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[bookmark: _Toc227878321]Introduction
This report is a critical comparison of the international marketing of IKEA in Germany and China. It claims that IKEA has an internationally consistent brand promise of affordable, functional and more sustainable home furnishing, and tailors its segmentation, targeting, positioning and broader 7Ps strategy to significant cultural, consumer behaviour, digital maturity and economic variations (IKEA, 2025a; IKEA, 2025c). Germany is a mature, high-income market where IKEA can afford to be more dependent on their standardised retail model and value-for-money positioning. In comparison, China is a more intricate and shifting market that is influenced by more robust digital adoption, urbanization, platform-based shopping and evolving lifestyle demands (World Bank, 2025a; Reuters, 2026).
The report hence concludes that China needs to be more adapted than Germany, particularly, in place, process, promotion and choice of products decisions. It also argues that the future of IKEA expansion in China does not lie in the expansion of traditional large format stores, but rather in the creation of digitally integrated, urban and locally oriented retail model that resonates with the modern Chinese consumer behaviour (IKEA China, 2026; Reuters, 2025a).
[bookmark: _Toc227878322]Brand/country overview
[bookmark: _Toc227878323]Brand History
IKEA originated in 1943 in Sweden, when Ingvar Kamprad started the company as a small mail-order company, which grew to be one of the most recognizable home-furnishing retailers in the world. This has been achieved by the unique retail concept, which is a blend of Scandinavian design, flat-pack distribution and self-service shopping, which has enabled the company to be able to provide functional products at comparatively low prices. Despite going global, the brand identity of IKEA has continued to be associated with affordability, practicality and everyday home improvement (IKEA, 2025a; IKEA, 2025b).
[bookmark: _Toc227878324]IKEA’s Core Value Proposition
Value creation in modern marketing involves integrating customer experience, digital interaction and brand relevance (Kotler, Kartajaya and Setiawan, 2021). The essence of the value proposition of IKEA lies in its vision of providing a better everyday life to the many people (IKEA, 2025a). This is operationalised by a strong variety of well-designed and functional home-furnishing products at prices that as many people as possible can afford them (IKEA, 2025b). Thus, IKEA does not only compete in price, but the mix of design, usability and accessibility. This value proposition is particularly applicable in international marketing as it offers a consistent global brand base without losing the ability to localize assortment, store format and customer experience.
[bookmark: _Toc227878325]Why Germany and China Are Useful Comparison Markets
The comparison between Germany and China is very effective as both countries are large markets; however, they are very different in terms of the economic organization and consumer situation. Germany is a high-income economy, with a GDP per capita of approximately US$56,103.7 in 2024, and China had a much lower GDP per capita of approximately US$13,303.1, although China had a much larger total GDP of US18.74 trillion in comparison to Germany of US4.69 trillion (World Bank, 2025a). This contrast is analytically valuable as it assists to explain the variance in purchasing power, value perceptions and probable level of marketing adjustment.
[image: ]
[bookmark: _Toc227878258]Figure 1 GDP per capita (World Bank, 2025a)
Moreover, Germany is a comparatively developed European retail market, and China is a more vibrant and digitally-saturated market context. Consequently, the comparative analysis of these two nations will enable the assessment of the balancing of global consistency and local responsiveness in IKEA.
[bookmark: _Toc227878326]Market Maturity and Strategic Importance
Germany could be perceiving as a mature market of IKEA due to the fact that it is a rich, stable and a highly developed consumer economy. Conversely, China can be considered a strategic growth and transition market. Despite the fact that consumer demand in China has grown more demanding, IKEA still invests there redefining its approach towards the market. According to Reuters, IKEA is shutting down certain large stores in China and is opening smaller-format stores and reinforcing its online presence, such as JD.com, which means that it is adjusting its strategies to fit the new environment, not fleeing (Reuters, 2025a; Reuters, 2026). Therefore, it is possible to compare the market maturity and market transformation between Germany and China.
[bookmark: _Toc227878327]PESTEL comparative market analysis
[bookmark: _Toc227878264]Table 1 PESTEL Analysis
	PESTEL factor
	Germany
	China

	Political and Legal Environment
	Germany presents a comparatively predictable legal context to IKEA influenced by consumer protection regulations in the European Union and the growing demands of sustainability reporting. The EU consumer law aligns pre-purchase information and cancellation rights of online consumers, contributing to the trust in online retail omnichannel and raising compliance expectations on companies operating in Germany (European Commission, 2025a). Furthermore, the EU sustainability reporting regulations have also increased the pressure on big companies to make clear environmental disclosures, which supports the significance of the credibility of sustainability statements in the German market (European Commission, 2025b).
	The legal environment in China is more complicated. Although it provides high scale, developed logistics and a good contribution to e-commerce, companies also have to deal with more stringent control over online platforms and personal data. The E-Commerce Law of China governs online commerce and consumer protection, whereas the Personal Information Protection Law enforces more stringent data-handling policies (FAOLEX, 2018; National People’s Congress, 2021). 
Thus, IKEA will need to be more digitally compliant, and platform-management oriented in China than in Germany.

	Economic Environment
	Germany is the more economically strong premium-value market of IKEA. According to the data provided by the World Bank, in 2024, Germany had a GDP per capita of US56,103.7, and in China, it is 13,303.1 (World Bank, 2025a). This increased income status helps IKEA to maintain the value-for-money price within the families, renters and home improvers who are willing to spend less on design, but still can afford home planning, delivery and furnishing upgrades.
	China on the other hand is bigger in aggregate size but more skewed in consumer buying power. It has a GDP of US$18.74 trillion in 2024, much higher than that of Germany of US$4.69 trillion, but the average household purchasing power is lower (World Bank, 2025b). This is important since affordability is the key to the success of IKEA in China. Meanwhile, the decline in the Chinese property sector and the decrease in consumer spending have undermined the demand of home purchases and IKEA needed to re-evaluate its old model of large store (Reuters, 2025a). 
Germany is thus more stable in spending, whereas China is bigger in scale but more volatile.

	Social and Cultural Environment
	One of the key reasons why IKEA will have to market differently in Germany and China is social and cultural differences. When comparing Germany and China, Hofstede indicates that Germany is more individualistic and uncertainty avoidant, whereas China is more collectivist and much more robust in long-term orientation (Hofstede, 2025). Such variations influence consumer evaluation of home-furnishing products and shopping experiences. Higher individualism in Germany implies that consumers will tend to make independent decisions in purchasing and attach importance to detailed product information, open prices, reliability and planning instruments. The higher uncertainty avoidance means that quality assurance and reliable service are the more significant. In the case of IKEA, this helps in a marketing strategy that revolves around clarity, planning support and trust.
	Consumer behaviour in China is driven more by the family expectations, social context and long-term value. The density of the cities is also important since a lot of consumers occupy small apartments, and compact and multifunctional furniture is demanded.
This, in conjunction with robust digital and social ecosystems, drives IKEA towards further localisation in China.

	Technological Environment
	This opposition is strengthened by technology. Germany is a key omnichannel market, yet retail is not as reliant on a small number of dominant digital platforms.
	In comparison, the retail setting in China is much more platform based. Alipay and WeChat Pay are officially accepted in IKEA China, and its online ecosystem consists of both its own digital platforms and significant third-party platforms (IKEA China, 2025a). In a broader online expansion, IKEA, according to Reuters, has grown in China via Tmall and JD.com (Reuters, 2025a).
It implies that digital interface and platform presence is not a secondary channel option in China; it is a fundamental aspect of competitive position in the market.

	Environmental Environment
	The environmental expectations are important in both markets, yet, in Germany, they are particularly important since sustainability has a stronger impact on brand trust. According to IKEA, its overall greenhouse-gas emissions in FY24 were 5% less than FY23 and 28% less than its FY16 baseline, demonstrating an objective improvement in its sustainability performance (IKEA, 2025c). Nevertheless, other NGOs like Greenpeace have still been critical of certain aspects of the IKEA sourcing chain, including claims of sourcing old-growth forest (Greenpeace, 2024).
The environmental expectations are important in both markets.
This presents opportunity and risk: sustainability has the potential to reinforce the positioning of IKEA but must be perceived as credible and evidence-based.


[bookmark: _Toc227878328]Comparison of STP in China and Germany
The STP framework is fundamental in international marketing as it enables firms to identify, target and position offerings effectively across different markets (Kotler and Armstrong, 2024).
[bookmark: _Toc227878265]Table 2 IKEA STP comparison in Germany and China
	STP element
	Germany
	China

	Segmentation
	Renters, families, young professionals, home improvers
	Urban households, young digital consumers, small-apartment residents

	Targeting
	Broad middle-income market
	Younger, urban, digitally active consumers

	Positioning
	Affordable, reliable, sustainable Scandinavian design
	Affordable, stylish, space-saving and digitally accessible home solutions


[bookmark: _Toc227878329]Segmentation
IKEA segmentation logic in Germany and China is broadly similar with some difference in focus depending on the market conditions. The brand could divide demographically in both countries between young adults, families, renters, first-home buyers, and small-business customers. This can be traced to the service architecture of IKEA: planning appointments, delivery, Click and Collect and assembly can be offered in Germany, whereas in China, delivery, assembly, installation, and business-oriented solutions can be proposed, which makes sense in both household and small-business segments (IKEA Germany, 2025a; IKEA China, 2025b; IKEA China, 2025
In terms of psychographics, IKEA is attractive in the two countries to value seeking, design conscious and practical customers. The difference is more apparent behaviourally. In Germany, DIY is a component of the brand experience, but the customers may include planning and assembly services. Digital convenience and service dependence, as well as the focus on one-to-one design, planning and guided support, shape segmentation in China more (IKEA Germany, 2025b; IKEA China, 2025d).
[bookmark: _Toc227878330]Targeting
In Germany, IKEA seems to focus on a wide middle-income group comprising of renters, families and young urban professionals that want the affordability of functional design. The fact that planning consultations, measurements, delivery and assembly are dominant is an indication that IKEA is maximising a mature market by assisting mainstream households furnish homes more effectively (IKEA Germany, 2025a).
In China, IKEA targets more selectively and urban. The firm seems to target younger digitally sensitive buyers, first-apartment households and customers that require compact-space solutions. The site, app, WeChat mini-program, Tmall and JD are part of its ecosystem, which means that customers should be able to flow easily between the digital channels (IKEA China, 2025e; IKEA China, 2026).
[bookmark: _Toc227878331]Positioning
In Germany, IKEA is placed as a low-cost Scandinavian design with convenient, sustainable and trustworthy solutions to homes. The focus on consultation, planning, care instructions, delivery and assembly helps to establish a positioning based on the trust and organised decision-making (IKEA Germany, 2025a; IKEA Germany, 2025c).
In China, IKEA is being more of a low-cost, trendy, space-saving and digitally available home solutions to urban living. One-to-one design services, delivery, assembly and digital touchpoints will further entrench the brand into the daily urban digital life (IKEA China, 2025d; IKEA China, 2026).
Generally, the STP of IKEA in Germany is more inclined to a mature-market optimisation model, but in China it is a localisation model influenced by urban density, online shopping and evolving lifestyle dreams. The main customer promise is the same in both markets, yet the Chinese market needs much more significant adaptation in the priorities of target and customer interface.
[bookmark: _Toc227878332]Comparison of the international marketing mix / 7Ps
The international marketing mix is the set of decisions that a firm can control in order to generate value in the international markets (Kotler, Keller and Chernev, 2022). The 7ps is more appropriate in retail settings like IKEA where traditional 4Ps are enhanced with people, process and physical evidence since the customer offering includes a combination of products with the help of planning, delivery, assembly and store experience. According to recent studies, the success of the 7Ps is not determined by any particular factor but rather by the coordination of the 7ps with the local market conditions and customer expectations (Rohit, Ranjan and Shainesh, 2025; Hultman and Oghazi, 2024).
[image: How to use the 7Ps Marketing Mix strategy model?]
[bookmark: _Toc227878259]Figure 4 7Ps of Marketing Mix (Hultman and Oghazi, 2024)
[bookmark: _Toc227878333]Product
The extensive and relatively standardised product line that IKEA has in Germany performs well due to the fact that the market is wealthy, well organised and well versed in self directed home improvement. IKEA Germany reinforces perceptions of durability, reliability and practical value with planning consultations, room planners and product-support tools. Sustainability and circularity also relate to product value, which is important in a market where environmental credibility is a factor of trust (IKEA Germany, 2025d; IKEA Germany, 2025e; IKEA, 2025c).
Product adaptation is more apparent in China. IKEA China advertises the one-to-one design services, online planning and room-specific services, which indicates that products have more powerful service components attached to eliminate the uncertainty of buying. The reason behind this is that high density in urban living conditions leads to demand of compact, multifunctional and apartment-friendly furniture. It has also been found that perceived risk can be decreased with the help of digital visualisation tools and that purchase intention can be enhanced (IKEA China, 2025d; IKEA China, 2025f; Bonnin, 2020).
[bookmark: _Toc227878334]Price
IKEA has a low-price promise in Germany, which is a value proposition instead of merely a low-cost indicator (Tjiptojuwono and Oetomo, 2022). Consumers are fairly well-off; therefore, price is evaluated in conjunction with design, reliability and convenience of service. Consequently, IKEA competes with value on the basis of money and not based on low cost per se (World Bank, 2025b; IKEA Germany, 2025f).
Price sensitivity is more acute in China, due to lower average purchasing power and lower consumer confidence due to wider economic stress. According to Reuters, the weaker spending and property boom in China are re-defining the IKEA strategy of entering the Chinese market, because both influence the home-furnishing demand. Here, the significance of price-value communication increases, and local payment methods like Alipay and WeChat Pay decrease the friction of transaction (Reuters, 2026; IKEA China, 2025a).
[bookmark: _Toc227878335]Place
One of the most evident distinctions between the two markets is place. In Germany, IKEA still maintains a national network of large stores with the help of e-commerce, delivery and Click & Collect. The physical stores will continue to be experience points where customers can test products, collect ideas and consultancy services prior to purchase (IKEA Germany, 2025f; IKEA Germany, 2025g; IKEA Germany, 2025a).
The place is far more localised and distributed digitally in China. The IKEA China network consists of not only full stores but also experience centres and plan-and-order points, as well as the site, app, WeChat mini-program, Tmall and JD. Reuters also states that IKEA is shutting down some of its big stores in China and launching smaller formats and fortifying online platforms. This means that there was a significant adjustment to Chinese shopping culture and city geography (IKEA China, 2025g; IKEA China, 2026; Reuters, 2025a; Reuters, 2026).
[bookmark: _Toc227878336]Promotion
Promotion will most probably be most effective in Germany when it is practical, lifestyle-led and trust-building. This suits a market where sustainability, transparency and usefulness of products are highly valued to brand judgment. Studies indicate that international promotion is better performed in accordance with the local environmental conditions instead of being considered either completely standardised or completely adapted (Hultman and Oghazi, 2024; IKEA, 2025c).
Promotion in China needs to be more localised as digital ecosystems influence brand discovery and engagement. Integration via Tmall, JD and WeChat platforms is equally as significant as traditional advertising. Simultaneously, the previous advert scandal in China that IKEA had to face demonstrates that localisation should be culturally aware, or promotion will harm legitimacy, instead of reinforcing it (Reuters, 2017; Reuters, 2025a; IKEA China, 2026).
[bookmark: _Toc227878337]People and Process
In Germany, planning, consultation and logistics are primarily supported by staff in a relatively self-oriented shopping culture. The more active advisory role of people in China is achieved by one-to-one design services and guided support, which is applicable in smaller homes and digitally mediated purchases (IKEA Germany, 2025d; IKEA Germany, 2025e; IKEA China, 2025d; Sharma and Fatima, 2024).
Process also differs. The process in Germany is omnichannel and relatively simple: browse, plan, order, collect or get delivery. In China, it is more digitally integrated, through app-based browsing, WeChat touchpoints, digital payment and coordinated delivery. It has been found that the seamless omnichannel experiences are significant to future usage (IKEA China, 2025a; IKEA China, 2025e; Yao et al., 2023; Sharma and Fatima, 2024).
[bookmark: _Toc227878338]Physical Evidence
The giant warehouse-like store in Germany is entirely in line with the international IKEA identity. Reduction of smaller formats, experience centres and plan-and-order points in China are transforming the physical expression of the brand, with adaptation and not straightforward standardisation (IKEA China, 2025g; Reuters, 2026).
In general, the evidence indicates that IKEA standardises its core brand identity, design philosophy and value proposition, however, its operational marketing mix in China is much more customised to the country than in Germany, particularly in place, process, promotion and the choice of selected product decisions. Germany is a mature-market optimisation model, and China needs a more digitalised integrated, and urban-localised 7Ps model.
[bookmark: _Toc227878339]Directional Development Strategy in China
The directional development strategy of IKEA in China is gradually founded on market development, channel transformation and selective adaptation, as opposed to the expansion based on the traditional out-of-town big-box format. This can be interpreted as a combination of market penetration and market development, both via format innovation and omnichannel expansion, and not retrenchment only, in Ansoff terms (Ansoff, 1957; Reuters, 2026). Store closures might seem to be defensive, but the strategy behind them can be considered as a strategic rearrangement of the way IKEA communicates with Chinese consumers.
[image: ]
[bookmark: _Toc227878260]Figure 5 Ansoff Matrix (Ansoff, 1957)
One of the main factors that have contributed to this change is the evolving nature of Chinese retail demand. According to Reuters, IKEA stated that it would close down seven stores in China in February 2026 and set to open over ten smaller-format stores in the next two years, especially in large cities like Beijing and Shenzhen (Reuters, 2026). This transformation is indicative of a weaker consumer demand, the impacts of the property slowdown and the necessity to be nearer to the high-density urban clients. But it is also representative of proactive congruence to Chinese shopping behaviour, which is becoming more digital, convenience-driven and platform-based.
This interpretation is supported by the own statement of IKEA. The company wrote, in its announcement Building a Resilient IKEA China for Future Growth, that in its effort to optimise store layouts, customers could still shop via the IKEA site, app, WeChat shoppable mini-program, Tmall and JD flagship stores, even in the impacted cities (IKEA China, 2026). This indicates that the strategy is not an exit of the market. Rather, IKEA is de-platforming big box stores and increasing its touchpoints by becoming more digital with smaller urban outposts.
This channel transformation strategy is also strengthened by the introduction of the flagship of IKEA in 2025 in JD.com. According to Reuters, the JD launch was a part of the IKEA strategy to consolidate online presence in China, where competition is fierce and platform ecosystems are at the core of consumer discovery and purchase (Reuters, 2025a). This implies that IKEA is addressing not just economic pressure, but also structural changes in the way Chinese customers window shop, compare and purchase home-furnishing goods.
Generally, the directional development strategy that IKEA has adopted in China can be seen as adaptive market reconfiguration. It is a combination of defensive response to less vigorous consumer spending and active investment in smaller formats, platform retail and digital accessibility. Thus, instead of retreating, IKEA is re-designing its route to market, so that it could stay relevant in one of its most strategically significant yet fast-evolving international markets (IKEA China, 2026; Reuters, 2026).
[bookmark: _Toc227878340]Evaluation of ethical issues
Ethical evaluation is important in international marketing because brands must not only adapt to local markets, but also ensure that their marketing practices remain responsible, inclusive and trustworthy. Murphy’s virtue ethics framework is useful here because it links marketing ethics with virtues such as integrity, fairness, trust, respect, empathy and transparency (Murphy, 1999).
[bookmark: _Toc227878266]Table 3 Virtue ethics and marketing
[image: ]
[bookmark: _Toc227878341]Promotional ethics in China
One of the significant ethical concerns of IKEA in China regards the element of marketing mix promotion. In 2017, IKEA pulled a television advert after being criticised as stigmatising of unmarried women and perpetuating sexist family norms. According to Reuters, the advert featured a mother telling her daughter that, should she fail to bring back a boyfriend, she should not call her mum, which most viewers interpreted as an insult against single women and as an act normalising social pressure in the context of getting married (Yi, 2017). This is ethically important as it demonstrates how localised advertising may not work when it is based on damaging stereotypes rather than on a culturally sensitive understanding. In marketing terms, it was not just inadequate creative decision-making but also a reputational loss that undermined brand inclusivity and trust.
[image: No boyfriend? Don't call me Mum': Ikea pulls 'sexist' ad in China]
[bookmark: _Toc227878261]Figure 4 No boyfriend? Don't call me Mum (Yi, 2017)
[bookmark: _Toc227878342]Green Washing, Green Marketing and sustainability in Germany and Europe
The second ethical concern is the sustainability communication of IKEA in Europe, especially in Germany due to the high level of environmental credibility of German consumers. IKEA declares that in FY24 its overall climate footprint was reduced by 5% compared to FY23 and by 28% compared to FY16 (IKEA, 2025c). These statistics endorse its responsible retailing story. In 2024, however, Greenpeace claimed that suppliers contracting to IKEA were harvesting wood in some of the few remaining old-growth forests in Romania, including reserves, and that their products might be associated with forestry practices that harm the environment (Greenpeace, 2024).
[image: ]
[bookmark: _Toc227878262]Figure 5 Performance vs. baseline FY16 (million tonnes CO2 eq) (IKEA, 2025c)
The ethical question, then, is not whether or not IKEA has sustainability objectives, but rather whether or not its marketing messaging can exaggerate environmental performance as compared to the complexity of its supply chain. In Germany, where sustainability is a key factor that determines trust and buying behaviour, any disconnect between the message and sourcing practice can bring about allegations of greenwashing.
[bookmark: _Toc227878343]Broader corporate legitimacy
Another related problem is that IKEA in 2024 has promised to pay a German compensation fund of €6 million to former East German political prisoners who were compelled to create goods, including IKEA products, during the Cold War. Even though this is not about the marketing mix today, but about the responsibility of the past, it influences the ethical legitimacy of the German market by creating a new image of accountability in people (Milne and Pitel, 2024).
In general, inconsistency between brand messages and local implementation, particularly, promotion and sustainability communication is the primary ethical challenge of IKEA that is not expressed in the stated values. The China advertising case demonstrates the risks of culturally insensitive localisation and the European sourcing debate demonstrates that the sustainability assertions should be supported by clear and credible supply-chain practice.
[bookmark: _Toc227878344]Recommendations
[bookmark: _Toc227878345]Intensify localisation of cities in China
IKEA needs to increase the number of compact urban formats, experience centres, and plan-and-order points in China rather than use primarily large suburban stores. According to IKEA China, more and more customers can be served by the site, app, WeChat mini-program, Tmall and JD even where portfolios of stores are being optimised (IKEA China, 2026). Reuters also informs that IKEA is shutting down some large stores and intends to open over ten smaller-format stores in major cities in China, which evidences that its further development is conditional on the proximity, convenience, and omnichannel access (Reuters, 2026).
[bookmark: _Toc227878346]Enhance culturally competent marketing in China.
Any large scale campaigns in China must be subjected to a local cultural review panel before being released. This would decrease the reputational risk and enhance message relevance. The example of the IKEA ad that was withdrawn due to its offensive Chinese ad demonstrates that the miscalculated localisation may ruin brand loyalty in a very short period of time (Reuters, 2017). It is also indicated that global promotion is more successful when the communication is adjusted to local customer preferences and local market conditions (Hultman and Oghazi, 2024).
[bookmark: _Toc227878347]Enhance sustainability transparency both in Germany and internationally.
IKEA needs to give more transparent sourcing reports, better third-party checks and more comprehensive sustainability reporting. This is particularly significant in Germany, where environmental credibility has a significant influence on trust. Though IKEA documents that its climate footprint in FY24 was reduced by 5 percent compared to FY23 and 28 percent compared to its FY16 benchmark, NGOs criticism indicates that sustainability claims can still be questioned when communication seems to be more robust than supply-chain practice (IKEA, 2025c; Greenpeace, 2024).
[bookmark: _Toc227878348]Division into smaller segments in both markets.
IKEA needs to become more segmented instead of adopting a mass-market strategy. Communication in Germany should be more directed to family life, value of reliability and sustainability. In China, IKEA needs to focus on small-space urban households, younger digitally-aware consumers and customers who demand platform-led convenience as this country has a more digital and format-driven retail landscape (IKEA China, 2026; Reuters, 2026).
[bookmark: _Toc227878349]Conclusion
To sum up, the case of IKEA demonstrates that successful international marketing does not require either standardisation or adaptation, but rather an understanding of what aspects of the value proposition need to be kept global and which ones need to be restructured to be local. IKEA ought to maintain its global image of low priced, practical design but change channel structure, communication and chosen service and product aspects further in China and strengthen sustainability credibility in Germany and elsewhere.
[bookmark: _Toc227878350]Reflective Account based on Kolb Experiential Learning Cycle
The experiential learning cycle proposed by Kolb considers learning as a process that passes through four steps: concrete experience, reflective observation, abstract conceptualisation and active experimentation. This model can be adopted in this case since I can not only contemplate what I did in the preparation of Section 1, but also how the process altered my vision of what international marketing is and how it impacted my academic practice (Kolb, 1984).
[image: Kolb's Learning Styles & Experiential Learning Cycle]
[bookmark: _Toc227878263]Figure 7 Experiential Learning Cycle (Kolb, 1984)
[bookmark: _Toc227878351]Concrete Experience
I started with selecting a brand and two countries where I would be able to draw a meaningful comparison. I have chosen IKEA, Germany and China since this mix provided definite differences in culture, consumer behaviour, digital maturity and economic context. In the research phase, I used academic journal articles, company sources, Reuters and institutional data like the World Bank to obtain information. I then tabulated the content according to the necessary assignment titles, such as PESTEL, STP, the 7Ps, ethical concerns and suggestions. This phase proved to be challenging since the volume of information available was huge and I needed to select the evidence that was credible, relevant and up to date to be used in postgraduate-level work.
[bookmark: _Toc227878352]Reflective Observation
In retrospect, the choice to construct the report based on comparison and not description was one of the strongest aspects of my process. Initially, I was inclined to gather facts separately on Germany and China and this made the analysis seem disjointed. After restructuring my notes into face points of opposition, the report was more logical and critical. Another observation that I made was that I originally overused company websites, which were helpful in providing operational information but not in critical analysis. This brought me into a better realization that I need to balance between company sources and academic and journalistic evidence. One of the benefits of reflective writing in higher education is that it serves to assist students in recognizing such strengths and weaknesses in their own learning process (Alt et al., 2022).
[bookmark: _Toc227878353]Abstract Conceptualisation
It was a process that enabled me to formulate some general insights. First, I realised that international marketing is not merely a matter of a standardisation versus adaptation. Rather, companies have to determine what aspects of the brand can be kept on a global level and what will have to be adjusted to the local environment. The main promise of cheap and practical home furnishing in the case of IKEA is not changing, but China demands more localisation in terms of store format, online channels and advertising sensitivity. Second, I came to know that effective academic work does not simply involve gathering sources, but it involves constructing an argument out of sources. Theories like PESTEL, STP and the 7Ps helped me to analyze the situation but I only used them as interpretive tools as opposed to headings. This reinforces the notion by Kolb that reflection ought to result in ideas and new knowledge, as opposed to mere memory of experience (Kolb, 1984).
[bookmark: _Toc227878354]Active Experimentation
Given a similar task in the future, I would make some modifications in my process. I would start by establishing a comparison chart at the very beginning so that the evidence about each country could be overlaid on the same parameters. Another thing I would do is maintaining a more systematic reference record when taking notes to prevent the need to spend additional time later on to check the consistency of citation. Moreover, I would consult academic literature sooner, not later, than gathering company and media sources, since this would reinforce the analytical framework at an initial stage. Lastly, I would write section conclusions earlier, which assisted me to transition between description and judgement. I will use these refinements in my future work to make my work more effective and critically oriented.
On the whole, the application of the Kolb cycle has enabled me to realize that the process of researching and writing this report was not only an academic exercise but also a learning experience that has allowed me to become a better comparator of markets, assessor of evidence and user of theory in real world international marketing decisions.
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Figure 5.1 The seven elements of the marketing mix
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