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IKEA is a multinational conglomerate that has its headquarters in the Netherlands and was founded in Sweden way back in 1943. IKEA was a dream for a 17 years old boy, Ingvar Kamprad who was a simple Swedish boy with his enormous dreams. IKEA sells ready to assemble furniture, home accessories, kitchen and home appliances, and so on. Since 2008, IKEA has held its position as the world's largest furniture retailer and that is not a small thing to have in the company portfolio. IKEA has a total of 422 stores available in over 50 countries till March 2021 (Singh et al., 2021). By this, the multinational presence of IKEA can be easily seen and the business area can also be analysed. This report will focus on marketing aspects of the company and all the basic details of marketing will also be there in this report. Marketing is one of the basic requirements for any company be that in the retail market or wholesale market. Without marketing, sales cannot come and without sales, profitability and sustainability cannot come. Here in this report both external and internal environment analysis of IKEA will be discussed and reviewed. Marketing STP analysis and marketing mix analysis will be there to make informed marketing recommendations for the company. 
[bookmark: _Toc92477020]Definition and stages of marketing
Definition: For defining marketing, it can be said that marketing is a kind of activity or set of processes, to create, communicate, deliver and exchange offerings that have some amount of value for the clients, customers, partners and society at large. This is the bookish definition of marketing now to simplify it can be said marketing refers to those activities which businesses mainly do for attracting customers and selling products to the targeted customers. Marketing is very essential to spread awareness about products, services, how the company is different from others and so on (Sin et al., 2021). Without proper marketing, communications between the company and the targeted customers cannot be made possible and due to that proper sales figures cannot be guaranteed. Now there are five stages by which marketing can be possible. Those steps are described below. 
Situational analysis: Marketing always depends on situations by which the organisation is passing by and what is the goal to be achieved by the company in the near and far future. 
Objective: Marketing cannot be done without specifying the needs or objectives of the organisation. Every organisation has their different needs and expectations, based on which marketing can be done. 
Strategy: After specifying the objectives, it is time to decide the strategies by which the goals can be achieved (Yuting, 2019). This stage is very important in terms of policy making and motivating employees and stakeholders about marketing needs and requirements. 
Implementation: After defining strategies, the implementation of strategies should be done for getting better results from those strategies. All the stakeholders need to be cautious about their roles in the implementation stage as this can be the most crucial part of the marketing process. 
Control: After the implementation of marketing strategies control over all of those strategies should also be there so that strategies can give better results in terms of profitability and efficiency. 
[bookmark: _Toc92477021]Pestle factors for IKEA
For analysing the external environmental forces PESTLE analysis can be the best tool and the IKEA pestle model will be applied here to review the situation. 
Political factors: IKEA brand has a multinational presence in over 50 countries and there are various laws and regulations related to export-import, investment and so on. IKEA has to go through all of those rules and regulations for effective use of them and using those business expansion scenarios can also be reviewed. In the Asian market, China and India have great potential for IKEA and that is why IKEA is trying to get an entry in both countries. In 2019 IKEA has entered India and China and that is why the rules and regulations related to import and export policies, taxation and other things needed to be reviewed (Goel and Garg, 2018). As of now, there are many countries that have opened foreign direct investment rules for other countries and that is why the current political situation is favourable for IKEA.
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Image 1: Pestle Analysis
(Source: Pestle, 2022)
Economic factors: IKEA's economic factor is more or less dependent upon the rate of US dollars in various markets. Every country has their exchange rates and those can fluctuate any day any time. The sales of the company have been steadily increasing since 2008 and that is why the present economic condition is more or less favourable for the brand altogether (Pestle, 2022). Currently due to Covid-19 pandemic the retail sector has been hit very hard and profitability has also been hit by the pandemic. That is why currently the economic factors are unstable but IKEA will emerge in a better way with its strong financial planning.
Social factors: Present society is looking for durable, reliable yet place saving furniture which will not cost so much as other options. IKEA is giving this option to the people which can be modern, lightweight, durable products at affordable rates (Křenková, 2020). This is actually increasing the brand value and people's love for the brand as well.
Technological factors: Technology is very much essential for every brand in the current situation and the use of technology in production and sales can help the brand to get a competitive edge over others in the market. Online marketing and selling of products are available for IKEA and that is another advantage for the brand. 
Legal factors: The legal factors should be maintained properly by the brand everywhere in the world where they are present. Many times, it can be seen that lawsuits are filed against IKEA in many countries (Křenková, 2020). To tackle those, a proper informed legal team should also be hired. Without this, legal factors can against the company and reputation as well. 
Environmental factors:
The company is moving towards sustainable power solutions with the implementation of solar panels, windmills and so on. As per corporate social responsibility, the company is also providing renewable electricity to various poor countries. 
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For analysing the external forces and their impact on the company, a Porter five forces model can be used. 
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Image 2: Porter's five forces model
(Source: Porter, 2022)
Bargaining power of customers: There are various other brands that provide the same thing in the market. The price points, durability, reliability may be different, the brand value may not be there, still, customers can go there by ditching IKEA without any switching cost. That is why a competitive environment is still there in the market and the bargaining power of customers is high. 
Bargaining power of suppliers: There are a lot of suppliers who supply products and raw materials all over the world. The main raw material is wood and scarcity of wood is well-known to the branding (Křenková, 2020). That is why the brand is not restricting itself to one or two suppliers. There are various options for them to sell their raw materials and other products. Thus, the bargaining power of suppliers is also very high. 
The threat of industry rivalry: Since 2008, IKEA is the largest manufacturer and seller of furniture in the world. There are many other competitors like Walmart, Tesco, American wood mark, Wayfair and so on who are trying to compete but the brand value which IKEA has created and that cannot be matched by any brand still now. IKEA has created their own market segment and monopoly can also be said (Miller and Smith, 2021). So, the threat of industry rivalry is very less.
Threat from substitutes: There can be many substitutes of wooden furniture but no substitute can be found for the furniture made of anything. People need furniture and IKEA used to make furniture with all the possible materials. So, threat from substitutes can be stated as moderate, not high and not low. 
The threat of new entrants: There can be many companies that will launch their products in the same market segment and can challenge IKEA. But to actually challenge an organisation like IKEA the brand value should be at the same level. For new brands reaching that level, it will require much time and that is why the threat of new entrants is very low. 
[bookmark: _Toc92477023]SWOT analysis for IKEA
For reviewing the internal situation of the company SWOT analysis can be done and that will be done for IKEA in this part. 
Strengths: The main strength of IKEA is that they value their customers and look for cost reduction by providing best in class products irrespective of countries and cities. IKEA manufactures their products as they can be sold as ready for assembling. IKEA offered instructions too by which the customers can assemble the products on their own. This can reduce the cost for the customers and this is one unique strength of the company. The brand continuously monitors its key performance indicators. They use that for betterment in performance for both sales, production and product line up. 
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Image 3: SWOT analysis
(Source: swot, 2022)
Weaknesses: IKEA is spread all over the world in over 50 countries, that is why maintaining the same superior quality all over the places can be very difficult. Due to its large scale and humongous presence, standard quality maintenance is also difficult for the brand. Excessive dependency on cost leadership has kept the prices low for many products (swot, 2022). In the present time the process of raw materials, logistics are rising daily and in this scenario cost leadership may be the reason for the downfall of profitability structure as well. As IKEA deals with woods, there are environmental factors that are rising as well. The company has to face these things on a daily basis, and due to these profits and reputation, both can go down. 
Opportunities: The company can enter into various emerging markets to grab the potential of those markets. As said earlier, IKEA has entered China and India, and in those countries, the company is increasing their number of stores.
Threats: Two threats are prominent for IKEA, one of low-cost leadership and the other one is the emerging online market. These two can distract the profitability model for the business as well. 
[bookmark: _Toc92477024]Relation between Porter’s five forces and SWOT findings
Porter's five forces model has generated some outcomes whereas SWOT analysis has also generated some outcomes as well. Now comparing those outcomes, a few points can be made here. Green business policy is in the limelight these days, due to increasing global warming issues. For that, it is important to plant trees, not cut the trees and use wood from those trees for furniture making. That is why IKEA is facing environmental challenges and the zero-carbon footprint opportunity may not seem possible for the organisation. As the competition is very low in most of the markets and IKEA is present in almost 450 places, maintaining and managing excellent quality is very difficult for the brand. That should be reviewed by the brand so that uniform standard and quality can become stable and reliable in almost every place. Quality is the key for every company and due to loss in quality reliability of the brand can also be lost. This is IKEA's most important threat that they are having right now in most of the markets, be that in Europe or in Asian markets. 
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Advantages of porter's five forces
· Porter's five forces may be the most efficient way of analysing the external environmental forces and the competitions as well. It measures how competitive the market currently is and how competitive the market will be in future. The competitive nature of the market segment can be understood by this model. 
· Porter's five forces model can help the brand to plan what to do for entering the market and how to be sustainable in the market as well Maheshwari and Marriaga Diaz, 2021). Planning and budgeting are very important in terms of setting a brand in a new place and new market. 
· This model is very much useful for dealing with customers and suppliers as well. This model is useful for analysing the supplier's strength and buyer's power. After getting the analysis of them the required deals can be done with the suppliers. The pricing strategies can also be decided from this model also and that depends on the bargaining power of customers.
· The profitability model can also be decided here, where the brands have to decide on how they will procure materials from the suppliers and how or at which price they will deliver the products to the customers. Thus, a profitability model can be made using this model. 
Disadvantages of porter's five forces
· There are only five predetermined forces present but, in many cases, there are other barriers as well like taxation policies, legal policies, rules and regulations and so on which are not being counted in this model.
· For many industries, this model may not work properly like the fashion industry where the product is the last verdict and so on (Maheshwari and Marriaga Diaz, 2021). In all of these industries, Porter's five forces may not work as much as expected from this model. That can be a big disadvantage for the brand.
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Market segmentation
There are four types of market segmentation that can be found in any industry which are described below.
Demographic segmentation: As per the prices and quality of the products, most people who are in the middle, low and high-income category, middle and young age can prefer the products of IKEA. 
Geographic segmentation: As mentioned earlier there are over 50 countries where the IKEA stores are available and that is why no strict restrictions on geographic areas can be applicable to IKEA products. 
Physiographic segmentation: People who like more modern architecture, modern amenities and lightweight furniture will buy IKEA products. IKEA makes various products that can fit any type of residence and any type of official place. 
Behavioural segmentation: The durability, reliability, costs and modern architecture of IKEA can attract buyers to the brand. 
Targeting 
Based on the detailed market segmentation, targeting of audiences can be done precisely. For IKEA it was important to review the market first and then the audiences for whom the products are going to be made (Maheshwari and Marriaga Diaz, 2021). Now that IKEA was successful at first, they have not expanded in so many countries. After the start of the expansion, the brands get used to changes in people's minds and changes in people's criteria and choices. That is why they are currently so successful in many areas like Europe and Asia and the Middle East. 
Positioning
As per the targeted audiences the company has to position their brand for example as a premium brand, non-premium brand and so on (Kremer, 2019). As per the current market scenario, IKEA has set up their brand as a non-premium affordable brand that can be easily bought by anyone. Due to import duties in many areas of Asia, the prices of the products may feel pricier but that can be affordable in many places in European countries and American regions. 
[bookmark: _Toc92477027]7p’s of the marketing mix
The marketing mix is a type of model which can help to design the marketing model for the organisation. There are seven aspects or P's which can help in presenting the marketing model of the organisation. 
Price: IKEA generally uses a competitive pricing strategy or low-cost leadership in almost every place and that is why they are so successful in every market (Ng, 2019). Maintaining proper pricing strategies are important for marketing a product in a convincing way. 
Product: For marketing, there needs to be something that can be sold to the customers. Now for IKEA, the products are very good and there is no such competition available for the company. So in this aspect IKEA is very much prepared for marketing and their marketing campaign will be successful due to the varieties of products available in their stores. 
Place: As IKEA is present in over 50 countries and 422 places all over the world, the place strategies may be useful for the brand (MEHRA, 2020). The brand has success in almost every country and place may be the reason for that as well. 
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Image 4: Marketing 7P
(Source: Oxford, 2022)
Promotion: The promotional aspects of IKEA are not as good as other brands but still IKEA is successful due to its product quality and reliability aspects (El Dameh and Ghadeer, 2019). IKEA uses a lot of promotional tactics like social media marketing, print and television media marketing and so on for the promotion of their products and offerings.
Processes: The research and development aspects of the company are doing wonders for the company and due to that many new offerings can be seen in the company portfolio.
Physical evidence: Physically the IKEA brand is very active with their offline stores, customer help centre and so on (Oxford, 2022). With this much physical evidence, it can be predicted that the brand will do good. 
People: The founder has a dream and the next generation is following that. The brand has put the right persons in the right place, that is why success can be observed. 
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There are a few recommendations based on the situation and the business profile and those are described below.
· The brand has to move to a more sustainable way of doing business. The use of wood can be lessened up and other durable materials can be used which will not harm the environment at all. 
· The carbon footprints need to be maintained with the implementation of various renewable energy sources and other procedures (Husz and Carlsson, 2019). That can help the brand to be self-sufficient and self-reliant in terms of energy requirements and needs.
· The prices of the products of Asian countries can also be revised as the prices are a bit higher than other European countries or American states (Spinoglio, 2020). The company should also set up manufacturing plants in Asian countries so that people can get tax benefits and low prices as well. As the Covid pandemic is going on the company should also consider low pricing so that sales can grow up compared to lockdown times. 
· The company should think of the new country expansion so that more countries can be covered with IKEA stores (Dragičević, 2018). Online delivery should be started so that people can make purchases from home in this pandemic situation. 
[bookmark: _Toc92477029]Conclusion
In this report marketing aspects of Swedish furniture manufacturing giant IKEA have been represented in these new norms due to the Covid-19 pandemic. Both external and internal environments have been discussed with various models. Marketing segmentation, targeting, positioning with 7p's of marketing have also been discussed for getting a better view towards IKEA's marketing excellence. 
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