeconomic conditions, the supply chain shocks and logistic disruptions, legal allegations.
In a fierce competition to a dynamic market, Abbott (2022) illustrates that the key competitors for IKEA are Wayfair, Amazon, Ashley Home Store, Walmart, Home Depot, and many others. Wayfair offers over ten million products from over 10,000 suppliers, while IKEA has a few over 1600 suppliers and 275 transport suppliers, however, they have 2000 new products yearly (Ikea, 2024). The bargaining power of suppliers will be analysed in the next chapter of this report.
[bookmark: _Hlk164419167]Another threat might be considered the changes in consumer behaviour in the furniture industry. Khojasteh – Kshoro, Shalbafan and Thoemen (2022) argues that consumers are orienting their furniture purchases to those made from eco-friendly materials such as wood. Environmental conscious consumers are switching to lightweight panels, light density wood, that makes durable furniture at affordable prices. The same authors suggests that criteria on which consumers choose furniture in the present are the design, wight, natural aspect and price comparison with similar products. This aspect is one of the forces reiterated by Porter`s Five Forces, namely the Bargaining Power of consumers, as well as the Threat of Substitutes, which will be investigated in the next chapter in this report.
[bookmark: _Hlk164420703]Morrison (2011, p. 43) argues that Globalisation can be defined as a system in which “products, people, companies, money and information are able to move quickly around the world”. Therefore, Mangan, Lalwani and Butcher (2008) suggest that companies might be oriented to outsource their manufacturing and labour facilities, usually in a suitable economic environment, according to the country’s employment law, tax law, political environment as highlighted in the previous chapter on this report in relation to PESTEL Analysis.
In this globalization context, suppliers chain shock could occur, and disruptions in the logistic chain, not only due to economic and political unrest, but also from environmental factors such as pandemics.
Chowdhury (2024) argues that despite the Red Sea disruptions, which led to a supply shock that put the prices up globally, IKEA is keen to not increase prices and the contrary to lower their prices in 2024, as said by IKEA`s CEO.

4. Porter`s Five Forces

This framework it is utilised to analyse the level of competition within a certain industry, particularly the furniture industry within IKEA operates (de Bruin, 2016) and follows the forces described in the Figure 6 - Porter`s Five Forces, below.
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Figure 6 – Porter`s Five Forces, Source: de Bruin (2016)

4.1. Threat of New Entrants
The treats of new entrants’ level is Low to Moderate as IKEA benefits from economies on large scale in furniture manufacturing as ranked by Statista (2024) on first place, making “the world`s largest furnishing retailer”. Moreover, IKEA`s strong brand recognition and customer loyalty might be perceived as a strong barrier for entry in the industry, as well as a strong barrier to exit due to high costs. However, the main competitor in Asia, a Japanese firm, announced its expansion on Vietnam, Indonesia, and Taiwan as Sakamoto and Omiki (2023) suggests.
4.2. Bargaining Power of Suppliers
Also known as market inputs, the bargaining power of suppliers is force that analyse the power and control that suppliers have on businesses, and this level is Moderate for IKEA. The company have over 1600 suppliers worldwide, therefore their power it is to be considerate as Moderate. The financial status offers to IKEA the power to negotiate as it also has low prices for its products.
4.3. Bargaining Power of Buyers
This force analyses the power on the hands of customers, and as the competition is high, that gives the buyers access to a wide choice of alternative options from competitors.
4.4. Threat of Substitutes
In a fast-paced industry, the treat of substitutes level is to be considered low to moderate, as although there is a wide range of similar products within the furniture industry, the over 8 million customers seem to remain loyal to the brand. The replacement of wooden furniture with other material made furniture like artificial wood or plastic it is not desired, however, the threat of substitutes resides also on affordability (Adamkasi, 2019).
4.5. Competitive Rivalry Among Existing Competitors
The furniture and home goods industry are highly competitive; therefore, the level of competition is High. Despite the growth on online platforms, IKEA face the competition from traditional furniture retailers as well as from new designs, new products, and innovations. It might be considered a fierce battleground, to maintain the product quality at an affordable price.
Sakamoto and Omiki (2023) argues that Ikea known a strong competitor in Japan`s developing market where Nitori retailer took over the IKEA`s market by opening stores in Thailand`s capital city, Bangkok, as well in Vietnam.
5. Conclusions
As from the main findings above, relevant conclusions cand be drawn further.
IKEA faces challenges from various forces in the industry, as illustrated in Porter`s Five Forces model, furthermore, it is a strong and powerful brand, positioning at top rankings upon brand recognition, customer footfall customer loyalty to the brand, product quality and sustainability.
PESTLE Analysis revealed that globalisation have a significant impact on multinational enterprises like IKEA, usually out of their direct control, that reflects the macro-environment scale. Constantly monitoring these six factors of analysis, positioned the Company at the top of most compliant enterprise, however, they were identified issues regard to employment and discrimination among the employees, tax avoidance schemes and hiding the real profits. There also concerns on diversity and cultural influence, and environmental issues, as IKEA partially failed to fulfil, despite the Company statements as working towards mitigating them. It was also concluded that cryptocurrencies are the new trend in globalization.
SWOT analysis revealed the strength and opportunities, making IKEA a strong brand, as well as the treats and weaknesses, influential factors that are part of microenvironment, under direct control of the Company. Nevertheless, there were identified concerns regards to scandals and lawsuits which influenced the brand position on the market and questioning the ethics of its strategy, as well as a decrease in products quality.
Porter`s Five Forces mirrored the findings in both PESTLE and SWOT analysis, reiterating the strong connection between these three analysis tools.

6. Recommendations

After drawing the conclusions, few recommendations are to be made to improve the overall IKEA`s performance, as follows:
a) To continue to invest cutting edge technologies, especially Artificial Intelligence, as well as to consider adopting cryptocurrencies as payments. This will significantly create a competitor advantage in a new digital era.
b) To reconsider the quality of its products to maintain the leading position in the market.
c) To invest more in renewable energy and to improve working conditions for the employees, to not only consider the profitability in disregard to wellbeing and the environment.
d) IKEA is recommended to focus more on ethical aspects of its strategies, to avoid lawsuits.
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