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[bookmark: _Toc227792546]SECTION 1 – INTERNATIONAL MARKETING REPORT
[bookmark: _Toc227792547]1. Introduction
Multinational retailers have been facing heightened competition and consumer markets across international boundaries due to the rise of globalisation and this has made international marketing strategy to play a more crucial role in international marketing. Technological development, global supply chains and increased purchasing power in new markets, has made international retailing grow and provide businesses with the opportunity to conduct their activities in different cultural and economic settings (Cavusgil, Knight and Riesenberger, 2020). Nevertheless, to operate in several markets, firms must strike the balance between the strategic tension of global standardisation and local adaptation. Although ensuring uniformity in operations and continuous brand image can be achieved through standardised strategies, adjustments are usually needed to meet variations in consumer culture, regulatory environment and market orientation (Kotler, Keller and Chernev, 2022).
As a result, multinational corporations are becoming more and more adapted as they design products, set marketing prices, channel distribution and promotional message to fit the individual market characteristics. IKEA is one of the brightest examples of the companies that have managed to create such international approach to marketing (Pyper et al., 2022). IKEA was founded in Sweden in 1943 and has grown into over 60 countries and become one of the largest furniture retailers in the world with its unique business model which integrates Scandinavian design, low-cost production and flat-pack distribution tools (Jonsson and Foss, 2021). The democratic design strategic philosophy has helped the company to incorporate affordability, functionality, sustainability and aesthetic value, so that IKEA can offer well-designed home furnishing to a wide range of consumers without compromising on its environmental responsibility (Ughulu, 2023). 
This report provides a comparison between IKEA marketing in the United Kingdom and China, which are two markets that depict opposing economic and cultural environment (icebgc & icebgc, 2022). UK is a developed and highly competitive retail market with a well-established consumer demand and purchasing power, whereas China is one of the most rapidly developing consumer markets in the world, with the support of rapid urbanisation and middle-class growth (Statista, 2024). These opposite situations present an excellent background to the analysis of the adaptation of IKEA to the global marketing strategies. 
Table 1: UK vs China Market Comparison
	Indicator
	UK
	China

	GDP per capita

	~$46,000
	~$12,700

	Market maturity
	Mature retail market
	Emerging high-growth market

	Consumer behaviour

	Individualistic
	Family-oriented

	Digital commerce

	Advanced
	Extremely advanced



Therefore, this report aims at critically discussing the international marketing strategy of IKEA through the comparison of its marketing mix, market positioning strategies and segmentation strategy in the UK and China (Readman & Moon, 2020). In particular, the report will explore the macro-environmental environment through the PESTEL framework, and the segmentation, targeting, and positioning (STP) strategies, and compare the way in which IKEA can modify its international marketing mix (7Ps) in these markets (Chen, 2021). In addition, it aims at examining the directional development strategy of the company, assessing ethical aspects in its marketing and supply chain practices, and giving recommendations to improve the future of IKEA in its international marketing practices (Hartono & Hidayati, 2023).
[bookmark: _Toc227792548]2. Comparative Market Environment Analysis (PESTEL)
The macro-environment is very fundamental to international marketing since external forces like political regulation, economic conditions and cultural values play a key role in the manner in which the multinational companies formulate their marketing strategies in the various markets Chen et al. (2021). The PESTEL framework helps companies to review the bigger institutional context in a systematic manner that influences consumer behaviour, market entry strategies and operational choices (Kotler, Keller and Chernev, 2022). In the case of international retailers like IKEA, it is especially significant to analyse macro-environmental differences between nations due to the fact that purchasing behaviour with regard to furniture is highly dependent on cultural preferences, housing environment and purchasing power of people Song et al. (2021). 
Table 2: PESTEL Comparison of UK and China for IKEA
	PESTEL Factor
	United Kingdom
	China
	Implications for IKEA

	Political
	Stable political environment; transparent regulation; post-Brexit trade changes
	Government influence in retail sector; regulatory approvals required
	IKEA must adapt expansion and pricing strategies

	Economic
	High disposable income; mature retail market
	Rapidly growing middle class; strong urbanisation
	China provides growth opportunities

	Social
	Individualistic culture; sustainability awareness
	Collectivist culture; family-oriented purchasing
	Marketing communication must reflect cultural differences

	Technological
	Strong e-commerce infrastructure
	Highly advanced digital retail and mobile payments
	IKEA must expand digital channels

	Environmental
	Strong environmental regulation and sustainability awareness
	Increasing environmental regulation
	Sustainability strategies required

	Legal
	Strong consumer protection and labour laws
	Regulatory variations and complex compliance
	Legal compliance affects operations



[bookmark: _Toc227792549]2.1 Political Environment
The political stability and regulatory system are also important in the operating environment of multinational retailers. The United Kingdom is regarded as a politically stable market that has clear regulatory institutions and fairly predictable policy regimes. Nonetheless, Brexit has changed the trading terms and involved more customs processes and supply chain challenges to the European retailers trading in the UK (Dhingra and Sampson, 2021). In spite of these, UK has a very open retail climate and has relatively few restrictions to foreign investment. Conversely, China has a more regulated environment with the state having a strong role in shaping the retail sector in China (Belvedere et al., 2021).
The expansion of foreign operations is usually accompanied by more stringent regulatory demands, joint-venture anticipations as well as regional administrative permits (Zhang and Chen, 2022). Moreover, trade laws and industrial policies may affect access to the market and pricing policies. In case of IKEA, these regulatory disparities affect entry and operations decisions in the market. The liberalised investment environment in the UK has enabled IKEA to expand in the country via wholly owned subsidiaries and giant retail stores (Villegas et al., 2021). 
[bookmark: _Toc227792550]2.2 Economic Environment
Consumer buying power, pricing as well as the general demand of the retail industry are largely determined by economic conditions. UK is a highly developed and high-income economy, where the GDP per capita is more than 46,000, which means that purchasing power is high, and demand remains consistent in the home furnishing sector (World Bank, 2023). Nevertheless, current inflation rates (about 6-8 percent) decreased the disposable incomes, and the economic climate is moderately favourable but more and more difficult to IKEA. There is also an increase in operational and logistics costs which affect profitability. Conversely, China is an emerging economy with the GDP per capita of about $12,700, although a considerably rising middle population is expected to have over 550 million consumers in 2025 (McKinsey, 2023). 
The economic environment is also very favourable in the long-term development of IKEA due to the low rate of inflation and the rising level of urban income. But the lack of even distribution of demand in markets is brought about by income inequality and local differences (May et al., 2023). There is a significant difference in consumer spending behaviour. UK consumers are more value-conscious, sustainable and durable, but Chinese consumers tend to relate international brands to status and modern way of life resulting in increased willingness to pay due to brand value perception. In general, UK is favourable, though saturated, and China is highly favourable to grow, and IKEA will need differentiated pricing and positioning strategies (Allio, 2025).
Table 3: Economic Comparison
	Indicator

	UK
	China

	GDP per capita

	~$46,000
	~$12,700

	Inflation

	High (6–8%)
	Lower, stable

	Market type

	Mature
	Emerging

	Consumer focus

	Value & sustainability
	Status & lifestyle

	Impact on IKEA

	Stable demand
	High growth potential



[bookmark: _Toc227792551]2.3 Social Environment 
Social trends are the shifting market behaviours and consumer lifestyles. The trends are key in the UK, with minimalism, sustainability consciousness and the home-improvement DIY culture being the most favourable to IKEA as they coincide with its flat-pack, self-assembling and eco-friendly product strategy. Also, smaller urban families demand smaller and functional furniture (Hu, 2023). In China, modern furniture is gaining demand as a result of the rapid urbanisation, growing home ownership and growing middle-class desires. IKEA can also benefit out of these trends because people are looking to inexpensive yet stylish solutions to their homes. Chinese consumers, however, are more concerned with the experience in the store, the quality of service and social shopping that poses moderate threats to the traditional self-service model of IKEA (Yun et al., 2022).  
Table 4: Social Trends Comparison
	Trend

	UK
	China

	Lifestyle

	Minimalist
	Urban aspirational

	Shopping behaviour

	Independent
	Social experience

	Sustainability

	High awareness
	Growing awareness

	Impact on IKEA

	Strong alignment
	Requires adaptation



[bookmark: _Toc227792552]2.4 Cultural Environment (Hofstede)
Consumer behaviour is greatly affected by cultural differences. The individualism level of the UK (89) implies that consumers value independence and choice over others, and therefore, the self-service approach of IKEA is quite favourable (Mehtab et al., 2022). Conversely, the original model of the IKEA would not be fully compatible and even disadvantageous in terms of cultural differences in China, which has a collectivist culture (20), which involves family-based decision-making.
China has a high long-term orientation (87), meaning that it is oriented towards durability and long-term value, which, in turn, is beneficial to IKEA in positioning its products (Sin et al., 2021). Nevertheless, high power distance indicates an inclination towards organised surroundings and directed shopping. Although Hofstede is a good source of cultural information, it is criticised because it is too generalised and stagnant because cultures change with time and differ with regions. Generally, culture in the UK is favourable but much more needs to be adapted in China (Beck et al., 2021).
Table 5: Hofstede Cultural Comparison
	Dimension

	UK
	China

	Individualism

	89
	20

	Power Distance

	35
	80

	Masculinity

	66
	66

	Uncertainty Avoidance

	35
	30

	Long-Term Orientation

	51
	87

	Indulgence

	69
	24



(Source: Hofstede Insights, 2023)
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Figure 1: Hofstede Cultural Dimensions Comparison between the United Kingdom and China
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One of the determinants of retail competitiveness is technological infrastructure. The UK boasts a highly developed digital ecosystem, with more than 30 percent of the retail sales being done online, and this makes the environment a good place to implement the IKEA omnichannel strategy (ONS, 2023). Well-established logistics networks also promote efficient distribution.  China though is among the most technologically developed retail markets in the world where mobile commerce and digital payment systems like Alipay and WeChat Pay are the dominant technologies (Han et al., 2024). This renders the technological environment very conducive to IKEA, facilitating growth using digital platforms and online avenues. More importantly, the Chinese integration of digital is more advanced than in the UK, which means that IKEA should focus on mobile-first approaches and digital interactions (Hussain et al., 2023).  On the whole, technology is positive in both markets, but more developed and strategic in China.
[bookmark: _Toc227792554]2.5 Environmental Factors
Environmental sustainability has risen to be a key strategic concern to multinational retailers. Consumers and governments are putting more pressure on businesses to embrace sustainable supply chains and eco-friendly production methods. The UK has also launched various sustainability programs in line with the circular economy agenda that will see retailers minimise waste and enhance product recyclability Liu et al. (2025). On the same note, China has enacted environmental policies that are to minimize pollution and to encourage sustainable production methods. These forces have prompted IKEA to invest in renewable materials, sustainable sourcing and circular products designs. The sustainability plan of the company is to make sure that all products will be manufactured out of renewable or recycled materials within the year 2030 (Li et al., 2024).
Environmental sustainability is becoming a concern to the international retailers. The presence of good environmental laws and consumer consciousness in the UK puts pressure on sustainable practices, which is positive to IKEA since it complies with the approach of a circular economy Liu & Wang (2023). Environmental regulations are also being tightened in China to fight pollution and that poses challenges, as well as opportunities (Vlasenko & Goloventchik, 2023). In general, the environmental situation is favourable and needs perpetual innovation and adherence in UK.
[bookmark: _Toc227792555]2.6 Legal Environment
International retailing is also influenced by legal frameworks. The UK has stringent consumer protection laws, labour and competition policies which aim at protecting the employees and consumers (Wang et al., 2024). China also has regulatory systems that regulate the running of the retail business, but implementation and regional differences may pose operational challenges to the foreign companies. In the case of IKEA, adherence to labour laws, regulations on product safety and environmental regulations are paramount towards ensuring brand credibility in the two markets (Prakasa & Wandebori, 2024). He UK maintains a clear legal framework that has good consumer protection and labour laws and consequently is favourable to IKEA, but incurs high compliance costs. The legal environment in China is more complicated, and regulatory and enforcement disparities exist, which makes it somewhat unfriendly to foreign companies. IKEA needs to implement an accommodative compliance approach in China Tse & Pun (2024).
[bookmark: _Toc227792556]3. STP Analysis
Segmentation, Targeting and Positioning (STP) model is central to international marketing because it is what allows companies to define and meet various consumer demands in the international markets (Hartanto & Agustini, 2020). At least in the case of multinational retailers like IKEA, STP is highly relevant since the preference of consumers in developed and emerging markets is very different. The section is a critical analysis of the STP strategy of IKEA in the United Kingdom and China, and how the company changes its approach to respond to the economic and cultural environment (Yiadom & Tait, 2022).
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Figure 2: STP model illustrating the key components of segmentation, targeting and positioning in marketing strategy
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Market segmentation is the process of segmenting a large market into small groups with similar traits like demographics, behaviour and lifestyle (Kotler, Keller and Chernev, 2022). IKEA uses a multi-dimensional segmentation approach in both the UK and China markets, but the markets vary in the type of segments.
Table 6: IKEA Segmentation – UK vs China
	Segmentation Type
	UK Market
	China Market
	Critical Insight

	Demographic
	Young professionals, small households
	Middle-class families, urban population
	China has larger family units → different furniture needs

	Geographic
	Urban and suburban cities
	Major metropolitan cities (Beijing, Shanghai)
	China expansion concentrated in Tier 1 cities

	Psychographic
	Minimalist, sustainability-focused consumers
	Aspirational, lifestyle-oriented consumers
	Brand seen as functional (UK) vs aspirational (China)

	Behavioural
	Price-sensitive, DIY-oriented
	Experience-driven, brand-conscious
	IKEA must adapt service level in China



IKEA in the UK appeals to individualistic customers who are focused on convenience, affordability and sustainability. The high DIY culture is in line with the flat-pack furniture model of IKEA and segmentation is very effective and favourable Rosli & Sahak (2024). Segmentation in China, on the other hand, is representative of a fast-growing middle-income group where consumers are increasingly brand-aware and experience shopping as an important part of their lives (Umam & Widodo, 2022). 
[bookmark: _Toc227792558]3.2 Targeting
The process of targeting requires the choice of the most appealing segments and formulating strategies to cater to them. Mass-market targeting is the main approach that IKEA employs, targeting middle-income customers interested in affordable, but stylish, home solutions (Chin et al., 2024).
Table 7: Targeting Strategy Comparison
	Factor
	UK
	China
	Strategic Evaluation

	Target Market
	Middle-income individuals
	Emerging middle class families
	Consistent core segment

	Strategy Type
	Mass targeting
	Selective mass targeting
	More selective in China

	Income Level
	Stable middle class
	Rapidly growing middle class
	China offers higher growth

	Consumer Behaviour
	Independent buying
	Family decision-making
	Requires adaptation



The targeting approach used by IKEA in the UK is favourable and very effective since the market is in good agreement with the value-based proposition. The market however is relatively saturated which restricts growth opportunities (Elg, 2024). IKEA in China has a more selective targeting strategy, targeting urban middle-class consumers. Although this segment has a great growth potential, the strategy is somewhat tricky, since consumers usually view IKEA as a high-quality international brand, but not as a low-cost brand (Rahim et al., 2025).
[bookmark: _Toc227792559]3.3 Positioning
Positioning is the way a brand is viewed in the minds of the consumers as compared to its competitors. IKEA has a worldwide branding of cheap, practical Scandinavian design, but it is perceived differently in different markets (Sorosrungruang et al., 2024).
Table 8: Positioning Comparison
	Market
	Positioning
	Consumer Perception
	Strategic Implication

	UK
	Affordable, functional, sustainable
	Practical home solution
	Strong alignment with consumer values

	China
	Modern, stylish, aspirational
	International lifestyle brand
	Requires premium perception management



IKEA is a value-based brand in the UK, with focuses on functionality and sustainability. This is a very favourable position, as it goes with what consumers expect of affordability and practicality (Gong et al., 2025). However, in China, IKEA is viewed as a trendy, desirable brand, which is related to Western style of life and quality. This adds brand image, but also results in a pricing perception dilemma, since IKEA is no longer perceived as the cheapest choice. More importantly, this shows the change between the functional positioning (UK) and symbolic positioning (China) due to the variations in the consumer culture (Elf et al., 2020).
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Figure 3: Perceptual map illustrating IKEA’s positioning in the UK and China relative to competitors based on price and quality.
[bookmark: _Toc227792560]4. Marketing Mix (7Ps)
International marketing revolves around the marketing mix since it converts strategic intent into market decisions. The 7Ps framework is particularly handy to multinational retailers due to its ability to show how businesses strike a balance between standardisation and localisation in global and culturally and economically diverse markets (Feriha, 2022). In the case of IKEA, the core global offering has always been the same affordable, functional and well-designed home furnishings but varying in the means of delivery between the United Kingdom and China (Bai et al., 2021). Thus, the 7Ps strategy of IKEA cannot be considered a global model, but it is a hybrid form of approach where the company standardises certain aspects to achieve efficiency, and localises others to achieve the highest relevance (Caussat, 2021).
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Figure 4: 7Ps marketing mix framework illustrating key elements of service marketing strategy
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In each of the two markets, the product strategy of IKEA is based on the Scandinavian design, flat pack furniture and practical household solutions. The extent of adaptation varies however. The product offering in the UK is highly consistent with the consumer demands of minimalism design, space-saving, and the ability to assemble the product on their own (Ning & Chang, 2021). The standardised product model of IKEA is very effective and mostly favourable considering that the UK consumer is more inclined towards being practical, independent and sustainable (Allam, 2023). In this respect, the UK is a market, in which the global standardisation of products can be maintained with comparatively minimal adjustment.
However, product strategy in China has to be more localised. Housing conditions in the urban areas, smaller size of apartment, family living conditions determine the choice of furnishings (Xu et al., 2023). Consequently, IKEA needs to accommodate adjustment of dimensions, storage capacity and presentation of rooms to suit local lifestyles. In addition, the Chinese tend to emphasize more on aesthetics, comfort and showroom inspiration, i.e., the product is not only judged on the basis of utility but also on the basis of symbolic lifestyle value (Yang & Hu, 2024). Importantly, that implies that the core product philosophy of IKEA is transportable, but the product strategy in China will not be successful solely due to the mere transfer of the product, but to the adaptation to the situation (Frasquet et al., 2021).
[bookmark: _Toc227792562]4.2 Price
One of the most obvious spheres where marketing strategy is influenced by the economic context is price. In the UK, IKEA pricing is in line with its conventional cost-leadership strategy (Bourny et al., 2023). The brand positioning is as a low-cost and affordable brand that is affordable to the middle-income group and offers value to consumers. The advantage of this pricing strategy is that it is in line with the expectation of price-sensitive families in a mature retail market where competition is high and consumers have the ability to easily compare products (Dutta, 2024).
Pricing in China is different because brand symbolism mediates the perception of consumers with price. Despite the fact that the global model of IKEA relies on affordability, Chinese buyers might consider foreign products as a modern, high-end or prestigious (Gu et al., 2021). As a result, low price is not necessarily a defining feature of IKEA in China, but the perceptions of lifestyle value in comparison to local rivals. This leads to a strategic dilemma: should prices be too high, IKEA runs the risk of compromising its promise of affordability; should prices be too low, it runs the risk of compromising the aspirational nature that the brand is associated with (Arkhipova et al., 2020). Importantly, this implies that price in China does not just serve the purposes of an economic mechanism, but also as a positioning indicator. Thus, IKEA has a more direct and value-based approach to price in the UK and has to strike a balance between price and image, status and perceived quality in China (Wu, 2020).
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Place incorporates physical distribution as well as digital access. The place strategy of IKEA in the UK has been based on big out-of-town stores that are backed by an expanding e-commerce platform (Thaichon et al., 2023). This model suits a mature market with a good infrastructure, car ownership and good omnichannel consumer behaviour. The UK market is thus conducive to having a two-pronged approach where physical stores enhance range and inspiration and online platforms enhance convenience (Egan–Wyer et al., 2021).
Place strategy must be more adapted in China. Big flagship stores are not going away, but the role of digital access is even bigger due to the extremely high level of mobile-commerce in China. Customers are used to online connectivity, mobile browsing and smooth online payment mechanisms (Qi et al., 2020). Moreover, due to the concentration and size of large cities in China, accessibility and place strategy is complicated compared to that in the UK. IKEA hence requires both physical and online closeness. More importantly, this implies that place in China is not merely store expansion but about integration of ecosystem. In China place supports both competitive legitimacy and convenience in a digitally sophisticated market compared to the UK where place supports convenience (Cook, 2022).
[bookmark: _Toc227792564]4.4 Promotion
One of the most evident cross-market variations is in promotion since communication is strongly culturally defined. The promotional strategy that is usually created by IKEA in the UK is based on the principles of functionality, humour, affordability and sustainability. This works well in that the UK consumers react well to practical messages and direct value communication (Ishfaq et al., 2021). The promotional material that focuses on smart living, small storage and responsible consumption is very much aligned to the current consumer mindsets.
In China, promotion should go beyond utility communication. It also has to appeal to the lifestyle aspirations, family identity and experiential consumption. Messaging should be more emotionally appealing and culturally contextualised. The emergence of social media, key opinion leaders and platform-specific content also implies that the promotional strategy should be digital native and not translated (Rosita, 2024). More importantly, cultural literacy is a vital ingredient to promotional success in China and not message consistency alone. It indicates that where in the UK adaptation of global campaign themes can be fairly effective, China requires a much more localised and symbolically rich communication approach (Hofmann et al., 2024).
[bookmark: _Toc227792565]4.5 People
People are the employees, front line service, and contact with customers. IKEA self-service model is relatively successful in the UK where consumers are relatively relaxed over autonomy in the purchasing procedure. Personalised service is not extensively relied on in the model, although staff support is very significant (Guido et al., 2023). In China service expectations are dissimilar. Customers tend to desire more support and help and encouragement, especially in big box stores. This implies that humans are a more strategically significant component in the marketing mix. Importantly, to the extent that IKEA continues to be too dependent on its initial self-service logic, it might cause friction in the customer experience (Chong et al., 2021). 
[bookmark: _Toc227792566]4.6 Process
Process deals with how the service is rendered, such as navigation, purchase flow, fulfilment and after sales experience. The standardised retail process, involving showroom browsing, warehouse collection, self-checkout and self-assembly, which IKEA uses in the UK, is mostly in line with the expectations of the consumer. It facilitates effectiveness and upholds value proposition (Sharma et al., 2021). Process in China needs to be changed, as customers might be more interested in guided experiences, convenience and integrated service. The more intricate the buying process, the more the buying process requires to be streamlined by minimalizing the friction with the help of digital assistance, delivery, and more comprehensive service (Ghlichlee et al., 2024). 
[bookmark: _Toc227792567]4.7 Physical Evidence
Visual merchandising comprises store setting, layout, signage and general sense-making. The warehouse-showroom format of IKEA in the UK strengthens the practicality, variety and value. The physical environment is in favour of the brand promise (Makovoz & Lysenko, 202). The use of physical evidence in China is more symbolic. The store is not just a selling area, but an experience area where consumers are introduced to an aspirational lifestyle. Greater show rooms, inspirational showcases and more experiential layouts, will position IKEA as current and desirable. More importantly, it implies that physical evidence in China has a more significant contribution to brand meaning as compared to the UK, where it is more directly related to shopping efficiency (Li et al., 2022).
Table 9: Comparative Summary of IKEA’s 7Ps in the UK and China
	7P
	United Kingdom
	China
	Critical Implication

	Product
	Standardised, functional, minimalist
	More adapted to local space and family needs
	More localisation required in China

	Price
	Value-for-money positioning
	Affordability plus aspirational perception
	Price acts as image signal in China

	Place
	Strong store + online model
	Store presence plus advanced digital integration
	China requires stronger omnichannel adaptation

	Promotion
	Functional, value-led, sustainability-focused
	Lifestyle-led, culturally adapted, digital-first
	China needs deeper message localisation

	People
	Self-service works well
	Higher service expectations
	Staff role more important in China

	Process
	Efficient and standardised
	Needs more support and convenience
	Process must be culturally adjusted

	Physical Evidence
	Practical retail layout
	Experiential and aspirational environment
	Store environment more symbolic in China



[bookmark: _Toc227792568]5. Directional Development Strategy
Ansoff Matrix gives a strategic approach to understanding growth of the firm based on four alternatives: market penetration, product development, market development and diversification (Ansoff, 1957). In the case of IKEA, international expansion is an element of a mix of these strategies, but the United Kingdom and China need different strategies because of the level of market maturity and growth prospects. In the UK, IKEA mainly employs a market penetration strategy which is mainly aimed at gaining market share in an already developed and saturated retail industry (Lehrer & Trenz, 2022). It involves enhancing its omnichannel presence, customer experience and sustainability offerings. With the UK market being mature, its growth prospects are fairly low and penetration strategies are moderately favourable but also limited. More importantly, the strategy focuses on operational effectiveness, as opposed to growth because consumer demand is steady but very competitive (Wolf & Steul‐Fischer, 2022).
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[bookmark: _GoBack]Figure 5: Ansoff Matrix showing four growth strategies: market penetration, product development, market development and diversification
Conversely, the IKEA approach in China can be well explained in terms of market development whereby the firm is entering a high growth emerging market with growing consumer demand. The fast pace of urbanisation, the increasing income of the middle-class and the growing housing markets precondition that China is very favourable to grow in the long term (McKinsey, 2023). Nevertheless, there are some problems with this strategy. Cultural variations, regulatory complexities and evolving consumer demands necessitate IKEA to respond in terms of their product assortment, prices and retail experience.
Most importantly, IKEA will be successful in China because it will be able to go beyond mere market entry to contextual adaptation, especially in the context of digital integration, and experiential retail. In contrast to UK where standardisation is working, China requires a more adaptable approach that is more responsive locally (Mishra, 2020). This points to the need to match strategic direction to the maturity of the market and the environment, as opposed to using a standardized growth model worldwide.
[bookmark: _Toc227792569]6. Ethical Issues in International Marketing
Ethical issues are becoming more and more central to international marketing, especially in the case of global retailers with multifaceted supply chains like IKEA. Some of the major ethical issues are concerning labour practices, environmental sustainability and transparency of supply chain, which directly affect brand reputation and long-term competitiveness (Jayasinghe & Cao, 2024). Among the key ethical problems is the labour conditions in global supply chains.  Since IKEA procures materials and merchandise in various nations, the likelihood of unethical behaviour like poor wages, unfavourable working conditions and absence of protection of labour rights exists. Although IKEA has introduced supplier codes of conduct and monitoring systems, critics believe that they are not being enforced consistently (Martin‐Ortega et al., 2024). This, critically, brings to question the extent to which ethical commitments are realised in practice, or are, to some degree, reputational strategies.
Another important issue is environmental sustainability. Furniture fast model, like fast fashion, has been blamed as promoting over-consumption and waste. But IKEA has retaliated by investing in renewable materials, as well as, circular economy and sustainable sourcing. It is also proactive as it has made a promise to use 100 percent renewable or recycled materials by 2030 (IKEA, 2023). In this regard, the environmental strategy of IKEA can be regarded as ethical progressive, yet its efficiency relies on the large scale implementation.
Supply chain transparency is also on the upswing and especially in markets like China where regulation might be lax. The strategic tension is ensuring ethical sourcing and being cost efficient. IKEA needs to consider the cost and its ethical responsibility, which is not an easy task (Cao et al., 2023). More importantly, the ethical stance of IKEA is neither completely ethical, nor unethical, but in the process of formation. Although the company has shown some high sustainability and responsibility in sourcing, continuous problems in the global supply chain management reflect the difficulty in ensuring full ethical international operations (Wilhelm et al., 2020).
[bookmark: _Toc227792570]7. Strategic Recommendations
The comparative analysis of the UK and China markets allows presenting several strategic recommendations that can be offered to improve the level of international marketing of IKEA (Thaichon et al., 2023). Such recommendations are pegged on the necessity to strike a balance between standardisation and adaptation, considering the expansion opportunities and the operational issues.
To begin with, IKEA needs to enhance the localisation policies in China especially in product design and retail experience. With the significance of the family-oriented consumption and experience shopping, the company can consider more to adjust the store layouts, product sizes, and models of services (Hsieh, 2020). Second, IKEA needs to increase its digital/mobile-first approach in China, where the technology use is considerably more prominent than in the UK. The adoption of e-commerce, mobile apps and online payment solutions will help IKEA to stay afloat in a very sophisticated digital retail world (Mahadevan & Joshi, 2021). Conversely, the strategy of omnichannel optimisation instead of widespread digital growth should be prioritized in the UK.
Third, IKEA needs to narrow its pricing policy in China towards a more cost-effective but aspirational brand image. This can be through various levels of pricing or product lines to suit different income levels in the market. Value-based pricing is also suitable in the UK because the level of price sensitivity is high (Gallino & Rooderkerk, 2020).
Fourth, IKEA needs to become more transparent and socially responsible in the supply chain, especially in the developing markets. Enhancing monitoring systems of suppliers and promoting ethical practices in a more visible way can enhance brand trust and decrease reputational risk (Osiyevskyy et al., 2024).
Lastly, IKEA must persist in investing in sustainability innovation, and become a leader in sustainable retailing. This is especially crucial in the UK, where people are highly conscious of sustainability, and in China, where the regulatory pressure is growing  (Chaudary et al., 2024).
[bookmark: _Toc227792571]8. Conclusion
This report has critically examined the international marketing strategy of IKEA using the operations of the company in the United Kingdom and China. The results show that the UK is a mature and stable market which promotes efficiency-based strategies, whereas China has enormous growth potential but needs to be more culturally and strategically flexible. The PESTEL, Hofstede, STP and the 7ps analysis reveals that a completely standardised strategy cannot be effective in the different market. IKEA should instead implement a hybrid approach that allows it to be consistent around the world but responsive to local needs. In general, the success of the company will rely on its capacity to match the strategic decisions with those of the market in terms of the economic, cultural and regulatory circumstances.


[bookmark: _Toc227792572]Section 2: Reflective Report 
[bookmark: _Toc227792573]2.1 Description
IKEA international marketing strategy was done by implementing the main concepts of various frameworks, such as PESTEL, the cultural dimensions according to Hofstede, STP analysis, marketing mix of 7Ps and the Matrix of Ansoff. The assignment involved not only theoretical knowledge but also the possibility to use these models in a comparative situation between the United Kingdom and China (Kanishchenko & Kuznetsova, 2020). This procedure revises the significance of the combination of academic theory and real business practice, which is core to higher level learning (Kolb, 1984). These frameworks were applied in a systematic manner, which allowed a systematic analysis of the effects of macro-environmental factors, cultural differences and market conditions on strategic decision-making in international markets.
[bookmark: _Toc227792574]2.2 Feelings
First, there was confusion in balancing description and critical evaluation as several frameworks were applied in the same analysis as this was complex. This is in line with the findings of Gibbs (1988) that reflection usually starts off as ambiguity when one is faced with new academic requirements (Putra, 2024). Nonetheless, confidence grew with the further analysis as the interrelatedness of structures was identified. An example to illustrate that is the knowledge of how PESTEL can be used to make STP decisions and how the shape of marketing plans by cultural dimensions impacted the requirement to use descriptive writing (Balabanis et al., 2024). With this advancement, however, there still existed a pattern of critical assessment of models as opposed to mere application, which points at a disconnect between theoretical knowledge and critical academic practice.
[bookmark: _Toc227792575]2.3 Evaluation
An important strength of the assignment was the possibility to combine various frameworks to the whole analysis, which contributed to the depth and academic rigor. Comparative analysis between UK and China was especially useful in the process of critical thinking, since it involved assessing differences, as opposed to showing isolated cases. Studies indicate that comparative analysis enhances analytical power by promoting analysis of contextual variation (Cavusgil, Knight and Riesenberger, 2020).
But a major drawback was that in early drafts there was the inclination to emphasize explanation more than evaluation. As an example, although such frameworks as the Hofstede model were effectively used, their weaknesses, including cultural generalisation, were not initially discussed Permana et al. (2023). This is how a typical problem of academic work can be seen in which theory is applied without a critical approach (Moon, 2004). Moreover, some sections were limited by time and did not allow delving into the depth of every argument (especially, making sure that all of them are completely backed with evidence).
[bookmark: _Toc227792576]2.4 Analysis
This experience has demonstrated the critical reflection as a higher-order cognitive skill, instead of a descriptive account of events. Schön (1983) states that a reflective practice is based on questioning the assumptions and examining the effectiveness of actions. On this note, the assignment has shown that implementation of frameworks is not enough but their applicability and constraints should be critically evaluated. As an example, even though using the model developed by Hofstede was beneficial in understanding differences in cultures, it presupposes that cultures in the nation are homogeneous, which is unlikely to reflect the diversity present in markets, including China (Etemad, 2020). The awareness of this weakness enhanced the analysis on the whole and reflected a higher degree of critical engagement. On the same note, application of the Ansoff Matrix also revealed that the application of strategic models cannot be used universally without contextual adjustment, hence the relevance of situational analysis in international marketing (Mandler et al., 2021).
Moreover, the combination of several frameworks demonstrated how a strategic decision-making process is interdependent. Pricing strategies were driven by the economic factors, positioning was driven by the cultural values and distribution channels were driven by technological developments. This is in line with the experiential learning theory by Kolb (1984) according to which emphasis is on synthesising knowledge in various fields. 
[bookmark: _Toc227792577]2.5 Conclusion
To sum up, the assignment has shown that the high level of academic performance can be attained not only through knowledge of theoretical frameworks but also through being able to critically analyse how these frameworks apply to the real-life situations. The comparative analysis of the strategy used by IKEA in both UK and China portrayed the complexity of international marketing and how strategies need to be adjusted in various settings. Although the assignment has effectively built research and analytical skills, it has also demonstrated areas of improvement, especially in constantly having a critical approach. All in all, it was an experience that confirmed the value of reflective practice in the process of developing academic and professional skills.
[bookmark: _Toc227792578]2.6 Action Plan
In order to enhance further academic performance, some specific measures will be taken. First, more focus will be put on the development of critical writing skills especially by assessing theories every time instead of describing them. This will entail being active in challenging assumptions and finding the limitations of academic models (Moon, 2004).
Second, the planning will be more organized in the initial stages of the assignments so that there is time to critically analyze and refine it. This is in line with effective learning strategies which focus on planning and reflection (Kolb, 1984). Third, the academic literature will be utilized more extensively with an increased variety of more recent sources supporting the arguments and enhancing scholarly validity. Lastly, it will be emphasized to continue practicing the theory implementation to real business cases, as this will not only improve the thinking but also the practical knowledge (Heinrich & Green, 2020).
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