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[bookmark: _Toc215934639]Introduction
Fast changes are happening in the modern global business world. These changes are mostly occurring due to the presence of new technology, globalisation, and shifting needs of the customers. Therefore, for being able to compete in the market, it has become necessary for companies to stay flexible. IKEA is a major international furniture and home décor retailer. The company has a prominent presence across the globe. The company has been able to achieve this by offering affordable, sustainable, as well as stylish products. With these strengths, the company can effectively spread in Brazil. This region has a large urban population with a growing middle class. Further, in Brazil, the demand for modern, affordable, and eco‑friendly furniture is also increasing. The following report will study the Brazilian market by considering aspects like competition level. Strengths of IKEA will also be reviewed using tools like PESTEL, SWOT, Porter’s Five Forces, Ansoff Matrix, and VRIO. On the basis of analysis, a clear strategy will be suggested for IKEA for its expansion in Brazil. Performance will also be measured in order to ensure growth and success in the long term.
[bookmark: _Toc215934640]Section 1: Selection of Organisation and Target Market
[bookmark: _Toc215934641]1.1 Chosen Organisation: IKEA
IKEA was founded in 1943 and since then the company has become the largest furniture and home décor retailer in the world. Ready-to-assemble products, home appliances, and stylish designs are offered by this organisation. In 2024, the company earned around €45.1 billion globally (IKEA, 2025). Cost-effective pricing, Scandinavian design, and sustainable sourcing of the company are very popular among people. The success of the brand is highly dependent on a global supply chain and economies of scale. The company also manages an efficient logistics for the management of its products. IKEA has managed to enter new markets along with maintaining its core values. The positioning of IKEA is strengthened by these strengths. This, in turn, ensures that the company is able to achieve its global growth and successful expansion.
[bookmark: _Toc215934642]1.2 Target Market: Brazil
Brazil is a country with big and growing economy. The population of the country in 2025 is around 213 million people (in, 2025). 87% of the people of Brazil are living in urban cities (UN-HABITAT, 2024). The population is mainly more in places like São Paulo and Rio de Janeiro. Also, in these places, there is strong demand for housing and furniture products. This indicates that the furniture market of Brazil has a great potential for expansion. The worth of the furniture market of Brazil is USD 18.7 billion (Ken Research, 2019). This growth is observed because of rising urbanisation and higher incomes of people. The other sources highlight that the Brazilian furniture market in 2024 reached to USD 15.0 billion. This market is further predicted to expand by 2033 with the achievement of potential numbers USD 25.1 billion (Group, 2025). People are more attracted to modern, practical, and stylish furniture. Middle-class families have started to make large spending on home décor and space-saving designs. Therefore, Brazil becomes a best region for IKEA.
[bookmark: _Toc215934643]1.3 Rationale for the Decision
Brazil gives good opportunity to IKEA for its expansion. The population of Brazil is more than 200 million (in, 2025) with many people residing in urban cities. The urban middle class is achieving growth. Also, the incomes of people are increasing and hence their spending. With the increasing demand for home furnishings, the furniture market of Brazil is growing. In 2024, this market around USD 15.0 billion. Further, it is estimated that this market will reach USD 25.1 billion by 2033. In urban spaces, there is a high demand for functional, space-saving, and stylish furniture. These demands are effectively fulfilled by IKEA by providing affordable prices, Scandinavian design, and sustainability. IKEA can effectively compete with local retailers by continuously providing high quality products to the customers.
[bookmark: _Toc215934644]Section 2: Comprehensive Strategic Analysis
[bookmark: _Toc215934645]2.1 Macro-Environmental Analysis (PESTEL)
	Factor
	Key Issues / Trends in Brazil (relevant to IKEA)

	Political
	Brazil is known to be a political stable country. However, the rules for business are quite strict related to imports, taxes, and industry regulations. Furniture products have high import tariffs and taxes. This can possibly make the products of IKEA more expensive. At the same time, the country has started to focus more on ensuring that manufacturing process is sustainable and done using eco-friendly materials (Ito et al., 2015). Therefore, it has become essential for companies to follow strict environment standards. Hence, these rules can possible impact the ways in which furniture is made in Brazil.

	Economic
	The population of Brazil is big around 213 million as of 2025. Out of them, 87% of the people are living in urban cities (UN-HABITAT, 2024). Brazil has mixed economy where there is inflation of about 5% every year. Because of this, buying power of people decreases. Also, high interest rates make it difficult for the company to be able to afford expensive furniture. But still, the middle class people are achieving growth. This has also increased the demand for home furnishings as well as lifestyle products (Ito et al., 2015). This shows that IKEA has a good opportunity in this market.  

	Social
	Many people of Brazil reside in apartments or smaller homes. Therefore, these people highly look for furniture that saves space. This is effectively offered by IKEA. Also, modern and convenient products are high in demand among young people and middle class families. Further, people are also able to make purchases on online platforms with the presence of internet and e-commerce. Traditional stores also hold importance for selling furniture products of IKEA.

	Technological
	People of Brazil are able to easily access and buy furniture through online means as well as the presence of digital platforms. This technology has also solved many problems related to delivery (Ito et al., 2015). Products can be moved easily through the implementation of modern logistics as well as supply chain systems. In the case of IKEA, the brand makes use of the strong global supply chain skills. Further, the responsible and sustainable manufacturing is also ensured by the company in every way possible.

	Environmental
	People have become highly concerned about sustainability. Further, government has also been taking measures in order to support sustainability. In brazil, there are rules related to recycling, eco-friendly materials, and sustainable sourcing (Velenturf and Purnell, 2021). Because of such rules, costs becomes high. But, it is not a problem for companies like IKEA which already focuses on its sustainability. However, the movement of products in Brazil can be problematic for IKEA and hence, it can possibly increase footprint. Hence, the possible solution is that the company can use local suppliers so that it can manage its logistics in a better manner (Ito et al., 2015).

	Legal / Regulatory
	Foreign brands become expensive in Brazil because of high import taxes and tariffs on products like furniture. Hence, this can reduce the competitiveness of the company in the new market. Further, it is also important for companies to ensure that they follow rules on how the furniture is made. Furniture is required to be manufactured while ensuring its safety and use of sustainable practices (Ito et al., 2015). Also, there are complexities in labour laws, taxes at both federal and state levels, and rules for distribution. Therefore, this makes it necessary for international retailers to ensure careful handling of its practices.


The macro-environment in Brazil shows the major opportunities in the large urban population, increasing income level, increasing e-commerce, along the sustainability awareness. All these options connect with IKEA’s business model, which includes affordable, flat-pack, design-oriented products and have been offering sustainable furniture as well (Pangarkar and Prabhudesai, 2024). All these opportunities show the major benefits for IKEA in the Brazilian market. However, some economic issues and regulatory complexities may affect the operations.  
[bookmark: _Toc215934646]2.2 Industry/ Competitive Analysis: Porter’s Five Forces Model (FFM)
The Five Forces model by Porter is used to assess the level of competition in the furniture market of Brazil.
Threat of New Entrants: Expanding the business in the Brazilian furniture market highlights major challenges from new competitors. The company needs to focus on the strategy while planning a large-scale retailer with a connected supply chain. The company needs to consider all regulations, and multiple stores need substantial capital investment. All these needs make the new entry of any business a difficult event if the company is small, for a small domestic product as well or for a global chain as well (Hintoro et al., 2021). In addition, Brazil has high import tariffs and local manufacturing regulations, which have a direct impact on the overall operations of businesses in such a market. This shows the difficulties in entering in Brazilian market, making operations costly. These factors all highlight the threats of new entrants, mainly for the large-scale operations like IKEA.     .
Bargaining Power of Suppliers: IKEA’s global process and wider network offer sources of raw materials and help in the manufacturing of products. The wider network of the supplier has reduced the reliance on any individual suppliers. This means IKEA has a strong supplier network, which makes its operation innovative and does not depend on any one supplier. However, dependence on the local suppliers or raw materials could also increase the power of suppliers. The regulatory needs within sustainable sourcing could make the supply process more costly. The impact of suppliers on operations, along with increasing costs, should be managed as Brazilian suppliers have moderated power and could be managed.  
Bargaining Power of Buyers: Brazilian consumers are very price-sensitive, which means they care about price and due to this, Brazil has varying income levels and economic volatility. The buyers have multiple options to purchase the same products in different price ranges. This includes local furniture or small stores offering affordable products (Hintoro et al., 2021). The increasing demand for good designs, uniqueness or affordable prices has been driving the needs of Brazilian customers. IKEA needs to value their propositions to connect with all these customer expectations. The company could gain reach by managing the customers’ expectations and offering an affordable process of furniture.
Threat of Substitutes: Substitutes have a moderate impact on the overall access, local workshops, custom furniture makers, or second-hand materials offer alternative options to the customers. In addition, adding an urban, unique touch in the furniture would enhance the reach of IKEA in the Brazilian markets. This could be managed by adapting the smaller spaces, while price-sensitive customers may prefer alternative options (Pangarkar and Prabhudesai, 2024).   
Competitive Rivalry: The Brazilian furniture market also has other players, such as regional retailers or producers operating with maintained prices. A national chain has also been operating in the market, highlighting a competitive era. IKEA needs to become a unique furniture producer by managing the customer needs and offering products at affordable prices first. The company could differentiate itself by using sustainability, pricing strategy or quality of products.  
Therefore, Brazil’s furniture market is attractive, offering the opportunity for IKEA to take risks and expand the business. IKEA needs to value their propositions to connect with all these customer expectations. IKEA needs to become a unique furniture producer by managing the customer needs and offering products in affordable prices first. The company could gain reach by managing the customers’ expectations and affordable process of furniture.  
[bookmark: _Toc215934647]2.3 Performance Analysis (SWOT)
	SWOT Factor
	Key Points (Brazil Context)

	Strengths
	IKEA is a trusted brand, well known for its affordable and stylish furniture. IKEA has a strong supplier network, which makes its operation innovative and does not depends on any one suppliers. The caomnpny has been operating with flat-pack design suits Brazil’s small city apartments, as well as using eco-friendly materials to reduce the negative impact on the environment (Benzaghta et al., 2021).  

	Weaknesses
	The company has depended on imports, which means it may face tariffs and currency risk in expanding the business. The limited local access or connection may also slow the adoption in new markets. Brazil's market has a vast geography makes delivery and storage costly.

	Opportunities
	The urbanization and a growing middle class increase demand for home furnishings. Brazil’s furniture market is attractive, offering the opportunity for IKEA to take risks and expand the business. IKEA needs to value its propositions to connect with all these customer expectations. The company could also enhance its reach through e-commerce (Farrokhnia et al., 2024).

	Threats
	The economic instability has a direct impact on business, as the COVID-19 Pandemic has affected the operations. High tariffs and strong local competition challenge IKEA’s price advantage.



[bookmark: _Toc215934648]2.4 Insights and Strategic Implications
The above analysis of all models, including the PESTEL, Porter’s Five Forces, and SWOT, has offered valuable insights that IKEA needs to consider before expanding into Brazil market. The country has a high urbanization rate, with almost 88 % of the population living in cities, and increasing growth or urban areas has created a strong opportunity or IKEA. Brazil’s furniture market is attractive, offering the opportunity for IKEA to take risks and expand the business. IKEA needs to value its propositions to connect with all these customer expectations. The increasing disposable income of middle-class families highlights the key customer willing to invest in affordable products (Al Masani, 2022).    
However, high import tariffs, regulatory needs, and geographic issues have a direct impact on the overall adoptation. IKEA needs to explore the local partners in the Brazilian market, connecting with key players and regional distribution centers to manage the prices. The Brazilian furniture market also has other players, such as regional retailers or producers operating with maintained prices. A national chain has also been operating in the market, highlighting a competitive era. IKEA needs to become a unique furniture producer by managing the customer needs and offering products in affordable prices first. The increasing demand for good designs, uniqueness, or affordable prices has been driving the needs of Brazilian customers (Al Masani, 2022). IKEA needs to value its propositions to connect with all these customer expectations. The company could gain reach by managing the customers’ expectations and offering an affordable process of furniture. The company has depended on imports, which means it may face tariffs and currency risk in expanding the business. The use of e-commerce and omni-channel retail could enhance the reach of IKEA in major cities. The regulatory compliance and sustainability initiatives could be managed by building trust among customers and enhancing the brand image.  
[bookmark: _Toc215934649]Section 3: Strategy Development and Formulation
[bookmark: _Toc215934650]3.1 Strategic Direction and Rationale
The strategic direction of IKEA in Brazil is to build a high brand image and attain sustainable competitive advantage in a rapidly growing and urbanising market. It has been noted that urban middle-class customers need more functional, lower-priced, and design-driven furniture, and this shows the target market of IKEA. The demographic factors in Brazil, such as increasing urbanisation (88% of the urban population) and the growing middle class, with increasing disposable incomes, are an interesting opportunity that IKEA can use to enter the Brazilian market and establish long-term brand loyalty (Veiga et al., 2024). The strategic focus will be long-term growth, penetration of markets, and taking advantage of the international operational experiences at IKEA. IKEA stands to enjoy the advantages of the increasing demand for modular furniture, flat pack furniture, and friendly furniture by introducing its established product range with local preferences and regulatory needs. Also, cities like São Paulo and Rio de Janeiro offer the perfect place to launch the product by virtue of the large number of inhabitants, buying power, and logistics and distribution systems (Pereira and Bamel, 2021). Other major strategic themes are differentiation with design and sustainability, localisation of operations, and omni-channel retail to ensure maximum reach. In the process of aligning these factors to the global values of IKEA, affordability, convenience, and sustainability, the company can establish itself as a different competitor in the Brazilian market, sealing the gaps that exist among local suppliers of furniture and reducing operational and financial threats.
[bookmark: _Toc215934651]3.2 Strategic Model: Ansoff Matrix
IKEA's entry into Brazil is a case of a market development approach in the Ansoff matrix. The strategy is aimed at launching some current products in a new geographical region and modifying them to suit the taste, cultural orientation, and regulations in that area.
	Product / Market
	Existing Products
	New Products

	Existing Market
	Market Penetration – Not applicable for Brazil
	Diversification – Not relevant at this stage

	New Market
	Market Development – Launch existing IKEA furniture in Brazil with local adaptations (sizes, materials, pricing)
	Product Development – Potential launching of Brazil-specific lines of furniture, adapted to the essence of city life and the taste of local designers (Nosike et al., 2024).


By doing this, IKEA will be able to capitalize on its international brand, successful operations experience, and diverse product portfolio, and limit development risks, but will still have room to tailor products to Brazilian customers and urban families.
[bookmark: _Toc215934652]3.3 Market Entry Mode Selection
On its first appeal to the Brazilian market, IKEA will consider a joint venture (JV) or strategic partnership model, and will partner with local real estate developers, logistics, and possibly local manufacturing associates. This strategy has a number of strategic benefits. First, it also reduces the regulatory and operational risks of the business as it uses the expertise of the local partners regarding the legal, tax, and import systems in Brazil. Importation tariffs, labour codes, and environmental regulations have less to do with the partners who have knowledge in those matters, and the chances of making mistakes that are expensive to correct are minimal (Nogueira et al., 2025). Secondly, domestic collaborations introduce the knowledge of logistics, property purchases, and urban market forces, which hasten the development of effective supply chains, distribution, and retail business. Thirdly, a JV will enable IKEA to invest less capital into entering a market than a full-fledged Greenfield investment, which would allow a less daring and scaled-down entry as part of experimenting with the markets and Brazilian urban centres regarding consumer preferences and acceptance of their product.The Greenfield investment is one of the long-term strategic options available to IKEA, installing full-fledged stores and distribution centres in major cities like Sao Paulo, Rio de Janeiro, and Brasilia (Martín et al., 2022). Although this option is more readily adaptable (full operational control), the IKEA retail model would be standardised, and the supply chains would be under direct control, such option would require a much greater initial investment, it would put the company in a more risky position regarding regulatory and market-entry risks, and it would take longer to reach operation in such a manner. The JV will enable IKEA to learn the build in the local market over time, perfect its product selection to fit the local consumer tastes and habits, and operate in Brazil without the high overhead expenses and taxes that new entrant’s face, which is in line with the long-term goals of sustainable growth, brand creation, and market penetration in Brazil (Lynch, 2021).
[bookmark: _Toc215934653]3.4 Competitive Positioning: Porter’s Generic Strategies
To gain a differentiation strategy, IKEA will use this approach to create a specific niche in the Brazilian furniture market. The concept of the company is to provide more cost-effective, sustainable, and design-oriented furniture that is attractive to urban middle-class consumers who are willing to purchase with a focus on quality, but not cheap items. The main points of differentiation can be recognized as Scandinavian design and style, space-efficient and flat park furniture that fits small city apartments, production eased with green processes, and the convenience of the omnichannel (both online and physical) (Lasserre and Monteiro, 2022). This strategic positioning enables IKEA to establish a value that is not just about low-cost competition, but it is a unique offer relative to fragments of local competition, which are primarily made up of small-scale furniture manufacturers, second-hand markets, and craftsmen. Using identical global brand awareness, efficiency, and sustainability, IKEA signs will be able to earn customer loyalty, fix prices, and develop a durable competitive advantage.
	Strategy
	Application & Rationale (Brazil)

	Cost Leadership
	IKEA provides low prices by operating global supply chain efficiencies and providing low-cost furniture to the urban middle-income.

	Differentiation
	The product is sold with a distinctive value proposition based on Scandinavian design, sustainability, conveniently packed in flats, and omni-channel (Kumar et al., 2024).

	Focus (Niche)
	Appeal to urban apartments and smaller places where utilitarian space-saving furniture is crucial.

	Differentiation Focus
	Combines differentiation features as well as niche targeting to focus on the middle-class consumer market with a specific orientation to designing and quality, along with the eco-friendly offerings.


[bookmark: _Toc215934654] 3.5 Strategic Fit and Capability Assessment: VRIO Framework
IKEA’s resources and capabilities in Brazil can be assessed using the VRIO Framework:
	Resource / Capability
	Valuable
	Rare
	Costly to Imitate
	Organised to Capture Value
	Implication

	Affordable, stylish furniture
	Yes
	No
	No
	Yes
	Competitive parity

	Scandinavian design & sustainability
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantage

	Global supply chain & logistics efficiency
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantage

	International management and operational systems
	Yes
	No
	Moderate
	Yes
	Temporary advantage

	Omni-channel retail integration
	Yes
	Yes
	Moderate
	Yes
	Competitive differentiation


This evaluation demonstrates that the IKEA combination of design, sustainability, supply chain efficiencies, and operational skills provides a sustainable competitive advantage in Brazil, but that other capabilities provide temporary competitive advantages or provide parity, supporting the overall strategic positioning (Kostecka and Kopczewska, 2023).
[bookmark: _Toc215934655]3.6 Strategy Implementation Components
To have a successful approach to the implementation of the expansion of IKEA into Brazil, the process will be segmented to incorporate operational establishment, marketing, supply chain development, and sustainability programs.
	Phase
	Duration
	Key Activities

	Market Entry & Pilot
	0–12 months
	Form a joint venture or partnership with Brazilian companies, open pilot stores in São Paulo and Rio de Janeiro, install regional distribution centres, do extensive market research and localisation of product sizes and prices to suit Brazilian consumer tastes (Kumar et al., 2024).

	Expansion & Scale-Up
	12–36 months
	Additional stores in major metropolitan locations, expand e-commerce and omni-channel integration of retailing, in-store specific and culturally-monger marketing communication, and slowly build on brand visibility in secondary cities.

	Operational Optimisation
	36–60 months
	Enhance the supply chain by forming local supplier alliances, incorporating sustainability efforts in manufacturing and delivery, hiring and developing employees to align culturally and deliver high service levels, and developing product lines that cater to the local preferences and lifestyle needs in the city  (Khanra et al., 2022).


The considered gradual approach will enable IKEA to pilot and optimize operations prior to the mass implementation, which will reduce the risk and facilitate the control of the company in line with the market demand. Early pilot stores offer information on how consumers behave, and this information can help the company to make the best decisions in terms of pricing, products being offered, and promotional approaches (Henry, 2021). Emphasis in the expansion phase is to scale up operations efficiently and create an awareness of the brand, and the emphasis on the optimisation phase is to make sure that the operations are efficient, compliant with the views on sustainability, and remain competitive in the long run.
[bookmark: _Toc215934656]3.7 Risk Analysis and Mitigation
The importance of the sustainable expansion relies on an extensive risk analysis.
	Risk Type
	Description
	Impact
	Mitigation Strategy

	Currency Risk
	Fluctuation of BRL vs SEK/USD affecting import costs
	High
	Financial hedging instruments, periodic pricing adjustment.

	Regulatory Risk
	Environmental, labour, safety, and import tariffs.
	Medium
	Local legal specialists get familiar with and comply with local standards, revamp products, and local standards.

	Cultural Risk
	Inequality with the local taste, consumer behaviour.
	Medium
	Undertake a vast market research, pilot stores to understand more, and tailor marketing campaigns (Kero and Bogale, 2023).

	Competition Risk
	The competition between small-scale producers and substitutes locally is high.
	Medium
	Differentiate on the basis of design, sustainability, quality, and loyalty programs.

	Logistics Risk
	Geographic diffusion makes distribution more complicated.
	Medium
	Open distribution centres, invest in last-mile logistics, and leverage the local logistics partners.

	Economic Risk
	The interest rates are high in preventing discretionary spending and inflation.
	High
	Popular pricing policy, financing/credit service, and product differentiation to present entry-level and high-end products.


A strategic differentiation, a careful market entry, a strong VRIO, and a gradual implementation would make IKEA a strong and sustainable niche in Brazil. The strategy will capitalise on the population trends, urbanisation, and the increment in middle-class incomes, and mitigate the probability of threats associated with regulatory, economic, and cultural issues. Omni-channel retail, localisation supply chain, and marketing and sustainability initiatives further guarantee the ability of IKEA to gain a competitive edge and sustainability in the Brazilian market in the long run (Bouteraa et al., 2023).
[bookmark: _Toc215934657]Section 4: Performance Evaluation Framework
To process the expansion into Brazil, a solid performance evaluation framework is needed to tangibly, effectively, and sustainably achieve strategic objectives in line with the corporate values. The model incorporates the Balanced Scorecard (BSC) and Triple Bottom Line (TBL) models, offering a comprehensive overview of financial, operational, social, and environmental performance. Both tools can be useful for effective monitoring and governance systems as they develop interventions in a timely manner and take initiative on time (Amaya et al., 2024).
[bookmark: _Toc215934658]4.1 Balanced Scorecard Design for IKEA Brazil
The Balanced Scorecard offers a multi-dimensional system to assess the performance of IKEA in four perspectives: financial, customer, internal processes, and learning and growth. This method will enable the management to relate strategic goals, operational functions, and quantifiable results.
	Perspective
	Strategic Objectives
	Measures (KPIs)
	Targets
	Initiatives

	Financial
	Realize improvement in revenue, profitability, and market share.
	Revenue growth rate, ROI, market share
	The growth of revenue was 10% annually, ROI was 8%, and market share was 5% in the first three years.
	They can grow sales and online trading, maximise pricing policies, and introduce economies in costs.

	Customer
	Create a brand image, satisfaction, and loyalty.
	Customer satisfaction score, Net Promoter Score (NPS), repeat purchase rate
	≥80% customer satisfaction, NPS ≥50, 30% repeat purchase rate
	Local promotional events, reward programs, and staff training on customer service in the stores.

	Internal Processes
	Increase operational effectiveness and efficiency of the supply chain.
	Inventory turnover, delivery accuracy, store process efficiency
	90% on time delivery, less than five percent stock-outs, and fifteen percent process more efficiently.
	Elaborate through regional distribution centres, digitalisation of the supply chain, and optimise stores.

	Learning & Growth
	Build the skills of employees and encourage innovation.
	Training hours per employee, rate of innovation adoption, employee engagement
	Training 40 hours per employee per year, 3 innovation programs per year, employee engagement ≥75%
	Cultural training, adoption of digital tools, knowledge sharing across the functions, and leadership training.


The BSC model makes financial goals complemented by four levels, such as operational efficiency, customer satisfaction, and employee growth. In the case of IKEA in Brazil, it has associated strategic goals such as market penetration and brand establishment with KPIs that are computed and put into action, enabling it to have visibility of corporate strategy to ground performance (Bouteraa et al., 2023).
[bookmark: _Toc215934659]4.2 Triple Bottom Line (TBL) Integration
	TBL Pillar
	Strategic Actions
	Measurement KPIs

	Economic
	As a business entity, attain sustainable profitability, revenue growth, and market penetration.
	Increased revenue, market share, profit margins, and stores opened.

	Social
	Encourage local workforce, community participation, and the welfare of employees.
	Local employment rates, employee satisfaction and satisfaction rates, community programs, and employee diversity (Lynch, 2021).

	Environmental
	Minimise environmental impact by sourcing and operating in a way that is sustainable.
	Lessening carbon footprint, percent of sustainably sourced products, recycling and waste minimization levels, store and distribution sourcing, and distribution effectiveness.


The integration of TBL will also make sure that the expansion of IKEA in Brazil does not infringe upon the ethical or environmental obligations. Economic measures track the financial stability and the market performance of the company, social measures track the company with regard to giving back to the communities and the well-being of the people, and environmental measures keep the sustainability guidelines observed (Kostecka and Kopczewska, 2023). The use of local talent, the promotion of community building, sustainable sourcing, and the mitigation of carbon emissions impacted by logistics are part of the global sustainability strategy of the company and the variation of IKEA in the Brazilian market.
[bookmark: _Toc215934660]4.3 Monitoring and Mechanisms of Governance
To maintain the expansion strategy, good monitoring and governance will be needed to reduce risks and maintain corporate standards. Its key elements are mentioned below:
1. Regular KPI Reporting: Stores, e-commerce platforms, and distribution hubs must record the information and report it to the IKEA headquarters and local management. Monthly monitoring of KPIs that will involve financial performance, customer satisfaction, operational efficiency, and sustainability outcomes will be done (Nogueira et al., 2025).
2. Real-Time Dashboards: Electronic dashboards will offer real-time access to the most important performance indicators. Such dashboards enable the managers to know the trends, problem areas of the operations, and the opportunities in the market, and make decisions in advance.
3. Quarterly Strategic Review Meetings: IKEA Brazil management can collaborate with global management and conduct quarterly strategic review meetings to discuss their progress in relation to strategic goals, risk exposure, and changes to initiatives as necessary. These reviews shall discuss both BSC and TBL measurements. It ensures that financial, social, and environmental objectives are balanced (Veiga et al., 2024).
4. Governance Framework: Roles and responsibilities will be introduced clearly in monitoring, reporting, and corrective measures. Regular internal audits and compliance will occur to ensure that the local regulations, IKEA corporate standards, and the sustainability commitments are met. Accountability and constant improvement will be enhanced by performance reviews and incentive packages in every sphere of operation.
5. Continuous Improvement Mechanisms: Customer, employee, and partner feedback loops will be used in decision-making. The experience in pilot stores and initial stages of working will be used to refine the strategy, make adjustments to the product, and optimise processes (Pereira and Bamel, 2021).
With the implementation of the Balanced Scorecard, Triple Bottom Line, and governance practices, IKEA will have an opportunity to scope the performance to meet strategic goals and benchmark them to the real outcomes and manage them in a way that results in economic, social, and environmental sustainability (Martín et al., 2022). This model promotes making informed decisions, efficiency in operations, and competitiveness in the long run, which presents a strong basis for the successful growth of IKEA in Brazil.
[bookmark: _Toc215934661]Conclusion
In conclusion, the suggested expansion of IKEA to Brazil is a strategic step to take advantage of urbanisation, the growing incomes of the middle class, and the increasing demand for modern furniture that can be affordable and sustainable. By analyzing the Brazilian macro environment (PESTEL), competitive forces (Porter's Five Forces), and internal strengths (SWOT and VRIO), this report recognizes opportunities and challenges that can be used to develop a consistent market entry and growth strategy. The suggested strategy is a joint venture with domestic partners, gradual store launch, and omni-channel retail integration, which will provide adherence to regulations, efficiency of operations, and reactiveness to the market. Uniqueness created by Scandinavian design, environmentally friendly products, and space-saving furniture makes the IKEA Company distinct in a highly fragmented market. In addition to this, the Balanced Scorecard and the Triple Bottom Line models offer a powerful performance assessment model that tracks the financial, operating, social, and environmental performance. The combination of risk mitigation, localisation, and targeted sustainability efforts can help IKEA gain a good brand presence, as well as become profitable in the long run. Overall, the suggested approach balances international operational skills with localized market conditions, providing sustainable competitive advantage and contributing to the IKEA vision of affordability of quality, functional, and design-conscious furniture to the urban consumers in Brazil.
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