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Introduction 

This paper attempts to analyze IKEA's international marketing strategy and offer insights into how it has effectively extended its company worldwide. IKEA is the largest furniture retailer in the world. It is widely acknowledged that IKEA's strategy for global marketing serves as a model for other businesses to emulate. IKEA has had a significant global impact by using its own brand identification, cost-effective business strategy, and sustainable practices in more than 50 countries. The main tenets of IKEA's international marketing strategy, including its pricing, distribution, promotion, and product strategies, as well as its reaction to regional market dynamics and cultural variances, will be covered in this paper.

[bookmark: _Toc133606266]Client:IKEA

Known for its flat-pack furniture, Scandinavian style, and reasonable costs, Ikea is a global supplier of furniture. With over 433 locations in 52 countries since its 1943 founding in Sweden, Ikea has grown to become one of the largest furniture merchants in the world. The business strategy of the organization prioritizes cost management, operational effectiveness, and sustainability. Ikea's inventive product design, focus on sustainability, and use of technology in its marketing and retail operations are just a few salient points. In addition, Ikea's distinctive shopping experience, which involves guiding consumers through a maze-like retail layout, has come to represent the company (IKEA, 2023). 



[bookmark: _Toc133606267]Macro Environment Analysis 

Numerous outside variables, including as political, economic, social, technical, environmental, and legal pressures, have an impact on a company's macroenvironment. In order for businesses to make wise decisions, it is crucial that they are aware of how these elements affect the operations and strategy of the organisation. As a result of the company's operations in several nations, it is crucial to understand the macroenvironments of the nations where IKEA conducts its worldwide marketing (Silva and Castañeda-Ayarza, 2021).

[image: Micro and Macro Environment Factors | Oxford College of Marketing Blog]
(Oxford College Of Marketing, 2018)

Examining the laws, rules, and government policies that can have an influence on the operations of the firm is required when taking the political climate into account. Economic pressures might affect IKEA's sales and profitability in the form of variables like inflation rates, economic growth, and unemployment rates. Similar to how political and social factors may affect businesses, so can cultural and social factors. The technical landscape is crucial since it may affect the business's operations, including manufacturing and distribution. Finally, the company's tactics may also be impacted by environmental and regulatory factors.

[bookmark: _Toc133606268]Hofstede model

Geert Hofstede, a social psychologist from the Netherlands, established the Hofstede model as a framework for intercultural communication. Power Distance, Individualism vs. Collectivism, Masculinity vs. Femininity, Uncertainty Avoidance, Long-Term vs. Short-Term Orientation, and Indulgence vs. Restraint are the six aspects that make up this model of national culture. These factors aid in identifying the cultural contrasts and affinities that exist across nations, which may be utilised to inform cross-cultural and international commercial strategy (Hofstede, 2011).

[image: Hofstede's Cultural Dimensions EXPLAINED with EXAMPLES | B2U]
(Bruin, 2017)

An essential instrument for examining social and cultural influences is the Hofstede Cultural Dimensions model. The model offers perceptions of how cultural variations between nations may affect a company's marketing plans. Power distance, individualism, masculinity, uncertainty avoidance, and long-term orientation are some of the dimensions included in the model.

Examining the similarities and contrasts between each force is crucial when analyzing the macro environment of the nations where IKEA operates. For instance, political stability is a crucial variable that may have an influence on business operations. Comparably, economic variables like customer purchasing power may also have an impact on the business's profitability. It is crucial to remember that the Hofstede model has both benefits and drawbacks when adopting it. Although it offers insightful information on cultural differences, it could oversimplify their complexities and result in stereotyping.

[bookmark: _Toc133606269]PESTEL analysis of IKEA

A strategic tool called PESTEL analysis is used to find the external macroenvironmental elements that have an impact on an organisation. Political, Economic, Social, Technological, Environmental, and Legal Factors is an abbreviation for these terms. Each of these elements is a subset of outside forces that can affect how a business operates and performs. Finding possible dangers and opportunities in the external environment that might affect the organization's strategy, performance, and overall success is the goal of a PESTEL analysis. Organisations may better align their plans and operations with the external environment and increase their chances of success by understanding these aspects (Yuksel, 2012). 

[image: Marketing Theories – PESTEL Analysis]
(Professional Academy, 2022)

[bookmark: _Toc133606270]Political: 
Political variables include trade agreements, taxes, and governmental laws and regulations. IKEA has operations in several nations, and adjustments to governmental rules and regulations may have a big influence on those activities. For instance, IKEA was forced to halt the sale of its renowned meatballs in Europe in 2012 when horse flesh was found in the item. This came about as a result of the European Union's tighter food safety standards (Consultancy, 2012).

[bookmark: _Toc133606271]Social: 
Cultural beliefs, demography, and lifestyle modifications are examples of social variables. The younger generation and those who appreciate reasonably priced, contemporary furniture are the target markets for IKEA's furniture designs and pricing policies. The business has also made an effort to include sustainability in its business practices and product offerings, which is something that customers are starting to value more and more. IKEA, for instance, has committed to using exclusively recycled and renewable resources in its products by 2030 (IKEA, 2023a).

[bookmark: _Toc133606272]Technological: 
Intellectual property protection, innovation, and automation are examples of technological elements. To strengthen its operations and the customer experience, IKEA has made significant technological investments. For instance, the business created an augmented reality software that enables clients to realistically arrange furniture in their homes prior to purchase. Due to more people purchasing online due to the epidemic, IKEA's online sales grew by 60% in FY 2020 (Alves and Luís Reis, 2020).

[bookmark: _Toc133606273]Environmental: 
Environmental aspects include sustainability, climate change, and natural calamities. IKEA is committed to sustainability and established challenging objectives to become a circular economy and climate-positive business by 2030. For instance, the business has made investments in renewable energy with the goal of producing more energy than it uses by 2025 (IKEA, 2019).

[bookmark: _Toc133606274]Legal: 
Laws and rules governing employment, health and safety, and intellectual property are examples of legal aspects. IKEA has encountered legal issues relating to labour practises and product safety. For instance, the business was penalised in France in 2012 for eavesdropping on employees and employment candidates.

[bookmark: _Toc133606275]Conclusion 

IKEA's environment was examined using the PESTEL methodology. IKEA confronts difficulties in the social, technological, environmental, and legal arenas even if it works in a favourable political and economic climate, according to the report. Despite these difficulties, IKEA has managed to go over them by capitalising on its advantages, such as its solid brand recognition, cutting-edge merchandise, and eco-friendly business methods.

Additionally, we looked at the cultural aspects of the nations where IKEA works and found parallels and discrepancies that might affect its global marketing initiatives. Even while the Hofstede model provides a useful framework for comprehending cultural differences, it has certain drawbacks, such as the ability to oversimplify difficult cultural issues.


[bookmark: _Toc133606276]PORTER 5 Forces 

A framework for examining the competitive dynamics of an industry is Porter's Five Forces. In his book "Competitive Strategy: Techniques for Analysing Industries and Competitors" from 1979, Michael Porter presented it (Grundy, 2006). There are five forces: 

[image: Porter's Five Forces Framework Explained [Free Template]]
(Zhukova, 2021)

Threat of new entrants: Because it costs so much money to start a furniture manufacturing facility, the threat of new entrants into the market is minimal. Finding the required supplies is made more challenging by the fact that there are fewer providers.

Suppliers' negotiating position: Given the abundance of suppliers, suppliers' negotiating position is moderate. However, given how much the furniture business depends on the supply of raw materials, suppliers still hold considerable sway in the market.

Buyer negotiating power: Because there are so many furniture sellers and so many alternatives available to purchasers, buyer bargaining power is great. Online purchasing has also given consumers more leverage during negotiations since it makes it simple for them to compare prices and goods.

Threat of substitute products: Given the dearth of furniture substitutes, the threat of substitute items is mild. However, alternatives like home décor and DIY goods are rising in popularity as a result of shifting customer trends and tastes.


Intensity of competitive competition: The existence of multiple furniture merchants, especially IKEA, has led to a high level of competitive rivalry. Additionally, the competition among furniture dealers has become more intense as a result of internet buying.

The furniture industries in both nations may have comparable degrees of intensity in terms of the negotiating strength of suppliers, bargaining power of consumers, and danger of replacement products, among other parallels and variations. The threat posed by new competitors and the level of fierce competition, however, may differ depending on the market circumstances in each nation.

	Force
	High, Medium or Low
	Reasoning

	Threat of New Entrants
	Medium
	The furniture sector has minimal entry hurdles, but IKEA's well-known brand, economies of scale, and supply chain expertise make it difficult for new competitors to flourish.

	Bargaining Power of Suppliers
	Low
	Due to its huge volume purchases, economies of scale, and flexibility in changing suppliers, IKEA has significant bargaining influence over its suppliers.

	Bargaining Power of Buyers
	Medium
	Although customers have the option to move to other furniture companies or shops, IKEA's strong brand recognition, distinctive designs, and competitive prices assist it keep its clientele.

	Threat of Substitutes
	Medium
	IKEA is moderately threatened by competitors including rival furniture companies, internet merchants, and home décor shops, but its distinctive design and reasonable prices help it remain competitive.

	Industry Rivalry
	High
	Local and international furniture brands fiercely compete with IKEA for market share through distinctive product designs, marketing plans, and price methods.


Bottom of Form
(Source: Self-Created)


[bookmark: _Toc133606277]SWOT analysis of IKEA 

SWOT analysis is a strategic planning method used to determine a project's or a company's strengths, weaknesses, opportunities, and threats. It serves as a framework for evaluating both internal and external issues that could affect the business. In order to assess the company's existing situation and develop plans to meet its objectives, SWOT analysis can be utilised. While Opportunities and Threats pertain to external market conditions, Strengths and Weaknesses refer to internal firm issues. The analysis assists in finding the areas that need development and the chances that may be taken advantage of to succeed (Gurl, 2017).

[image: Strategic Thinking: Our Trusty SWOT Tool | Forbes Books]
(About, 2022)

[bookmark: _Toc133606278]Strengths:
Exceptional brand awareness and reputation for elegant and reasonably priced furniture.
efficient supply chain management resulting in affordable consumer prices and output.
a wide variety of goods, including food, home decor, and furnishings.
strong e-commerce ability and a presence online.
emphasis on environmental stewardship and sustainability.

[bookmark: _Toc133606279]Weaknesses:
Customers' options for product customisation are limited.
Limited geographic reach; most of the stores are in cities.
heavy dependence on suppliers from emerging nations, which might be impacted by volatility in their economies and politics.
Focus on the premium or high-end furniture industry is limited.
being heavily dependent on the European market for sales.

[bookmark: _Toc133606280]Opportunities:
expansion into developing nations with expanding middle classes.
rising consumer demand for environmentally friendly and sustainable goods.
e-commerce and internet purchasing are becoming more popular.
into new product areas, such smart home technologies.
Possibility of expanding product offers through collaborations with other businesses.

[bookmark: _Toc133606281]Threats:
fierce rivalry with other furniture sellers.
Consumer spending is impacted by economic downturns or volatility.
Production costs are impacted by fluctuating raw material prices.
expanding the laws governing sustainability and environmental responsibility.
Supply chain management is impacted by logistics and transportation issues.

[bookmark: _Toc133606282]Marketing Mix – 7P

The marketing mix is a framework that firms may use to sell their goods or services successfully. The four Ps make up the standard marketing mix: product, price, promotion, and place. The marketing mix now contains 7 Ps in total thanks to the inclusion of 3 Ps in recent years. People, Process, and Physical Evidence are the extra Ps (Goi, 1970).

IKEA provides a large selection of useful and reasonably priced furniture items. The Swedish idea of "lagom," which means exactly the perfect amount — not too little, nor too much, is used in the design of their items.

Price: IKEA uses a low-cost business model to provide its items to clients at reasonable costs. They keep costs down without sacrificing quality by utilising economies of scale.

Promotion: By designing imaginative showrooms, catalogues, and social media campaigns, IKEA focuses on developing a distinctive consumer experience. To entice clients, they employ appealing phrases like "make everyday brighter."

Place: IKEA prioritises convenient shop locations and has stores spread across more than 50 nations. Additionally, customers may order goods online and have them delivered to their houses.

IKEA staff members have received training in providing good customer service and are educated about the company's products. The business also values inclusion and diversity in a big way.

IKEA has a self-service strategy, allowing consumers to peruse the merchandise and pick it up themselves. The checkout procedure is very quick and easy.

Physical Evidence: IKEA stores are recognisable for their unique blue and yellow colour scheme and their spacious showrooms that enable clients to see the items in a natural environment. The business emphasises environmental responsibility and employs sustainable materials in all of its products.




[bookmark: _Toc133606283]Segmentation, Targeting, and Positioning (STP)

As part of the segmentation, targeting, and positioning (STP) marketing strategy, a market is divided into segments, with each category being targeted for a certain demographic of customers. Targeting includes choosing one or more segments to concentrate on, whereas segmentation is identifying groups of consumers with comparable requirements and traits. In order to set a brand apart from rivals, positioning entails giving it a distinctive image and value proposition in the eyes of consumers. By using this method, businesses may better understand their target market and personalise their marketing initiatives to suit their unique requirements and preferences (Dibb, 1998).

[bookmark: _Toc133606284]Segmentation 

The technique of segmenting a market involves breaking it up into smaller groups of customers who have similar wants and demands. To efficiently identify and target its customers, IKEA employs a variety of segmentation factors (Dudovskiy, 2022).

[image: ]
Psychographic  Segmentation of IKEA (Dudovskiy, 2022)

[image: ]
Behavioural  Segmentation of IKEA (Dudovskiy, 2022)
[image: ]
Demographic  Segmentation of IKEA (Dudovskiy, 2022)

[image: ] Geographic  Segmentation of IKEA (Dudovskiy, 2022)

[bookmark: _Toc133606285]Targeting 

IKEA targets several market segments with various goods and marketing messages using a varied targeting strategy. Following the identification of distinct customer groups based on demographics, geography, psychographic traits, and socioeconomic position, the corporation creates product lines and marketing initiatives to address the requirements and preferences of each group (Dibb, 1998).

For instance, IKEA targets younger consumers in developed nations like the US who are searching for economical and attractive home furnishings, while the firm targets middle-class consumers in developing nations like India who are looking for practical and space-saving furniture solutions.

IKEA also employs a targeted targeting strategy to target particular market segments. For instance, the firm offers a distinct product line named "IKEA Business" that meets the demands of offices and small enterprises. IKEA also places a strong emphasis on sustainability and eco-friendliness, which has assisted the business in attracting customers who care about the environment.

[bookmark: _Toc133606286]Positioning 

IKEA places an emphasis on a number of things to establish its position in the market, such as advantages, user experience, competitive difference, celebrity support, history/parentage, and environmental sustainability. In contrast to its rivals, IKEA is renowned for its reasonably priced and fashionable home furnishings. Customers that appreciate cost, use, and simplicity in their home dcor are the company's target market (Dibb, 1998).


[image: ]


[bookmark: _Toc133606287]Product 

A corporation may employ family branding, often referred to as corporate umbrella branding, as a marketing tactic to promote a number of connected items. One business that employs family branding as a primary tactic is IKEA.

The IKEA brand is known for a variety of furniture, home goods, and food products. IKEA is able to build a solid brand reputation and customer loyalty by utilising the same brand name across all of its goods. When customers use an IKEA product and are happy with it, they are more inclined to use another IKEA product in the future.

Company Name: Inter IKEA Systems B.V
Umbrella Brand : IKEA 

Product Category: 
Furniture includes beds, couches, chairs, bookcases, storage units, tables, desks, prefabricated cabinets, faucets, plumbing fixtures, lighting, tableware, cookware, and toys.

[bookmark: _Toc133606288]Product branding Strategy 

The process of developing and building a brand identity for a specific product or collection of items is known as product branding. This entails coming up with an original name, look, logo, and other verbal and visual components that set the product apart from its rivals and help buyers quickly recognise it. Product branding is a crucial component of marketing strategy since it aids in developing a compelling and memorable image for the product and may boost consumer loyalty and trust (Yu Xie and Boggs, 2006). 

[bookmark: _Toc133606289]Line filling
IKEA use line filler to add new goods to a current product line in order to meet certain client demands. For instance, IKEA employs line filling to introduce new goods in the kitchenware area, such as specialised knives or baking pans. The company's product line for kitchenware comprises utensils, plates, glasses, and other accessories (Edelman, 2010).

[image: Ikea addresses inflation in new print and poster campaign]
(Williams, 2023)



[bookmark: _Toc133606290]Line extension
IKEA introduces new goods into an existing product line that are tailored to a new consumer category or expands the product range through line extension. IKEA, for instance, offers furniture, accessories, and home décor as part of its product range. To expand its offerings, the business introduces new items like outdoor furniture or smart home goods (Edelman, 2010).

[bookmark: _Toc133606291]Line stretching
IKEA introduces items in a higher or lower price range through queue stretching to serve various client segments. IKEA, for instance, offers a variety of furniture options, from more affordable flat-pack furniture to more expensive custom-made furniture (Edelman, 2010).

[bookmark: _Toc133606292]Brand extension
IKEA utilises brand extension to draw on the strength of its existing brand equity to launch new goods in a different product category. For instance, IKEA's product portfolio includes culinary items like Swedish meatballs that take advantage of the business's high brand equity in the food sector (Edelman, 2010).

[bookmark: _Toc133606293]Price 

The sum of money that a buyer forks over to a seller in return for a good or service is known as the price. It is the price a seller assigns to a something or service after taking into consideration numerous elements such manufacturing costs, consumer demand, market competition, and profit margins. Price is an essential component of a company's marketing mix since it has a direct impact on sales revenue, profitability, and how customers view the brand (Simon and Fassnacht, 2019).

Setting a low price for a new product is known as penetration pricing, which aims to quickly increase market share. Companies that are entering a new market or introducing a new product frequently employ this tactic. IKEA may utilise penetration pricing to draw in more clients and expand its market share in a new area.

Setting a high price for a new product in order to maximise earnings before rivals enter the market is known as price skimming. Companies with cutting-edge products or technology frequently employ this tactic. IKEA could utilise price skimming for an original and cutting-edge item or service that has no rivals.

Different prices are charged to different client categories or for various items when there is differential pricing. Companies that have many product lines or target audiences frequently employ this tactic. IKEA may utilise differential pricing to charge various costs for various items, such as charging various prices for a simple chair in comparison to a chair with additional features.

Using price strategies like odd-number pricing, bundling, and discounts—which play on consumers' emotions and perceptions—is known as psychological pricing. Companies frequently employ this tactic to enhance consumers' perceptions of value or to make pricing more enticing. IKEA may employ odd-number pricing, such as selling things at $9.99 instead of $10.00, or discounts or special offers as a psychological pricing strategy.

[bookmark: _Toc133606294]Market Entry

The term "market entry method" describes the procedure for entering a new market. Businesses must select the most effective technique for entering the market depending on their resources, objectives, and the state of the industry. The two types of market entrance strategies are direct and indirect. While indirect techniques entail collaborating with an already-existing firm or employing a third-party middleman, direct methods require a corporation establishing a physical presence in the new market (Pan and Tse, 2000).

Exporting, licencing, franchising, wholly-owned subsidiaries, and joint ventures are examples of direct market access strategies. In order to export, a business must offer its goods or services directly to consumers in the target market. The use of a firm's intellectual property or business model by another company in exchange for a fee is what licencing and franchising entail. In wholly-owned subsidiaries and joint ventures, a new business is founded in the new market or an existing business partners with a new business to create a new entity.

Exporting via middlemen, contract manufacturing, management contracts, turnkey projects, and strategic partnerships are examples of indirect market access strategies. Using an intermediary, such as an export agency or distributor, to sell goods or services in the new market is known as exporting through intermediaries. Outsourcing product production to a different manufacturer is known as contract manufacturing. Management contracts entail lending a firm in a new market management experience. Turnkey projects entail offering a firm in the new market a whole solution, such as a factory or a power plant. Strategic alliances entail joining forces with another business to pool resources and expertise.



[bookmark: _Toc133606295]Ansoff Matrix 

Increase market share in the current market with the current products is the goal of the market penetration strategy. IKEA employs this tactic by consistently growing its product offerings, enhancing consumer convenience, and redesigning shop layouts. To raise brand awareness and draw in more customers, the business also makes significant advertising investments (Dawes, 2018).

[image: ]
(Wikipedia Contributors, 2019)

Market Development: This tactic entails launching current items in fresh markets. IKEA employs this tactic by increasing its international reach into new nations. For instance, the business began operating in India in 2018 and has subsequently launched a number of locations there.

Product Development: This tactic entails the introduction of fresh goods into already-established markets. IKEA employs this tactic by routinely adding fresh items to its current product ranges. For instance, the business unveiled a variety of eco-friendly items, such as solar panels, energy-saving lighting, and water-saving faucets.

Diversification: This tactic entails launching new goods in untapped areas. IKEA has expanded the kind of products it offers, including food, kid's toys, and pet furnishings. By building hotels and restaurants, the firm has also entered the hospitality sector.

[bookmark: _Toc133606296]BCG Matrix 

The Boston Consulting Group matrix, often known as the BCG matrix, is a strategic management tool used to assess a company's product portfolio based on two important factors: relative market share and market growth rate. In the 1970s, the Boston Consulting Group created it (Hanlon, 2022).

[image: How to use the BCG Matrix | Smart Insights Digital Marketing]
(Hanlon, 2022)

Cash cow
Cash cows are goods or company divisions that command a sizable portion of a market with little room for expansion. IKEA's well-known and enduring product lines, such the Billy bookshelf and the Poäng chair, may be its cash cows. Although the market growth rate may be moderate, these items continue to provide a sizable amount of money for the business despite their considerable market share in the furniture sector (Hambrick, MacMillan and Day, 1982).



Start
Stars are goods or business units that command a sizable portion of a rapidly expanding market. IKEA's newest product categories, such its sustainable living options and smart home items, may be its biggest draws. These goods are a top priority for ongoing investment and development since they are becoming more and more well-liked and have the potential for rapid expansion.

Question Mark
Low market share items or company divisions in rapidly expanding markets are represented by question marks. This may involve IKEA expanding into other nations like India or South America, where it is still making its impact. The corporation must determine whether to invest in these items or to stop producing them in order for them to flourish.

Dog
In a market with slow growth, dogs are a product or business unit with a small market share. This may apply to IKEA's less well-liked or outmoded product lines, which might not be contributing significantly to the company's growth or sales. To make room for more lucrative endeavours, these items could need to be dropped or sold.


TOWS matrix 

A strategic planning tool, the TOWS matrix, sometimes referred to as the SWOT matrix, aids companies in identifying and analysing their internal strengths and weaknesses as well as external opportunities and threats. It aids in developing plans to deal with these elements by providing a graphic depiction of a company's SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats) (Weihrich, 1982). 

Based on SWOT analysis 

TOWS Techniques:

SO - Utilize the solid brand reputation and sustainability efforts to expand into developing nations with expanding middle-class populations.
ST - Investigate potential joint ventures or strategic alliances with suppliers in underdeveloped nations using the robust logistics and supply chain skills.
WO - To overcome the low physical presence and reach more consumers, increase physical presence in important markets by investigating franchising or licencing opportunities.
WT - Experiment with strategies to improve product customisation choices and diversify the product line to lessen reliance on online sales channels.

The TOWS study of IKEA concludes by highlighting the company's strengths, weaknesses, opportunities, and threats and offering a framework for creating and assessing strategic choices. IKEA can create successful strategies to accomplish its company goals and keep a competitive advantage in the global market by using its strengths and opportunities while addressing its weaknesses and risks.

[bookmark: _Toc133606297]Product Life Cycle model 

IKEA offers new goods to the market during this phase. To spread the word about their new items, they make significant investments in marketing and promotion. Due to the fact that the product is still new and the buyers are unfamiliar with it, sales are normally low at this time (Rink and Swan, 1979).

[image: What Is the Product Life Cycle? Stages and Examples - TheStreet]
(Sraders, 2021)

Growth: As more customers become aware of and interested in the product, IKEA items undergo a sharp rise in sales and earnings at this stage. IKEA seeks to set itself apart from rivals by diversifying its product offerings, enhancing its product offerings, and extending its distribution networks.

Maturity: As the product reaches its highest level of market acceptance, sales growth slows down at this stage. IKEA prioritises keeping its current clientele and makes an effort to boost client loyalty through discounts, exclusive deals, and promotional activities.

Decline: During this phase, the product's popularity in the market causes sales and earnings to start to fall. IKEA may choose to discontinue the product gradually or scale back its advertising and sales efforts.

For instance, the Billy bookshelf from IKEA has experienced each of the four stages of the product life cycle. Since its debut in 1979, IKEA has sold more than 60 million Billy bookcases all over the world. Sales were initially modest, but with the aid of successful marketing initiatives and promotions, the product acquired traction and moved into the growth stage. IKEA extended its distribution networks and enhanced the appearance of one of its most well-liked goods. When the product matured in 2005, IKEA put its attention on retaining and gaining new customers. The sales of the Billy bookshelf have decreased recently as a result of the introduction of new and inventive furniture designs, and IKEA may opt to phase out the product.

[bookmark: _Toc133606298]Conclusion 

An overview of IKEA's foreign marketing initiatives and strategies has been offered in this paper. We have examined how IKEA has created its worldwide footprint and competitive position using a variety of methods and frameworks, including PESTEL analysis, Porter's Five Forces, STP, and Ansoff matrix.

We have seen that IKEA's ability to adapt to local markets while preserving its strong brand identification and corporate culture is the key to its success. Customers all around the world have praised the company's unique product designs, reasonable prices, and environmentally friendly practises.

IKEA has also demonstrated a dedication to e-commerce, omnichannel retailing, and digital transformation, all of which have helped the firm reach more consumers and increase its market share.

Additionally, we have spoken about the potential and difficulties IKEA has in the global market, such as political unpredictability, economic turbulence, shifting customer tastes, and the rise of new rivals.

IKEA's foreign marketing techniques have, on the whole, been successful in building a solid worldwide brand presence and fostering growth. To be competitive and achieve long-term success, the business must, nevertheless, keep innovating and adapting to shifting market conditions.

[bookmark: _Toc133606299]Recommendations

Focus on Emerging Markets: IKEA should give priority to its entry into these regions where there is a rising need for trendy yet reasonably priced home goods. IKEA's expansion plan should focus on nations like India, China, and Brazil because of their sizable populations and growing middle class.

Enhance Online Presence: In order to give customers a seamless shopping experience, IKEA should strengthen its online presence by upgrading its website and mobile application. Additionally, by doing this, IKEA will be able to reach more people and grow its market share.

Increased social responsibility: IKEA should keep spending money on eco-friendly and sustainable methods for its operations and supply chain. This will not only improve the brand's reputation but also draw in clients who care about sustainability and social responsibility.

Invest in Innovation: IKEA should make an investment in innovation to create new goods that address the evolving demands and preferences of its consumers in order to stay competitive. This can entail creating intelligent home furniture and combining fresh technology into its offerings.

Enhance After-Sales Service: IKEA should prioritise strengthening its after-sales service and personnel training in order to improve customer service. Customer loyalty and satisfaction will rise as a result, boosting sales and brand recognition. 
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