[image: A logo with text on it

AI-generated content may be incorrect.] 
 
 

Programme: Master of Business Administration
Module: International Marketing: Principles and Practices
Module code: LCMB7026
Title: Assessment component 1:
Individual report
Word count: 5400
Lecturer: Dian Mayasari
Student Name: Tarikul Islam Tarek
Student ID: 2435183
Submission Date: 27-03-2026


Table of Contents
SECTION 1: INTERNATIONAL MARKETING REPORT
1. Introduction………………………………………………………… 3
2. Comparative Macroenvironmental Analysis: PESTEL Framework…………………………………………………………. 3-8
2.1 Political Factors
2.2 Economic Factors
2.3 Social Factors
2.4 Technological Factors
2.5 Environmental Factors
2.6 Legal Factors
3. Comparative STP Analysis………………………………………. 8-10
3.1 Segmentation
3.2 Targeting
3.3 Positioning
4. Comparative International Marketing Mix (7Ps)………………..10-16
4.1 Product
4.2 Price
4.3 Place (Distribution)
4.4 Promotion
4.5 People
4.6 Process
4.7 Physical Evidence
5. Directional Development Strategy: Bangladesh………………. 16-17
6. IKEA Marketing Mix Ethical Problems…………………………. 17
7. Recommendations……………………………………………….. 17-18
8. Conclusion……………………………………………………..….. 18
SECTION 2: REFLECTIVE ACCOUNT
Reflective Account Using Gibbs Reflective Cycle…………………….. 18-21
References…………………………………………………………………  21-24



SECTION 1: INTERNATIONAL MARKETING REPORT
1. Introduction
IKEA, the Swedish multinational furniture and home accessories retailer that was established in 1943 by Ingvar Kamprad in Almhult, has risen to become one of the most recognisable retail brands in the world. The company has over 460 stores that today can be found in over 60 markets and have hundreds of millions of customers annually (IKEA, 2024). Global success of the brand has been attributed to its philosophy of democratic design which is selling well-designed, functional and sustainable home furnishing at affordable prices (Jonsson and Foss, 2011). It has a unique business concept that incorporates flat-pack furniture, self-service warehousing, experiential store designs and recognisable Scandinavian design feel that has modified in the global market although not without difficulties.
This report will provide a comparative study of the international marketing practices at IKEA in two different markets of Sweden and Bangladesh. Sweden is a high-income, mature Scandinavian economy with high sustainability and design cognizance. Bangladesh, in their turn, is an emerging South-Asian country with a fast developing urbanisation and a growing middle-class and specific cultural consumption habits. Although IKEA already has a significant presence in Bangladesh, the trend of ever-growing economies and demographic characteristics of the population makes the country one of the potential retail outlets in the future.
The report assesses the international marketing strategies of IKEA and the equilibrium between local adaptation and global brand standardisation through diagnostic tools such as analytical frameworks such as PESTEL, STP analysis, the extended marketing mix (7Ps), and Ansoff Matrix (Vrontis, Thrassou and Lamprianou, 2009).
2.0 Comparative Macroenvironmental Analysis: PESTEL Framework.
The PESTEL framework is an analytical framework that offer a systematic method of understanding forces of macroenvironmental forces: Political, Economic, Social, Technological, Environmental and Legal that has impact on business conditions and strategic decision-making (Hollensen, 2020). Sweden in this comparative analysis can be taken as a mature and stable home market of IKEA and Bangladesh as a high growth but unpredictable emerging market. All the factors are thus considered not only descriptively but also based on the strategic opportunities and threats to IKEA.
2.1 Political Factors
Sweden boasts of high political stability, good governance, transparency and rule of law. Being a part of the European Union since the year 1995, it enjoys harmonised regulations, free trade, and the same standards of consumer protection (European Commission, 2023). Government policies also endorse the ideas of sustainability, circular economy practice and responsible business behavior in a significant manner (Regeringskansliet, 2022). This provides an advantage to IKEA, which is on a-line with its brand sustainability values. This has a strategic implication of the fact that innovating in Sweden is a predictable and supportive environment to innovate and long term test sustainable products.
Bangladesh, on the other hand, has a relatively low degree of political stability. The continuous political instability, bureaucracy and corruption may interfere with business and make it more costly (World Bank, 2023a). These are operational risks of IKEA especially in the expansion of retail and continuousness of supply chain. Nevertheless, there are pro-business government projects such as tax incentives and export-processing zones that provide investment opportunities (BIDA, 2023). The current sourcing relationships that IKEA has with the Bangladeshi suppliers (IKEA, 2023a) lower the entry barriers to the market. Bangladesh needs to be cautious in terms of its expansion and phased, which should be backed by robust local collaborations and risk aversion mechanisms.
2.2 Economic Factors
Sweden is a highly developed economy that has a GDP per capita of around US$55,000 (World Bank, 2023b). Consumer spending is facilitated by high disposable income, low unemployment and good welfare systems. Not only is cost important to Swedish consumers, but also design, quality and sustainability. This is in line with IKEA value proposition. The strategic implication is that IKEA will be in a position to maintain its low-to-mid pricing scheme in addition to adding premium and innovative products like smart-home products, as well as circular services.

Another economy with a lower-income, yet fast-developing economy is Bangladesh, having a GDP per capita of approximately US$2,688 (World Bank, 2023c). Lasting economic growth of more than 6% and the rise of a 30-40 million urban middle-income present a huge market potential (Bangladesh Bureau of Statistics, 2023). Nevertheless, there exist challenges of high price sensitivity, inflation and exchange-rate risks (Rahman and Khondker, 2020). IKEA should thus develop the localised pricing policy based on the affordability, smaller product sizes, local sourcing and the flexible payment. It would not be practical to imitate Swedish pricing here.
2.3 Social Factors
The Swedish culture is individualistic, egalitarian and green. Hofstede scores show that there is low power distance (31) and high individualism (71), which is an indication of the consumer preference of independence and functionality (Hofstede Insights, 2024). The idea of lagom, or moderation and balance, is quite close to the philosophy of IKEA, which is democratic design (Tarnovskaya and de Chernatony, 2011). This is a good fit cultural compatibility that gives IKEA a good competitive edge, where standardised products can be offered with little adaptation.
Bangladesh is very different, the culture is collectivist and hierarchical. The score of higher power distance (80) and low individualism (20) demonstrates the strong family impact on the purchasing process (Hofstede Insights, 2024). The consumers tend to link large and decorative furniture with social status (Haque and Sarwar, 2021). The minimalistic and self-assembly philosophy of IKEA might not be acceptable, then. Nevertheless, younger urban buyers are becoming more and more affected by the global trends due to exposure via digital platforms (Islam and Chandrasekaran, 2020). This is a niche opportunity. Tactically, IKEA must focus on such aspirational segments and change the communication to focus on family benefits, convenience and service support.
2.4 Technological Factors
Sweden is a high-technology market whose internet penetration is more than 95 percent and an extremely efficient e-commerce infrastructure (Internetstiftelsen, 2023). Customers are accustomed to online gadgets and multimodal retailing. IKEA innovations like augmented reality apps like IKEA Place (IKEA, 2024) add value to the customer experience. This platform will enable the additional automation, smart-home systems and online shopping plans.
Bangladesh has witnessed a fast digital growth rate, as 130 million people already use mobile internet and e-commerce is increasingly becoming popular (BTRC, 2023). This favors the strategy of mobile-first market entry of IKEA. Nevertheless, logistical issues such as poor last-mile delivery and inadequate warehousing still are major constraints (Rahman and Anwar, 2021). This is especially problematic with bulky furniture products. IKEA should focus on urban fulfilment, digital catalogues, collaboration with local logistic service providers and then expand into the entire country.
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Source: World Bank, World Development Indicators (2026)
2.5 Environmental Factors
Environmental regulations are strict and the awareness of sustainability among the consumers is high in Sweden (Naturvardsverket, 2023). Purchasing behaviour is highly subject to climate issues. The expectations are consistent with those of IKEA that is determined to be climate-positive by 2030 (IKEA, 2023b). Sustainability is hence a major competitive position. The strategic implication is that IKEA has to keep its sustainability efforts in products, operations and services.
Bangladesh is an extremely vulnerable country in terms of environmental conditions, which entail flooding, pollution, and vulnerability to climatic changes (World Bank, 2023a). There is less uniformity in regulation enforcement that brings about opportunity and threat. Some of the risks are supply chain disruption and reputational issues. Nevertheless, IKEA will be able to establish itself as a responsible and sustainable brand. Since the majority of consumers are focused on affordable products, the sustainability messages must focus more on the durability, cost-efficient and health benefits of the products, instead of the environmental effects (Moazzem and Sehrin, 2022).
2.6 Legal Factors
Sweden has an established legal framework and good implementation of consumer rights, labour legislations and intellectual property safeguards (European Commission, 2023). This helps to minimize uncertainty and helps in efficient operations. In this market, therefore, IKEA can count on standardisation and brand protection.
In Bangladesh, the law systems are being enhanced but they are still weak. There are threats posed by bureaucracy, delay in the courts and changing labour laws (BIDA, 2023). There can be less intellectual property protection and less contract enforcement. In the case of IKEA, it increases compliance and reputational risks. The strategic implication is that the market would need to be well regulated in terms of law, have effective supplier auditing and properly laid-out contractual agreements in order to enter the market.
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Source: World Bank (2026)
PESTEL Comparison Conclusion.
In general, Sweden provides a reliable, predictable and innovative environment that is quite compatible with the core capabilities and brand image of IKEA. Compared to this, Bangladesh has high growth potential, but higher uncertainty and complexity of operation. Whereas Sweden is in favour of standardisation and innovation, Bangladesh needs localisation, flexibility and risk management. To be successful in the long-term, IKEA will be forced to balance these conflicting conditions by using adaptive and situation-specific strategies.
3.0 Comparative STP Analysis
3.1 Segmentation
Psychographic and demographic variables are the most common variables used in the market segmentation in Sweden by IKEA. The main target groups will be young workers who have their first flats, families who want to have durable and safe children furniture, students who need inexpensive and spacious options, the design-aware consumers who are likely to be drawn to Scandinavian style, and sustainable consumers who would like to use the products which are environment-friendly. The importance of geographic segmentation is somewhat minor as the Swedish market is relatively homogeneous in comparison, though there are urban-rural variations in the store format and product focus (IKEA, 2024). Behavioural segmentation is also used to make a distinction between those who are frequent customers and who like the entire experience of IKEA retail, and those customers who want more targeted solutions and use individual furniture.
In Bangladesh, segmentation would have to be based on various variables that would represent socioeconomic diversity in the country. Income-based demographic segmentation would be of special value, with upper-middle-income households (with high discretionary income), a rising yet price-sensitive middle-income, and aspirational lower-middle-income consumers being differentiated. The geographic segmentation would also play a crucial role in dividing metropolitan Dhaka and the secondary cities like Chittagong and Sylhet and rural areas where infrastructure and accessibility greatly vary. Psychographic segmentation would determine the globally oriented and aspirational consumers as compared to the traditional minded consumers. It would also apply the age-based segmentation, where younger digitally connected consumers are distinguished as opposed to older consumers whose preferences on furniture depend on the classic style (Islam and Chandrasekaran, 2020).
3.2 Targeting
In Sweden, IKEA adopts differentiated targeting model according to which it targets various market segments at the same time using differentiated product lines, communication, and retailing experiences. Through low-end product ranges, which are sold to students, to more up-scale design partnerships, IKEA is successful in positioning itself to reach a large cross-section of Swedish consumers. This is an inclusive approach that shows that the company has a philosophy of democratic design that seeks to ensure well-designed home furnishing is accessible to the many and not the few (Tarnovskaya and de Chernatony, 2011).
In Bangladesh, IKEA should most probably engage in more focused targeting approach during initial market entry. The first area would be urban middle-to-upper-income customers of Dhaka, which is a megacity with more than 22 million people. These consumers have in most cases high purchasing power, experience with international brands and receptive to new retail concepts. Secondary segments may involve the young professionals, expatriates and occupants of high-end housing units. With the improvement in market knowledge and logistics capabilities, the targeting process might increase slowly to cities like Chittagong and other large urban centres (Kotler and Keller, 2016).
3.3 Positioning
In Sweden, IKEA is in a unique position as a cheap, eco-friendly and design-centered everyday brand that is entrenched in the Swedish culture. The brand is representative of the national idea of "lagom" and provides the mix of low quality disposable furniture and high-priced designer items. IKEA thus operates as a retailer, but as a cultural institution in the Swedish society as well (Kristoffersson, 2014).
IKEA would most probably position itself as a highly desirable but affordable international lifestyle brand in Bangladesh. Marketing would be focused on modernity, international quality standards and contemporary design where prices would be affordable to the target market. This orientation has to be both global and yet cultural in order not to seem exclusive and culturally insensitive. The messaging might emphasize the concept of beautiful, practical houses to all people as well as draw upon the culture of the Bengal people (Haque and Sarwar, 2021).
4.0 Comparative International marketing mix (7Ps).
4.1 Product
IKEA in Sweden can also provide a broad product range such as furniture, storage, textile and kitchens, appliances, lighting and smart-home solutions. The variety indicates the essence of its identity, which is minimalistic Scandinavian design, functionality and sustainability. Simple aesthetics, modularity and daily usability are represented by iconic products like BILLY bookcase, KALLAX shelving, MALM bed and POANG chair (IKEA, 2024). These correspond to Swedish tastes in space-saving, neutral and functional interior design. Food services are also incorporated in Swedish stores that include offering traditional food stuff such as meatballs and cinnamon buns that strengthen brand identity.
The culture, housing and climate of Bangladesh differ hence adaptation of products is necessary. Consumers tend to use more ornamental and heavier furniture especially in social areas (Haque and Sarwar, 2021). Thus, IKEA must not be thrown out but must now incorporate warmer colors, turner textures and a selective variation of design.
India demonstrates that IKEA customizes its products to meet the requirements of the local market, such as smaller furnishings and culturally acceptable products (IKEA, 2018). This is a strategy that befits Bangladesh. Compact and multifunctional furniture would be of great essence considering the size of the apartments in the city. Practical, waterproof materials are also needed due to climate conditions.
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In Bangladesh, the acceptance of self-assembled might also be lower because there are differences in convenience and status perceptions (Haque and Sarwar, 2021). IKEA ought to also offer cheap assembly services as an addition.
Food services will also have to adjust by making sure that they comply with halal and integrating local dishes with their chosen Swedish foods, which is in line with the IKEA strategy in other markets dominated by Muslims.
	Market
	Example product / style
	Evidence / source
	Strategic implication

	Sweden
	IKEA BILLY bookcase / MALM bed / KALLAX shelf
	IKEA Sweden website screenshot
	Minimalist, modular, self-assembly accepted

	Bangladesh
	Popular carved wooden sofa set / formal display cabinet from local retailers such as Hatil or Navana Furniture
	Website screenshots from Bangladeshi furniture brands
	Consumers may prefer more decorative, status-visible furniture




4.2 Price
IKEA in Sweden works in the low-mid price range, relying on the economies of scale, sourcing worldwide, flat-packing logistics and low-cost designing, to make its products affordable (Jonsson and Foss, 2011). This allows IKEA to be cheaper than conventional furniture stores and better designed than those that sell furniture on discounts. Table, shelving units and chairs are some of its core products that are priced to be affordable to students and families in addition to its value proposition of affordable design.
Pricing in Bangladesh is more complicated because the purchasing power is much lower (World Bank, 2023c). Transformation of Swedish prices directly, including import charges and business expenses, would make IKEA a high-end brand, reducing its accessibility and working against its fundamental policy.
Thus, a local pricing strategy is necessary. Indian evidence indicates that IKEA makes pricing choices to sell cheap entry-products and focus on being affordable (IKEA, 2018). This may be more local sourcing, smaller product sizes, simple product lines and instalment payments through platforms like bKash and Nagad in Bangladesh (Rahman and Khondker, 2020).
A multi-level pricing system would also help in penetrating the market, as well as the low-income, middle-income and the premium markets.
4.3 Place (Distribution)
In Sweden, IKEA has large-format suburban stores that are structured as immersive retail spaces that combine showrooms, self-service warehouse rooms, restaurants and marketplace spaces. Before customers receive products in the warehouse stores, they view the furnished rooms shows. The growth of the omnichannel retailing has also been manifested in IKEA with the distribution using city-centre planning studios, order collection points and integrated e-commerce platforms to support home deliveries and click-and-collect services (IKEA, 2024).
In Bangladesh, it would not be easy to duplicate the traditional suburban store format. Land in Dhaka is very expensive and traffic jam does not encourage people to travel long distances to reach the retail outlets and extensive retailing facilities are also few. Such a gradual distribution model would then be more suitable. In such areas as Gulshan, Banani or Dhanmondi, the first thing that IKEA can do is introduce smaller urban showrooms or experience centres. These places might offer pre-selected stocks of products and allow online shopping.
An e-commerce site that is mobile friendly would also be necessary. The delivery services may be supported by partnerships with the local logistic services or the existing e-commerce platforms. The current sourcing of IKEA in Bangladesh already possesses the knowledge of the local supply chains that might help develop domestic distribution (Hollensen, 2020). The bigger stores could be introduced step by step when the infrastructure and demand increase.
4.4 Promotion
IKEA in Sweden has applied integrated marketing communications such as digital advertising, social media, websites, email and in-store promotion through experience. It has a humorous style, is informal and emotionally connected to the Swedish culture and its brand personality of egalitarianism (Tarnovskaya and de Chernatony, 2011). The focus of campaigns is on sustainability, use and practicality but not luxury. Indicatively, IKEA Sweden emphasizes real-life homes, seasonal ideas and space saving concepts, which supports practical value.
The online content offers products in sparse Scandinavian interior, emphasizing on tranquility, functionality, and longevity. This is an approach of a design-based, low-context form of communication and can be supported by examples of web and social media.
Localisation would be needed in Bangladesh in terms of promotion. There are no direct campaigns, but the Indian modification of IKEA demonstrates the utilization of culturally appropriate backgrounds and message targeted at families (IKEA, 2018). This is likely to be adapted similarly.
The use of digital platforms like Facebook and YouTube ought to prevail as it is highly used (BTRC, 2023). The advertising campaigns must use domestic Bangladeshi families and contemporary life.
There are good opportunities presented by seasonal events such as Eid and Pohela Boishakh. Brand visibility can be supported by TV and outdoor media (Islam and Chandrasekaran, 2020).
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IKEA does not currently have retail locations in Bangladesh, but its advertising efforts in India demonstrate how the company adjusts communication to local family life and culturally familiar household settings, indicating that Bangladesh will require a similar level of customisation.
4.5 People
IKEA Sweden In Sweden, the organisational culture at IKEA supports flat hierarchies, employee empowerment and democratic leadership styles that are in line with the Swedish work values of equality and teamwork. The staff members are educated to assist the customers in their independence and motivate them to explore the store and use self-service (Kristoffersson, 2014).
Bangladesh has a very different service expectation. Greater power distance and emphasis on individualised service implies that the customers might want attentive customer service as opposed to self-help navigation. This means that IKEA would be forced to revise its people strategy through extensive staff training without compromising organisational values. Customers would be led by customer service advisors, product specialists and assembly consultants, who will progressively introduce the self-service model in the course of purchasing (Hofstede Insights, 2024).
4.6 Process
In Sweden, customer journey is through self-service procedure in IKEA. Customers shop displays at the showrooms, write down product codes, pick up flat-pack products at the store shelves in the warehouse, retrieve them at home and assemble them personally. The purchasing experience is also made easier with the use of digital instruments like planning applications, mobile apps, self-checkout systems and automated delivery scheduling (IKEA, 2024).
A number of process adjustments would be needed in Bangladesh. Assisted shopping is to be added to the self-service choices of customers who are not familiar with the IKEA model. Home delivery would also be necessary since most of the consumers do not own a vehicle that can deliver the furniture to their homes within the busy cities. The assembly services must be sold as standard features, and not luxury addons. Mobile financial systems like bKash and Nagad need to be integrated with the payment systems that will allow convenient transactions (Rahman and Anwar, 2021).
4.7 Physical Evidence
The Bangladesh store environment would have to be adapted but still keeping global IKEA identity. Exhibits within the room should be of the standard Bangladeshi apartment size and design with common interior design prevalent in Bangladesh. The signage and service materials ought to be made available in both English and Bangali to make them accessible to a greater number of customers.
Food service encompasses a significant aspect of the physical evidence of IKEA, as it is part of the customer experience. Restaurants in Sweden also strengthen their nationhood with some traditional dishes such as meatballs and salmon. But in Bangladesh, it is imperative to comply with halal as the population is dominated by Muslims. Thus, the menu must contain halal-certified meal and recent dishes popular in the area along with an assortment of Swedish food, which would provide a culturally affirmative atmosphere, without damaging the IKEA global brand image.
5. Directional development strategy: Bangladesh 
The situation of IKEA potential directional development strategy in Bangladesh is analysed with the help of the Ansoff Matrix (Ansoff, 1957) and the most suitable strategic tool is market development. The approach entails the launch of existing but locally adjusted products and the established IKEA retail concept in a new geographical market that currently does not have retail stores of the brand.
IKEA has been utilizing market development as their main international strategy of expansion. The business has entered new national markets several times by applying its proven retail format by modifying products and marketing activities and operations on local terms (Jonsson and Foss, 2011). There are factors that make the strategic rationale of entering Bangladesh. To start with, IKEA already has experience with the country due to its long-standing sourcing activities and having many manufacturing partners and a supply chain that employs over 500,000 workers (IKEA, 2023a). Second, Bangladesh has an urban middle-income that is rapidly growing on its aspirations towards branded and modern home furnishing. Third, the speed at which urbanisation is occurring is creating a huge market demand of compact and functional furniture with little space that would fit even small residential settings. Lastly, international furniture retailers are not widespread in the low-end branded segment, which leaves a possibility of first-mover advantage in an area with significantly underdeveloped segments (Cavusgil, Knight and Riesenberger, 2020).
Although the central area of concern was the market development, aspects of product development would also be required. IKEA would also have to cater to Bangladesh preferences by designing products specific to the region when it comes to local aesthetics, climate, apartment size and consumer buying power expectations.
With regards to entry mode, joint venture or strategic alliance with a local organisation would probably be the best solution. Local partners would help them with skills in retailing activities, real estate purchasing and process of acquiring permissions, and minimizing risks associated with the absence of familiarity of institutional business conditions (Hollensen, 2020).
6. IKEA marketing mix Ethical Problems.
IKEA partnership with Bangladesh creates a number of ethical issues especially the supply chain labour standards, and responsible marketing practices. Bangladesh is among the most significant sourcing areas to IKEA and the firm has been challenged concerning the labour conditions, welfare of its workers as well as environmental practices among supplier factories. IKEA has come up with the IWAY (IKEA Way on Purchasing Products, Materials and Services) code of conduct which provides minimum conditions of working, wages, children labour, work safety and environmental responsibility throughout its supply chain. Nonetheless, other reports emphasize the issue of compliance with the bottom-tier suppliers who are not monitored as closely (IKEA, 2023a; Clean Clothes Campaign, 2022).
The collapse of Rana Plaza factory increased the interest of the world about labour standards in global supply chains. The fact that IKEA was not directly associated with the factory does not mean that the disaster did not promote more vigorous auditing, transparency, and supplier development programs in Bangladesh (Moazzem and Sehrin, 2022). Production of affordable products, which is done using exploitative labour, is also an ethical requirement.
Marketing practices in Bangladesh should also be culturally sensitive should IKEA venture into the retail sector in Bangladesh. The campaigns are to comply with the local traditions and buying power without compromising on IKEA democratic design philosophy (Haque and Sarwar, 2021).
7. Recommendations
With the analysis of this report, IKEA international marketing strategy is recommended some strategic suggestions, especially on the opportunities in Bangladesh.
To begin with, IKEA must take a gradual and risk-averse market entry. The company might introduce a mobile optimised e-commerce platform with few experiential showrooms in strategic business locations in Dhaka. A joint venture with a well-known local company would offer regulatory experience, operational experience and risk mitigation (Hollensen, 2020).
Second, IKEA will have to perform thorough cultural research and product modification. The scale of ethnographic study and working with Bangladeshi designers would facilitate designing furniture collections that would impose functional design of IKEA with local looks, housing circumstances and weather conditions (Haque and Sarwar, 2021).
Third, IKEA ought to be ethical leadership in the supply chain. Since the company already gets a significant portion of sources in Bangladesh, it must enhance the worker welfare programmes, factory safety enhancements, and open reporting throughout suppliers (IKEA, 2023a).
Fourth, pricing should be affordable with the help of locally adjusted approaches, such as smaller product sizes, the locally produced furniture line, and mobile payment applications, such as bKash and Nagad (Rahman and Khondker, 2020).
Lastly, IKEA needs to keep innovating in Sweden in the fields of the circular economy and smart city living (IKEA, 2023b).

8. Conclusion
This discussion demonstrates that IKEA has to deal with extremely contrasting economic and cultural settings in Sweden and Bangladesh. Sweden is a mature and culturally oriented market with the IKEA brand identity that is well entrenched. Bangladesh, on the other hand, has good growth potential, institutional, economic and cultural complexities. The cultural adaptation, ethical supply chain management, availability of prices and a gradual approach to market penetration will be needed to make a successful expansion.

SECTION 2: REFLECTIVE ACCOUNT
Reflective Accounting Gibbs Reflective Cycle.
Description
The following reflective treatise reflects my way of conducting the research, analysing and writing the international marketing report on IKEA in Sweden and Bangladesh. The assignment involved choosing a globally recognised brand, out of a given list, two opposite country markets in which the brand is, or might be, and a critical comparative study through the established international marketing models such as PESTEL, STP, extended marketing mix (7ps), directional development strategy analysis, and ethical evaluation. IKEA was my choice due to my personal interest in how brands apply a clearly cultural identity in this case Scandinavian minimalism and democratic design to entirely different international locations. The matching of Sweden and Bangladesh was chosen based on the fact that it enabled it to examine a sharp contrast between the developed home market and the growing economy with various cultural, economic and infrastructural attributes.
Feelings
Before this assignment, I was excited and feared. It was inspiring to analyse a brand that I liked in the context of academic frameworks, but the extent to which the analysis was to be completed, including comparison with the macroenvironment, primary segmentation and targeting, the seven elements of a marketing mix, strategic development analysis, ethical critique and recommendations, seemed daunting. I had doubts about the ability to find enough academic literature and industry sources related to the connection between IKEA and Bangladesh, as the brand is not present in the country at the moment. As the study advanced, slowly I developed a feeling of confidence after I realized that, the sourcing processes of IKEA recorded in Bangladesh, in combination with the literature on consumer behaviour in South Asian emerging markets, has a lot to offer as far as analysis is concerned.
Evaluation
A number of factors of the research process performed well. Applying Hofstede cultural dimensions model provided a systematic evidence-based approach to the comparative analysis of consumer behaviour and cultural expectations in the two markets, which allowed one to go beyond generalisations. The PESTEL model was also a useful organising structure on macroenvironmental comparison, as the crucial aspects of the environment are covered systematically. Finding the data by cross-referencing multiple types of sources - World Bank, peer-reviewed journals, sustainability reports by IKEA, government statistics and industry evaluations were helpful to prove the credibility of the findings.
Nevertheless, a number of problems also appeared. The peer-reviewed literature that specifically studies consumer behaviour regarding international brands of furniture in Bangladesh was not recent. There is extensive research concentrated primarily on the garment industry or a wider consumer-related attitude. I dealt with this gap by referring to the literature in consumer behaviour in South Asian emerging markets and transferring those findings to the furniture retail business but I admitted that this was a case of inferential extrapolation. My analytical balance also had to be maintained since the data about Sweden was much more available. Officious work saw to it that Bangladesh was given similar breadth and seriousness.
Analysis
These obstacles made me reflect that I based my preliminary research methodology on such a wide use of secondary sources, which lacked proper assessment of their relevance, quality, timeliness, and bias. According to Cottrell (2017), critical analysis demands not just the presentation of information but the systematic evaluation of its validity and weakness. It helped me to enhance my approach to a better triangulation and being more clear about the moments when I made my conclusions were inferential and not definitive.
Another insight I gained as a result of the project is the complexity of international marketing strategy. The use of frameworks like PESTEL, Hofstede dimensions, and 7Ps offers analytical framework but cannot be applied practically without consideration of how each factor is interacting and implementation of adaptations based on different cultures and balancing of global consistency and local responsiveness used by organisations (Hollensen, 2020). This comparative analysis made the long-standing debate of standardisation and adaptation in international marketing (Vrontis, Thrassou and Lamprianou, 2009) much clearer.
Conclusion
This assignment made my research capacity grow considerably in terms of international marketing analytical reasoning and critical thinking. I got to understand that efficient analysis necessitates theoretical understanding, cultural sensitivity, appreciation of data constraints, and the ability to integrate various sources of information into consistent recommendations. Assessment of a hypothetical case IKEA possible expansion in Bangladesh required transitioning to the strategic level of description to strategy and implementation of marketing models.
Action Plan
My future assignments will involve conducting literature search at an earlier stage to find gaps in data and minimize the use of assumptions. I will develop a more transparent comparative framework to make sure that there is even analysis between countries. I will also engage more original market evidence like websites of companies, social media, pictures and review of customers to enhance empirical support. The ethical concerns will be encompassed in the analysis as opposed to being separated because it affects marketing choices in various domains (Crane and Matten, 2020).
The acquired competencies can be very useful in the future. I have also enhanced my skills in using frameworks like the PESTEL, STP and the 7Ps, which will assist in assessing the market and making strategic decisions. I have also enhanced my skills of comparing economic and cultural and consumer data among different countries and interpreting the findings into actionable recommendations.
Moreover, this evaluation helped me develop my skills of critical thinking and evaluation of evidence. I will be able to evaluate the reliability of the sources better and to utilize several forms of data to make more impactful analysis. The intercultural awareness was also developed as I compared various markets. Lastly, I would be working on visual presentation further with the help of table, matrices and examples to communicate findings in a more clear and professional manner.
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