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1. [bookmark: _Toc144112433]Introduction
1.1. [bookmark: _Hlk134017019][bookmark: _Toc144112434]Rationale
This comprehensive analysis examines and contrasts IKEA's marketing strategies in the UK and China, aiming to reveal insights into tailoring marketing efforts for specific market qualities. It focuses on situational analysis models, including PESTEL, SWOT, and Porter's Five Forces, alongside the 4/7 Ps of marketing. The concept of directional development strategy is explored, adapting methods to meet evolving market needs. Factors like cultural preferences, consumer behaviour, the economy, competition, and regulations are analysed. The report also links IKEA's techniques to organisational approaches and evaluates their effectiveness. Ultimately, the study aims to illuminate challenges in international marketing by providing recommendations for multinational firms navigating cultural differences and consumer behaviour changes. It offers valuable insights for succeeding in foreign markets through a comprehensive analysis of IKEA's UK and China marketing tactics.
1.2. [bookmark: _Toc144112435]Company background mission and vision statement
[image: A map of the world with yellow circles

Description automatically generated]IKEA is a worldwide home furnishings company best known for its reasonably priced flat-pack furniture. Ingvar Kamprad founded it in 1943. In 1956, it introduced flat packaging, which resulted in lower costs and competitive pricing. The Netherlands-based corporation, which employs some 231,000 people worldwide, has a sophisticated organisational structure. IKEA's goal is to provide well-designed, practical, and affordable furniture by using effective supply chain and manufacturing methods (Lewis, 2019). It continues to be financially successful and reported a $13.6 billion gross profit in 2021, an increase of 11.73% from the year before (Pereira, 2023). IKEA, which will be worth around $18 billion in 2021, has transformed the market with its flat-pack strategy and self-service model. IKEA has shown its flexibility across many cultures and markets by growing to over 460 shops in 62 countries by February 2023 (Burkeman, 2020). Its commitment to providing affordable, high-quality goods strives to improve lives all across the world (IKEA, 2019b).
460 IKEA stores in 62 markets | Updated: 
15 February 2023
(Image Source: About IKEA, 2023)
2. [bookmark: _Toc144112436]The Macro Environment – PESTLE Analysis
An in-depth review of IKEA environments for IKEA in China and the UK using the PESTEL techniques. The PESTEL model is an organised approach for assessing external elements that have an influence on IKEA's operations and strategic choices. It includes Political, Economic, Social, Technological, Environmental, and Legal aspects (Gerts, 2021). 
[image: ]
2.1. [bookmark: _Toc144112437]Political Forces
	Political: Favourable UK

	Operating in the UK's stable political climate simplifies IKEA's long-term planning and investments due to standardized regulations and smooth power transitions (Marketline Advantage, 2023). The UK's strong international political influence enables IKEA to expand globally, leveraging international organizations for trade partnerships (MarketLine Advantage, 2023). Stringent consumer protection laws in the UK uphold IKEA's product quality and safety standards, enhancing consumer trust and brand reputation (Svend Hollensen, 2014). The lowered trade barriers and expanded market prospects in the UK, boasting 70 trade agreements as of November 2022, offer IKEA opportunities for global expansion and improved supply chain efficiency (KPMG, 2022).
Political: Favourable China

	In the UK, stable politics, integrated laws, and quick power transitions make long-term investment decisions and strategic planning easier for IKEA (Marketline Advantage, 2023). UK's strong international political standing allows IKEA to easily enter new markets and expand globally by leveraging its power in international organisations to create trade agreements and partnerships (MarketLine Advantage, 2023). As of November 2022, the UK will have 70 trade agreements, allowing IKEA to grow globally and enhance its supply chains (KPMG, 2022).
Political: Unfavourable UK

	The UK relationship presents challenges for IKEA, by restricting commerce. Brexit-related expenses and trade restrictions could prevent IKEA's UK-EU trading (MarketLine Advantage, 2023). Sudden regulatory changes, such as changes in environmental or labour requirements, may entail operational modifications and increased costs (Svend Hollensen, 2014). Concerns have been raised about the UK Prime Minister's suggestion that the "golden era" of UK-China ties is fading, which could put at risk IKEA's stability and future in both markets.
Political: Unfavourable China

	Rising Sino-Taiwan tensions could damage IKEA's China business and investments. Political chaos, economic uncertainty, and cross-strait disputes threaten customer demand and company operations. Hong Kong's National Security Law limits civil liberties, affecting perception, and demonstrators disrupt supply chains (Advantage, 2023). The Rule of Law Index (2022) highlights China's governance challenges, which must be addressed for sustainable growth and investment.


2.2. [bookmark: _Toc144112438]Economic Forces
	Economic: Favourable UK

	IKEA's position in both countries matches the consumer desire for inexpensive home items, as the UK's trade with France reached £98.1 billion in Q1 2023 (Trade and Investment Fact Sheets, 2023). IKEA benefits in the UK's mature economy, high GDP per capita, and purchasing power. IKEA expands due to the UK's stable government and diverse economy (In-depth PESTLE observations from the UK, 2023).
Economic: Favourable China

	IKEA benefits from China's strong GDP growth and large manufacturing sector. IKEA's furnishings benefit from expanding disposable income and customer expenditure from the developing services sector. IKEA uses China's "World's Factory" position and a large workforce to produce cheaply (China Statistical Yearbook 2021, 2021). IKEA's manufacturing, distribution, and retail efficiency and cost-effectiveness are improved by China's trained labour (Contributor 2022).
Economic: Unfavourable UK

	Brexit has affected IKEA's UK trading connections. Brexit and pandemic effects reduced UK-EU goods imports by 18% in Q4 2021 compared to Q4 2019, lowering trade intensity by 12% since 2019. Regulations and supply chain disruption ensued. UK household debt was 156% of income before the 2008 financial crisis, 128% thereafter, and 134% by Q2 2022. Chancellor Jeremy Hunt maintains the 20% income tax rate, changes tax rules, and evaluates energy aid to boost market confidence and public budgets. IKEA's consumer behaviour and operations will change. (OBR, 2022; Harari, 2020; HM Treasury, 2022)
Economic: Unfavourable China

	IKEA faces pressure from local government epidemic borrowing and China's rising debt. High debt-to-GDP ratios may impair economic stability, consumer spending, and product demand. The People's Bank of China's increased interest rates and tougher lending regulations may boost borrowing costs, reducing consumer spending and company development, which might hurt IKEA's sales and expansion. China's inflation may limit IKEA's market growth. (Aldasoro, Doerr, and Zhou, 2022; Contributor, 2022)



2.3. [bookmark: _Toc144112439]Social Forces
	Social: Favourable UK

	In its multicultural society, IKEA benefits from a diverse client base in the UK. It also allows IKEA to cater to a wide range of interests and preferences (Svend Hollensen, 2014). Furthermore, in the United Kingdom, IKEA's target demographic is middle-class women aged 25–45 with families, tapping into a stable and economically engaged population segment (Burt, Johansson, and Thelander, 2011).
Social: Favourable China

	As urban migration and growing families continue in China, a significant market for home and furniture items has grown (Svend Hollensen, 2014). Notably, IKEA has a very high frequency of shop visits in Shanghai, with 33% of core customers returning every month, displaying significant customer loyalty and repeat business (Burt, Johansson, and Thelander, 2011).
Social: Unfavourable UK

	As the population ages, furniture and home goods tastes may change towards items geared towards seniors (Svend Hollensen, 2014). Also, changing family structures, such as smaller and single-person homes, may influence IKEA's traditional family-focused product line. IKEA might have to modify its product selection to meet changing client demands (Burt, Johansson, and Thelander, 2011).
Social: Unfavourable China

	The Chinese furniture market is very competitive, with both domestic and international competitors. IKEA is struggling to thrive in this extremely competitive climate (Svend Hollensen, 2014). Despite rising earnings among Shanghai's core customers, differences in income throughout China may restrict affordability for certain consumers, leading to problems (Burt, Johansson, and Thelander, 2011).



2.4. [bookmark: _Toc144112440]HOFSTEDE - Cultural Forces
Hofstede's theory assesses cultures through six dimensions (Hofstede, 2011). It reveals how these differences affect communication, values, and behaviour. It gives insights into their different perspectives on power, relationships, success, uncertainty, and indulgence by comparing the UK and China.
[image: ]
(Source created by learner, 2023)
	Power Distance

	China (Higher Power Distance Score: 35)
UK (Lower Power Distance Score: 80)
China's high Power Distance Index (PDI) of 80 promotes effective hierarchies and optimism but may impede responsibility and innovation. It accepts inequalities, leading to potential power abuses due to the divided subordinate-superior relationship. China values formal authority and sanctions, promoting optimism about leadership (Hofstede Insights, 2022b).
However, the UK's lower PDI score of 35 promotes social mobility and inequality reduction. Research reveals that the upper class has a lower PD index than the working class, highlighting a tension between personal growth and the British class system. Fair play motivates the belief in treating people equally (Hofstede Insights, 2022a).


	
Individualism

	China's Collectivism (Low Individualism, Score: 20):
UK's Individualism (High Individualism, Score: 89):
China's collectivist culture (rated 20) encourages social harmony and group loyalty but can limit individuality and innovation. In-group considerations heavily influence hiring and promotions, while relationships with out-groups tend to be distant or challenging. Employee commitment to organisations is relatively low (Hofstede Insights, 2022b).
Conversely, the UK's individualistic culture (rated 89) celebrates personal fulfilment and unique contributions. The prominence of the 'ME' culture underscores self-expression and individual development (Hofstede Insights, 2022a).

	
Masculinity

	China (high Score: 66) 
UK (high Score: 66) 
Medium masculinity scores in both China (rated 66) and the UK (rated 66) highlight the significance of success and competition in these societies, impacting various aspects of life, from career goals to education. In China, this drive for success is evident in the emphasis on academic achievements, particularly among students In the UK, while also success-oriented, the culture differs in terms of communication complexity, especially when compared to more feminine cultures (Hofstede Insights, 2022a; Hofstede Insights, 2022b).


	Uncertainty avoidance

	China (low score: 30)
UK (low score: 35)
Uncertainty Avoidance ratings in China and the United Kingdom are low, showing a tolerance for uncertainty and change. This could encourage creativity and innovation, but it may also cause fundamental and communication challenges. 
China's low rating of 30 suggests it is at ease with uncertainty. Language and flexibility welcome contradictions. Many Chinese businesses are family-owned and demonstrate flexibility and entrepreneurship. The UK's rating of 30 suggests it is at ease with ambiguity. There is a clear "muddle through" mindset that encourages creativity and innovation (Hofstede Insights, 2022a; Hofstede Insights, 2022b).



	Long-term orientation:

	China (high score:  87)
UK (moderate score: 51)
China had a high rating of 87. The culture is defined by adaptability to changing circumstances, a strong preference for saving, and perseverance. The United Kingdom's score of 51 demonstrates a decent effort to reconciling traditions with activities that are geared towards the future (Hofstede Insights, 2022a; Hofstede Insights, 2022b).



	Indulgence

	China (low score:  24)
UK (high score: 69)
China (rating 24) reflects controlled tendencies. There are signs of cynicism, pessimism, and reduced emphasis on leisure (Hofstede Insights, 2022b). In contrast, the UK's score of 69 signifies indulgence, valuing enjoyment, and self-expression (Hofstede Insights, 2022a).



Advantages of the Hofstede Model: 
The Hofstede model analyses cultural differences systematically, promoting cross-cultural understanding. It breaks down attributes, allowing for improved communication and approach adaptability while interacting with people from different cultures. Furthermore, it demonstrates how these aspects influence organisational dynamics, decision-making, and leadership (Hofstede, 1984). This knowledge promotes successful international business practises.
Disadvantages of the Hofstede Model: 
Critics argue that the Hofstede model oversimplifies complex cultures, potentially leading to stereotyping and ignoring nuances. It assumes of cultural stability, which may not be true as societies develop. Subcultures and regional differences within a nation may be disregarded, resulting in broad assumptions. Also, it may fail to consider other elements such as history, politics, and personality differences. Despite these limitations, considers it a helpful first tool for cultural study that should be used carefully with additional context. (Hofstede, 1984)
2.5. [bookmark: _Toc144112441]Technological Forces
	Technological: Favourable UK

	IKEA may benefit from the UK's growth in the digital economy strategy and its emphasis on cybersecurity. The country's innovation rankings show a tech-savvy climate conducive to cooperation with SMEs and technological developments. This is consistent with IKEA's operations, improving goods, supply chains, and customer experiences while providing a safe digital environment (UK Government, 2023; WIPO, 2022).

Technological: Favourable China

	IKEA can harness China's technological advancements, such as 5G, AI, and e-commerce, for smart solutions and AR shopping, boosting customer engagement. The growing internet user base and robust broadband support digital initiatives, enabling wider online sales, marketing, and engagement. Collaboration opportunities arise from China's R&D focus, aiding IKEA's product development (MarketLine Advantage, 2023a). 
Technological: Unfavourable UK

	Despite the UK's considerable £14.9 billion in R&D investment, critical sectors face a skilled labour shortage. While IKEA's dedication to innovation and net-zero goals is significant, a lack of trained workers could hinder progress. Despite focused research, attracting and retaining skilled talent, essential for innovation and national competitiveness, remains a challenge. Moreover, the UK's low implicit tax subsidy rate for R&D could potentially disadvantage IKEA and other enterprises (Gov. UK, 2022).
Technological: Unfavourable China

	Cyberattacks threaten IKEA's IT security, risking breaches, data loss, and operational disruptions. Protecting digital infrastructure and customer data against foreign hackers is crucial (Feng, 2019). IKEA's goals could be impacted if skilled graduates leave for wealthier countries. Fierce competition for tech skills, especially in AI and advanced tech, might hinder IKEA's full utilisation of China's advancements (MarketLine Advantage, 2023).



2.6. [bookmark: _Toc144112442]Environmental Forces
	Environmental: Favourable UK

	IKEA can leverage the UK's global influence and strict environmental laws to align with the nation's emissions reduction and renewable energy goals (Committee on Climate Change, 2023). The UK's ambitious targets in various environmental areas create opportunities for IKEA's sustainability efforts (Bunting et al., 2022). Synergy with the UK's growing renewable energy sector further enhances IKEA's carbon footprint reduction and renewable energy integration (BP Statistical Review of World Energy, 2022).
Environmental: Favourable China

	China's rich biodiversity presents sourcing and conservation opportunities for IKEA. Collaborations with local organizations and responsible sourcing contribute to eco-friendly products (Mi et al., 2021). China's renewable energy focus aligns with IKEA's goals, enabling solar panels on facilities. Legal reforms promoting human rights and legal assistance safeguard employees and IKEA's interests (MarketLine Advantage, 2023a). These environmental and legal advancements enhance IKEA's sustainability and operational objectives in the Chinese market.
Environmental: Unfavourable UK

	IKEA's commitment to responsible sourcing and sustainability is threatened by the UK's IKEA faces sustainability challenges due to depleting UK forests, which impacts its responsible sourcing commitment. This risks sustainability goals as IKEA relies on timber. Addressing this issue is vital for biodiversity and climate objectives, requiring proactive forest protection (Vizzuality, 2023).
Environmental: Unfavourable China

	China's deforestation challenges threaten IKEA's sustainability efforts, requiring strong supply chains and responsible wood sourcing. Increasing heatwaves in China disrupt energy supply, impacting IKEA's operations and sustainability. To mitigate climate-related disruptions, proactive adaptation measures are essential for IKEA (Marketline Advantage, 2023a).



2.7. [bookmark: _Hlk142215203][bookmark: _Toc144112443]Legal Forces
	Legal: Favourable UK

	The UK's inviting investment environment, reflected in its low FDI restrictiveness index, supports growth and expansion, allowing companies like IKEA to explore new markets and international cooperation (Syal, 2023). IKEA and other businesses profit from the smaller tax wedge in the UK compared to the OECD average. This eases costs for hiring, retaining talent, and benefits consumers through increased disposable income, boosting consumer spending (OECD, 2023).
Legal: Favourable China

	China's "Plan on Building the Rule of Law" signals a positive direction for the legal landscape, enhancing governance and predictability. This strategic effort might provide IKEA with a stable legal framework. Ongoing legal revisions, especially in finance since 1979, contribute to a structured environment, aiding IKEA's operations by establishing a clear legal foundation (Marketline Advantage, 2023a).
Legal: Unfavourable UK

	The introduction of a controversial asylum law in April 2023 creates difficulties for UK-based businesses, including IKEA. The measure limits migrants' ability to find refuge in the nation, which may have consequences for labour markets and supply networks. If this bill becomes law, it could have an impact on IKEA's recruiting and employment practises, as well as the availability of labour in specific industries. (Syal, 2023)
Legal: Unfavourable China

	Tariff adjustments aimed at local industry growth may affect IKEA's costs, pricing, and supply chain. Variable import-export tariffs may require operational strategy changes. Potential labour and tax law changes for foreign investors create uncertainties. IKEA's HR and financial strategies may need to adapt to evolving regulations (Marketline Advantage, 2023a).


2.8. [bookmark: _Toc144112444]Similarities between the UK and China:
Aiding IKEA's expansion goals, the UK and China offer distinct advantages. The UK's extensive trade agreements open new markets, while China's proactive diplomacy enhances supply chains. Both countries boast political stability, creating secure foundations for IKEA. The UK's steady regulations and seamless transitions support long-term operations, and China's centralized structure aids efficient decision-making. Technologically advanced, the UK's digital focus aligns with IKEA's innovation aims, enhancing operations and customer experiences. China's strides in 5G, AI, and e-commerce enable IKEA to revolutionize its approach with augmented reality shopping and efficient supply chains. Through global stability and technological prowess, the UK and China empower IKEA's strategic expansion for enduring growth (Marketline Advantage, 2023a; OECD, 2023).

2.9. [bookmark: _Toc144112445]Differences between the UK and China:
In politically diverse environments, the UK's democratic system stands in contrast to China's one-party rule under President Xi Jinping, influencing regulatory and operational aspects for IKEA. The UK's extensive trade agreements support global expansion, while China's geopolitics, especially with Taiwan and Hong Kong, indirectly impact operations and customer perceptions. Culturally, the UK promotes individualism and creativity, aligning with IKEA's ethos, while China prioritises collectivism and authority respect, potentially affecting communication, decision-making, and employee empowerment. Both regions share environmental commitments: the UK's renewable energy goals align with IKEA's sustainability, and China's biodiversity and renewable focus complement sourcing. Legally, the UK's business-friendly environment benefits IKEA, while China's rule of law improvements enhance predictability. Economically, the UK's developed economy and trade connections boost IKEA's presence, and China's economic strength and tech focus offer innovation opportunities (Syal, 2023; Mi et al., 2021).

3. [bookmark: _Toc144112446]Porter’s 5 Forces
This analytical tool analyses industry competition using an in-depth examination of elements including new entrants, the bargaining power of customers and suppliers, the danger of substitutes, and the intensity of competition, using Michael Porter's recognised structure, the Porter's Five Forces Model. This method offers a comprehensive evaluation of the operational landscapes in the context of IKEA's operations in both China and the UK, successfully recognising potential challenges and opportunities. This model informs IKEA's tailored strategies for success (Kleweno, 2022) and guides its marketing strategies in these markets (Reuters, 2011).
[image: ]
(Source created by learner, 2023)

I. [bookmark: _Hlk142744937]Threat of New Entrants
China: The threat of New Entrants is medium-high.
The threat to entry for IKEA's rivals is rated as medium-high in the UK. For would-be competitors targeting the UK furniture industry, IKEA's competitive advantage of providing the lowest prices on the market, supported by cost effectiveness, economies of scale, and seamless technology integration, creates significant hurdles. These obstacles are considerable, but not insurmountable, and are made worse by well-known competitors like DFS, John Lewis, and Argos (Ltd., 2022). These hurdles are further strengthened by IKEA's well-established presence, high brand awareness, and operational knowledge, creating its popular standing in the market (Reference: Ltd, 2022).

[bookmark: _Hlk142836474]UK: The threat of New Entrants is medium-high.
IKEA's competitive edge stems from delivering the market's lowest prices, supported by cost-effective strategies, economies of scale, and seamless technological integration. This not only sustains affordable pricing but also establishes substantial barriers for potential UK furniture market entrants, which, while not insurmountable, are significant. Notable competitors like DFS, John Lewis, and Argos intensify competition. IKEA's established presence, brand recognition, and operational prowess reinforce these barriers, solidifying its influential market position (Ltd, 2022).

II. Threat of Substitute
China: The threat of substitutes is high. 
In China, the threat of substitutes poses a significant challenge for IKEA due to various factors. Counterfeit products and local competitors imitating IKEA's designs offer cheaper alternatives, impacting market share (Li et al., 2019). Moreover, the preference for Chinese-style furniture and the availability of substitutes in the market further elevate this threat (Dudovskiy, 2017). These combined factors heighten the risk of substitutes for IKEA in China, necessitating strategic measures to maintain its competitive edge and customer loyalty.

UK: The threat of substitutes is medium. 
[bookmark: _Hlk144053547]Local merchants, e-commerce giants like Wayfair, Made.com, and Amazon, luxury brands like Habitat, Heal's, and John Lewis, a robust second-hand market, and a strong DIY culture are just a few of the potential challenges IKEA faces in the UK's furniture industry. IKEA's strong value offer, practical designs, and environmental efforts successfully compete with these alternatives, fitting well with British customers' choices and maintaining the company's recognition, cost-effectiveness, and aesthetic appeal (admin, 2023).
III. [bookmark: _Hlk142325483][bookmark: _Hlk142325491]Bargaining Power of Customers
China: The Power of Customers is high. 
Evaluating IKEA's China operations using Porter's Five Forces highlights significant customer bargaining power. China's unique market characteristics, smaller target demographics, and price sensitivity amplify customer influence. This strength is reinforced by a plethora of local and international options. IKEA has tailored its offers to regional tastes and prices due to diverse preferences. To tackle this issue, specific strategies should focus on building customer loyalty through exceptional service (Fenton, 2015; (Li & Steiner, 2010).

UK: The Power of Customers is moderate.
In the UK, customers have substantial power because of multiple manufacturers, multiple choices, and low switching expenses. Factors like limited furniture innovation, market diversification, and e-commerce enhance their sway. Access to information, cultural shifts, and digital commerce further empower them. E-commerce, aligned with market changes, intensifies this influence. For detailed insights, refer to recent research and market assessments on IKEA's UK customer negotiation power (Kasi, 2019).

IV. [bookmark: _Hlk142325504][bookmark: _Hlk142325517]Bargaining Power of Suppliers
China: The Bargaining Power of Suppliers is high. 
Wood, a crucial raw material for furniture, is limited. Suppliers have limited options, enhancing their bargaining power with IKEA in terms of pricing and conditions. Supplier strength can affect IKEA's cost structure and profitability. Yet, IKEA's wide distribution and purchasing power enable positive supplier relationships and price negotiations (Kasi, 2019).

UK: The Bargaining Power of Suppliers is high.
In the UK's furniture market, IKEA's suppliers have significant negotiating power due to the scarcity of wood, a crucial raw material. With various alternatives for selling to domestic and foreign competitors, suppliers have the upper hand in discussions about terms and pricing (Kasi, 2019). This strong position could affect IKEA's cost structure and profit. However, IKEA's extensive presence and substantial buying power allow them to maintain positive supplier relationships and secure favourable terms (Dudovskiy, 2017).

V. Competitive Rivalry
China: The Bargaining Power of Suppliers is high. 
Suppliers in IKEA's China operations hold substantial power, influencing pricing negotiations. Yet, IKEA's global presence and strong supplier ties counter this. Utilising these connections and its worldwide reach, IKEA secures favourable terms and prices. Conversely, other studies suggest weaker supplier influence due to China's competitive market and numerous supplier options (Li & Steiner, 2010; Kasi, 2019).

UK: The Bargaining Power of Suppliers is high. 
Supplier bargaining power for IKEA in the UK furniture industry is high due to wood scarcity. However, IKEA's global presence and purchasing power build robust supplier relationships and negotiate favourable terms. Suppliers' limited potential for forward integration and smaller size relative to IKEA also reduce their bargaining power (Dudovskiy, 2017).

3.1. [bookmark: _Hlk144105577][bookmark: _Toc144112447]Similarities- Porter’s 5 Forces China and UK
IKEA's competitive edge lies in its ability to offer low prices, thanks to its cost-effectiveness strategy. This advantage holds true for both the UK and Chinese markets. However, suppliers in both regions possess significant negotiating power due to the scarcity of wood, a vital raw material for furniture production. Despite this, IKEA's global presence and purchasing power come to the forefront, allowing the company to maintain strong relationships with suppliers and secure favourable terms and pricing. This strategic leverage is instrumental in mitigating the impact of supplier bargaining power and ensuring IKEA's continued success in both markets. (Li & Steiner, 2010; Kasi, 2019; Dudovskiy, 2017)

3.2. [bookmark: _Toc144112448]Differences - Porter’s 5 Forces China and UK
In both the UK and China, IKEA's cost-effective approach ensures competitive pricing. Lack of wood increases supplier bargaining power, which IKEA's global presence and customer relationships counteract. Substitutes, like local retailers and e-commerce, challenge IKEA in the UK, while in China, counterfeit products and local-style furniture are substitutes. UK buyers leverage information, economics, and e-commerce, while China's market dynamics and abundant substitutes boost their influence. In the UK, supplier power arises from wood scarcity, and in China, local-international competition bolsters supplier negotiation strength. (Li & Steiner, 2010; Kasi, 2019; Dudovskiy, 2017)
4. [bookmark: _Toc144112449]SWOT analysis of IKEA
The SWOT analysis, which stands for Strengths, Weaknesses, Opportunities, and Threats, serves as a comprehensive tool for assessing and understanding the internal and external factors that impact IKEA's performance and strategies (Mind Tools, 2022). To gain a deeper understanding of the information that's available, we may effectively describe and investigate the strengths, weaknesses, possible opportunities, and risks that IKEA faces by using this method.
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4.1. [bookmark: _Hlk144105598][bookmark: _Toc144112450]Similarities: SWOT Analysis between China and UK
China and the UK have powerful economies and diverse agendas. China's impressive GDP growth and large foreign reserves reinforce its worldwide economic power. The UK's stable environment and financial reserves support its economy. China's cheap labour attracts global firms, creating jobs and economic power. IKEA's smart cost management helps the UK create jobs and economic stability. China's supply chain integration lowers cost and improves quality, while the UK's boosts competitiveness. China's policies and the UK's consumer focus highlight market presence and brand recognition. Despite different policies, China and the UK are global economic powers due to their GDP, reserves, labour, supply networks, and market presence. (Statista, 2022; Admin, 2023; Kasi, 2019)

4.2. [bookmark: _Toc144112451]Differences: SWOT Analysis between China and UK
China and the UK recognise the government's role in business, but their tactics differ. China's centralised government streamlines policy execution, whereas the UK uses consumer knowledge and cost management. China's control hinders innovation, whereas the UK's customer-centricity promotes dynamic problem-solving. China becomes a service economy, whereas the UK diversifies its product mix for flexibility. China's policies are criticised, while the UK's employee treatment is criticised. China targets service sector development, the UK's growing economies, and internet commerce. Competition and consumer income are threats. Despite common themes, their reactions, challenges, and tactics determine their development and competitiveness. (Statista, 2022; Admin, 2023; Kasi, 2019)
5. [bookmark: _Toc144112452]STP Analysis of IKEA (Segmenting Targeting and Positioning)
IKEA segmentation, targeting, and positioning include a series of marketing choices that form the foundation of the company's marketing strategy. The process of separating a population into groups according to similar qualities and aspects is sometimes referred to as segmentation. Targeting entails selecting certain groups identified through segmentation as brand customers (Dudovskiy, 2022).
      [image: ]
(Source created by learner, 2023)
5.1. [bookmark: _Toc144112453]Segmentation
China: IKEA's thriving China expansion is based on a well-executed STP strategy that blends demographic and geographic segmentation while embracing local culture. The brand customises products by income to attract luxury-seekers and the middle class, aligning with local preferences. Thoughtful store placement factors in China's diverse geography, and competitive pricing targets impulsive young middle-class consumers to counter pricing preconceptions. IKEA's values of simplicity, functionality, and self-sufficiency resonate with Chinese cultural values. Leveraging social media and localised marketing fosters an economical home décor mindset, demonstrating market insight (TBH, 2020). This comprehensive STP approach reinforces IKEA's market presence and ongoing success in China, focusing demographically on middle-class urban families and affordability (Burt, Johansson, and Thelander, 2011). Psychographic customization reflects cultural sensitivity by mirroring Chinese living conditions, and geographic concentration in major cities aligns with target demographics and transportation preferences.

UK: IKEA's worldwide success may be attributed to its strict market segmentation strategy. Geographically, it tailors’ products to regional preferences, demonstrating a profound understanding of consumer diversity worldwide. IKEA targets a diverse demographic, including people and families looking for inexpensive, trendy home goods (Armstrong et al., 2018). Geographically, it tailors’ products to regional preferences, demonstrating a profound understanding of consumer diversity worldwide (Kotler & Keller, 2016).

This combination of regional, demographic, and psychographic segmentation has made IKEA a household brand in many countries. IKEA has a diverse strategy in the United Kingdom. It appeals to families, students, and young professionals, which aligns with its accessibility objective (Burt, Johansson, and Thelander, 2011). IKEA feeds into the eco-conscious mindset psychologically, promoting sustainability while embracing modern, minimalist styles via Scandinavian design. Geographically, the corporation places massive stores near metropolitan centres, following the concentration of its target audience and supporting the UK's suburban and car-dependent lifestyle. This comprehensive plan reflects IKEA's long-term worldwide success.

5.2. [bookmark: _Toc144112454]Targeting
China: In China, IKEA abandons its worldwide standardisation plan in favour of a tailored targeting strategy while maintaining its basic vision (Kotler & Keller, 2016). This change includes adapting product selection, price, and store forms to local tastes and cultural nuances, resulting in a culturally sensitive shopping experience (Burt, Johansson, and Thelander, 2011). These changes allow IKEA to better connect with and satisfy the expectations of Chinese customers.

In addition, IKEA in China provides home delivery and assembly services to urban clients with hectic schedules (Daxue Consulting, 2015). While IKEA keeps certain standardised components in its in-market marketing, it also mixes differentiated and standardised techniques, demonstrating its adaptability in navigating a culturally and geographically diverse market.

UK: In the UK, IKEA historically adhered to an undifferentiated targeting strategy, in line with its global standardization model (Kotler & Keller, 2016). This approach aimed to provide consistent low prices to a wide consumer base, maintaining a uniform marketing mix across its stores. Despite minor adaptations such as localized room-setting displays, core elements remained consistent, ensuring a similar shopping experience (Schiffman et al., 2017). This strategy aligned with IKEA's overarching vision of making products accessible to a diverse audience, albeit with some flexibility in market communication (Burt, Johansson, and Thelander, 2011).

IKEA's strategic approach to targeting and positioning is multifaceted and highly effective. Through differentiated targeting, the company reaches a broad customer base united in their search for affordable, innovative, and well-designed furniture (Kotler & Keller, 2016). Collaborations with renowned designers further enhance their brand, appealing to design-savvy consumers seeking upscale, chic furnishings (Armstrong et al., 2018). This versatile approach satisfies both budget-conscious and design-focused consumers, showcasing IKEA's market savvy and ability to cater to diverse preferences.


5.3. [bookmark: _Toc144112455]Positioning
Perceptual map
[image: ]
*
A perceptual map is a visual that explains to customers how various brands or products are compared based on their characteristics. In this instance, service orientation, premium quality, and luxury are the qualities being considered. 
IKEA differentiates itself from Walmart and Argos with services including delivery, assembly for a cost, and a loyalty programme by extending its self-service philosophy (Ozturkcan, 2020b). IKEA is known for its budget-friendly, functional designs, which differentiate it from premium brands such as John Lewis and Roche Bobois. While Walmart and Argos emphasise affordability, IKEA's design focus sets it apart (Lee, 2019). IKEA's products are well made and reasonably priced, which fits with its service-oriented positioning (IKEA, 2023f).
China: Positioning: IKEA positions itself as a Swedish brand that offers well-designed, sustainable, and affordable furniture and home goods. It emphasizes its commitment to quality, functionality, and meeting the needs of Chinese consumers. IKEA positions itself as a one-stop solution for home furnishing needs, highlighting its wide range of accessories and home decor items. (Daxue Consulting, 2021)

UK: IKEA has a dual brand positioning strategy that combines product-based and value-based approaches. Their tagline, "Affordable solutions for better living," reflects their commitment to offering quality products at affordable prices (Kotler & Keller, 2016). Furthermore, they position themselves as a socially responsible brand through sustainability initiatives, connecting with consumer values, and reinforcing their image as an environmentally conscious and socially responsible company (Schiffman et al., 2017). This dual approach highlights IKEA's agility in answering customer needs and global challenges, building consumer credibility and dependability.

5.4. [bookmark: _Hlk144105610][bookmark: _Toc144112456]Similarities: STP for China and UK
IKEA's UK and China strategies share key similarities. Both employ geographic and demographic segmentation to cater to diverse consumer preferences. In the UK, they target affordability-seeking individuals and families, while in China, it's urban dwellers seeking style and affordability. Both markets emphasise value and affordability, positioning IKEA as a quality yet affordable provider. These commonalities underscore IKEA's adaptability and global appeal, which resonate with diverse customer bases across regions and cultures. (Schiffman et al., 2017; Kotler & Keller, 2016).

5.5. [bookmark: _Toc144112457]Differences: STP for China and UK
In segmentation, the UK uses psychographics for value-conscious consumers, while China uses income-based targeting. China positions IKEA as a Swedish brand with affordable, quality, and sustainable products. The UK emphasizes product quality and sustainability too. In targeting, China focuses on stylish yet affordable furniture for urban dwellers, while the UK employs differentiated targeting, serving both budget-conscious and design-savvy consumers. These approaches showcase IKEA's adaptability to diverse market characteristics. (Schiffman et al., 2017; Kotler & Keller, 2016).


6. [bookmark: _Toc144112458]Marketing mix elements (7Ps)
The Extended Marketing Mix, or 7 Ps, is a strategic framework for crafting tailored marketing plans. Products, Prices, Places, Promotions, individuals, Methods, and Physical Evidence are all covered. This will give an understanding of how IKEA's operations in the UK and China connect to these factors, providing insights to improve its marketing strategy in both areas (Hanlon, 2023). [image: ]
(Source created by learner, 2023)
6.1. [bookmark: _Toc144112459]Product (or Service) 
China: IKEA focuses on affordability in its product strategy, promising accessibility through low costs . The brand provides well-designed, useful home furnishings while keeping a standardised worldwide range with minimum local changes (Burt, Johansson, and Thelander, 2011). IKEA offers a wide range of furniture types and designs to appeal to a wide range of interests and lifestyles. Furthermore, IKEA promotes the quality, durability, and sustainability of its floor coverings, coinciding with the need for eco-friendly goods (Marketline Advantage, 2020).

UK: IKEA maintains brand consistency across nations by maintaining a standardised worldwide product strategy with minor local changes for preferences. IKEA promotes sustainability, quality, and dependability in floor coverings while highlighting eco-conscious trends (Marketline Advantage, 2020). With a few minor exceptions, such as bigger beds, the product selection for the UK is essentially consistent with those of other countries. Few changes have been made for the UK; they mostly consist of plugs. IKEA is a well-known retailer in the UK that sells reasonably priced, high-quality goods (Burt, Johansson, and Thelander, 2011).

6.2. [bookmark: _Toc144112460]Price
China: IKEA customises in-store displays to local tastes, noting that tourists come for a social experience. They put up with it in the hopes that these visitors would become clients. Due to inexpensive labour and restricted tool availability, explaining IKEA's DIY idea in China is difficult  IKEA China, motivated by previous cultural behaviours, provides paid delivery and assembly services to satisfy demand (Burt et al., 2011). Because of the growing online furniture industry, IKEA must build a strong online presence via e-commerce platforms (Marketline Advantage, 2020).

UK: In the UK, dynamic price, and quality focus, whereas in China, IKEA customises experiences to turn visitors into consumers. The UK retail environment is shown on the official website (Dudovskiy, 2017). Production costs, competitiveness, customer preferences, buying power, dynamic pricing, value and quality perception, and delivery and assembly services impact Chinese pricing strategies (Anxo, 2012), with references.

6.3. [bookmark: _Toc144112461]Promotion 
China: IKEA engages tech-savvy customers with digital marketing, social media, and influencer relationships. The environmentally conscientious Chinese market responds positively to product eco-friendliness. Despite distribution constraints, compact brochures are used. Unique public relations tactics, such as lift makeovers and TV programmes, increase exposure. Ad campaigns for house renovation highlight "small changes" and "don't be like your parents," pushing home improvement. IKEA's website educates and engages younger female consumers, and the IKEA Family loyalty programme encourages retention (Marketline Advantage, 2020; Burt, Johansson, & Thelander, 2011).
UK: In the United Kingdom, effective advertising efforts promoting price, quality, and sustainability increase customer involvement. Modern marketing and sales rely heavily on online platforms and social media (Marketline Advantage, 2020). The IKEA catalogue was crucial, accounting for 70% of the spending. However, owing to delivery costs in congested markets, the percentage may fall (Lander, 2011). IKEA UK's innovative advertising breaks convention by emphasising distinctiveness and affordability. This is consistent with the brand's idea of being unique while providing value and design knowledge (Burt, Johansson, & Thelander, 2011).
6.4. [bookmark: _Toc144112462]Place
China: IKEA prioritises city-centred shops for in-person experiences, with bigger aisles to support more foot traffic and strategic locations near transportation hubs to guarantee consistent traffic. This caters to China's dependence on urban transportation, as opposed to retailers in car-dependent areas. Store sizes and assortments vary, but all provide a varied product selection. (Marketline Advantage, 2020; Burt, Johansson, & Thelander, 2011)
UK: IKEA has an omnichannel strategy, emphasising both physical locations and online platforms to cater to a wide range of client preferences. A reliable retail presence in big cities is critical since it serves around 60 million people. While keeping a uniform worldwide shop layout and style, the UK's retail planning rules make out-of-town stores difficult. The business keeps its surroundings standardised, with room-setting displays that adjust to local housing situations. (Marketline Advantage, 2020; Burt, Johansson, & Thelander, 2011).
6.5. [bookmark: _Toc144112463]Market entry methods
China: To comply with local requirements, IKEA first entered the Chinese market in 1998 using a joint venture (Chu, Girdhar, & Sood, 2013). Legal issues had a significant impact on this strategy. IKEA used to operate in China as a mostly foreign-owned company, but that has changed recently (Chen, 2021). This change is in line with IKEA's worldwide expansion strategy, which mixes the use of franchises and completely owned companies to expand into new nations.
UK: IKEA strategically employs a worldwide franchise structure, owning shopping centres in 54 nations and relying heavily on franchising (IKEA Global, 2023; Chen, 2021). Although the IKEA Group owns many malls, others are run by independent franchisees. This approach successfully supports IKEA's global growth while maintaining its core principles. Companies like IKEA make crucial choices about their entry methods that have a significant influence on resource allocation, management, and investment risk (Karlsson, Olanrewaju, and Ullah, 2023). IKEA's franchise model fits with its plan for international growth because it strikes a balance between maintaining brand control and using local knowledge through franchise agreements. This has contributed to IKEA's continuing success on a worldwide scale.
6.6. [bookmark: _Toc144112464]People
China: Customer satisfaction is crucial in this competitive market, so employee training for exceptional customer service is necessary. A knowledgeable sales crew that can explain product features and benefits is essential (Marketline Advantage, 2020). Swedish-inspired meals in a clean, spacious IKEA store in Xu Hui reflect its global dedication to an excellent shopping experience. An older Chinese dating club introduces local consumer behaviour management factors. Client service and adaptability must be balanced due to space constraints and worker dissatisfaction from a disruptive atmosphere. The elimination of free coffee for IKEA family members highlights how hard it is to blend brand ideals with practicality. Store manager Jerome Deloix surreptitiously divides consumers with a club and green coffee mugs. This purposeful reduction in club usage restores equilibrium, showing that local customs and target market choices affect customer satisfaction (Financial Times, 2013).

UK: Trained professionals with product knowledge and excellent customer service are essential in a competitive market. Staff expertise in helping customers choose products and providing a great shopping experience is crucial (Marketline Advantage, 2020). Through its vast shops and Swedish-inspired meals, IKEA emphasises customer comfort. The Xu Hui dating club example shows how varied consumer behaviours impact operations and may be accommodated. Balanced consumer groups in Shanghai and the UK value calm. Strategic benefits arise from IKEA's dedication to UK standards, adaptability, and excellent communication. The club issue resolution shows how imaginative problem-solving boosts reputation and loyalty (Financial Times, 2013).

6.7. [bookmark: _Toc144112465]Process
China: Due to the availability of cheap labour and the scarcity of widely used equipment among customers in China, IKEA has difficulty promoting its DIY idea. IKEA tailors its in-store displays to the tastes of Chinese customers. They also allow their customers to use the shop as a meeting place since the retail atmosphere is intended to provide an experience and promote social contact. In order to meet the high expectations of its Chinese consumers for customer service, IKEA offers home delivery and assembly services for an additional cost (Burt, Johansson, and Thelander, 2011). By streamlining supply chain operations and putting a strong emphasis on efficient inventory management, IKEA offers speedy delivery and reduces out-of-stock issues (Marketline Advantage, 2020).
UK: Efficient supply chain management and accurate inventory control are critical for cost reduction and price stability. Streamlining procedures helps to improve overall productivity and customer satisfaction (Marketline Advantage, 2020). There was a noticeable change in the 2010s towards focusing on customer and brand engagement, which included highlighting attitudes, behaviours, and the value obtained beyond the transaction. Engagement evolved to include a psychological condition arising from co-creative experiences made possible by digital and social media, which enabled consumers to interact more deeply with businesses (Lemon and Verhoef, 2016).
6.8. [bookmark: _Toc144112466]Physical evidence
China: IKEA emphasizes visually appealing, well-organized stores and eco-friendly designs (Marketline Advantage, 2020). In China, central locations near public transport and mini stores enhance accessibility (Team, 2022a). The "glocalization" approach aligns with Chinese convenience preferences. Additionally, the website mentions that only select products require self-assembly, catering to the Chinese market's preference for pre-assembled furniture (Burt, Johansson, and Thelander, 2011). These adaptations reflect cultural and market-specific preferences.

UK: IKEA places considerable value on having attractive, orderly shops and eco-friendly designs (Marketline Advantage, 2020). Access in China is improved by a central location near train stations and small retailers (Team, 2022a). The "glocalization" strategy fits Chinese tastes for convenience. To meet the need for pre-assembled furniture in the Chinese market, the website also makes note of the fact that only a few goods need self-assembly (Burt, Johansson, and Thelander, 2011). These modifications reflect cultural and commercial choices.
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(Reuters, 2021; Fortune, 2018; Business, 2020; INGKA, 2023)
6.9. [bookmark: _Hlk144105630][bookmark: _Toc144112467]Similarities: STP for China and UK
IKEA prioritises aesthetically attractive, well-organised shops that place an emphasis on product quality and environmentally sustainable designs in both China and the UK (Marketline Advantage, 2020). IKEA recognises the need for pre-assembled furniture via website mentions and intentionally places its shops close to public transit in China to cater to local convenience preferences (Team, 2022a; Burt, Johansson, and Thelander, 2011). IKEA has a persistent dedication to quality and sustainability across China and the UK, proving that it can adjust to local tastes and market-specific needs.
6.10. [bookmark: _Toc144112468]Differences: STP for China and UK
In China, IKEA customises delivery, assembly, online presence, and unique PR for tech-savvy consumers. The UK focuses on price and sustainability in digital marketing by insisting on quality, dynamic pricing, and delivery costs (Anxo, 2012; Lander, 2011; Financial Times, 2013; Lemon and Verhoef, 2016; Marketline Advantage, 2020; Team, 2022a; Burt, Johansson, and Thelander, 2011). While the UK promotes professionalism, China places a higher value on adapting (Anxo, 2012; Team, 2022a). China improves in-store experiences via displays and services, while the UK does so through supply chain effectiveness. Both acknowledge a preference for pre-assembled furniture and favour eco-friendly floor plans close to public transportation (Lander, 2011; Burt et al., 2011).
7. [bookmark: _Toc144112469]Ansoff Matrix 
Organisations such as IKEA, analyse and plan their growth strategies using the Ansoff Matrix, also known as the Product/Market Expansion Grid. It offers a framework for developing future development initiatives for executives, senior managers, and strategists (Ansoff, 1957).
[image: ]
(Source created by learner, 2023)

Definition of directional development strategy:  A company's market presence and product offerings are developed in current or new markets as part of a directed development plan. By using several strategies, including market penetration, product creation, market expansion, and diversification, it involves discovering and pursuing growth opportunities. IKEA promotes the development of living room products via partnerships with suppliers, producers, and design companies. Smart home solutions and eco-friendly furniture might be produced through partnerships with technology or sustainable material businesses, expanding their product lines and market reach. These partnerships support IKEA's effective product development and directional strategy by enabling market share and power amplification via network leverage (Hitt, 2017).

China: IKEA's performance and strategies focus on product development and a China-specific strategy. It emphasises the firm's commitment to producing useful and reasonably priced home furnishings. The challenges facing the supply chain and the financial growth of FY21 are important, as are efforts to find lasting solutions. The use of recycled and renewable resources as well as a platform-based manufacturing strategy are promoted (Hitt, 2017). Along with the expansion of internet shopping and its sales proportion, adjustments to changing customer behaviours—like the removal of the IKEA catalogue and putting a greater value on omnichannel strategies—are explored. Despite difficulties, IKEA shops throughout the world continue to be successful and attract millions of customers (IKEA Global, 2021).

UK: IKEA strategically steers the UK's home furnishings market by providing cutting-edge, affordably priced items that improve wellbeing. Despite issues with price and the supply chain, the company's expansion shows a strong dedication to providing affordable furnishing options. Product development aligned with current trends, like plant-based diets and eco-friendly LED lighting, resonates with mindful consumers. E-commerce and store growth provide a smooth shopping experience. For affordability and sustainability, upholding principles in the face of supply chain disruptions is essential. Quality and affordability are prioritised in IKEA's UK strategy while negotiating complexity, growth, innovation, and sustainability (Hitt, 2017). The opportunity for innovation resides in R&D for novel furniture designs that respond to changing UK tastes and provide distinctiveness. Customers looking for cutting-edge and environmentally responsible furniture solutions are engaged by product features that are improved with technology, diversity, and sustainable materials (Riley, 2021).

7.1. [bookmark: _Toc144112470]Similarities: STP for China and UK
[bookmark: _Hlk144054636]IKEA values locally developed products and marketing approaches that promote useful and reasonably priced home furnishings in both China and the UK (Hitt, 2017). IKEA modifies its strategy to meet specific market needs. In line with the UK's focus on sustainability, it also uses recycled materials and platform-based manufacturing techniques (Hitt, 2017). Through e-commerce and retail growth, both regions prioritise streamlined shopping experiences (Riley, 2021). In all markets, sustainability as well as affordability are important, especially considering supply chain interruptions. IKEA navigates the challenges of development and sustainability by adhering to fundamental ideals of quality and affordability (Hitt, 2017). The commitment to innovation is shown by on-going R&D initiatives that take changing customer demands into account. IKEA's plans in China and the UK, which both represent a consistent worldwide strategy that prioritises product development, sustainability, and innovation, show their commitment to offering affordable, practical home furnishings in the face of difficulties.
7.2. [bookmark: _Toc144112471]Differences: STP for China and UK
IKEA prioritises comprehending consumer dynamics and resolving supply chain issues in the Chinese market, with a heavy focus on sustainability and specialised production (Hitt, 2017). IKEA, on the other hand, places a strong emphasis on innovation, accessibility, and observing regional trends like plant-based diets and eco-friendly goods in the UK (Riley, 2021). For a smooth purchasing experience, they also improve the e-commerce experience and increase store presence (Riley, 2021). With China addressing supply chain issues and the UK fusing online and physical experiences, both markets attain affordability and sustainability (IKEA Global, 2021). IKEA's strategy in both markets, taken as a whole, demonstrates flexibility to satisfy specific local needs (IKEA Global, 2021).
8. [bookmark: _Toc144112472]Recommendations
[bookmark: _Hlk144105681]IKEA must incorporate circular thinking into its product design process, placing a focus on reusability, refurbishing, remanufacturing, and recycling, to make the transition to a circular economy successfully. It is important to educate and motivate design teams and to promote cross-functional cooperation through workshops and training. Customers and IKEA's circularity are strengthened by proactive customer education on circular goods, the use of sustainable materials, and the design of flexible, modular items. Reduce waste and encourage maintenance by streamlining components and making sure replacement parts are available. It is essential to work together to improve recycling infrastructure, to publicly share progress, and to set up a feedback loop for ongoing development. In conclusion, using circular product design helps IKEA achieve its sustainability objectives by attracting customers who care about the environment and complementing its brand positioning (IKEA, 2023c; Yu, 2019).
9. [bookmark: _Toc144112473]Conclusions
This analysis demonstrates IKEA's distinctive strategies in the UK and China. The UK's favourable trade agreements and stability allow for market penetration, while China's technological prowess sparks supply chain innovations. Porter's Five Forces and SWOT analyses highlight IKEA's proficient handling of supplier dynamics and competition. Cultural considerations, led by Hofstede's model, promote adaptability, with China's high power distance and collectivism contrasting with the UK's lower power distance and individualism, shaping IKEA's decision-making. The case of IKEA's entry into China shows the necessity for tailored strategies. Also, STP strategies demonstrate IKEA's ability to connect with and engage an array of customers, customising these approaches with market specifics while maintaining core values. Additionally, IKEA's commitment to circular product design mirrors its dedication to sustainability, effectively satisfying both customer expectations and environmental concerns. In summary, this analysis offers vital insights into IKEA's strategies in the UK and China, highlighting strategic alignment, effective complexity management, and responsiveness to customers as factors that will continue to drive growth. Circular design further reinforces its environmental commitment, guiding its path in these diverse markets.
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Strong GDP Growth: China's
GDP grew over 7% in a year,
boosting its economy. (World
Bank, 2023)

Foreign Reserves: China's $3
trillion foreign currency
reserves stabilise its economy
and boost its global financial
position. (Reuters, 2017)

Cheap Labor: China’s
inexpensive labour draws
multinational corporations,
increasing manufacturing and
jobs. (Reuters, 2012)

Mobile Technology Boom:

The growing usage of mobile
technology, particularly in rural
and populous regions, boosts
telecom development and
connectivity. (Taylor, 2023)

Government Control:

The centralised government
structure streamlines policy
implementation and decision-
making, allowing faster
change. (Wei, Hu and Liao,
2023)

Customer Knowledge: Drive
sales with customer-centric
initiatives. IKEA outperforms
competition through affordable
prices, diversified items,
innovative designs, and user-
friendly experience. (Ingka
Group, 2020)

Innovative Cost Management:
Sustainable materials,
packaging, and delivery
optimise cost. IKEA's cost
management is innovation-
driven and cost-effective. (IKEA,
2021)

Supply Chain Integration:
Long-term supplier
relationships provide quality,
cost-effective bulk purchases.
Local sourcing and IWAY reduce
integration costs. (IKEA, 2023b)

Brand Reputation and Market
Presence: IKEA is the world's
most valuable furniture brand,
attracting customers.
Diversification helps furniture,
restaurants, residences, and
apartments compete in
changing markets. (Statista,
2022a)

Unemployment
and Transition:
Rural
unemployment is
high despite
cheap labour.
Transitioning to
service
occupations is
difficult due to
agricultural
decline. (Chu,
Girdhar and Sood,
2013)

Mobile - low
proportion of 3G:
Despite having a
massive user base
of 683 million
subscribers, China
Mobile struggles
with a low
proportion of 3G
users, resulting in a
decline in average
revenue per user
(ARPU) by 4.3
percent (Reuters,
2012b).

Product and Service
Quality: IKEA struggles
to maintain standards
while reducing costs.
Lower customer
satisfaction leads to
increased product
returns and brand
harm (Li & Steiner,
2010)

Standardised items:
Standardised items
save expenses but
restrict IKEA's
consumer base.
Competitors gain
niche market share
due to inability to
provide greater quality
and customization.
(Hughes, 2022)
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Growth: China may
diversify its
economy by
promoting service-
based firms as the
agriculture sector
declines. (Reuters,
2017)

Urban Migration:
As agriculture
declines, urban
areas may expand,
attract young
workers, and
provide new jobs
(Burt, Johansson,
and Thelander,
20M).

Developing
Economies: Emerging
retail markets provide
IKEA significant revenue
growth potential. Brazil,
Mexico, Indonesia, and
Malaysia can help the
firm flourish (World
Bank, 2023).

Growing Online Sales:
IKEA's 870 million
internet visits may
capitalise on the rise in
online retail sales. Sales
and cost reductions
are possible (Kasi,
2019).

Expansion into the
Grocery Market: IKEA's
efficient management
of food outlets allows it
to grow into the
grocery market as
demand for healthier
food rises (Reuters,
2015).

may diversify its economy by
promoting service-based firms

as the agriculture sector declines.

(Reuters, 2017)

Urban Migration: As agriculture
declines, urban areas may
expand, attract young workers,
and provide new jobs (Burt,
Johansson, and Thelander, 201])A

Property and building
Slowdown: Restrictions on
property selling and mortgage
financing have slowed residential
house sales and building,
affecting jobs and economic
development (Burt, Johansson,
and Thelander, 2011).

Government Restrictions:
China'’s strong control over
content, social media, and other
communication hampers
freedom and creativity, which
may slow industry advancement
(TBH, 2020).

Economies: Emerging retail
markets provide IKEA significant
revenue growth potential. Brazil,
Mexico, Indonesia, and
Malaysia can help the firm
flourish. (World Bank, 2023)

Growing Online Sales: IKEA's
870 million internet visits may
capitalise on the rise in online
retail sales. Sales and cost
reductions are possible (Kasi,
2019).

Expansion into the Grocery
Market: IKEA's efficient
management of food outlets
allows it to grow into the
grocery market as demand for
healthier food rises (Reuters,
2015).

Negative publicity: Employee
treatment, advertising, and
lobbying criticism hurts IKEA's
brand reputation and
consumer loyalty (Marketline
Advantage, 2020).
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