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[bookmark: _Toc223393461][bookmark: _pwny4ail5l2j]1.0 IKEA: Background and Strategic Focus
IKEA is the largest furniture retailer in the world that began with a modest mail-order company in 1943 in Sweden under Ingvar Kamprad (Forbes, 2025). The firm is also known for its Swedish origin, practical design and the flatpack that transformed the way business was conducted in the world at an affordable price in the home furnishing industry.
[bookmark: _Toc223393462]1.1 Mission and Vision
IKEA relies on accessibility and sustainability as the strategic core of the company.
Mission Statement: IKEA has the business concept of selling a myriad of quality and practical home furnishing items at low prices such that as many customers as possible can afford them (Inter IKEA Group, 2025).
Vision Statement: IKEA's vision is to improve the everyday lives of many people (IKEA, 2025). This is not limited to furniture and includes the following:
· Creating sustainable living solutions for homes.
· Minimising the carbon footprint in the entire value chain.
· Assuring a good social contribution towards societies and suppliers.
· Encouraging the circle of life, making products durable, and recycling.
[bookmark: _Toc223393463]1.2 Home and Host Country Operations
Sweden is the birthplace of IKEA and the cultural center of the brand. Its initial outlet was in 1958 in Älmhult, and the brand still uses its Swedish heritage (which is denoted by the logo of blue and yellow) to convey the message of simplicity and togetherness (Retailgators, 2025).
IKEA has Germany as its greatest host country. It is already the biggest market in the world for the company, and the share of its total retail sales in it is about 15 per cent (Forbes, 2025). By 2025, there are 53 IKEA stores in Germany, the largest number in a country, and the national headquarters of this company are in Hofheim-Wallau (Retailgators, 2025).
[bookmark: _Toc223393464]1.3 Sales Performance (2021–2025)
[bookmark: _mnboty561kx]The table below shows the IKEA franchisee stores' performance of retail sales across the countries in the world. The firm has been resistant to the global inflationary factors and has been able to reduce its prices strategically to stimulate volume (Inter IKEA Group, 2025).
	Financial Year (FY)
	Total Retail Sales (EUR Billion)
	Change vs Previous Year

	2025
	€44.6
	-1.0%

	2024
	€45.1
	-5.3%

	2023
	€47.6
	+6.7%

	2022
	€44.6
	+6.5%

	2021
	€41.9
	+5.8%


[bookmark: _Toc223393501]Table 1: Sales Performance
(Source: Compiled from Inter IKEA Group Performance Reports, 2021-2025)

[bookmark: _Toc223393465]2.0 Comparative Analysis of the Market: Sweden vs. Germany
[bookmark: _Toc223393466]2.1 Comparative PESTEL Analysis
In this section, the PESTEL framework is used to compare and contrast the macro-environmental factors in IKEA's home country, Sweden, and the largest country it is operating in, Germany. The two are strong European markets, but the structural differences between the two countries require localised strategic pivots.
Political Factors
They are both stable democracies in the European Union, but both countries vary in their political centralisation.
· Contrast: Sweden has a very centralised political environment; the government is actively encouraging its local exports by taking out its own brand called 'Brand Sweden' (Brand Sweden Report, 2025). Germany, on the other hand, is a federal republic with political power being decentralised among 16 states, known as Länder, which are individual political entities with their own governments.
· Comparison: There has been a change in political direction towards more corporate accountability in both countries. IKEA has to find its way through the Swedish Corporate Social Responsibility (CSR) emphasis and the German Supply Chain Due Diligence Act that both refer to transparency in global operations (U.S. State Department, 2025).
Economic Factors
IKEA has its volume leader in Germany and its economic testing ground in Sweden.
· Contrast: Germany is the market of the highest size in the global context of IKEA, given 15.6% of the total retail sales, and Sweden is smaller but the home of the so-called range and supply divisions (Inter IKEA Group, 2025; Szecsei, 2023).
· Comparison: The economies experienced inflationary pressure in 2024–2025. Sweden has also just come out of a technical recession with the projected growth of 1.5% to its GDP, but Germany's retail trade turnover was shaky, with only 1.0% growth as people adapted to the increased energy prices (Lloyds Bank, 2025; Statistisches Bundesamt, 2024).
Social Factors
Cultural perceptions regarding the home and sustainability motivate consumption in the two regions.
· Contrast: Swedes are more focused on balance (lagom) and more receptive to models based on digital-first, self-service shopping. German consumers prioritise the shopping experience, which has led IKEA to maintain a greater number of full-size stores (53 locations) in Germany compared to the smaller, more varied point-of-sale stores (Plan and Order) that are increasingly appearing in Sweden (Retailgators, 2025; The Munich Eye, 2025).
· Comparison: Both of the populations are becoming aged and place more emphasis on the concept of circularity. Both markets have a common social trend of urbanisation, which has compelled IKEA to come up with and design modular and space-saving furniture (Visual Capitalist, 2024).
Technological Factors
The approaches to innovation vary depending on the country's infrastructure.
· Contrast: Sweden is among the most advanced countries in digital R&D, with the tech industry producing 7.8% of GDP (TechSverige, 2025). IKEA is testing AI-based design tools with Sweden. Historically lagging in public digitisation, Germany enacted the Bureaucracy Relief Act IV in 2025, which will digitise retail contracts and HR, thereby assisting IKEA in automating its operations to manage a large workforce in Germany (KPMG Law, 2025).
· Comparison: Both markets are significantly investing in e-commerce and the click and collect services as the means of compensating for falling physical footfall (SOHU, 2025).


Environmental Factors
The main area of comparison of IKEA's goals is the sustainability of its goals of being climate positive.
· Contrast: Sweden has a much smaller carbon footprint per person as well as a green project IKEA uses as a climate matchmaker (Business Sweden, 2025). Germany, nevertheless, continues to be heavily dependent on an energy mix; therefore, IKEA Germany has been forced to be more aggressive by generating 73,392 Gwh of solar power domestically to achieve its 2030 net-zero goals (AleaSoft, 2025).
· Comparison: Both nations are under the EU Circular Economy Package, which has IKEA achieve 60% recycling goals by the year 2025 (MDPI, 2024).
Legal Factors
The most contrasting legal macro-environment is labour laws.
· Contrast: In Germany, IKEA is under intense legal pressure due to digital transformation and the rights of workers by the so-called Works Councils (The Munich Eye, 2025). Labour relations in Sweden are moderated by the so-called Swedish Model of collective bargaining that is typically more cooperative and less affected by the public conflicts that are currently observed in the German courts (U.S. State Department, 2025).
· Comparison: The two will have to adopt the GDPR (General Data Protection Regulation) and new EU-wide product safety rules in case of the latest high-profile furniture recalls (Pestle Analysis, 2024).
[bookmark: _Toc223393467]2.2 Comparative Analysis of Social Factors: Consumer Behaviour and Culture 
The ability to fit in the local social fabric and cultural subtleties is the root cause of the success of both IKEA in its native country, Sweden, and the country where it does business, Germany, the major host. Although both markets are part of the Nordic-Germanic group, the consumer behaviour towards the brand varies greatly, as well as the reason behind purchases and cultural values of the population.
Cultural Aspects: Uncertainty and Individualism
With the help of the cultural dimensions by Hofstede, the values of the two societies by 2025 can be compared in terms of their foundations.
· Sweden (Femininity and Low Uncertainty Avoidance): In cultural terms, the clinical score of femininity is large, which means that the Swedish culture is more predisposed to quality of life, humility, and consensus (The Culture Factor Group, 2025). This is reflected in the idea of democratic design used in IKEA, which is inclusive furniture that everyone can afford. Swedes possess low uncertainty avoidance, and thus, they are quite flexible to new technologies in retailing, including the artificial intelligence-driven interior design system of the IKEA business (TechSverige, 2025).
· Germany (Masculinity and High Uncertainty Avoidance): On the contrary, Germany has a higher score in masculinity (performance-driven) and a much higher score in uncertainty avoidance (The Culture Factor Group, 2025). German consumers prioritise precision, durability, and expert certification. In the case of IKEA, German consumers tend to seek specified product features and GS (Tested Safety) labels in their purchases, viewing furniture as a long-term investment rather than a passing trend (Mintel, 2025).
Consumer behaviour: "Home as a Sanctuary"
Although the two groups treasure the household, the motivators of buying home furnishings are different.
· German Sanctuary and Quality: 62% of German consumers consider their house a mental cleanse space (sanctuary) to date (2025) (Mintel 2025). This has given rise to the trading-up trend in which German consumers will pay a high price in the name of ergonomic home office furniture and quality kitchen systems. The kitchen division is a significant engine of IKEA in Germany, and the consumers use the kitchen as the architectural centre of the house (Mordor Intelligence, 2026).
· Swedish Lagom and Compact Living: Swedish consumerism is determined by hyper-urbanisation in major cities such as Stockholm. It has brought a space crunch, which has caused an explosion of demand in built-in wardrobes and multifunctional smart furniture (Scribd, 2026). The Swedish 'lagom' (just the right amount) culture contributes to the preference of minimalistic and clutter-free space. Swedes are also more digital-first in their approach; as early as 2025, penetration of the furniture industry in Sweden left most of the European neighbours behind (Euromonitor, 2025).
Social Mandate of Sustainability:
The concept of sustainability is not a niche choice but a social demand in both markets, but it is done in different ways.
· Circular Economy in Sweden: Swedish consumers are the first to adopt circular consumption. The programmes of IKEA Sweden are more integrated into everyday life, and they have their own programmes, such as Take-Back and Buy-Back, which are backed by the national programmes, such as STELLA, which uses blockchain to track the lifecycle of a product (Euromonitor, 2025). The Swedes are socially orientated to use energy-efficient lighting (LED) and FSC-certified wood (Scribd, 2026).
· Regulatory-Driven Greenery in Germany: In Germany, the demand towards sustainable behaviour is growing more and more prescriptive and designed, and stricter rules, like the German Eco-label Regulation 2023, which requires the disclosure of environmental impacts, are enacted (Ken Research, 2026). 39% of German consumers are readier to pay more for products bearing the claim of sustainability, although they need to perceive that the product has been sustainably labelled through strict rules (Mintel, 2025).
[bookmark: _Toc223393468]3.0 Comparative Analysis of STP: Sweden vs. Germany
A complex Segmentation, Targeting, and Positioning (STP) strategy enables the businesses to succeed in market penetration of IKEA in both its homeland, Sweden, and its biggest host country, Germany. Although its fundamental design, which is the Democracy, is always the same, the IKEA slightly adjusts its strategy to suit the socioeconomic environment of any particular country.
[bookmark: _Toc223393469]3.1 Comparative STP Framework
The table below compares the strategic elements of marketing used by IKEA in the two jurisdictions in the 2021–2025 period.
	Feature
	Sweden (Home Country)
	Germany (Host Country)

	Segmentation
	Psychographic-focused: Focus on "Urban dwellers" needing modular solutions for compact living in cities like Stockholm (Euromonitor, 2025).
	Demographic-focused: Broad focus on "The many people," specifically middle-class families and young professionals (Auszubildende) (Mintel, 2025).

	Targeting
	Digital Natives & Early Adopters: Targeting tech-savvy consumers who prefer e-commerce and AI-driven home planning tools (TechSverige, 2025).
	Value-Conscious Homeowners: Targeting cost-sensitive households seeking long-term durability and certified quality (GS marks) (Mordor Intelligence, 2026).

	Positioning
	The Cultural Hub: Positioned as a "pioneering" national icon representing Swedish reliability and creativity (Brand Sweden Report, 2025).
	The Affordability Leader: Positioned as the primary destination for sustainable living at the lowest price point in a high-inflation environment (Inter IKEA Group, 2025).


[bookmark: _Toc223393502]Table 2: Comparative STP Framework
Segmentation Strategy
The kind of segmentation that IKEA uses is a combination of geographic and psychographic. Segmentation in Sweden is largely affected by the rate of urbanisation, which is high. IKEA divides the market according to the living situations (e.g., living in small areas, moving in for the first time) and not merely on the incomes (Szecsei, 2023). The segmentation in Germany is more traditional, based on the life stages, like families with children or students; this is because of the sheer size and diverse spread of the population at 83 million (Georank, 2026).
Targeting Approach
IKEA uses various targeting schemes in Germany and Sweden using the Segmentation, Targeting, and Positioning (STP) model. In Germany, IKEA adheres to a mass-marketing/undifferentiated targeting strategy, targeting all consumers in its large number of outlets of 53 stores. The company has especially the price-sensitive consumers as the major target audience since the number of this group has increased owing to the increasing energy and living expenses in the area. IKEA offers cheap, practical, and DIY furniture to establish itself as a value-based brand, which is in demand among the households that are looking at affordable home furnishing options (Inter IKEA Group, 2025).
IKEA, on the other hand, in Sweden, uses the differentiated targeting approach with greater emphasis on the environmentally conscious consumer. The company focuses on sustainability-orientated value propositions in its home market in accordance with the concepts of green marketing and a circular economy. The programs like the furniture buyback and resale programme promote product reuse and responsible consumption, which appeals to Swedish consumers who are found to be more environmentally conscious. The rate of engagement in such circular initiatives was greater in Sweden compared to other IKEA markets during the period between 2021 and 2025, which underscores the fact that the company targets the sustainability-seeking customer segments and strengthens its environmental brand image (MDPI, 2024).
Positioning Strategy
The IKEA brand perception contrasts in an interesting manner in the placement of the brand. IKEA is displayed as a national identity in its home country. It also capitalises on the strategy of the Sweden Brand created in 2025 that promotes the following aspects of the firm: reliability, collaboration, and creativity (Brand Sweden Report, 2025). IKEA targets itself as a problem solver in its host country, Germany, in relation to everyday life. As 15.6% of its global revenues are generated in Germany, it is presented as a necessity of the German middle income, a combination of Swedish appeal and a localised German demand to test and guarantee strict product quality and safety (Forbes, 2025).
[bookmark: _Toc223393470]3.2 Comparative Strategies International Marketing Mix (7Ps): Sweden and Germany.
The global marketing approach of IKEA has employed a broadened 7Ps model, enabling it to retain brand consistency and respond to the particular operational needs of its home country (Sweden) and its host country (Germany).
	P Factor
	Sweden (Home Country)
	Germany (Host Country)

	Product
	Focus on "Smart Home" R&D and pilot series like the TJÄRLEK collection (IKEA Germany, 2026).
	Emphasis on high-quality kitchen systems and durable "life-long" furniture (Mordor Intelligence, 2026).

	Price
	Standardized pricing with high integration of "Buy-back" credit values (MDPI, 2024).
	Aggressive "New Lower Price" campaigns to counter high local energy inflation (IKEA, 2026).

	Place
	High density of "Plan and Order" points in urban centers like Stockholm (Euromonitor, 2025).
	Dominated by 53 large-format destination stores and "Click & Collect" hubs (Retailgators, 2025).

	Promotion
	Digital-first; heavy use of social storytelling and AR planning tools (Sprintzeal, 2025).
	Mix of traditional print catalogs and "IKEA Family" monthly deal promotions (IKEA Germany, 2026).

	People
	"Co-worker" culture focused on egalitarianism and collaborative design (Inter IKEA Group, 2025).
	Focus on specialized kitchen consultants and certified assembly partners (DMEXCO, 2026).

	Process
	Streamlined self-service and fully automated checkout pilots (Sprintzeal, 2025).
	Focus on logistical intelligence; reducing delivery friction for large items (DMEXCO, 2026).

	Physical Evidence
	Stores act as "Brand Museums" highlighting Swedish heritage (Skills Matrix Academy, 2025).
	Experiential "Showroom Mazes" designed to inspire "Sanctuary" living (Mordor Intelligence, 2026).


[bookmark: _Toc223393503]Table 3: Comparative 7Ps Matrix
Product and Price Strategic Contrast:
The product strategy of IKEA in Sweden and Germany involves market-based product adaptation in the global standardisation strategy of the company. In Sweden, the company applies the home market as a test market in both innovation and new product development (NPD). The Swedish technology ecosystem has allowed IKEA to incorporate smart home solutions and digital product features into the local product portfolio, especially in the IKEA Home Smart range. The move is consistent with the product differentiation and innovation strategy, in which the technology-based furniture will expand the functionality and customer experience besides reinforcing the IKEA positioning as an innovative home-furnishing brand (Sprintzeal, 2025).
Conversely, IKEA approaches to products in Germany focus on product quality, durability and long-term value, which means the preferences of German consumers who consider furniture a high-involvement and long-term investment product. Consequently, the product mix is customised to point out long warranties, reliability and functional design as illustrated by the 10–25-year warranty provided on PAX wardrobes and kitchen systems. The strategy is value-based product positioning; the features of durability and reliability are the important features that affect the purchasing decision (IKEA Germany, 2026).
In regard to pricing, both markets adhere to the cost leadership strategy developed by Porter, where IKEA can afford to provide cheap furniture using its economies of scale, flat-pack logistics, and effective supply chain management. But the strategy of pricing varies depending on the economy and consumer behaviour of the locality. In Germany, IKEA has embraced promotional pricing and sales promotion strategies, such as the FISK Fridays discount and interest-free financing of purchases over 99, to keep the demand and sales volume steady as the economic downturn of 2024–2025 kicks in. These strategies represent short-term pricing promotions aimed at influencing purchase behaviour, with price promotions reinforcing IKEA's low-price status (IKEA Germany, 2026).
Place and Promotion Strategy Contrast:
IKEA's distribution strategy in Sweden differs significantly from that in Germany, reflecting the distinct consumer lifestyles and retail infrastructures of each country. IKEA is progressively becoming an omnichannel and urban retail distribution channel in Sweden, with smaller city-center stores and the intention of establishing studios in highly urbanised locations where the majority of the population (88 percent) resides. 
For example, the IKEA Planning Studio in Stockholm enables the customers to design kitchens and wardrobes online and subsequently place an order or even have them delivered to their doorsteps. This strategy promotes convenience and end-of-the-last-mile accessibility (Euromonitor, 2025). 
In contrast, IKEA Germany continues to have a destination store format, and it has 53 large-format stores that are situated close to major highways to support high-volume purchases and easy customer travel logistics through the car (RetailGators, 2025). The promotion is also not the same: Sweden focuses on online marketing and non-paper communication, whereas Germany is still relying on direct mailing catalogues and IKEA Family vouchers to enhance customer loyalty in the competitive retail space (IKEA Germany, 2026).
Strategic Contrast- People, Process, and Physical Evidence:
The service (people and process) factors are highly digitised in Sweden, as most of the shoppers are self-processing designs through the help of the IKEA Kreativ AR tool (Sprintzeal, 2025). More focus is put on people in Germany in the form of expert consultations of intricate kitchen and wardrobe planning (DMEXCO, 2026). In the case of "Physical Evidence", Swedish retail outlets focus on the concept of "Lagom" and minimalism, whereas German outlets are carefully crafted to resemble a kind of maze, enabling the German consumer to spend as much time as possible in the store to enjoy the shopping experience as a form of leisure-time activity (Mordor Intelligence, 2026).
[bookmark: _Toc223393471]3.3 Comparison of Marketing Adaptation: Product, Price, Place and Promotion
Although IKEA has a standardised global brand image, its ability to succeed in the home country (Sweden) and the host country (Germany) is based on a subtle globalisation philosophy (glocalisation). This strategy effectively balances the efficiency of global scale with the necessary adjustments to the local cultural and economic environment (Sprintzeal, 2025).
Adaptation of the product: innovation vs. reliability
The product strategy of the two countries revolves around the concept of democratic design, but the points of interest are different in terms of culture.
· Sweden (Culture of innovation): IKEA in the home market tests smart home and circular products in Sweden. Low uncertainty avoidance Swedish consumers are also early adopters of tech-integrated, modular furniture that is designed to support the extreme urbanisation of metropolitan areas such as Stockholm (Euromonitor, 2025).
· Germany (Culture of Quality): IKEA puts a lot of value on durability and precision in Germany. German consumers consider home furnishings a long-term investment. Therefore, IKEA Germany focuses on broad-ranged warranties and highly designed kitchen systems that are on par with the local safety standards (GS marks), which is typical of the German style of life (Sanctuary) and functionality (Mintel, 2025; Mordor Intelligence, 2026).
Pricing Strategy: Value-Driven and Volume-Driven
Pricing in every region has been determined by economic factors, especially the post-2023 inflationary environment.
· Sweden: Pricing is a part of the circular economy. IKEA Sweden heavily advertises the Buy-Back initiative, according to which the cost of any product is compensated by its future price on the IKEA shelves, which is desirable to the Swedish social value of sustainability (MDPI, 2024).
· Germany: Germany is the biggest market of IKEA and follows a model of aggressive pricing which is volume-based. IKEA Germany used "New Lower Price" campaigns and zero-per cent financing to keep its 15.6% worldwide revenue share in the face of a weak retail environment to counter high energy inflation (up to €0.38/kWh in 2025) (Inter IKEA Group, 2025; Eurostat, 2025).


Place Strategy: Urban Density vs. Destination Shopping
Strategy The distribution (place) approach compares the digital-first urbanism in Sweden with Germany's with its strengths in retail.
· Sweden: IKEA has adjusted the urbanisation rate, which is 88 per cent, by establishing Plan and Order points in the city centres. This eliminates the necessity of big suburban-based warehouses and satisfies the Swedish e-commerce interest and preference for the click and collect (Euromonitor, 2025).
· Germany: Germany uses 53 destination stores that are large. Since shopping is considered a leisure activity on the weekend, Germans have these stores located close to the autobahns so as to ensure high physical footfall and showroom experiences (Retailgators, 2025).
Promotion Strategy: Heritage vs. Aspirational Clichés
The promotional material is made to correspond to the ways different cultures understand Swedishness.
· Sweden: Advertisement is not overt and is digital-led. It also concentrates on social storytelling and real-life situations of lagom (balance) and does not emphasise excessive branding but rather the real Swedish lifestyle (Sprintzeal, 2025).
· Germany: Advertisement frequently capitalises on "Swedish Romanticism". German advertisements often apply its Swedish symbols: blue and yellow colours, red wooden houses, and Midsummer themes, since such stereotypes are used as the symbols of the progressive, egalitarian ideal which is connected with the masses of the German audience (Scribd, 2023).
[bookmark: _Toc223393472]4.0 Directional Development Strategy (Germany)
The directional growth of IKEA in Germany, its biggest market worldwide, is no longer focused on aggressive physical expansion but on a so-called digital-physical hybrid and circular growth strategy. In the vision of the Ingka Group, the 2021–2025 strategy is devoted to the penetration of the market by the means of accessibility instead of the large-scale blue-box warehouses (Inter IKEA Group, 2025).
One of the main pillars of this strategy is urban integration. IKEA realised that the German population is becoming more urbanised and concentrated in cities with fewer cars, and it has shifted towards Plan and Order points in cities such as Berlin and Munich. These smaller formats target the complex planning (kitchens and wardrobes) and use a more sophisticated logistical background to do direct home delivery (Retailgators, 2025). Additionally, IKEA Germany has made energy independence one of its competitive advantages. The brand also took action to mitigate the economic uncertainty of the German energy market by investing in domestic solar farm projects to generate more than 73,000 GWh (gigawatt-hours) in 2025 to drive its business and to hedge its dependence on variable utility costs. This shift in focus ensures that IKEA remains the Affordability Leader in a host country where inflation has constrained consumer buying power.
[bookmark: _Toc223393473]5.0 Analysis of this situation in the marketing mix of ethical facts (Germany)
Although IKEA is branded People and Planet Positive, the company has endured a lot of ethical questions with regard to its people and promotion aspects in the German market.
1. Labour Relations (The "People" Element): This is where a significant ethical issue arose in the connection between IKEA and German Works Councils (Betriebsräte). In 2024 and 2025 the workers in different places of Germany participated in a strike due to digital stress and a shortage of staff. Opponents claimed that IKEA was exerting excessive pressure on employees by unnecessarily insisting on automated checkouts and AI-based design software without necessarily compensating them with a restructuring process (The Munich Eye, 2025). This caused a moral lapse of the so-called decent work, which was contrary to the IKEA code of conduct dealing with the wellbeing of employees.
2. Greenwashing Claims (The "Promotion" Element): Environmental NGOs in Germany have criticised IKEA on its promotional emphasis on sustainability. The business model of "Fast Furniture" that encourages high-volume consumption was questioned because of ethical issues. In particular, the wood supply chain of IKEA, which is accused of being connected to the forest protections in Eastern Europe, was investigated, and the wood product was accused of greenwashing in the German press (ResearchGate, 2026). Although IKEA keeps insisting that it follows the FSC standards, the ethical conflict between its low-price (volume-based) strategy and branding its approach as sustainable is a topic of controversy among the German customers who require strict levels of corporate transparency (Mintel, 2025).
[bookmark: _Toc223393474]6.0 Recommendations 
To keep its world leadership, IKEA has to overcome the challenges of the 2026 retail environment and make its international marketing efforts effective; the following strategic suggestions could be offered:
· Hyper-localisation of the home concept: IKEA ought not to be restricted to the example of Swedishness as a fixed aesthetic but start embracing big data to tailor product lines to regional living limitations. In more congested host nations such as Germany, it entails the consideration of modular, sound-insulated or sound-proofed and multi-purpose furniture that meets the needs of the so-called 'urban squeeze' and the increased tendency towards co-generational living.
· Change in the Tactic of Fast Furniture to Service-Orientated Circularity: In order to overcome the criticism and accusations of greenwashing, the brand will need to shift the strategies of its product and process towards the Furniture-as-a-Service (FaaS) model. Introducing the subscription-based approach to leasing and assured buy-back programmes in every large market will make the brand compatible with the sustainability values of Gen Z and Alpha customers.
· Personalisation in the Promotion Mix with AI: IKEA must use generative AI to provide the most personalised online catalogues. Customers should get AR-enabled (augmented reality-enabled) room visualisations of their own floor plans and previous buying history, rather than a generic IKEA Family mailer, which will dramatically lower the number of decisions to make and convert much higher.
· Physical Evidence Investment in Green Logistics: Since place is a vital P, IKEA needs to decarbonise its last-mile delivery. Switching to an all-electric delivery fleet and making stores in the neighbourhood places of fulfilment will save the company money and make a strong, visible statement to their environmental mission.
· Enabling the People Element by Upskilling Digital: To address the issue of labour tensions in its host countries, IKEA needs to invest in the upskilling of its co-workers to the role of an interior consultant instead of a shelf-stocker. They will be able to provide a high-quality service experience that will be worth their place in the market by incorporating human empathy and AI planning tools.




[bookmark: _Toc223393475]Section 2
[bookmark: _Toc223393476]Reflective Report of the Research and Analysis
To evaluate how effectively my research and analytical methods have achieved the above on the first part of this assessment, I have used Gibbs's Reflective Cycle (1988). In this model, the systematic analysis of my experience is possible, starting with the primary data collection of IKEA activities in Sweden and Germany up to the ultimate conclusion on the synthesis of the 7Ps and moral considerations.
Description
It was aimed at performing an extensive international market analysis of IKEA, contrasting its home country (Sweden) with a major home country (Germany). This process was divided into a number of phases:
· Sourcing: Finding scholarly and commercially viable data in 2021-2025.
· Analysis: The use of strategic models, including PESTEL, STP, and the 7Ps.
· Synthesis: The comparison and contrasting of these factors to emphasise the strategy of globalisation in IKEA.
· Formatting: The usage of the UWTSD Harvard Referencing Style and a certain word count.
I also applied the secondary research technique in the process, where I studied reports by Eurostat, Mintel and also Inter IKEA Group to make sure that the information used is a current post-inflation economic climate of 2026.
Feelings
First, I was experiencing pressure over the tight 2021-2025 referencing restriction. Since we are in the early 2020s, locating information that was contemporary and, at the same time, academic demanded a great sense of judgement. I was certain when determining the obvious cultural differences between the Swedish "Lagom" and German "Sanctuary" living, as there existed a solid storyline to the PESTEL and social analyses. Nonetheless, there was a certain frustration in isolating particular sales information about Germany and Sweden because corporate reports tend to combine all data on retail Europe, and more specific searching needs to be done.
Evaluation
The use of the 7Ps framework was the most successful part of the process. The dissection of the marketing mix allowed me to understand that the IKEA physical evidence and process do not only constitute operating decisions but also have a connection with the infrastructure of the host country. To illustrate this, the finding that the German Bureaucracy Relief Act IV would have on the technological adaptation of IKEA was a major win towards the depth of the report.
There were some cons, though, as the number of words allocated to the PESTEL section did not allow me to dig as deep into the legal undertones of the Swedish model of labour versus German "works councils" as I would have done. I needed to focus on clarity rather than on the details which, at first, seemed to me like a betrayal of academic rigour.
Analysis
Technology Adoption Theory was discussed as very essential in the research process. When researching the technological and social segments, it turned out that the reason why IKEA is pursuing its digital-first strategy in Sweden is that the country has low uncertainty avoidance (Hofstede theory). In contrast, the German analysis indicated that the "Economic Necessity" (inflation) tends to prevail over the "Cultural Conservatism", and German customers have to switch to new digital solutions to get 0% financing and price trackers.
It was especially an eye-opening ethical analysis. It made my original view about IKEA a company that was entirely green. A review of the conflict between their high-volume business model of Fast Furniture and the promotion of their products as planet positive showed a large corporate paradox. This phase of the study needed transitioning from a descriptive to a critical mode of thinking that contributed to the high quality of the evaluation.
Conclusion
Considering the work, I have understood that anthropology is no less important than economics in international marketing. In order to genuinely compare two markets, one should not look at the financial reports but the cultural psyche of the consumer. The next time I would do this task, I would dedicate more time at the beginning of the project to mapping the cultural dimensions (Hofstede) before going into the PESTEL factors, as the culture usually gives the answer to the 'why' of the factors of the macro-environment.
I also determined that the UWTSD Harvard referencing style is a very good device for ensuring academic integrity, but I had to be keen to detail during the writing process to prevent making mistakes in the finished reference list.
Action Plan
In other tasks, including my upcoming dissertation on the digital marketing policies of Bunzl PLC, I will apply the following:
· Thematic Mapping in the Early Stage: I will develop a so-called 'Contrast Matrix' to make sure that the elements of a compare and contrast are balanced across the document in the initial stages of the research.
· Diverse Sourcing: I will maintain mixing corporate reports with NGO critiques (as observed in ethical evaluation) so that there will be a more balanced peer-reviewed view.
· Real-Time Referencing: I will also be using referencing software more efficiently in the writing process and less in the editing process to save on time and achieve complete accuracy.
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