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[bookmark: _Toc111481438] 	Introduction
 	The current report will be focusing on IKEA's business operations and activities in South Asia. The domain of Bangladesh has potential when it comes to the businesses concerned with home textiles and other products. IKEA has further been envisioned for creating a better life based on enhancing the living standards of the people of Bangladesh by providing them with domestic products at affordable prices. The following report will further provide knowledge about numerous influences impacting the business of IKEA and either hindering or supporting them in harmonising the operational activities. Porter's five forces model will further describe the competitive influences and threats that have been impacting the venture's approach to pursuing its aims and objectives.

[bookmark: _Toc111481439] 	Overview of the Company
 	IKEA is based in Sweden and has been internationally recognised as a global retailer of home products. IKEA has planned to elevate its purchasing volume from Bangladesh, which will be mainly based on home textile products (Vahlne and Jonsson, 2017). The venture’s management has estimated that the purchases will hit the projected benchmark of 300 million euros within a year. It has already been determined by the officials of IKEA that the venture has been seeking a huge potential within the domain of Bangladesh. IKEA has begun purchasing home textiles in 1997 from Bangladesh and commenced a small working station in 2000 in Dhaka. IKEA has aimed at multiplying the business revenues and outputs by three times in the near future. IKEA’s management has shown concern in purchasing ceramics and carpets, apart from home textiles (Hagberg and Jonsson, 2022). IKEA has managed to establish 253 stores in 24 different nations, which as per the previous year's estimations has received a visit from 565 million people. IKEA has projected 10% of its products in the USA, 15% of its products in Germany, and 10% of its products in France. As far as the reputation of IKEA in Bangladesh is concerned, IKEA has gained prominence among 50 different Swedish companies operating in the same sector. IKEA has further gained global recognition due to its Scandinavian style of home furniture, which up to its major proportion tends to be flat-packed and ready to be assembled by the purchaser.

[bookmark: _Toc111481440] 	Application of theories of the business environment
[bookmark: _Toc111481441] 	PESTLE Analysis
[bookmark: _Toc111481442]Political
Ever since IKEA has managed to expand to more than 41 nations, the venture has faced complexities as far as following the rules and regulations of the different national domains is concerned. Though, it happens that few nations are flexible enough to observe the same political influences and share similar bills. It has become obvious that business ventures are influenced by any imbalance in political circumstances (Sin et al., 2021). In the absence of such circumstances, it is not possible to ensure the economic stability of the nation thus impacting the business operations of the venture.

[bookmark: _Toc111481443]Economical
Ever since IKEA has indulged in the business operations of home textiles in the South Asian markets, it will observe the impacts of international laws. It has been ascertained from the economic imbalances that people often demand products to satisfy their basic needs rather than for luxurious purposes. IKEA has presumed that meeting the financial demands has become constrained due to the economic recession, thus they have managed their product prices by keeping the consumer’s facilitation in mind (Thomas et al., 2021). Thus, it has reflected on consumers' behaviour and they have inclined towards IKEA for convenient home furnishing. 

[bookmark: _Toc111481444]Social
As far as the social context of the South Asian domain is concerned, IKEA will be facing confrontation due to the change in the values and preferences of the social context. IKEA has never preferred offending social values, just because they have been associated with the international domain (Santos, 2019). This is the reason that IKEA has been cherished by the people in the South Asian region. Unfortunately, IKEA has never aligned their efforts which have been reflected in its initiative of removing a couple of the same gender from its magazines. However, homosexuality has been socially accepted in a few regions while confronted by others. 

[bookmark: _Toc111481445]Technological
Determining the most recent preference of the global populace for checking the products online, IKEA has diverted their focus from offering paper catalogues that have gone obsolete. IKEA has established its website and sorted products by keeping consumer preferences in mind (Ehsan Ullah et al., 2016). Consumer preferences transform with respect to the change in the region. Yet, IKEA's website has incorporated all-inclusive product offerings and can be accessed and availed anywhere anytime. IKEA has further aimed at providing current offerings regarding sales and home decor inspirations through IKEA’s website. 

[bookmark: _Toc111481446]Legal
IKEA has been exposed to the legal aspects and threats as same as other big businesses. IKEA should follow the laws and regulations dictated by the nations while doing operations within the state as well as show compliance with international laws (Strucińska, 2020). Operation on a global scale has demanded that business ventures observe labour and employment laws and prevent negating the rights and directives defined by the labour and employment acts. IKEA should determine laws and legislature to prevent landing in the news for reflecting poor quality products.

[bookmark: _Toc111481447]Environmental
Ever since the environmental aspects and their influences on business ventures are concerned, IKEA has observed that the global populace has begun showing concern towards environmental protection and eco-friendliness. This is the reason that has compelled the global scale ventures to reflect CSR alternatives within their business operations methodologies. The South Asian context has been recognised as an environmentally favourable region of the world, though the increased business operations and activities by the global scale ventures have contributed to polluting the domain (Carlson and Liljekvist, 2015). Thus, IKEA has been compelled to invest in consuming renewable energy and sustainable resources in nations that are not financially strong to ensure compliance with sustainable and waste management strategies in their business operations.  


[bookmark: _Toc111481448]Porter Five Forces Analysis of IKEA
[bookmark: _Toc111481449]Competitive Rivalry
Stats and studies have indicated the escalation of the furniture industry based on the upsurge in the revenue scale during the previous few years (Wu, 2020). As far as the context of Bangladesh is concerned, various local ventures have strengthened business in the furniture market, and IKEA will probably have to maintain strong strategies for confronting such local vendors. Like IKEA, various other international business giants such as Amazon, Wal-Mart, Tesco, etc. have set their eyes on furniture retail in the context of Bangladesh which has further intensified business competition.

[bookmark: _Toc111481450]Bargaining Power of Suppliers
As far as the business expansion in the Bangladesh segment is concerned, suppliers have strengthened their hold due to numerous options available in the market for selling their raw materials to various furniture manufacturers on a local and international scale. It has been ascertained that wood has been diminishing and has gotten scarce due to forest vanishing (Jelčić, 2019). The venture has determined the strength and position of suppliers in the Bangladesh segment.

[bookmark: _Toc111481451]Bargaining Power of Buyers
Buyers in the context of the Bangladesh domain have maintained power due to the provision of various furniture manufacturers both on a local and international scale. It represents that buyers are capable of switching brands in Bangladesh, thus, IKEA should have to take care of buyers' preferences while positioning (Carlson and Liljekvist, 2015). Buyers have maintained power and hold in the furniture market due to a lack of radical innovation. It represents that the presence of several players in the market has lowered the bargaining power of buyers.

[bookmark: _Toc111481452]The threat of new entrants
According to Liljekvist et al. (2015), new entrants confront hurdles in an industry where various giants have covered huge segments in the furniture markets. Evaluating the furniture business in Bangladesh markets from the perspective of processes, capital and expertise the threat of new entrants becomes higher. A small amount of capital will be sufficient for furniture manufacturing, provided that skilled labour is available.

[bookmark: _Toc111481453]Threat of substitutes
As per the estimations of GHICAJANU (2021), the need for furniture and home textile can never be replaced nor substituted with anything else. However, the trends and styles have kept on changing over time. IKEA has secured a competitive edge in home textile due to keeping its innovation and creative aspects higher. Though, local scale vendors have further induced complexities due to substituting the products concerning home textile and furniture.

[bookmark: _Toc111481454] 	Hofstede Model
[bookmark: _Toc111481455]Power Distance
This dimension has higher scores in the context of Bangladesh, where people prefer a hierarchical organizational structure. This represents that IKEA has to remain focused on refining strategies concerning tasks and responsibilities within the organization to ensure optimum communication and performance benchmarks. Hierarchical structure within the organization reflects inherent inequalities while keeping centralization popular (Reitz, 2018).

[bookmark: _Toc111481456]Individualism
This dimension has scored lower in the context of Bangladesh, which is due to the cultural preferences and demand for a collectivistic society. Larsson and Schiehle (2016) noted that loyalty within the collectivist culture has always been paramount and often overrides the rules and regulations within such societies. IKEA in such sort of societies should flourish in the organizational association among the employees as social relationships are always cherished in Bangladesh. This will further impact the organizational culture, employee and employer relations, and prospects for promotion and elevation within IKEA.

[bookmark: _Toc111481457]Masculinity
The domain of Bangladesh has remained neutral as far as this dimension is concerned; however, on the same side, it has been determined that the society of Bangladesh has been driven by competition, attainment, and progression (Zeidabadi and Salehi, 2019). IKEA will have to do business in Bangladesh by keeping such social aspects highlighted. Also, the success in the business among such sort of collective societies can be determined by the winner, which has been engendered from schooling and continues to flourish throughout the organizational life and culture.

[bookmark: _Toc111481458]Uncertainty
This dimension has to do with the way that the future cannot be predicted earlier by incorporating and implementing any of the measures due to the unknown prevalence of events. This is the reason that this dimension in the context of Bangladesh has scored higher. IKEA will have to incorporate organizational rules by keeping the emotional quotient higher (Nguyen and Nguyen, 2022). Time has been given greater preference among societies such as Bangladesh, while people urge to work hard to earn fortunes and elevate their current standard of living.

[bookmark: _Toc111481459]Long term orientation
This dimension describes how social culture in Bangladesh has associated its traditional approaches while dealing with the most recent confrontations in domestic and global business. Normative societies have scored lower as far as this dimension is concerned, while IKEA has incorporated time-honoured traditions and norms by determining societal change and preferences highlighted. According to Khan and Shafiq (2021), such sort of cultural context implements a pragmatic approach for encouraging efforts and thrift in modern education to prepare for the future. 

[bookmark: _Toc111481460]Indulgence
As far as this dimension is concerned, IKEA will be required to concentrate on the social aspects within the organization as well as the external business relationship for maintaining a significant share in the business markets. IKEA should never emphasize leisure time and control the gratification of desire while doing business in the restrained society of Bangladesh. People have established orientation with the perception that their actions are founded on social norms, which significantly determines that indulging them, will be ambiguous (Morgan, 2020). IKEA's inclusive organizational culture might eliminate such preference while doing business within the social context of Bangladesh.

[bookmark: _Toc111481461] 	Opportunities and Challenges
[bookmark: _Toc111481462]Opportunities
· IKEA has gained global recognition due to its affordable price range while ensuring the provision of a wide range of well-designed functional home furniture. Affordable price has been determined as a predominant idea behind crafting a viable business strategy that could be undertaken by IKEA while operating in the business context of Bangladesh (Rodrigues and Brandão, 2021).
· IKEA has further perceived that strongly undertaking responsibility for the development of a social environment in which IKEA operates. IKEA has further incorporated managers and employees that offer viable support for constantly ensuring the provision of social and environmental responsibility that is reflected in their routine-based activities.
· IKEA has undertaken environmental friendly measures and incorporated strategies that reflect the importance of corporate social responsibility in business operations (Siegfried, 2017). Ever since the domain of Bangladesh is accounted for under the developing economies, thus, it is equally probable that IKEA might face unavailability of resources which augments another challenge for the venture to meet the ensured demands of corporate governance.

[bookmark: _Toc111481463]Challenges
· The most prominent challenge for ventures doing business in Bangladesh is the short-term mentality among vendors. It has further been ascertained that success in businesses precisely concerned with product manufacturing has maintained reliance on the relations and reliable network of vendors (Dumetz et al., 2020). However, in the context of Bangladesh whenever a new vendor is incorporated into the business relationship. Then the major concern of the vendor is to benefit him as much as they can within the short term.
· IKEA might face confrontation in the context of Bangladesh due to payment delays from corporate clients. As far as the context of Bangladesh is concerned, the majority of the well-reputed ventures have faced troubles due to delays in payments from corporate clients that impact business relationships (Liu et al., 2020). This is the reason that majority of business relations never sustain longer among businesses in Bangladesh.
· Not having a skilled workforce is another challenge IKEA could face while doing business in Bangladesh (Bergling and Tranefalk, 2021). Not having the skilled workforce for the desired positions precisely at the middle or top managerial level is the hurdle that is faced by various bigger-scale ventures such as IKEA. This is another reason why various unethical and immoral activities at the top managerial level take place. Some decisions require ethical consideration and aptitude of morality by the personnel appointed at the top or middle-scale managerial position.

[bookmark: _Toc111481464] 	Barriers faced by IKEA in Bangladesh
· IKEA will be vulnerable to the change in organizational values that mostly demands social perception and individual approach to business understanding (Hoque et al., 2021). No matter how many times the policies and procedures are altered, IKEA will never be able to transform the mentality throughout the entire of Bangladesh.
· The long-term sustainability of vendors has become another issue due to which IKEA's progression is constrained. The selfish approach of vendors and making the most benefit out of the vendor-organization relationship could adversely impact the business of IKEA.
· Like various other businesses in the segment of Bangladesh, the consumer market is immature. Ever since the economy of Bangladesh has been comprised as the 8th largest economy; therefore, it makes a very lucrative opportunity for the manufacturing business for numerous entrepreneurs (Islam and Islam, 2021). However, the extent of barriers is always higher among diverse and larger markets.
· Another barrier to the manufacturing business of furniture is concerned with the constrained development and urbanization from Puran Dhaka to Uttara. This might confront the facilitation of the general populace of Bangladesh to take into consideration the innovation and creativity engendered by IKEA for its product manufacturing.
· The increasing scale of corruption across Bangladesh is another barrier for IKEA to pursue its business (Ayeb-Karlsson et al., 2016). Even in well-known and few established multinationals, greasing the palms of the procurement department for winning the contracts has become common in developing nations like Bangladesh. The increasing scale of corruption has neither only corroded the b2b markets, yet it has impacted the b2c businesses as well.

[bookmark: _Toc111481465] 	Recommendations
· As far as business operations in Bangladesh are concerned, it is recommended to IKEA that IKEA should prioritize the prices of its products by keeping the income scale of the general populace of Bangladesh. However, achieving cost-effectiveness can support IKEA in attaining a competitive edge in the manufacturing sector in Bangladesh. IKEA has further established the potential for integrating technology and has obtained economies of scale as far as various business processes are concerned. 
· IKEA is further recommended to reform its strategy for expanding into the international market and must keep the aspects of the business context of Bangladesh highlighted. It has been determined that enhancing and furnishing the home textile and furniture industry has traditionally engaged in aggressively developing new markets. IKEA has further established long-term plans for establishing its presence across Bangladesh and many other nations.
· IKEA should further focus on introducing a variety of products based on keeping the demands of Bengali consumers regarding furniture and home textiles highlighted. The venture has further been enhancing its reputation as far as the food and catering sectors are concerned. IKEA based on its CSR activities will be able to gain a significant position in the business markets across Bangladesh.
· IKEA is further required to gain benefit from strategic alliances up to a maximum extent. Strategic alliances should be incorporated at the core of the business strategy for IKEA. The most successful collaborations undertake alliances with global scale Hi-tech ventures by exploring the possibilities for inventing the tool for home furnishing. 
· IKEA is further required to establish partnerships with other giants operating on a global scale as well as in Bangladesh to discover the minutes and aspects of consumer behaviour and for the development of the product. In this manner, IKEA will further be able to experience the formation of strategic alliances and crafting a competitive edge.

[bookmark: _Toc111481466] 	Conclusion
Based on the scope and recognition, IKEA has significantly gained a global reputation and strived for securing a maximum share in the market at an international level. The social context of Bangladesh has scored neutral which means that there will be no inclination in either direction. IKEA will have to face confrontation while doing business in Bangladesh due to the increased segmentation of this dimension. Such ambiguities have been associated with anxieties and various social cultures have derived ways of dealing with uncertainties. In the absence of the aspect of socialization, IKEA will never be able to maintain a prominent position in the business market concerning the furniture industry. Bangladesh's business context has a lower score of indulgence, which has restrained the nation due to the tendencies of pessimism and cynicism.
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