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[bookmark: _Toc228485120]Organisational Context and Overview
[bookmark: _Toc228485121]Introduction to IKEA / Ingka Group
IKEA was established in Sweden in 1943 by Ingvar Kamprad, and began selling furniture in 1948 and opened its first store in Älmhult in 1958 (IKEA, 2025a). IKEA is now not a single entity. Inter IKEA Group is the owner of the IKEA concept and franchising model and Ingka Group is the major IKEA franchisee and retailer (Ingka Group, 2026a). Ingka Group owns IKEA Retail, Ingka Centres and Ingka Investments, and accounted for 87.4% of the total sales of IKEA Retail in FY25, making it a suitable company on which to focus for this report (Ingka Group, 2026a).
[bookmark: _Toc228485122]Mission / vision / business model
The IKEA vision is "to create a better everyday life for the many people" (IKEA, 2025b). The mission is expressed in the IKEA business idea, which is to provide a range of well-designed functional home-furnishing products at prices as low as possible so that as many people as possible can afford them (IKEA, 2025b). This mission is used to guide strategy because price, design, self-service, flat-pack furniture and global sourcing are all employed to enable mass access. The business model therefore connects cost to value: customers trade-off self-assembly and self-service for affordability, and IKEA trades-off logistics and labour costs (IKEA, 2025c). Recently Ingka has also expanded this model to include e-commerce, planning studios and digital design tools (Ingka Group 2026b).
[bookmark: _Toc228485123]Industry and market position
IKEA is active in the global home-furnishing and furniture retail industry, competing with specialist online retailers such as Wayfair, mass retailers such as Amazon and Walmart, regional value retailers such as JYSK and local furniture retailers (Wayfair, 2025; JYSK, 2025). The industry is large and growing. Grand View Research estimates that the global furniture market was worth USD 786.13 billion in 2025 and is expected to reach USD 831.57 billion in 2026, before increasing to USD 1,334.08 billion by 2033. This represents a projected compound annual growth rate of 7.0% from 2026 to 2033, showing that IKEA operates in a growing but highly competitive market (Grand View Research, 2026).
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[bookmark: _Toc228484240]Figure 1 Furniture Market (Grand View Research, 2026)
IKEA is one of the most significant players in the world market in this field at the company level, but recent sales statistics reveal some pressure due to price cuts and poor market conditions. In FY23, IKEA posted a total retail sales of EUR 47.6 billion, FY24 EUR 45.1 billion and FY25 EUR 44.6 billion (Statista, 2026). This demonstrates that there was a short term loss of sales value, which IKEA attributes partly to its move to reduce prices to make its products more affordable to customer needs. As such, IKEA has a solid market standing due to its affordability, Scandinavian aesthetic, global presence, brand equity and unique shopping experience.
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[bookmark: _Toc228484241]Figure 2 IKEA Revenue over the years (Statista, 2026)
[bookmark: _Toc228485124]Strategic management process at IKEA
The strategic management process can be analysed, chosen, implemented and evaluated (Johnson, Scholes and Whittington, 2008; David and David, 2017). IKEA examines external factors like inflation, tariffs, digitalisation and sustainability, and internal resources like brand, culture and supply-chain efficiency. Strategic choices include ensuring affordability, omnichannel access, adapting small formats and scaling circular services. Implementation can be seen in price cuts, digital investments and store format changes, while monitoring involves financial performance, store visits, website traffic, climate change metrics and service metrics (Inter IKEA Group, 2025a; Ingka Group, 2026a). So, IKEA's strategy is dynamic: lessons from performance and external change feed into the next cycle of continuous strategy development.
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[bookmark: _Toc228484242]Figure 3 Strategic Managemnet Process at IKEA (Johnson, Scholes and Whittington, 2008)
[bookmark: _Toc228485125]External and Internal Environment Analysis
[bookmark: _Toc228485126]External analysis using PESTEL
This time PESTEL is used as a module tool to develop opportunities and threats from external scanning, rather than just for environment description.
[bookmark: _Toc228485127]Political factors
IKEA's business is based on international sourcing, supply chains and retailing. Political factors thus impact on costs, supply and prices. Customs duties, trade restrictions and geopolitical tensions can undermine scale efficiencies underpinning IKEA's cost-effectiveness. Inter IKEA Group highlighted the volatility associated with US tariff announcements, demonstrating how political risk can rapidly affect forecasting and costs (Inter IKEA Group, 2025a). IKEA also experiences consequences from political attention on labour practices and sustainable sourcing as supplier breaches may harm the company's reputation and legitimacy (IKEA, 2024a; Inter IKEA Group, 2025b). The key political take-out is that IKEA needs to diversify its sourcing while doing responsible procurement.
[bookmark: _Toc228485128]Economic factors
Demand for furniture is strongly correlated with disposable income, consumer confidence and housing starts. Rising cost-of-living and inflation, and interest rates, limit discretionary income, but also create a shift towards value retailers. This is a challenge and opportunity for IKEA, with its value proposition becoming more relevant as customers downmarket from high-end retailers. Inter IKEA reported that wholesale price cuts announced in FY24 continued to impact revenues in FY25, while sales volume grew, implying that its strategy was successful in preserving sales, but at the expense of profitability (Inter IKEA Group, 2025a). The exchange rate is also important because IKEA sources, ships and sells in multiple currencies. Economically, IKEA needs affordable prices and efficiency as a margin safeguard.
[bookmark: _Toc228485129]Social factors
IKEA's offer is well aligned with social developments. Urgent need for smaller, functional and affordable products arises from smaller dwellings, urbanisation, changing family structures and financial stress. IKEA's room designs, modular furniture and home planning services meet these demands (IKEA, 2025b). However, consumers are also more interested in ethical sourcing, climate change and sustainable consumption, so sustainability is now important for trust as well as brand (IKEA, 2025d; Ingka Group, 2026a). Online consumption is also vital: 77% of EU internet users purchased a good or service online in 2024 (up from 59% in 2014) (Eurostat, 2025). So social change offers opportunities in urban formats, online journeys and sustainable lifestyles, but also demands transparency and convenience.
[bookmark: _Toc228485130]Technological factors
Digitalisation is fundamental to furniture retailing with e-commerce, mobile apps, planning tools, big data, forecasting and logistics. Ingka stresses seamless omnichannel integration, and more effective tools for better decision-making, efficiency and costs (Ingka Group, 2024a). Digital planning is especially important as furniture needs to be visualised by consumers. Better data can help availability, customisation and forecasting market demand. But technology also raises competition as online-only competitors (such as Wayfair) compete with range, convenience and digital platforms (Wayfair, 2016). So IKEA needs to consider omnichannel as a core capability, not a cost centre.
[bookmark: _Toc228485131]Environmental factors
Environmental factors are very important due to IKEA's consumption of wood, textiles, packaging, energy and transportation. IKEA's sustainability plan focuses on decreasing the use of non-renewable virgin materials and promoting circularity (IKEA, 2025e). According to its Climate Report, IKEA operations have more renewable energy (up from 67% in FY23 to 71% in FY24) and renewable electricity (up from 77% in FY23 to 81% in FY24) (IKEA, 2025f). The IKEA climate footprint also declined by 5% p.a. compared to FY23 and 28% since FY16 (IKEA, 2025g). This is a reputational opportunity, but the risk is that the high volume, low price model might be viewed negatively if circularity is not scaled fast enough.
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[bookmark: _Toc228484243]Figure 4 IKEA climate footprint (IKEA, 2025g)
[bookmark: _Toc228485132]Legal factors
Legal issues relate to consumer protection, warranties, product safety, labour standards, environmental disclosure, sourcing due diligence and competition. Particularly important is product safety, as furniture needs to comply with various national regulations on chemicals, fire, durability and assembly hazards (IKEA, 2024b). Human-rights and sourcing laws also cause a need for supplier management (Inter IKEA Group, 2025b). So legal compliance enhances confidence and reduces risk, but it also raises complexity and cost.
[bookmark: _Toc228485133]Key opportunities and threats from PESTEL analysis
[bookmark: _Toc228484237]Table 1 Key opportunities and threats identified from IKEA’s PESTEL analysis (author)
	PESTEL factor
	Opportunity
	Threat

	Political
	Local sourcing and multiple suppliers
	Tariffs, trade disruptions and geopolitical tensions

	Economic
	Growing need for value furniture
	Inflation, low consumer confidence and margin pressure

	Social
	Urban, flexible and sustainable living
	Higher expectations for responsibility and convenience

	Technological
	Online retail, apps and planning tools
	Faster online competitors

	Environmental
	Second-hand, circular services and renewables
	Criticism of consumerism

	Legal
	Better compliance can build trust
	Product, labour, sourcing and environmental regulation


These opportunities and threats are the result of the PESTEL model. They demonstrate the importance of IKEA not ignoring the external environment. Political and economic factors affect cost and margin. Social and technological factors affect mainly access and behaviour. Environmental and legal factors primarily influence legitimacy, compliance and sustainability. This link is critical, as the recommendations later in the report are linked to these factors.
[bookmark: _Toc228485134]Critical success factors and strategic challenges
The results from the PESTEL analysis indicate that IKEA’s critical success factors are affordability, sourcing resilience, brand, omnichannel convenience, sustainability and efficiency. These are also linked to the SWOT in Section 6 below. Market risks are tariffs, inflation, e-commerce and sustainability. The main strategic question is how to combine low prices with profit, sustainable sourcing and sustainability.
The key critical success factor is strategy integration. IKEA's low prices need to be complemented by design, sourcing, logistics and customer self-service. If any element fails (reliability of delivery, product stock-outs) then the entire proposition is compromised. A second critical success factor is trust. IKEA needs shoppers to trust that a low price doesn't imply low quality, unsafe products or unethical sourcing. The third is agility, as smaller stores, online shopping and circular services demand different processes from big-box stores.
[bookmark: _Toc228485135]Internal environment: resources, capabilities and core competencies
IKEA has tangible resources, intangible resources and capabilities. Hard resources are stores, planning studios, logistical infrastructure and mass-market retailing operations. Ingka has hundreds of IKEA stores, shops and planning studios in 31 countries, providing reach, economies of scale and order fulfilment (Ingka Group, 2024b). Intangible resources include the IKEA brand, Scandinavian design, democratic design and simplicity, affordability and social and environmental responsibility (IKEA, 2025b). Capabilities include co-ordinating the supply chain, designing products for flat-packing, store format, digital integration and sustainable investment. These capabilities are valuable as they are part of a system.
[bookmark: _Toc228485136]VRIO analysis
VRIO is a way to assess the value, rarity, imitability and organisation of resources. IKEA's brand is valuable, rare and difficult to imitate as it is well known and promises value for money (Barney, 1991). Culture is also a long-lasting advantage since simplicity and cost efficiency shape decision-making. The supply chain is valuable and difficult to fully imitate, but major competitors can adopt some cost reduction measures. Store design, flat-pack furnishings and omnichannel are valuable but less unique, so they provide temporary advantage or parity. Sustainability positioning is valuable if backed by performance. Ultimately, VRIO suggests IKEA's competitive advantage is the holistic combination of brand, culture, scale and supply chain, not an individual resource.
[bookmark: _Toc228484238]Table 2 VRIO Analysis for IKEA (Barney, 1991)
	Capability
	Valuable
	Rare
	Difficult to imitate
	Organised to capture value
	Strategic implication

	IKEA brand
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage

	Cost-efficient supply chain
	Yes
	Partly
	Yes
	Yes
	Strong advantage, close to sustained

	Store experience and layout
	Yes
	Partly
	Partly
	Yes
	Temporary advantage / parity

	Flat-pack design concept
	Yes
	Partly
	Partly
	Yes
	Advantage, but partly imitable

	Omnichannel capability
	Yes
	No
	No
	Yes
	Competitive parity / necessary capability

	Sustainability positioning
	Yes
	Partly
	Partly
	Yes
	Temporary advantage if credibility maintained

	Organisational culture
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage


IKEA brand: valuable, rare, difficult to imitate and organised, giving sustained advantage. Efficient supply chain: valuable, partly rare, difficult to imitate and organised, giving strong advantage. Store layout and experience: valuable, partly rare, partly imitable and organised, offering temporary advantage(Inter IKEA Group, 2025a; Ingka Group, 2024b). Flat-pack design: valuable, rare but now partly imitable, giving qualified advantage. Omnichannel retailing: valuable, not rare, giving parity because needed by all large retailers (IKEA, 2025b). Green positioning: valuable and partly rare, but imitable unless evidence is convincing. Organisational culture: valuable, rare, hard to imitate and organised, providing long-term advantage.
VRIO also links internal analysis and strategy. A resource is valuable if it is used. IKEA's franchising system, product development processes, suppliers and store formats transform its resources into value. But the system can also be complicated as decisions need to be coordinated between Inter IKEA, Ingka Group and franchisees. So organisation does not occur naturally, it needs to be organised through rules, norms and performance indicators.
[bookmark: _Toc228485137]Internal strengths and competitive advantage
IKEA's internal strengths underpin differentiated low cost. It does not just compete on low price, it mixes low price with design, inspiration, store layout, economy of scale and sustainability. This enables a combined cost leadership and differentiation strategy. Flat-pack furniture, low prices or online design tools can be imitated by others, but it is hard to duplicate the system of brand, sourcing, culture, design and retail. This internal analysis is directly linked to the resultant SWOT: the company has strength in brand and culture, but weaknesses in global sourcing, when faced with PESTEL threats.
[bookmark: _Toc228485138]Comprehensive and Holistic View: Balanced Scorecard
The Balanced Scorecard is comprehensive since it maps the strategy into non-financial and financial measures in four dimensions: financial, customer relationship, process and learning and growth (Kaplan and Norton 1992). This is useful in this module approach because IKEA cannot gauge the strategy based on profitability alone. It must also take into consideration affordability, accessibility, operational efficiency, human resource capabilities and sustainability.
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[bookmark: _Toc228484244]Figure 5 Balanced Scorecard (Kaplan and Norton 1992)
[bookmark: _Toc228485139]Financial perspective
IKEA financial perspective is to maintain and grow profitability, grow turnover and volumes, maintain affordability and grow long-term profitability. In FY25, Inter IKEA has recorded a revenue of EUR 26.3 billion and Ingka Group has recorded a revenue of EUR 41.5 billion (Inter IKEA Group, 2025a; Ingka Group, 2025a). Ingka has recorded a 0.9% decrease in revenue, but a 1.3% rise in store visits, 4.6% rise in online visits and 1.6% rise in units sold (Ingka Group, 2025a). This implies that the decrease in price increased the demand but affected the revenues. The right KPIs are revenue, gross margin, cost-to-sales ratio, sales volume, online sales and the ratio of the return on capital employed (ROCE). The major efforts must be price optimisation, cost control, supplier productivity and focused investment in high-growth formats. The financial objective is not merely to increase the prices, but to bring back profitability and the affordability mission.
[bookmark: _Toc228485140]Customer perspective
The customer view is regarding affordability perception, satisfaction, loyalty, convenience and accessibility. The IKEA offer is founded on the perception of the customers of the company as something functional, cheap and stable. The KPIs to be followed will be store traffic, web traffic, online conversion, satisfaction, and app usage, repeat transaction and service complaints. The areas to improve on are increased online conversion, enhanced satisfaction with delivery and planning services. Programs should be focused on improving website and app journeys, product availability, planning studios and integrated store and online services. This perspective is linked to the social and technological PESTEL analysis because consumer trends are urban, digital and cost conscious.
[bookmark: _Toc228485141]Internal business process perspective
The internal business process perspective should assess IKEA's ability to provide affordability, availability and sustainability. The focus is on resilient sourcing and fulfilment, shorter lead times, higher availability, less waste and scalable circular services. Key performance indicators (KPIs) include stock turnover, on-time delivery, fulfilment time, stock availability, return rate, waste reduction, buyback volume and zero emission delivery share. Ingka found 60.1% of retail home deliveries were delivered by zero-emission vehicles by the end of FY25 and that buyback volumes grew by 39% (Ingka Group, 2026d). These KPIs demonstrate that process improvement is a win-win for customer value and sustainability. So supplier diversity, forecasting, route planning, repair and resale programs should not be considered operational issues.
[bookmark: _Toc228485142]Learning and growth perspective
This perspective relates to people, culture, innovation and digital. IKEA's strategy requires employees that can provide service, have digital skills, promote sustainability and uphold the culture of simplicity and frugality. The KPIs should be the number of hours of training, digital capability development, engagement, retention, promotion and uptake of innovation. Programs should include management development, omnichannel skills, sustainability training and knowledge sharing between retail stores, logistics and online. This perspective is fundamental to the other three perspectives because financial results, customer satisfaction and internal processes are all facilitated by skilled people and a shared culture. Overall, the Balanced Scorecard perspective indicates that IKEA's strategy needs to be managed through a holistic performance system and not just through financial results. It also provides a link between analysis and recommendations: PESTEL helps identify threats, VRIO helps identify strengths and the scorecard helps translate both into actionable objectives for managers. It also makes strategy review more systematic and fact checked too.
[bookmark: _Toc228485143]CSR and Sustainability Objectives
[bookmark: _Toc228485144]IKEA’s CSR and sustainability strategy
IKEA’s CSR and sustainability strategy is centred on "people and planet", and one of three key areas: healthy and sustainable living, climate, nature and circularity, and fair and equal outcomes (Inter IKEA Systems B.V., 2024). So CSR is not seen as philanthropy but as part of the business model. This includes low-climate materials, sourced sustainably, circular design, affordability, inclusion and fair treatment within the supply chain. Likewise, the Ingka Group states that it wants to contribute to a better everyday life for the many people and have a positive impact on people and the planet (Ingka Group, 2026a).
[bookmark: _Toc228485145]Alignment with business objectives
Sustainability is connected to IKEA’s business objectives because it can safeguard trust in the brand, mitigate resource risk and ensure affordability in the long run. Ingka made advances including sourcing renewable electricity, expanding buyback and offering zero-emission home delivery (Ingka Group, 2026d). These activities are linked to the Balanced Scorecard through associations to customer trust, efficiency and financial sustainability. Circular services like buyback, repair and resale may also generate new customer connections and stem waste. As a result, CSR supports strategy when it enhances effectiveness, legitimacy and value.
[bookmark: _Toc228485146]Critical comment
But IKEA's strategy needs to be critiqued. Reuters states that IKEA claims to be able to decouple growth and environmental impact through repair, resale and reuse, but this is difficult as the company still needs to sell a large volume of goods and maintain global supply chains (Reuters, 2024). The furniture industry also reveals circularity needs changes in product design, infrastructure and consumer practices (European Circular Economy Stakeholder Platform, 2018). So, IKEA's CSR is crucial, but it must be scaled quickly to minimise the trade-offs between affordability, consumption and sustainability in the long run.
[bookmark: _Toc228485147]Strategic Choices and Implementation
[bookmark: _Toc228485148]Business-level strategy
At the business level, IKEA has a strategy of cost leadership with differentiation, or hybrid. Its cost advantage is enabled by flat pack design, self-service, product standardization, economies of scale and efficient supply chain. IKEA is not a low cost retailer because it also differentiates on Scandinavian design, room displays, brand and sustainability. The strategy literature acknowledges that companies can pursue cost leadership and differentiation if their activities are complementary (Alnoor et al., 2022). IKEA is an example because design simplification is a cost reduction, while the experience and brand makes low prices attractive. Price cuts in Inter IKEA's FY24 and FY25 demonstrate that affordability is the key strategic decision (Inter IKEA Group, 2025a).
[bookmark: _Toc228485149]Corporate-level strategy
Corporate-level strategy gives IKEA the choices of market development, product development and related diversification. Market development is evident in targeted international expansion and smaller urban stores. IKEA announced that it will more than double investment in India to more than $2.2 billion over the next five years, indicating a focus on emerging markets (Reuters, 2026a). Ingka also plans to open 20 smaller stores in Europe and North America, not to mention opening smaller stores in Europe and North America (Ingka Group, 2026e). Product innovation involves digital design tools, green products and circular services. Linked diversification is evident in Ingka Centres and Ingka Investments, which further develop the IKEA ecosystem without straying too far from the home-furnishing business (Ingka Group, 2026a; Reuters, 2026b).
[bookmark: _Toc228485150]Game theory perspective on strategic choices
Game theory complements the module analysis because IKEA's actions are informed by competitors' moves. IKEA price cuts might attract Wayfair, JYSK, Amazon or Walmart promotional reactions, speedier delivery or product diversity. Likewise, when IKEA opens smaller stores or enhances omnichannel ease, rivals can follow or up their investments. Thus, game theory reveals that IKEA needs to consider reactions when making strategic choices (Brandenburger and Nalebuff, 1995; Dixit and Nalebuff, 2008). It benefits as brand, scale and supply chains mean it can enjoy some competitive advantage.
[bookmark: _Toc228485151]Recommendation
The best strategic options are to build on omnichannel and urban reach, and to build circular services. Omnichannel development responds to social and technological opportunities (PESTEL), and circular services respond to environmental challenges and CSR goals. Studies of omnichannel transformation find digital integration enhances customer experience with organisational support (Vhatkar et al., 2024; Febriani et al, 2025). Circular approaches such as reusing, refurbishing and reselling can add value, but depend on design, logistical and consumer changes (Wulf et al., 2024). These decisions align with IKEA's purpose because they enhance access and sustainability while maintaining affordability.
[bookmark: _Toc228485152]Change management and implementation
Planning should be done and change should be adaptive. IKEA has already shown flexibility in its pricing approach, e-commerce, smaller shops and sustainability initiatives ( Inter IKEA Group, 2025a; Reuters, 2026b). But it faces risks. Smaller outlets may be able to attenuate the showroom effect, online expansion requires personnel education and information assimilation, and circular service may not be economical. Change management must therefore entail explicit objectives, training, piloting, measuring and feedback. The Balanced Scorecard is capable of helping in the implementation by quantifying financial, customer, internal process and learning outcomes. The implementation involves keeping the business model intact with modification in formats, technology and environmental practices. The implementation plan must give the retail, logistics, digital and sustainability teams an ownership of the decisions made in such that strategy is not a list of recommendations but a set of activities. This is also all about connecting implementation with strategic control, responsibility and review against the evolving world market conditions.
[bookmark: _Toc228485153]Strategic Evaluation and Recommendations
[bookmark: _Toc228485154]SWOT analysis
A SWOT is not a list, but it is based on the analysis made before. The main factors that define strengths are VRIO and internal analysis: IKEA has a good global franchise, positioning as the affordable brand, culture of simplicity and cost management, and cost efficient supply system. These assist in its cost leadership positioning. Internal analysis and PESTEL are sources of weaknesses: IKEA relies on global sourcing and logistics and its business model franchise can be complicated. The other weakness is margin pressure since when prices decrease, the demand does not decrease but revenue and profits decline (Inter IKEA Group, 2025a).
[bookmark: _Toc228484239]Table 3 SWOT Analysis
	SWOT area
	Key point
	Link to previous analysis

	Strengths
	Strong global franchise, affordable brand positioning, culture of simplicity and cost-consciousness, and cost-effective supply system
	Based on VRIO and internal analysis; supports IKEA’s cost leadership and competitive advantage

	Weaknesses
	Dependence on global sourcing and logistics; complex franchise structure; margin pressure from price reductions
	Based on internal analysis and PESTEL; lower prices protect demand but reduce revenue and profit (Inter IKEA Group, 2025a)

	Opportunities
	Omnichannel growth, planning tools, smaller city formats, flexible living solutions, circular services, renewables and resale
	Based on social, technological, environmental and economic PESTEL factors

	Threats
	Tariffs, geopolitical disruption, inflation, online competition and sustainability scrutiny
	Based on PESTEL; US tariffs increased costs and reduced profit, showing the impact of political threats (Reuters, 2025)


Opportunities are largely from PESTEL. Social and technological analysis reveal that opportunities lie in omnichannel, planning, small city formats and flexible living. Environmental analysis shows that circular services, renewables and resale are opportunities. Economic analysis shows customers can trade down to save money. PESTEL also poses threats: tariffs, geopolitical factors, inflation, online retailers and sustainability. Reuters reported tariffs in the US drove up costs and reduced profit, showing how political threats affect profit (Reuters, 2025). So, IKEA's SWOT tells us that the company should leverage brand, culture and size to adapt to threats.
[bookmark: _Toc228485155]Ansoff’s Matrix
Ansoff’s Matrix defines IKEA's growth opportunities (Ansoff, 1957). Market penetration is selling more in existing markets through price, loyalty, availability and online conversions. This is least risky as it relies on existing customers and skills. Market development means expanding in new or existing countries and cities where IKEA can serve new customers, such as India and smaller cities (Reuters, 2026a; Ingka Group, 2026e). 
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[bookmark: _Toc228484245]Figure 6 Ansoff Matrix (Ansoff, 1957)
Product development is the introduction of new or enhanced products and services (circular, planning and eco ranges). Diversification is seen in Ingka Centres and Ingka Investments but this should be connected to the ecosystem (Ingka Group, 2026a). Market penetration and product development are the most viable opportunities as they build on IKEA’s strengths and PESTEL opportunities.
[bookmark: _Toc228485156]Recommendations
First, IKEA should build circular and resale/service-based business. This is in response to environmental risk and making sustainability part of product development. Take-back, repair, resale and refurbishment should be expanded with targets, customer convenience and logistics. Second, IKEA should continue to develop omnichannel convenience and data-enabled customer experience. This meets social and technological opportunities with better app experiences, product availability, planning and design services, delivery and online conversions. Third, IKEA should spread its supply-chain risk and build regional resilience. This counterbalances political and economic risks such as tariffs, disruption, inflation and currency risk. It also prevents the loss of the VRIO capability of cost efficiency. These recommendations apply consistently the tools of the modules: PESTEL for pressures, VRIO for capabilities, SWOT for synthesis and Ansoff for growth.

[bookmark: _Toc228485157]Justification
Recommendations are appropriate because they support IKEA's existing mission. Circular services enhance legitimacy and implement CSR goals. Investment in omnichannel sales increases reach and competitive advantage. Supply-chain resilience protects affordability and margins. The recommendations are also possible because they leverage IKEA's existing strengths: brand, scale, logistics, supplier relationships and sustainability. They are acceptable because they benefit customers, employees, regulators and other stakeholders by connecting affordability with sustainability. In conclusion, IKEA should not trade off affordability, digital and sustainability. Its challenge is to bring them together in a viable business model that is affordable, robust and legitimate in a more turbulent retail future. This last link is significant as tutor feedback requested better integration of the frameworks, particularly between PESTEL and SWOT analyses that are applied to make recommendations in strategic management.
[bookmark: _Toc228485158]Reflective Account
This is a reflective account using the Gibbs’ Reflective Cycle of description, feelings, evaluation, analysis, conclusion and action plan (Gibbs, 1988). I have chosen this model because it provides a framework for evaluating the situation, my learning and my plans for improving future academic work. Reflection is an essential element of postgraduate learning as it enables experience to be converted into learning and independent judgement (Moon, 1999).
[bookmark: _Toc228485159]Description
For this assignment, I have examined IKEA, focusing on Ingka Group as the organisation, but acknowledging the larger IKEA system and the role of Inter IKEA Group. I selected IKEA as a well known international brand with a unique business model, prominent brand and sustainability strategy. The assignment involved analysing the organisation using various models of strategic management such as PESTEL analysis, VRIO, the Balanced Scorecard, SWOT and Ansoff's Matrix. First I read the assignment instructions and noted the sections. Next, I researched the company reports, independent media and academic papers. I then used the frameworks to structure the evidence and make recommendations. Finally, I reflected on the feedback from my tutors and made improvements to the cover, AI acknowledgement, mission statement, PESTEL, interconnections between frameworks and the use of module resources.
[bookmark: _Toc228485160]Feelings
Initially I was confident because IKEA is well known and there is a lot of public information. But, I quickly felt confused because IKEA is more complicated than I thought. I needed to understand the difference between IKEA (the brand), Inter IKEA Group (the owner of the IKEA concept, and franchisor) and Ingka Group (the biggest franchisee). It was also difficult for me to transition from description to analysis. In the first drafts, I wrote about what IKEA does, but not always about why it's important. The feedback from the tutor highlighted this problem. For instance, I had identified PESTEL factors, but I had not explicitly identified the outcomes as opportunities and threats. I was disappointed that these connections were not stronger, but also encouraged by the feedback being actionable.
[bookmark: _Toc228485161]Evaluation
There were a number of successes with the assignment. The structure was appropriate as it enabled me to talk about affordability, internationalisation, digital transformation, sustainability and competitive advantage. The frameworks provided organisation and prevented the report from being a descriptive case study. I also made use of several sources, including company reports, theory and independent news sources. But there were shortcomings. First, the cover page and format of the report was not as professional as it should have been. Second, I failed to include an acknowledgement of using AI, a critical academic integrity factor. Third, the vision and business model were discussed in Section 1.2 without stating the mission. Fourth, there were some weak links. For example, there should have been a direct link from SWOT to PESTEL and VRIO. Finally, I could have made more explicit connections to the module materials to demonstrate how each model helped make the argument.
[bookmark: _Toc228485162]Analysis
This assignment enabled me to understand that integration is what makes the models of strategic management worthwhile. PESTEL is to seek external opportunities and threats, VRIO internal strengths and weaknesses, the Balanced Scorecard turning strategy into actions, SWOT integrating internal and external, and Ansoff informing growth strategies. Some of these models were not joined in my first submission. I came to understand that MBA involves general argument and not individual models. I also realized that strategy is a matter of trade-offs. Low price strategy of IKEA enhances customer value but decreases the margins. Its sustainability plan aids in legitimacy, yet it is incompatible with high consumption. Its international sourcing helps in ensuring low cost and tariff and disruption costs. These contradictions assisted me in creating a critical analysis. According to Moon (1999), reflection is concerned with questioning assumptions, and I experienced this when I started to invalidate assumptions, using statements of companies, and made comparisons with independent information. I also learned that I cannot just add in module materials just to show that I know something; these should be used to guide the analysis and recommendations.
[bookmark: _Toc228485163]Conclusion
In conclusion, this assignment helped me develop my knowledge of strategic management and how to apply the theory to practice. I discovered that it's important to define the organisation before starting the analysis. I also realised a report must be well written and presented. The feedback demonstrated that small errors (such as the lack of a mission statement and acknowledgement of AI) can undermine the overall quality of the work, even if the analysis is generally on topic. If I were to do this assignment again, I would think through the connections between the frameworks first. I would also make a plan for the sources earlier, to separate company evidence, theory and commentary. Most critically, I would ensure that all sections lay groundwork for the recommendations.
[bookmark: _Toc228485164]Action plan
For future assignments, I will improve my work in five ways. First, I will develop a better front page and look at all formal requirements. Second, I will put any required academic integrity statements, such as AI statement, first. Third, I will state the organisation, mission, vision and business model before using the models. Fourth, I will take better advantage of module tools by documenting the results of each model and how it feeds into the next section. For instance, PESTEL should inform SWOT and SWOT should inform recommendations. Fifth, I will plan my time more effectively by creating deadlines for researching, planning, drafting, editing and referencing. Reflection as a tool for improvement rather than description has helped me apply Gibbs’ cycle (Gibbs, 1988). Thus this assignment has enhanced my strategic knowledge of IKEA and my ability to learn as an independent postgraduate student. I will also check tables, figure captions and headings so that they do not detract from the quality of the overall academic strategic management analysis either.
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