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Executive Summary
This report is a critical analysis of the international marketing strategy of IKEA in two very distinct markets: the People's Republic of China and the United Kingdom. The analysis uses PESTEL analysis, cultural dimensions provided by Hofstede, the STP model, the extended marketing mix of 7Ps, the Product-Market Growth Matrix as proposed by Ansoff and ethical marketing frameworks to conduct a theoretical and evidence-based comparative study on how IKEA overcomes the fundamental tension between standardisation (global) and localisation (local) - a struggle that is central to international marketing research (Hollensen, 2020; Levitt, 1983).
The report concludes that IKEA seeks a complex approach to globalization: standardizing its core brand, Scandinavian design ethos, and model of operation and localizing product range, pricing structure, digital channel approach, and promotional copy to the local cultural, economic, and regulatory conditions of any given market. In China, the cultural requirements are the key drivers of adaptation (mianzi culture, digital-first consumer behaviour, dynamics in the housing market), and in the UK, the strategic lever that drives adaptation is sustainability positioning and omnichannel accessibility. The directional development analysis shows that the strategy of IKEA in China is based on market and product development, and the selective diversification of smart home solutions. The supply chain governance, environmental responsibility, data privacy, and greenwashing risk ethical concerns are evaluated, and six evidence-based strategic suggestions are promoted.
Moreover, Section 2 of this report gives the reflective account of the research and writing process, organized in terms of the Reflective Cycle by Gibbs (1988) which traverses six stages: Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan, to bring together the learning outcomes of this analysis of international marketing.

Table of Contents
1	Section 1: International Marketing Report	5
1.1	Introduction and Brand Overview	5
1.2	Comparative Macroenvironmental Analysis: PESTEL Framework	6
1.2.1	Social and Cultural Factors: A Critical Analysis	8
1.2.2	Advantages and disadvantages of the Hofstede model.	9
1.3	Key Market Indicators	10
1.4	IKEA's Retail Expansion Trajectory	11
1.4.1	Similarities and differences in relation to the PESTEL analysis:	14
1.5	Comparative STP Analysis	14
1.5.1	Similarities and differences in the STP analysis:	16
1.6	Comparative 7Ps International Marketing Mix Analysis	17
1.6.1	Critical Analysis of Key 7Ps Dimensions	17
1.7	Directional Development Strategy: IKEA in China	23
1.8	Ethical Issues in IKEA's International Marketing Mix	25
1.9	Strategic Recommendations	26
2	Section 2: Reflective Account (Gibbs' Reflective Cycle)	27
2.1	Introduction	27
2.2	Description	28
2.3	Feelings	28
2.4	Evaluation	29
2.5	Analysis	29
2.6	Conclusion	29
2.7	Action Plan	30
3	References	31



List of Figures

Figure 1 IKEA (IKEA Group, 2024).	5
Figure 2 Pestel Analysis (Hollensen, 2020)	6
Figure 3 Hofstede's Cultural Dimensions — China vs. United Kingdom Source: (López Duarte et al., 2012)	9
Figure 4 IKEA Store Count Growth, China vs. United Kingdom (2010–2024)	11
Figure 5 IKEA Annual Revenue Comparison — China vs. UK, 2018–2023 (EUR Billion, estimated) Source: Statista (2024a); IKEA Group (2024).	12
Figure 6 IKEA Global Revenue Distribution by Region (FY2023)	13
Figure 7 Perceptual map of IKEA vs. key competitors in the UK home-furnishings market (Self-made).	15
Figure 8 STP Marketing (De Mooij, 2021).	16
Figure 9 IKEA Product Width – Brand Extension across 11 product lines (Source: IKEA Group, 2024)	19
Figure 10 IKEA Product Depth – Line Filling within the BILLY Bookcase range (Source: IKEA Group, 2024)	19
Figure 11 IKEA Estimated Promotional Budget Allocation, China vs. UK (Illustrative, 2023)	20
Figure 12  IKEA Online vs. In-Store Sales Channel Distribution (2023)	21
Figure 13 IKEA China Store (IKEA Group, 2024)……………………………………………...22
Figure 14 IKEA UK Store (IKEA Group, 2024)…………………………………………………22
Figure 15 Gibbs Reflective Cycle………………………………………………………………..28









[bookmark: _Toc227801803]Section 1: International Marketing Report
[bookmark: _Toc227801804]Introduction and Brand Overview
IKEA was founded in Sweden in 1943, originally established by Ingvar Kamprad at the age of 17 in the small village of Agunnaryd in Småland, Sweden (IKEA Group, 2024), and it has grown to be the largest home furnishings retailer in the world with 476 stores in 63 countries that have generated total revenues of EUR 47.6 billion in FY2023 (IKEA Group, 2024). Internationalisation of the brand is often mentioned in the marketing literature as one of the paradigmatic cases of how to maintain brand uniformity on a global scale and, at the same time, to respond to the demands of the local culture, what Bartlett and Ghoshal (2002) call the transnational solution. The value proposition of an IKEA, which is democratically designed, sustainably produced, and offers low-cost home furnishings, has been found enormously transferable across cultures, but requires a significant strategic adjustment to be successful across markets such as China and the United Kingdom.
[image: ]
[bookmark: _Toc227240645]Figure 1 IKEA (IKEA Group, 2024).
This report focuses on the company IKEA as a central brand and China and the United Kingdom as comparative markets since they are a fruitful analytical pair: China is an up-and-coming economy with a distinct digital base, cultural values, and a regulatory framework formed as a result of the one-party rule: the UK is a well-developed post-Brexit Western market that faces major economic disruptions and social transformation. The comparison throws light on the entire range of decisions regarding adaptation that international marketers must cope with.
[bookmark: _Toc227801805]Comparative Macroenvironmental Analysis: PESTEL Framework
The PESTEL model presents a methodological approach to the analysis of the macro-level forces that affect the operating environment of IKEA in each of the markets. Hollensen (2020) suggests that the primary need of a good international market strategy is serious macroenvironmental scanning because it enables firms to name threats that prompt them to change and opportunities that pay off proactive positioning.
[image: ISS Tools & Methods | Pestel Analysis]
[bookmark: _Toc227240646]Figure 2 Pestel Analysis (Hollensen, 2020)





Table 1: PESTEL Comparative Analysis — IKEA in China and the United Kingdom
The table below summarises the six PESTEL factors, and the narrative paragraphs that follow it critically evaluate each factor, stating whether it is favourable or unfavourable for IKEA in each market and explaining why.
	Factor
	IKEA in China
	IKEA in the UK

	Political
	One-party state, approval for foreign retail, and strict data rules.
	Stable democracy; post-Brexit trade changes; Net Zero policy.

	Economic
	Large economy; growing middle class; property slowdown.
	Mature economy; high inflation; lower consumer spending.

	Social
	Urbanisation; smaller homes; status-driven consumption.
	Ageing population; single households; sustainability focus.

	Technological
	Strong mobile commerce, digital payments, 5G retail.
	High internet use; AR retail tools; AI personalisation.

	Environmental
	Carbon neutrality goals; growing eco-awareness.
	Net Zero target; renewable energy; circular economy focus.

	Legal
	Data privacy law, complex permits, and antitrust enforcement.
	UK GDPR; consumer protection; post-Brexit trade rules.



Source: (IKEA Group, 2024)
Political: The one-party state in China establishes an unfavourable approval process and regulatory uncertainty (Hollensen, 2020). The stable democracy in the UK favours investment, but the supply chains are strained by post-Brexit tensions. 
Economic: The market size of 210bn and the growth rate of 5.2% of the GDP in China present volume opportunities, but a slowdown in property development (World Bank, 2024). The inflation and low consumer confidence in the UK lower spending, but IKEA makes the most money in each store in the UK. 
Social: In China, IKEA is favoured by urbanisation, the reduction of apartments, and consumption as a sign of status. The UK single-person household and sustainability demand is on the side of the IKEA democratic design positioning. 
Technological: The 5G infrastructure and super-app ecosystems that China has created (Tmall, JD.com, WeChat) allow scaling through digital means. The internet penetration and adoption of AR in the UK is high, thus supporting the omnichannel strategy of IKEA. 
Environmental: The Carbon-neutrality targets in China help in reinforcing the renewable-energy pledges of IKEA. The sustainability-oriented consumers and the Net Zero 2050 target of the UK support the Net Zero 2050 target of IKEA as a competitive advantage. 
Legal: The PIPL of China and foreign retailer permits increase the costs of compliance and limit data flow. In the UK, GDPR provides a predictable regulatory environment, but EU border inspections impose additional pressure on post-Brexit supply chains.
[bookmark: _Toc227801806]Social and Cultural Factors: A Critical Analysis
The social and cultural PESTEL analysis indicates that there is a great variation in consumer perception and marketing between China and the UK. The Lopez Duarte et al. (2012) six-dimensional model emphasizes the cultural gap that is depicted in a radar chart. Rapid urbanization, smaller household sizes, and the impact of Gen-Z on products behavior in China present IKEA with opportunities in the modular home furnishings. On the other hand, the ageing demographic and rising demand of small-space products and home-office products in the UK are a symptom of a sustainable and cost-of-living concern, which is the stimulus behind demands of transparency and repairability. The model by Hofstede also evaluates cultural differences, and the strategic implications are depicted in its analysis.
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[bookmark: _Toc227240647]Figure 3 Hofstede's Cultural Dimensions, China vs. United Kingdom Source: (López Duarte et al., 2012)
The score of Power Distance suggests that China (80) is a more hierarchical society than the UK (35), which affects such brands as IKEA to continue with a premium pricing strategy to prevent the perception of cheapness (De Mooij, 2021). Collectivism and mianzi promote social capital related to the possession of aspirational products in China (ONS, 2023; Martin and Blythe, 2023). On the other hand, the UK scores high on Individualism (89), with consumers being concerned with individualism and sustainability, which contributes to the sustainability-based positioning of IKEA UK. Also, China has a good Long-term Orientation score (87), which is associated with a preference to long-lasting products and hence the flat-packing model of IKEA is very competitive (Hofstede et al., 2010).
[bookmark: _Toc227801807]Advantages and disadvantages of the Hofstede model. 
Hofstede's framework offers empirical grounding across 70+ countries, comparable numerical scores, and intuitive vocabulary for anticipating consumer responses to pricing and branding (De Mooij, 2021; Hollensen, 2020). Its data, however, is based on one IBM sample in the 1960s70s, which leads to sample bias and time validity issues. It also assumes national culture is homogenous, obscuring intra-country diversity, especially constraining in diverse markets such as China, and encouraging the making of stereotypical choices by turning culture into numerical means (Usunier and Lee, 2013). Hofstede is employed here as a directional diagnostic instrument, and is triangulated with the use of current sources and is not applied in isolation.
[bookmark: _Toc227801808]Key Market Indicators
Table 2: Comparative Market Overview, IKEA in China and the UK (2023/24)
	Metric
	China (2023/24)
	UK (2023/24)

	Furniture Market Size
	~USD 210 billion
	~USD 17.5 billion

	IKEA Store Count
	54 stores
	22 stores

	IKEA Annual Revenue (est.)
	~EUR 2.5 billion
	~EUR 2.7 billion

	E-commerce Share of Retail
	~27%
	~26%

	Urban Population
	66.2%
	84.6%

	GDP Per Capita (USD)
	~12,600
	~46,100

	GDP Growth Rate (2023)
	5.2%
	0.1%

	Consumer Confidence (2023)
	95.4 (NBS Index)
	−22 (GfK Index)


Source: Statista (2024a; 2024b); IKEA Group (2024); World Bank (2024); ONS (2023)

Table 2 data highlight a paradox that lies at the core of the China-UK comparison at IKEA: the furniture market in China is about twelve times larger than the UK furniture market, but IKEA records higher revenues in the UK than in China, due to the higher consumer spending power per capita and market maturity of the UK market. The fact that e-commerce penetration rates of both markets are near identical (around 27 in China and 26 in the UK) conceals the fact that the channel structures are utterly different in both countries: super-apps (Tmall, JD.com, WeChat) are dominant in China, and separate websites and third-party logistics are prevalent in the UK.
[bookmark: _Toc227801809]IKEA's Retail Expansion Trajectory
[image: ]
[bookmark: _Toc227240648]Figure 4 IKEA Store Count Growth, China vs. United Kingdom (2010–2024) 
Source: (IKEA Group, 2024)

Figure 4 shows the great variance in the physical retail expansion plans of IKEA in the two markets. Whereas UK stores have reached a level of 22, which is indicative of saturation in a mature market and a tactical shift to digital and smaller city stores, China has experienced an increase in store numbers of almost nine times in six years, from six to 54 stores between 2010 and 2024. Such expansion is a measure of how China has been evaluated by IKEA as the most strategically relevant new market opportunity in its global portfolio (Jonsson and Foss, 2011).
[image: ]
[bookmark: _Toc227240649]Figure 5 IKEA Annual Revenue Comparison — China vs. UK, 2018–2023 (EUR Billion, estimated) Source: Statista (2024a); IKEA Group (2024). 
Note: Values are approximate estimates.
Figure 3 shows that although the UK revenues have continued to be larger than the Chinese revenues at the absolute level, the difference between the two is, however, decreasing annually, in line with the strategic focus of IKEA on China as its growth engine. Chinese growth was inverted temporarily by the Covid-19 pandemic (2020) when the UK experienced the boom of online sales, showing that the two markets had different recovery patterns (IKEA Group, 2023).

[image: ]
[bookmark: _Toc227240650]Figure 6 IKEA Global Revenue Distribution by Region (FY2023)
Source: (IKEA Group, 2024).
Note: Values are approximate.
As shown in Figure 6, IKEA generates the most revenue in Europe (~68%), while China accounts for only 11% of global revenues. Despite the European markets being saturated, the strategic value of China to IKEA will grow significantly over the next decade as the Chinese furniture market grows 4-6% per year (Statista, 2024). IKEA's global retail sales reached EUR 47.6 billion in FY2023, with UK revenues estimated at EUR 2.7 billion and China revenues at EUR 2.5 billion (IKEA Group, 2024; Statista, 2024a). This boosts the economic dimension of the PESTEL analysis. UK revenue per store (~EUR 123 million across 22 stores) is significantly higher than China's (~EUR 46 million across 54 stores), reflecting higher consumer purchasing power and mature market penetration. The fact that China has a low revenue per store but a high volume store footprint indicates that it employed a land grab strategy in terms of creating volumes and brands over time. The pressure of operating margins in the UK is the inflation and freight prices in the post-pandemic period, and the pressure in China is the price-sensitive tier-2/tier-3 market entrance, which dilutes the Chinese margins and implies that disciplined localisation decisions are required by the 7Ps analysis below.
[bookmark: _Toc227801810]Similarities and differences in relation to the PESTEL analysis:
Both China and the UK have favourable technological conditions (high digital adoption, robust mobile/AR ecosystems), social trends, urban densification, smaller households, sustainability concern, which drive IKEA towards renewable energy and circular-economy innovation, and active environmental agendas. Political and economic disparities: China has a bigger and quicker expanding market though a stricter political and legal framework (one-party state, PIPL, retail permits), whereas the UK is smaller but more affluent, more stable, and clear, suppressed by inflation and post-Brexit tensions. China is high power-distance, collectivist, and long-term oriented and the UK is low power-distance, individualist and short-term orientated. This is the reason why IKEA is aspirational and status-conscious at China and value-led and sustainability-led in the UK.
[bookmark: _Toc227801811]Comparative STP Analysis
Segmentation-Targeting-Positioning (STP) model is a fundamental marketing strategy tool that offers the analytical transition between macro environment analysis and tactical marketing mix choices (Kotler and Armstrong, 2021). Table 3 gives a comparative STP analysis between IKEA in China and the UK, and then critically evaluates the greatest strategic differences.
IKEA segments its consumers based on geographic, demographic, behavioral, and psychographic variables. In the UK, their primary target segments are "Thinkers," who value sustainability and design, and "Strivers," who are style-conscious yet budget-limited. In China, they appeal to Achievers, who want to gain status with home furnishings, and Gen-Z Experiencers, who are led by social media platforms such as Douyin. A perceptual map of the UK home-furnishings market shows that IKEA is alone in the mid-low priced and high sustainability/design quadrant with no direct competitors as opposed to brands such as Argos and John Lewis, which further strengthens its strategic market position as a source of affordable, sustainable design.
[image: ]
[bookmark: _Toc227240651]Figure 7 Perceptual map of IKEA vs. key competitors in the UK home-furnishings market (Self-made).

Table 3: Comparative STP Analysis, IKEA in China and the United Kingdom
	STP Element
	IKEA in China
	IKEA in the UK

	Segmentation
	Urban professionals (25–45) in tier-1/2 cities; aspirational, digital-first; frequent online shoppers.
	Young families, students, renters (20–40); design-aware, budget and sustainability focused.

	Targeting
	Urban millennials, premium-leaning affluent segment; growing Gen-Z via social platforms.
	Families in stores; students/renters online; eco-conscious consumers.

	Positioning
	Affordable Swedish design with aspirational, modern appeal.
	Democratic design offering value, sustainability, and practical home improvement.



Source: Hollensen (2020); Pires et al. (2024)
Brand value perception management distinguishes IKEA's two markets most analytically. The UK IKEA brand fits Levitt's (1983) standardisation thesis and capitalises on its affordable design advantage as a value-saving, design-conscious, green, competitive brand. IKEA's low prices would hurt its image among China's aspirational middle class, where brand purchases are social signals (De Mooij, 2021). According to Steenkamp (2017), IKEA maintained premium positioning by focusing on specific products and raising prices, demonstrating cultural positioning agility. IKEA's extensive partnerships with Tmall and WeChat in China put it in a company with high-end international brands in the digital market, giving it an aspirational digital brand space that supports its premium positioning without changing the product.

[image: What is STP Marketing? Meaning, Stages, & 5 Examples - BBANote]
[bookmark: _Toc227240652]Figure 8 STP Marketing (De Mooij, 2021).
[bookmark: _Toc227801812]Similarities and differences in the STP analysis:
The two markets share the characteristics of being urban, design-conscious, young to middle-aged, and IKEA is marketing its middle-income customers digitally active with the same brand promise of democratic design, showing excellent strategic consistency in the global DNA of the brand. Aspirational, status-conscious Achievers and Gen-Z Experiencers (where mianzi factor is important and influences purchasing) are the dominant segments in China, whereas in the UK, the major segments are the value-conscious Thinkers and Strivers, who are guided by sustainability and practicality signals. The approach to targeting is more high-end and digital-based in China (Tmall, WeChat, Douyin) compared with a more family-driven, omnichannel strategy in the UK. The cultural positioning agility described by Steenkamp (2017) is called this adaptation-within-consistency pattern.
[bookmark: _Toc227801813]Comparative 7Ps International Marketing Mix Analysis
The extended marketing mix of Booms and Bitner (1981) provides a more detailed way of analysing the entire spectrum of the tactical marketing choices made by IKEA in the two markets. A systematic 7Ps comparison is given in Table 4.
Table 4: Comparative 7Ps Marketing Mix, IKEA in China and the United Kingdom
	7P
	IKEA in China
	IKEA in the UK

	Product
	Global range with China-specific items; more premium options.
	Standard range with strong sustainability focus.

	Price
	Slightly higher pricing; festival discounts online.
	Competitive pricing, loyalty, and student discounts.

	Place
	Stores in major cities; strong e-commerce integration.
	Large stores with strong omnichannel retail.

	Promotion
	Digital marketing and influencer campaigns.
	TV, digital, and sustainability-focused campaigns.

	People
	Local staff; culturally adapted service.
	Diverse workforce; assembly service support.

	Process
	Fast delivery; app-based shopping; assembly services.
	Click-and-collect; delivery; AR planning tools.

	Physical Evidence
	Large stores; localised displays; mobile payments.
	Iconic stores, restaurants, and sustainability messaging.



Source: IKEA Group (2024); Hollensen (2020)

[bookmark: _Toc227801814]Critical Analysis of Key 7Ps Dimensions
Product Adaptation: 
The basis of international marketing theory lies in the clash of standardisation and adaptation, which is demonstrated by the adaptations of the IKEA products in China. Morschett, Schramm-Klein, and Zentes (2015) suggest that firms should redefine products for local consumption contexts rather than adapting existing products to succeed in emerging markets. This deeper adaptation is shown by larger wardrobes (which match most Chinese clothing), cooking tools that suit Chinese cuisine, and high-quality surface finishes (which symbolise the status-signalling role of home furnishings in Chinese society). Quelch and Hoff (1986) labelled this strategy product localisation because it penetrates markets better than standardisation or wholesale product redesign.
Product width and depth:
IKEA has nine primary lines: living room, bedroom, kitchen, dining, bathroom, childrens IKEA, storage and organization, light and textiles, IKEA Home Smart and food/restaurant. Product depth, variants per line, varies greatly. In China, PAX wardrobes are 250300 cm in other words, to accommodate the larger Chinese clothing wardrobes and the kitchen line has SKUs in Chinese cooking like chopping blocks that can be used in cleavers, larger wok-burner cutouts in METOD kitchen systems and rice-cooker-friendly worktop layouts. The demand for UK flats and garden furniture is less concentrated on storage, outdoor, and sustainability sub-ranges (KUNGSBACKA recycled kitchen fronts, buy-back eligible BILLY bookcases) that make up the UK depth premium. The UK outdoor dining line has twice as many depth and the PAX wardrobe family has more than 30 visible options in the Chinese catalogue, versus 20 in the UK. These differences in depth but similar in width illustrate the principle of customising the depth, standardising the widths of the Quelch and Hoff (1986) concept of international product management.
Regarding product depth, IKEA uses a line-filling approach by adding variations to existing product lines to address niche segments and price points e.g. the BILLY bookcase line has budget, mid-range, and high-end versions so that no third party can easily position itself in the middle ground. In the product width, IKEA has embarked on brand extension strategy where it has introduced new and complementary product lines including the IKEA Home Smart connected-home collection and the IKEA Food service that builds on the brand equity of democratically functional design to penetrate related product categories. Combination of these strategies makes it possible to make sure that IKEA can fulfill a wide range of consumer demands (width/brand extension) and at the same time, grab a granular demand within each category (depth/line filling) as demonstrated in Figures 8a and 8b below of example product assortments in China and the UK respectively.
[image: product mix of ikea by emre dincer on Prezi]
[bookmark: _Toc227240653]Figure 9 IKEA Product Width – Brand Extension across 11 product lines (Source: IKEA Group, 2024)
[image: ]
[bookmark: _Toc227240654]Figure 10 IKEA Product Depth – Line Filling within the BILLY Bookcase range (Source: IKEA Group, 2024)
Digital Distribution in China: 
The place dimension of the China strategy of IKEA is perhaps the most radical difference in its global model. According to Fitria et al. (2024), the collaboration with Tmall and JD.com has allowed IKEA to enter the tier-2 and tier-3 cities without physical stores, where it has leveraged the digital platform as the market development tool. This is what Ng and Wakenshaw (2017) term platformised retail, since in markets where the super-app ecosystems have already taken over the leadership position, the presence of physical stores is becoming a brand-building operation instead of a primary sales mechanism. The same-day delivery service introduced by IKEA through JD Logistics is also an indication that Chinese consumer demands in speed of delivery is one of the highest in the world.

[image: ]
[bookmark: _Toc227240655]Figure 11 IKEA Estimated Promotional Budget Allocation, China vs. UK (Illustrative, 2023)
Source: IKEA Group (2024).

Promotional Strategy: 
Figure 12 shows the stark differences between IKEA's UK and Chinese promotions. The Chinese promote their products on WeChat, Weibo, Douyin (TikTok China), and Bilibili, with 45% going to these channels and 22% to KOLs. KOL-driven business introduces Chinese millennials to brands, according to Fitria et al. (2024). Television and out-of-home advertising are more relevant (28%) because UK consumers trust traditional media (Martin and Blythe, 2023). The highly rated This Ables accessibility campaign, which worked with disabled communities to create furniture add-ons, is an example of purpose-driven marketing by IKEA UK. This matches Kotler and Armstrong (2021).

[image: ]
[bookmark: _Toc227240656]Figure 12  IKEA Online vs. In-Store Sales Channel Distribution (2023)
Source: Statista (2024); IKEA Group (2024)

Channels of Distribution for UK and China:
The three main channels used by IKEA in China are as follows: (1) large-format physical mega-stores located in tier-1 and tier-2 cities (Beijing, Shanghai, Chengdu, Guangzhou), where the company can create an experiential brand experience; (2) the company own e-commerce IKEA.cn was integrated with Tmall and JD.com where online fulfilment of purchases The distribution channels of IKEA in the UK include: (1) destination stores (e.g., Wembley, Croydon, Bristol) that are large and are supplemented by smaller city-centre planning studios; (2) IKEA.co.uk to order and deliver home to customers; and (3) the IKEA app and IKEA Family loyalty programme, which drives repeat digital interaction. Both markets thus integrate both physical and digital touchpoints, only that the exact platform mix varies hugely- super-app integration is predominant in China whereas a classic omnichannel approach (website, app, loyalty card) is the dominant in the UK, in line with the respective digital infrastructure and consumer behaviour of each market (IKEA Group, 2024).
[image: IKEA opens flagship store on Alibaba's Tmall - Xinhua | English.news.cn]
Figure 13 IKEA China Store (IKEA Group, 2024).

[image: IKEA - Wikipedia]
Figure 14 IKEA UK Store (IKEA Group, 2024).

Physical Evidence and People: 
Physical evidence is crucial to IKEA service marketing in both markets. According to De Mooij (2021), Chinese mega-stores intentionally solidify Chinese domestic settings to reflect Chinese consumers' lived aspirations rather than externally enforced aesthetic ideals. IKEA and China stores also have a Chinese restaurant serving Chinese food and Swedish meatballs, a minor but symbolic change that shows cultural respect and generates positive word-of-mouth. Recycled materials, energy-efficient products, and circular economy services are being promoted in UK stores to educate customers about sustainability (IKEA Group, 2024).
Similarities and differences across the 7Ps:
The two markets are also comparable in that IKEA still has a globally consistent product architecture, the self-service/flat-pack process model and the experiential physical-evidence signature of the blue-and-yellow store setting with in-store restaurant all of which maintain brand recognition and operational efficiency. The differences concentrate around four out of seven Ps: product (more China-specific variants and premium finishes over a more UK-focused sustainability sub-range); price (some slight premium in China to protect aspirational positioning over value-led, loyalty-discounted pricing in the UK); place (super-app and livestream integration in China over an omnichannel click-and-collect plus large destination stores in the UK); and Relative discrepancy in people, process and physical evidence is relatively minimal, which proves the fact that the IKEA international marketing mix is a classic example of the standardisation-adaptation spectrum: the backbone of the operating systems is standardised, and the customer-facing layers are, on the one hand, localised.
[bookmark: _Toc227801815]Directional Development Strategy: IKEA in China
The Product-Market Growth Matrix of Ansoff (1957, as explained in Hollensen, 2020) is a systematic tool for discussing strategic growth decisions made by IKEA in China. The matrix determines four growth vectors, namely, market penetration, market development, product development, and product diversification, with a growth of strategic risk. IKEA has observable strategic moves, which are mapped in Table 5 against this framework.


Table 5: Ansoff's Product-Market Growth Matrix — IKEA's Directional Strategy in China
	
	Existing Products
	New Products

	Existing Markets
	Market Penetration: Strengthening presence in tier-1 cities through digital channels, IKEA Family loyalty, same-day delivery, and improved in-store service.
	Product Development: Introducing China-specific designs and premium ranges for aspirational consumers.

	New Markets
	Market Development: Expanding into tier-2 and tier-3 cities using smaller store formats and digital entry strategies.
	Diversification: Developing smart home products, design consulting services, and tech partnerships.



Source: Hollensen (2020)
Market Development as Leading Growth Engine: IKEA's most capital-intensive and strategic China strategy is expanding in tier-2 and tier-3 cities. Jonsson and Foss (2011) attribute it to saturation risk in tier-1 markets and the gigantic potential of the Chinese secondary-city middle class, which Cuervo-Cazurra (2018) estimates will account for over 60% of new Chinese consumer spending by 2030 IKEA is testing smaller touchpoint formats (3,000-5,000 m2) in secondary cities that combine physical brand building (physical stores) and online sales activation (digital stores) because large-format retail may not be sustainable in the first phase of penetration. Lasserre (2022) believes new market entry strategies must match infrastructure maturity and local consumer purchasing power dynamics for progressive market development. 
Product Development and Localization: China-specific product development: expanding wardrobe systems to the locally-inspired decor partnership illustrates Hill (2008)'s local responsiveness imperative: international companies entering culturally diverse markets must create products that capture local consumption environments rather than simply adapting global lines. Papadopoulos and Heslop (2014) claim that IKEA Swedish country-of-origin image in China is perceived as an emblem of quality, design integrity, and modernity that can be translated into introducing high-quality products without affecting authenticity. 
Selective Diversification: IKEA Home Smart ecosystem is an app-controlled system that includes smart lighting, blinds, and speakers. This China project allows IKEA to access the rapidly expanding market of smart home, which Ng and Wakenshaw (2017) identify as one of the key battlefields of consumer electronics and home furnishings brands. IKEA has an opportunity to diversify by co-branding with Chinese technology ecosystems (Xiaomi Mi Home) to access Xiaomi smart home consumers and leverage its furniture and interior design capabilities.
[bookmark: _Toc227801816]Ethical Issues in IKEA's International Marketing Mix
The scope of international marketing ethics is widening to include the supply chain governance and environmental responsibility, cultural sensitivity, and digital data rights, which are becoming more influential in brand reputation and consumer trust (Johansson, 2000; Pegan et al., 2020). Table 6 presents systematic research on the main ethical aspects of IKEA's marketing mix in China and the UK.
Table 6: Ethical Issues in IKEA's Marketing Mix, China and United Kingdom
	Ethical Issue
	Concern
	IKEA’s Response

	Supply Chain Labour
	Reports of overtime and low wages in supplier factories.
	IWAY code, third-party audits, supplier training, and increased inspections.

	Environmental Impact
	Energy use, logistics emissions, and wood sourcing concerns.
	Climate Positive 2030 goal, renewable energy, FSC wood, and solar panels.

	Cultural Sensitivity
	Early marketing reflected Western lifestyles, not Chinese culture.
	Local designer partnerships and culturally adapted marketing.

	Data Privacy (PIPL)
	Concerns over digital data collection and transfers.
	PIPL compliance, local data storage, and improved privacy policies.

	Greenwashing Risk (UK)
	Criticism of sustainability claims vs mass-production model.
	Buy-Back programme, recycled products, repair initiatives, compliance reviews.



Source: IKEA Group (2024)
Supply Chain Transparency: The value proposition of IKEA is cost benefits, partly anchored on global production systems, in which it is challenging to monitor and enforce labour standards on thousands of subcontractors. Johansson (2000) argues that the minimal standard code of conduct and annual auditing models of ethics cannot be sustained by multinational companies. Rather, they ought to build suppliers, charge living wage prices and be transparent in order to deal with the underlying causes of the abuses of labour rights. The IWAY program by IKEA is one such step, but China Labour Watch (2021) discovered that there was a wide gap between the ambition of the policies and the reality of the supply chains.

UK Greenwashing Risk: Consumer groups and the Competition and Markets Authority are concerned about IKEA's UK sustainability positioning's greenwashing risk. Critics argue that a business model based on large volumes of low-cost furniture cannot support the circular economy or product or material sustainability (Verbeke, 2013). The company's reaction, IKEA buy-back scheme, KUNGSBACKA recycled kitchen fronts, and repair cafe partnerships are strategic developments, but Sternquist and Goldsmith (2018) note that the business model's sustainability claims cannot be believed without a fundamental overhaul of the business's economics and environmental aspiration, which IKEA has not yet achieved.
[bookmark: _Toc227801817]Strategic Recommendations
Based on the above analysis and informed by the current international marketing scholarship, the following six strategic proposals are proposed for the international marketing strategy of IKEA in China and the UK:
· Social Commerce in China: Invest in Douyin/Bilibili livestream commerce with KOL/KOC alliances that focus on Gen-Z, and implement AR room-planning to WeChat mini-programs (Fitria et al., 2024). 
· Sustainability Leadership in the UK: Establish verified circular economy goals through third-party certification (B-Corp) and collaborate with non-governmental organizations, such as the Ellen MacArthur Foundation to form credibility among millennials (ONS, 2024; Kotler and Armstrong, 2021). 
· Digital-First China Extension: Move to tier-2/3 cities through small experience studios (3,0003,000 m 2) with JD Logistics fulfilment, reducing capital spending by 6070% in cities such as Chengdu, Wuhan, and Xi'an (Jonsson and Foss, 2011). 
· Blockchain Supply Chain Transparency: Implement distributed ledger technology on product-level traceability on both markets, and publicize audited supplier information on wages and environmental compliance (Johansson, 2000; Hill, 2008). 
· Smart Home Ecosystems China: Collaborate with Xiaomi to integrate IKEA Home Smarts into China's mainstream smart home policies and also use partner brand equity to accelerate adoption (Ng and Wakenshaw, 2017). 
· Consumer Co-Creation Panels: Form permanent co-creation panels in both the markets: cultural advisors in China to authentically localise; sustainability panels in the UK to strengthen brand ownership by purposeful consumers (De Mooij, 2021).
[bookmark: _Toc227801818]Section 2: Reflective Account (Gibbs' Reflective Cycle)
[bookmark: _Toc227801819]Introduction
This section gives a reflective narrative of the research and writing experience of Section 1 in a systematic order in line with the Reflective Cycle of Gibbs (1988). The model by Gibbs, which has six repetitive phases, i.e., Description, Feelings, Evaluation, Analysis, Conclusion, and Action Plan, is common in post-graduate academic reflection due to the encouragement of analytical self-awareness and identification of transferable learning as opposed to a mere description of what has occurred.
[image: Gibbs Reflective Cycle]
[bookmark: _Toc227240657]Figure 15 Gibbs Reflective Cycle
[bookmark: _Toc227801820]Description
The task involved choosing a global brand, as well as two international markets, to provide a comparative analysis of the international marketing strategy based on academic frameworks. The selection of IKEA and the UK, as well as China, rests on its recognition in the international marketing literature, the acuity of strategy difference between two markets, and the existence of recent scholarly materials. The research was conducted in three phases: a systematic literature review based on academic journals, IKEA annual reports, and industry data, the systematic use of PESTEL, STP, 7ps, Ansoff Matrix, and Hofstede dimensions, and the drafting of the research that was focused on critical evaluation, rather than description.
[bookmark: _Toc227801821] Feelings
At the start of the project, it was both thrilling and overwhelming. The breadth of analysis, which is macroenvironmental, strategic, tactical and ethical dimensions, sounded an alarm early on regarding the production of a descriptive catalogue and not an actual analysis. It was not that easy to resist descriptive writing and put into practice the models used in practice such as PESTEL. Another disappointing aspect was that there is not much recent peer-reviewed literature specifically on the marketing strategy of IKEA in China and so theoretical triangulation between an international marketing theory in general and the company-specific sources needed to be performed.
[bookmark: _Toc227801822]Evaluation
By basing the comparative analysis on the cultural dimensions of Hofstede, it was practical to give some theoretically coherent explanations of the strategic adjustments of IKEA instead of taking them as a single observation. Original data visualisations were also a value addition as comparative trends were easier to access. Nevertheless, the 7Ps part was initially a descriptive list and not a critically integrated analysis and it would need a lot of revision to be at Level 7. Ethical aspects, especially the threat of greenwashing in the UK and data privacy in China were also underweighted on the initial draft and had to be consciously addressed during the revision.
[bookmark: _Toc227801823]Analysis
The process of analytical took the form of two intellectual tensions. The initial one was the standardisation-adaptation controversy. Early conceptualisation was a binary decision, but reading the literature made it apparent that this is a continuum: the elements that are appreciated as being globally relevant (brand identity, core product architecture) and those that are appreciated as locally relevant (promotion, pricing, distribution channels). This is the strategy of IKEA, and the standardisation-adaptation continuum by Hollensen (2020) offered theoretical terms to define it.
The second conflict was regarding the connection between business plans and moral obligations. Examination of supply chain and sustainability positioning at IKEA revealed that ethical marketing necessitates structural congruency between the economics of business model and professed values not just regulatory compliance. The understanding, based on Johansson (2000) and Verbeke (2013), will have a direct impact on future professional practice.
[bookmark: _Toc227801824]Conclusion
The assignment has contributed significantly to the knowledge on international marketing strategy both theoretically and practically. The major learning outcomes will be: in what circumstances do standardisation and adaptation approaches work; how do cultural aspects influence the consumer behaviour in national markets; how markets of digital-first penetration in China work; and how the complexity of balancing commercial and ethical pressures on global brand management is increasing. Using the Gibbs Reflective Cycle as a systematic approach to analysis, as opposed to informal reflection, generated more transferable and useful insights than did unstructured reflection.
0. [bookmark: _Toc227801825]Action Plan
· In future research tasks, I will be more systematic in my literature search, focusing on recent peer-reviewed journal articles as the main source of analysis rather than secondary and tertiary sources.
· I will use a critical questioning protocol when drafting, i.e., asking myself at the end of each descriptive claim So what? Why does this matter? What does this tell us about the overall theoretical debate? To make sure that analysis and not description are the prevailing mode of expression.
· I will use comparative PESTEL and 7Ps analyses in a systematic way in analyzing the prospects of entering the international market, with cultural dimension analysis (using Hofstede or a similar system) as an indispensable part of any market analysis.
· I will also keep on building the expert knowledge on the Chinese digital marketing ecosystem - WeChat, Tmall, Douyin, and new social commerce platforms - as an insight to acknowledge that this is an imperative competence of any international marketing practitioner in any consumer-facing industry.
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