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[bookmark: _Toc78388888]1.0 Introduction
Strategic management involves various processes that aim at gaining the organisation competitive advantage including, evaluation, planning and strategy interpretation (Ansoff, 1984). Strategic management focuses on improving technological innovations, improving relationships within the organisation, developing elaborate distribution channels, and attracting customers (Pearce et al., 2000). The report identifies IKEA for strategic management analysis on its bold developmental process from the small and medium business enterprise. IKEA is a business that has grown to offer online sales worldwide providing services for products such as furniture, kitchen appliances, mattresses, and home textiles, among others. It was founded in 1943 as a company and introduced furniture for sale in 1948 offering low prices and high quality in Sweden until it became a threat to competitors offering furniture that led to suppliers collaborating to boycott the IKEA brand (The history of the IKEA brand at a glance, 2021). It developed a strategy of collaborations to ensure the supplies were available (IKEA, 2021). Later, the organisation opened a restaurant offering food drinks and snacks with a strategy of capturing a market that shopped as a family and preferred to eat out. In the 1960s the organisation opened stores outside Sweden in Norway and then through the inspiration of Guggenheim Museum design to open the largest store in Northern Europe. The organisation opened stores in Switzerland and Germany to spreading around Europe, Asia, America, and Africa (IKEA, 2021).
The business idea of IKEA is to offer a wide range of well-designed, furnishing products and functional homes at low prices to ensure many people can afford them. It aims at spreading all over the world for the creation of better everyday life for people by incorporating straightforward ideas, culture inspired by the spirit of togetherness and shared values for achievement. For regulation of its products, IKEA provides standards to suppliers in terms of sustainability, affordable and high quality. Equally, it has established strategic values to better the ways things are done in the organisation including togetherness that contribute to trusting each other, caring for people and the planet for current sustainability and future generations and cost-consciousness. Simplicity is also a core value as well as renewal and improvement as a strategy of finding solutions, different with meaning, give and take responsibility as well as leading by example (IKEA, 2021).
[bookmark: _Toc78388889]2.0 Strategic Direction of the Organisation
The operations involved in managing IKEA stores require to be specific and strategic to promote profit-making and attracting customers. Strategic direction assists in developing marketing assets to earn an organisation a competitive advantage which creates a necessity to employ strategies and tactics that lead the organisation towards their objectives (Proctor, 1997). As described further by Proctor (1997) strategic direction is the organisational roadmap that reflects the goals and objectives by inclusion of timeframe, policies and plans to achieve the goals. Therefore, a strategy targets to match the resources to manage threats and weaknesses within the organisation and develop strategies that take advantage of opportunities in an organisation to lead to strength.
An evaluation of strategic direction requires a critical analysis of the internal organisation of a firm to understand its strength in the focus on achieving objectives set. The main objective of IKEA is to utilise small steps to make a difference in influencing better life at home through well-designed, functional, affordable, and high-quality furnishing (IKEA, 2021). McKinsey’s 7S model is most appropriate in the analysis due to its effectiveness in breaking down seven key aspects of management including structure, systems, staff, skills, style, strategy, and shared values (Peters and Waterman, 1982). The McKinsey 7S model evaluates the internal elements of the organisation that mutually affect each other to position to perform well.
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Figure 1: McKinsey 7S Model
(Source: Jharotia, 2019)
The strategy according to McKinsey’s 7S model is the plan adopted by the organisation to ensure it retains its competitive advantage in the market. It involves the alignment of other elements to establish an approach that communicates the objectives and goals of the organisation (Hayes, 2018). IKEA have overtime oriented its goals and objectives since its conception by developing a strategy of offering goods at a low price to attract many customers as well as collaborating with suppliers to secure the supplies during the boycott from suppliers. Equally, IKEA focus on well-designed affordable products as a strategy to maintain confidence in the market by attracting customers for different economic social class.
The structure is the organisation’s hierarchy and the divisional departments of the organisations and their respective commands (Kocaoglu & Demir, 2019). It represents the functioning interconnection of operations and responsibilities of the management and staff. The structure of IKEA has developed a franchisees structure that operates independently such that IKEA is formed by a group of companies that develop the strategic direction under Inter IKEA Systems B.V who are worldwide retailers of furniture, IKEA Range and Supply who deal with home improvements and IKEA Industry that manufactures approximately twelve per cent of home furnishing products (IKEA, 2021).
The systems are the workflow, standards of operations and daily procedures that ensure daily activities are carried out effectively (Ravanfar, 2015). As the staff have embraced the spirit of togetherness to ensure harmonious operations within the organisation, IKEA has also developed an online system for sales and delivery of products that promote e-commerce. The skills are another McKinsey’s 7S model that involves the talents and capabilities within the organisation that determine the type of achievements and changed to be realised and made to meet the goals (Higgins, 2005). IKEA is keen on the skills they acquire due to the need of providing affordable products that are of high quality. Hence, the performance of the staff must meet profitable measures of the organisation and ensure the customer appreciates the products to be of worth the cost.
The style is the management approach adopted to influence the performance and culture of the organisation. As earlier pointed, the spirit of togetherness is a critical aspect that promotes the corporation of the workers to promote the productivity of workers. The employees of IKEA work within a system that promotes trust and a common goal of providing services for a comfortable life. Additionally, the organisation has adopted a franchising business style with each franchisee managing itself independently but adhering to the standards set by IKEA management. Therefore, the style used in managing the organisation is delegated to different franchisees managers from the top management.
The staff in McKinsey’s 7S model is the workforce of the organisation which is managed through the human resource. It is the staff that implement the set-out strategy through their skills and talents with motivation by the management of the organisation (Higgins, 2005)). In the case of IKEA, the staff are obtained from different backgrounds due to the diverse operations carried out by the organisation. The staff hired work in e-commerce operations that focus on digital operations, engineering and technology that involves the promotion of innovative production and product development and expansion involves analysis and development of long-term strategies. Also, the field of finance and accounting involves working on the maintenance of standards and relevant laws as well as securing compliance with taxes. Additionally, IKEA provides motivational packages such as parental leave, 15% co-worker discount as well as retirement fund (IKEA, 2021).
The shared values are the standards set out by the organisation to influence the behaviour within the organisation (Jharotia, 2019). According to the IKEA founder, maintain a strong culture in IKEA is among the most essential factors that have influenced IKEA success (IKEA, 2021). The most critical value of the organisation is the continuous enthusiasm for searching for new and improved ways of carrying out operations that seek to build the organisation as a comfortable place irrespective of ideas ad backgrounds (IKEA, 2021).
[bookmark: _Toc78388890]3.0 Organisational External and Internal Environment
A business environment involves the factors that influence the operations of an organisation which is comprised of external and internal factors which include the employees, management, customers, suppliers, technology, and environment among others (Hans, 2018). The business environment focuses on providing events and trends that alert the management into the control organisation has within the market, which help in focusing on the future orientation of strategies. Hence, a critical analysis of the business environment is significant for decision-making. Thus, different approaches are applicable for internal and external analysis including SWOT, PESTLE and Porter’s 5 Forces techniques.
[bookmark: _Toc78388891]3.1 SWOT Analysis
“Organisational resources can only generate sustained competitive advantage when they are: valuable, exploit opportunities and/or neutralize threats in the firm’s environment; and have several other characteristics as rareness, inimitability, non-substitutability” (Barney, 1991, p. 2).
To sustain competitive advantage SWOT analysis technique is used to analyse the internal and external environment, where strengths and weaknesses analyse the internal environment and opportunities, and threats evaluate the external market. The internal analysis evaluates resources, core competencies, competitive advantage, and capabilities. The analysis of strengths and weaknesses assess the financial resources in terms of access to capital, managerial resources relating to planning and controlling competencies of the management, infrastructural resources in terms of the organisational systems that facilitate operations. Other factors considered include suppliers, marketing, distribution channels and innovation resources. External resources help the organisation identify the critical developments and future consequences that are beyond the organisation’s control. The evaluation seeks analysis of competitors, which is the analysis of the information available about the rivals, industry environment that targets the organisation’s stream of income. Other factors include technological, legal, political, demographic, and socio-cultural factors.


	SWOT Factor
	Analysis

	Strengths
	Provision of affordable and low-price products such as furniture, food and beverages, kitchen appliances, home furnishing products and home improvement products.
A well-designed product, which is controlled by a significant number of products developed in the company hence excellent standards from suppliers has been set.
Inspiring shared values that provide a conducive environment for organisational growth and the development of new strategies.
The organisational structure to reach out to customers is excellent with the adopted franchise business management style and through online business transactions.
The mission and vision of the organisation of creating a better life are inspirational to potential customers that offer the organisation a competitive advantage.

	Weaknesses
	IKEA offer products at a low price which could be a disadvantage in case the stock remains for a prolonged duration of time in the store due to storage compensation.
Lack of resources, especially wood for making products. For instance, IKEA has been criticised for offering furniture made from illegal Russian wood and illegal logging (Dalton, 2021).
Based on the organisation structure, it may be challenging to control the commodities in different franchises across the world in terms of specific products they provide.

	Opportunities
	The approach of offering low-price products facilitate easy entry into a new market and the emerging markets considering the affordability of the products to low paid workers in the market.
The business approach model of the organisation facilitates the support from the government in developing countries as they attempt to help citizens achieve rapid growth economically.
IKEA enjoy widespread customer loyalty across the world due to its existence in the provision of quality services
IKEA is diversified to enjoy rapid social changes in different markets due to the organisation structure.

	Threats
	The entry in some emerging markets is challenging despite the large volume of sales but low-profit margins to accommodate development.
Stiff competition in product prices in some markets due to sourcing of raw materials from other countries; hence low-price strategy is challenging to implement in the markets.
The regulation in the market makes it difficult to enter the markets. For instance, the entry into the Japanese market led to the enactment of the Large-Scale Retail Store Location Law in 2000.


Table 1: SWOT Analysis
[bookmark: _Toc78388892]3.2 PESTLE Analysis
PESTLE analysis represents the political, economic, socio-cultural, technological, legal, and environmental factors that impact the performance of an organisation. The application of the model involves taking into consideration the macroeconomic variables within the business environment and utilising them to predict the future by making the right decisions for the organisation. It helps in understanding the opportunities and how to minimise threats. Hence, PESTLE analysis is a tool for gathering and evaluating information for the improvement of organisational performance (Kolios & Read, 2013). Political factors in PESTLE reflect the political environment and the political situation affecting or likely to affect the business performance. It involves situations such as political stability, government uncertainties and political favouritism in the market which assist in the development of strategies that position the organisation into a competitive advantage.
The economic environment provides information on variables such as taxes, interest rates, tariffs, inflation rate, unemployment, and financing availability, among others. The factor helps identify appropriate response in the market towards the organisation operations and the extent of expansion to plan for the business (Buye, 2021). The social factors, on the other hand, focus on the values, opinions, lifestyles, beliefs, and attitudes within the environment. It assists in the study of demographic characteristics of the market to design on its preferences. Additionally, technological factors focus on technological advancements in the market that facilitate change and enhance operations. The factors assist in the evaluation of the cost of production and availability of complementary services such as internet, electricity, or infrastructure development (Buye, 2021).
The legal factors involve the laws and regulations operating within the market considering they affect how the organisation operates in the production process. The analysis of legal factors assists in orienting the organisation ethos and values according to the laws of the country. The environmental factors are the physical environment that involves the evaluation of the availability of raw materials and space for operations. It also involves consideration of pollution, and protection of raw materials. Thus, assist in understanding the protection policies and waste management regulations within the area of operation.


	PESTLE Factors
	Analysis

	Political
	The widespread of IKEA stores provide its influence by political environments of different countries. For instance, while the political stability of most of the Scandinavian countries promotes excellent business environment penetration into the business environment of countries such as the Middle East is challenging due to the lack of stable governments in many countries that have had a prolonged period of war. Equally, the manoeuvring in the change of policy between the European Union and Britain creates hiccups in business operations. Another critical political environment is created by policies as a result of the COVID-19 pandemic that has led to most difficulty in access to IKEA stores as well as delivery of products, which has led to increased use of online shopping system.

	Economic
	Due to the availability of stores in different regions of the country, different economic situations play through that create difficulty or ease in operations of IKEA. For instance, during the entry into the Japanese market, the Japanese government implemented economic policies to regulate the taxing of retail stores. Additionally, some countries charge high taxations to foreign organisations operating in their countries, while others have financing challenges to facilitate the expansion of franchisees. Equally, stiff competition from other local organisations is challenging to IKEA.

	Socio-cultural
	According to the values and motivation for the management, IKEA provides a spirit of togetherness and spreads to the customers in the provision of a better life at a cheap cost. The organisation is therefore sensitive in monitoring the preference of potential customers. IKEA focus on customers with the age of twenty to thirty-five years hence its market produces target markets with youthful customers for large margins (Etukudoh, et al., 2020).

	Technological
	One of the most significant technological advancements of IKEA is the use of e-commerce in the purchase of products as well as a review of products on online platforms. The organisation is capable of inquiring for products and directed to the closest location accessible at low convenience cost. Additionally, the production of automated machinery applied in home furnishing activities as well as the production of furniture increase the productivity of the products at a low cost. The technological development in different countries limits the integration with operations of IKEA due to internet and telecommunication limitations.

	Legal
	IKEA provide a conducive environment by introducing a code of conduct that accommodate rights according to international laws of labour. For instance, the IKEA code of conduct provisions of no forced labour or child labour as well as the right to association which promote freedom of harassment and intimidation. Equally, it provides for ethical conduct within the workplace, like the prohibition of alcohol and drug abuse and consideration of business integrity (IKEA, 2016).

	Environmental
	The IKEA code of conduct provides for environmental sustainability by supporting the efficient use of energy and waste management plan and planning work actively to promote environmental sustainability and best possible use of natural resources (IKEA, 2016). On the other hand, the facilities to accommodate the stores are challenging. For instance, in India, it is difficult to find a space to accommodate large stores in the cities due to congestion which limit the expansion of IKEA stores in the country (Mint, 2018).


Table 2: PESTLE Analysis

[bookmark: _Toc78388893]3.3 Porter’s 5 Forces Analysis
The technique analyses the competition level within the industry and helps develop critical business strategies that support development. The five forces involved include the threat of new entrants, which considers the rights and patents existence in the market, brand equality, access to distribution, capital requirement, government policies and customer loyalty (Bruijl, 2018). The next factor is the threat of substitute products that evaluate factors such as buyer’s inclination to substitute, ease of substitution, quality depreciation and the number of substitute products. The other factor involves analysis of the bargaining power of buyers by evaluating the buyer’s degree of dependency on the supply chain channels, availability of information to the buyers, bargaining leverage and price sensitivity. The bargaining power of suppliers assesses the degree of inputs differentiation, availability of input substitutes, distribution channel strength and competition of supplies. Finally, the intensity of competitive rivalry that evaluate the sustainability of existing competitive advantage, advertising expenses, degree of transparency and competition of online and offline companies (Bruijl, 2018).
	Forces
	Analysis

	Threats of New Entrants
	The ease of beginning a business of offering home furnishing products and sale of furniture is considered average to people in the markets IKEA operate. Therefore, it is considerably easy that IKEA sets a benchmark for new entrants in the market through observation of its performance. The ease of entry is facilitated by the ease in compliance with government policies in the industry, the low capital requirement for small and medium-sized enterprises and ease in distribution (Mint, 2018). However, IKEA has garnered customer loyalty in the market due to the ease in brand identification of the products as the low cost and high quality for its products.

	Threats of Substitute Products

	Due to the described ease of entry in the market, the products offered by IKEA have too many substitutes which mostly depend on the quality and cost in the market (Mint, 2018). The IKEA products do not have a high cost of substituting due to their prolonged duration of service. However, it is challenging to prevent substitution due to low cost and social influence in the market, although IKEA has over the years maintained the provision of high-quality products and services (IKEA, 2021). Therefore, the cost of substitution is maintained by the reputation of the organisation and price-performance considering other brands are offering excellently high-quality products as IKEA.

	Bargaining Power of Buyers

	Customers put the organisation under pressure in bargaining, especially when there is a wide variety of substitutes. However, IKEA offers most products at a fixed cost especially after the move to most transaction and purchases being carried out online which limit the bargaining power of customers. Additionally, the pricing of the IKEA products is considerate of the organisation’s strategy that aims at offering products at low costs; hence buyers lack bargaining leverage due to comparison with the market. Additionally, the IKEA brand is widely known for its excellent products, which create ease of providing information to be trusted (IKEA, 2021).

	Bargaining Power of Suppliers

	The production of IKEA products is significantly easy if the producer has sufficient capital and skills, which reduce the bargaining power of supplier considering the high rate of production for the products (Mint, 2018). The loss of bargaining power for supplier cause suppliers to switch cost relatively rather that the organisation adjusting the cost to lose. Additionally, IKEA has standards of products supplied for sale, which set the bargaining force for suppliers as they compete with the twelve per cent produced by IKEA. The elaborate distribution channel of IKEA reduces the bargaining power of suppliers as it is perceived to strategically benefit the supplier to a larger extent than the supplier will benefit IKEA.

	Level of Competition Rivalry

	It can be considered that IKEA has existed for more than seventy years in the market; hence the rivalry competition across the market is limited. However, Walmart, which provide almost similar products and services to IKEA provides high competition across its geographical market, such as in India (Mint, 2018). On the other hand, it is easy to create an IKEA advert due to its magnitude worldwide.


Table 3: Porter’s 5 Forces Analysis
[bookmark: _Toc78388894]4.0 Analysis of Stakeholders
[bookmark: _Toc78388895]4.1 Identifying Interests of Stakeholders
IKEA have a wide range of individuals who affect the achievement of the organisation and those whose achievement of the organisation affect as referred by Benn, et al. (2016) as stakeholders. According to Benn, et al. (2016), the stakeholders can be classified into two according to their interest towards the organisation including primary stakeholders who the organisation cannot survive without their participation and secondary stakeholders who are not engaged in the transactions and operations of the organisation critically by are affected or influence the operations of the organisation.


1. Primary Stakeholders
Employees have a direct stake towards the income of IKEA because of both monetary and non-monetary value they offer. According to Statista (2021), IKEA workers amounted to approximately two hundred and twenty thousand. The workers are divided as per franchises, departments, and countries where they are integrated into the organisation through strong policy inspiring eight key shared values and vision to be shared among all employees. The key interest of employees is the provision of income, share the reputation of the organisation and safety, which must be satisfied for effective implementation of the IKEA strategy.
Suppliers: IKEA depend on supplies from more than 1600 suppliers annually of which approximately a thousand of the suppliers transact home furnishing products while the rest provide products such as transport services and food among other services (IKEA, 2021). Suppliers play a significant role in the development of the organisation by ensuring the provision of products and services at the right quality, time and volume and maintain low cost. Hence, the organisation embraces them and aim to support each other and grow together. The most critical interest of suppliers is the revenue from sales and utilising the distribution channels of IKEA.
Owners play the shareholding role in IKEA and as investors who are at the helm of business operations as their interest is to retain the investment and earn a specific rate of return according to the capital invested.
Managers are the controller of the operations in the organisation whose functions are classified according to the management structure of the respective country. They manage the implementation of strategies and guide the organisation to the vision of the owners. Their primary interest in IKEA is income and career development.
Customers equally are primary stakeholders who control the operations of the organisation according to their preferences; hence they guide the stock of the product of the stores as well as dictate the affordable cost of the products. The main interests of the customers are quality products and services, affordable and accessible products as well as earn value for their money.
2. Secondary Stakeholders
The government bodies considered by IKEA is the Swedish government and foreign government due to impact the cause on the operations of the organisation. Swedish government host the headquarters of IKEA, which have registered the business operations of the organisation and negotiate the international business market regulations with other countries on behalf of IKEA. The foreign governments regulate the business operations of the stores in their countries which influence the operations of IKEA. Equally, the entry of IKEA into the market creates an increase of revenue to the respective government, which create the organisation to impact the government operations. The main interests for the governments are the gross development product and taxes.
Competitors seek to draw away the customers of IKEA and gain them on their behalf. The main competitors of IKEA are Walmart, ASDA and Alinea (Santos, 2015). However, it is hard to compete with IKEA due to its excellent strategy despite its centrality in the market. The main interest for competitors is the gain for competitive advantage in the market.
[bookmark: _Toc78388896]4.2 Influence of Stakeholder’s Interest to IKEA Strategy
Maintaining good relationships with the customers is profitable to the organisation due to ensuring good control of resources, facilitating the implementation of crucial business processes as well as increasing transparency and accountability, which help in achieving the goals of an organisation (Matuleviciene & Stravinskiene, 2015). The employees are responsible for getting the tasks carried out in the organisation, which increase the productivity within the organisation; hence are the implementors of the strategy and determine the effectiveness of the strategy. The suppliers provide resources and products required by IKEA to facilitate the continuity of the IKEA strategy in the market. The owners play the role of overall supervision and positioning the organisation vision in a broad perspective that is interpreted to raise returns for their investment.
The manager plays the role of integrating activities carried out in the organisation by planning, motivating organising and controlling the operations of the organisation as well as making decisions to align strategy towards the objectives (Tovmasyan, 2017). In IKEA, managers make crucial decisions in their departments and franchisees to ensure the stores improve competitive advantage and keep focused on the objectives of the organisation. Additionally, customers ensure the continuity of operations in the organisation through the generation of profit to IKEA that allows the growth of the organisation. The government protect the organisation environment from illegal operations and in return earn taxes to promote the growth of the organisation; hence it facilitates creating a conducive environment for the prosperity of IKEA. The competitors on the other hand ensure IKEA maintains quality services and develop critical strategies for the improvement of services and products.
[bookmark: _Toc78388897]5.0 Strategic Long-Term Strategies of IKEA
The main priorities of IKEA in developing strategy are directed at focus, function, quality, sustainability, and low prices. The strategy of IKEA is sustainable; however, a little adjustment can be carried out to improve the strategy of the organisation especially in training and recruitment of new talents into the organisation. According to IKEA (2020) have initiated a coach trainer program for employees that seek to improve the culture within the organisation. The program requires in-house trainers to offer short courses in improving skills within the organisation. However, the nature of the business creates difficulty in managing the program in the long term. It is adequate to improve the program by allowing training to be carried out at the country management through specific coaches who understand the challenges of employees within the environment.
Low price sustainability strategy
The existing strategy on mainlining low cost is adequate for long-term achievement as it focuses on cost reduction on production. IKEA aims ate ensuring high volume production at low cost and low prices through reduction of cost of raw materials, introducing IKEA Way of obtaining quality through commitment and integration of stakeholders and them minimising wastage (Ramama, 2020). According to Isaac, et al. (2018) to reduce the cost of production in an organisation production volume, energy consumption and delivery of products are considered, which orient IKEA into the process of sustainable maintenance of low-price for their products through the adopted strategy.
Sourcing Strategy
IKEA is focused on enhancing the value chain by classifying the purchases into seven categories including wood, flat line, textile, comfort, electronic, metals and home furnishing business. The sourcing strategy is focused on ensuring high-quality products and affordability of products in the stores. The purchase is carried out through an IKEA Way model that incorporates the fundamental eight core values, confidentiality agreement, business ethics to promote values and standards that complement environmental sustainability as recommended by the United Nations (Ramama, 2020). The strategy creates a sustainable business strategy oriented to achieve long-term goals. According to ETSI World Class Standards (2016) a long terms strategy is supplemented by a plan indicating the actions to achieve the objectives that consider the role of players, standards, technology, and policy trends that reflect the sourcing strategy adopted by IKEA.

IKEA Marketing Strategy
The marketing strategy of IKEA is future-oriented due to the involvement of research. IKEA adopted a strategy of carrying out customer research and market through creating an environment where design experts interact with people in their homes to gather information on their preferences. The survey assists in the development of products based on relatable real-life experiences and then focusing on product and price aspect and include marketing communication for advertising and promotion. Equally, IKEA has developed a product placement technique of marketing in movies and social places (Dudovskiy, 2019).
[bookmark: _Toc78388898]6.0 Recommendations
Based on the comprehensive internal and external analysis carried out, notable challenges and unventured areas have come out which could critically disadvantage the organisation with the loss of competitive advantage. Therefore, to mitigate the effectiveness of the challenges, and consider improving the strategy of the organisation, it is excellent to adopt the following recommendations.
1. Develop a well-structured training program that is consistent in all environments by incorporating local coaches to instil the values and objectives of IKEA considering the environment they are aware of, which will create personalisation of skills within the organisation with the orientation of IKEA objectives and vision.
2. Dealing with products that are obtained from wood is challenging due to the risk of suffering conflict with environmental sustainability goals. Hence, it would be effective to ensure all franchises have a list of prohibited wood according to the regulations of each country. Additionally, IKEA would be more strategic to not only recommending the code of conduct on environmental sustainability but also being in the limelight in advocating for tree planting not only as a source of environmental sustainability strategy but also for raw materials. The recommendation aims to eliminate the risk of litigation over illegal logging and increasing the availability of raw materials in the market.
3. The analysis indicates difficulty in venturing into new markets such as India and Japan due to either government regulation or the social status of the country. Therefore, the organisation needs to carry out critical research in the market to identify the social status of the market and orient the strategy into meeting the needs of the market. Additionally, ensure the Swedish government assist in bargaining for a favourable operating environment on behalf of IKEA in the engagement of international trade.
[bookmark: _Toc78388899]7.0 Conclusion
The report sought to develop a conceptual management strategy for IKEA through an analysis of the strategic direction of the organisation. The report illustrates the objectives of IKEA and the supportive management style, structure of IKEA and the products and services offered to achieve the goals. It develops an analysis of the internal and external environment by applying SWOT, PESTLE and Porter’s 5 Forces and McKinsey 7S Model in an analysis of the organisation’s strategic direction. Additionally, it analyses the stakeholder of the organisation according to their interests and creates an illustration of their influence on the strategy. Finally, the report develops an analysis of the gaps in the adopted strategy and extensively explain the strong strategies that focus the organisation into success and give recommendations to improve on the strategy.
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