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[bookmark: _Toc227880396]1. Introduction
This report analyses the international marketing strategies of IKEA in the United Kingdom and China. It contrasts macro-environmental factors through the PESTEL framework, and the segmentation, targeting, positioning, and the 7Ps marketing mix in the two markets. The report also analyses the strategic development of IKEA, the ethical concerns and offers recommendations on how it can enhance its global marketing performance.
The Reflective Cycle is a systematic model created by Graham Gibbs in the year 1988 to assist people in learning by experience with the help of six steps, which are description, feelings, evaluation, analysis, conclusion and action plan (McLeod, 2025). It finds extensive application in education and professional growth due to its promotion of critical thinking, ongoing improvement, and a deeper insight into oneself through the systematic reflections.
[bookmark: _Toc227880397]2. Company Overview
[bookmark: _Toc227880398]2.1 IKEA
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[bookmark: _Toc227880472]Figure 1: IKEA
(Source: IKEA, 2026)
IKEA is a Swedish home furnishing retailer based in Sweden and was established way back in the year 1943 in the town of Alemhlud, Sweden by Ingvar Kamprad who was a mere 17 years at the time the company was established. The IKEA brand name is a combination of the initials of Ingvar Kamprad and the family farm of Elmtaryd along with his birthplace of Agunnaryd (IKEA, 2026a). The company has a worldwide reputation of cheaper, flat-pack, functional, and trendy furniture to enhance day-to-day living (IKEA, 2026b). The IKEA functions based on a franchise business model with millions of customers across the globe with an emphasis on sustainability and cost-efficiency. It claimed retail sales of 44.6 billion in FY25, which is a good presence in the global market and growth in digital (IKEA, 2026c; Reuters, 2025).
It has a franchise system operating in millions of customers all over the world with a high emphasis on being cost-conscious and sustainable (IKEA, 2026b). IKEA had a total of retail sales of €44.6 billion in FY25, indicating its world-wide presence and omnichannel approach (IKEA, 2026c). Digitally, the company is steadily growing, especially in such markets as China (Ingka Group, 2025; Reuters, 2025).
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[bookmark: _Toc227880473]Figure 2: History
(Source: IKEA, 2026)

[bookmark: _Toc227880399]2.2 Vision and Mission
KFC markets itself as a finger licking good chicken brand and producer of positive impact within communities. The company stresses on doing things the right way, such as food quality, community and environmental responsibility (KFC Global, 2026). It has a wider vision of staying the favourite fried chicken brand in the world as it seeks sustainable growth and innovations in markets.
[image: IKEA Mission and Vision Statement]
[bookmark: _Toc227880474]Figure 3: Vision and Mission
(Source: IKEA, 2026)
[bookmark: _Toc227880400]2.3 IKEA in the United Kingdom
IKEA has been operating in the UK since 1987 when it opened its first store in Warrington and has since grown its operations with a number of store formats, distribution centres and an online retail platform. The UK is a developed market, in which IKEA is interested in accessibility, sustainability, and innovations in urban retailing to adapt to changing consumer lifestyles and housing trends (IKEA, 2026).
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[bookmark: _Toc227880475]Figure 4: IKEA UK Start
(Source: IKEA, 2026)
[bookmark: _Toc227880401]2.4 IKEA in China
IKEA ventured into China in 1998 and over the years, it has had to adjust its strategy to an extremely competitive and dynamic retail setup. Digital transformation, localisation, and expansion of the omnichannel, such as collaborations with major e-commerce platforms, have been priorities of the company to improve the needs of Chinese consumers and reach more markets (Ingka Group, 2025; Wang, 2025).
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[bookmark: _Toc227880476]Figure 5: IKEA China Start
(Source: Grolleman, 2018)
[bookmark: _Toc227880402]3. Macro Environment
[bookmark: _Toc227880403]3.1 Definition of PESTLE Analysis
PESTLE analysis is a strategic tool that analyses the external macro-environment of an organisation, such as political, economic, social, technological, legal and environmental forces, to aid in making effective decisions and plans (Buye, 2021).

[image: PESTLE Analysis: The CEO's Guide to Future-Proofing a Business | by Asif  Iqbal | Techno-Preneurship | Medium]
[bookmark: _Toc227880477]Figure 6: PESTLE Analysis
(Source: Iqbal, A., 2025)
[bookmark: _Toc227880404]3.2 Political
United Kingdom - Both Favourable and Unfavourable
UK political favours as well as unfavours IKEA. It is favourable as IKEA has a solid foundation with 21 stores, various formats of distribution, and an already-established customer base (IKEA, 2026). Nevertheless, UK GDP per capita has decreased by 6%-8%, investment by 12%-18% and productivity has been weakened by Brexit that, potentially, limits consumer and business spending (UK in a Changing Europe, 2026, 2025; BBC Verify, 2025).
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[bookmark: _Toc227880478]Figure 7: UK Brexit
(Source: UK in a Changing Europe, 2026)
China - Both Favourable and Unfavourable
China poitical is both favourable and unfavourable to IKEA. It is positive given that China is the second-largest economy in the world with the estimated GDP of USD 19,231.71 billion in 2025, robust growth in the service sector, and retail capacities (digital retail) by using platforms like JD.com (Santander Trade, 2025; Ingka Group, 2025). However, the reduced growth of 4.0% in 2025, the lack of domestic demand, and the instability of the property sector pose threats to the expansion of retail (Santander Trade, 2025).
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[bookmark: _Toc227880479]Figure 8: China Political Factors
(Source: Santander Trade, 2026)
[bookmark: _Toc227880405]3.3 Economic
	Economic Indicator
	United Kingdom
	China

	GDP (2026)
	USD 3,643.83 billion (Trading Economics, 2026)
	USD 18,743.80 billion (Trading Economics, 2026)

	GNP (Latest available)
	USD 1,031.096 billion in Sep 2025 (CEIC Data, 2026)
	USD 19,390.047 billion in Dec 2025 (CEIC Data, 2026)

	Inflation (2026)
	3.0% in Jan 2026 (Trading Economics, 2026)
	1.3% in Feb 2026 (Trading Economics, 2026)

	Economic Stability
	Moderate stability, with easing inflation but slower post-Brexit growth conditions
	Relatively strong but cautious, supported by large GDP size, though demand-side pressures remain

	Current Profit
	Moderate, as lower inflation may support retail spending, but economic pressure still affects profitability
	Good potential, due to large market size and lower inflation, though competition and slower growth may affect margins


[bookmark: _Toc227880462]Table 1: Economic Data
(Source: Created by Learner)
United Kingdom - Favorable
UK has a favourable economic environment to IKEA because it has a high GDP of USD 3,643.83 billion and a relatively stable inflation rate of 3.0 percent in 2026, which favours consumer buying power and retail demand (Trading Economics, 2026a; Trading Economics, 2026c). Moreover, the developed market structure and large GNP of USD 1,031.096 billion of the UK suggests high income levels and consumption power (CEIC Data, 2026a).
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[bookmark: _Toc227880480]Figure 9: UK GDP
(Source: Trading Economics, 2026)
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[bookmark: _Toc227880481]Figure 10: UK GNP
(Source: CEIC Data, 2026)
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[bookmark: _Toc227880482]Figure 11: UK Inflation
(Source: Trading Economics, 2026)
China – Favorable
China has a very favourable economic climate to IKEA in terms of its large GDP of USD 18,743.80 billion and an increasing GNP of USD 19,390.047 billion, a good market potential and rise in income (Trading Economics, 2026; CEIC Data, 2026). The retail growth and opportunities to expand IKEA are further boosted by low inflation of 1.3% in 2026 that will ensure consumer affordability (Trading Economics, 2026).
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[bookmark: _Toc227880483]Figure 12: China GDP
(Source: Trading Economics, 2026)
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[bookmark: _Toc227880484]Figure 13: China GNP
(Source: CEIC Data, 2026)
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[bookmark: _Toc227880485]Figure 14: China Inflation
(Source: Trading Economics, 2026)
[bookmark: _Toc227880406]3.4 Social
United Kingdom – Both Favorable and Unfavorable
IKEA has opportunities and challenges in social trends in the UK. Customers are more and more concerned with long-lasting, low-price, and convenient store components, which in favor of IKEA (Attest, 2026). Nonetheless, there is an increase in living expenses and trepidation consumption that influences buying options, restricting nonessential expenditure on furniture and home goods (ONS, 2026).
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[bookmark: _Toc227880486]Figure 15: UK Brand Switching
(Source: Attest, 2026)
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[bookmark: _Toc227880487]Figure 16: UK Brand Switching
(Source: Attest, 2026)
China – Unfavourable
In China, changing social trends create challenges for IKEA. Gen Z consumers and younger generations are seeking high-quality, customized and digitally connected experiences, moving beyond the mass-produced products (Chu et al., 2026). Also, the increased demand on innovation and rapidly evolving lifestyles pressure IKEA to constantly evolve its products (Dudarenok, 2026).
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[bookmark: _Toc227880488]Figure 17: China Gen Z Trend
(Source: Chu et al., 2026)


[bookmark: _Toc227880407]3.5 Technological
United Kingdom – Unfavourable
The UK technological landscape poses threats to IKEA as a result of increasing cyber threats and regulatory demands. The UK business leaders are weakly prepared to deal with cyber breaches, with around 58% of them determining breaches to be a significant risk, and only 44% perform a due risk screening (Nardello et al., 2026). Moreover, although the tech sector has been growing into a  $1.2 trillion, the instability of funding and rising insolvency make the digital growth unpredictable (Hopkins, 2025).
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[bookmark: _Toc227880489]Figure 18: UK Technology
(Source: Nardello et al., 2026)
China – Favorable
IKEA will find a favourable technological environment in China because of the robust innovation and digital growth. Government is spending 10 to 426 billion yuan more on R&D and focusing on the development of AI as part of its 2026-2030 plan (You, 2026). Moreover, the revenue of high-tech industry increased by 16.1 per cent and spending on digital technology by 10.8%, which favors the fast innovations in e-commerce and retail (Xinhua, 2026).
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[bookmark: _Toc227880490]Figure 19: China Technology
(Source: Xinhua, 2026)
[bookmark: _Toc227880408]3.6 Legal
United Kingdom – Both Favorable and Unfavorable
The legal climate in UK poses both opportunities and threats to IKEA. Well-developed employee benefits, including long parental leaves and better anti-harassment legislation, enhance the welfare of a workforce, and brand reputation (Longmores Solicitors, 2026). But more stringent rules, more compliance rules, larger sanctions in the form of up to 180 days of pay when there are redundancy breaches increase the cost of doing business as well as the legal liability of an organization (Longmores Solicitors, 2026).
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[bookmark: _Toc227880491]Figure 20: UK Employment Law
(Source: Longmores Solicitors, 2026)
KFC in China – Unfavorable
The legal culture in China is not favourable to IKEA because of the growing level of regulatory compliance and enforcement. Strict VAT regulations, regulatory data protection, ESG reporting and cross-border financial controls require businesses to adhere to more administration (Woodburn Management Consulting, 2026). Increased scrutiny of taxation, data control and supply chains curtail flexibility and increase operational risks of foreign firms (Woodburn Management Consulting, 2026).
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[bookmark: _Toc227880492]Figure 21: China Legal Factors
(Source: Woodburn Management Consulting, 2026)
[bookmark: _Toc227880409]3.7 Environmental
United Kingdom – Unfavorable
The environmental conditions in the UK may not be favourable to IKEA as the country is witnessing stricter regulations and changes in the emissions reporting regulations. The methodological changes indicate the growing scrutiny, with 0.17%. rise in 2023 emissions estimates and sector-related changes (GOV.UK, 2026). These strict policies drive up the compliance expenses, the complexity of operation, and the pressure on the businesses to continually comply with higher sustainability and reporting standards.
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[bookmark: _Toc227880493]Figure 22: UK Environmental Sourcing
(Source:)
China – Favorable
The environmental climate of China is positive because the Chinese government is heavily invested in green transformation and substantial investment in renewable energy and sustainability. In terms of economy, green industries were important, with an annual contribution of 13.6 trillion yuan (10% of GDP) (Tan, 2026). Nevertheless, the long-term objectives, such as carbon neutrality by 2060, provide IKEA with a chance to offer more sustainable products and align with changing environmentally friendly policies (Tan, 2026).
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[bookmark: _Toc227880494]Figure 23: China UK Environmental Factors
(Source: Tan, 2026)
[bookmark: _Toc227880410]3.8 Similarities and Differences in PESTLE
	PESTLE Factor
	United Kingdom
	China
	Similarities
	Differences

	Political
	Both Favorable & Unfavorable – Stable market with strong IKEA presence but Brexit reduced GDP per capita (6–8%) and investment (12–18%) (IKEA, 2026; UK in a Changing Europe, 2026; BBC Verify, 2025).
	Both Favorable & Unfavorable – Large economy and strong digital retail growth but slower GDP growth (4.0%) and property instability (Santander Trade, 2025; Ingka Group, 2025).
	Both are politically stable large markets supporting retail expansion.
	UK affected by Brexit; China affected by internal economic restructuring and state influence.

	Economic
	Favorable – High GDP (USD 3.64T), stable inflation (3%), strong consumer purchasing power (Trading Economics, 2026a; Trading Economics, 2026c; CEIC Data, 2026a).
	Favorable – Massive GDP (USD 18.7T), low inflation (1.3%), growing income levels (Trading Economics, 2026; CEIC Data, 2026).
	Both offer strong economic environments with high consumption potential.
	China has larger market size and faster growth; UK is more mature and stable.

	Social
	Both Favorable & Unfavorable – Sustainability awareness supports IKEA, but rising living costs reduce spending (Attest, 2026; ONS, 2026).
	Unfavorable – Demand for premium, digital, and personalised products challenges IKEA’s standardisation (Chu et al., 2026; Dudarenok, 2026).
	Both markets show changing consumer expectations and evolving lifestyles.
	UK consumers are price-sensitive; Chinese consumers demand innovation and premiumisation.

	Cultural
	Favorable – High individualism supports DIY and self-service model (Zheng et al., 2025; Tan, 2025).
	Both Favorable & Unfavorable – Collectivism supports family demand but low indulgence limits DIY adoption (Zheng et al., 2025; Tan, 2025).
	Culture influences consumer behaviour and product adaptation in both markets.
	UK aligns with IKEA’s model; China requires localisation due to collectivist values.

	Technological
	Unfavorable – High cyber risks (58%), weak preparedness, funding instability (Nardello & Co, 2026; Hopkins, 2025).
	Favorable – Strong R&D growth (10%), AI focus, high-tech revenue growth (16.1%) (You, 2026; Xinhua, 2026).
	Both are technologically advanced and digitally evolving markets.
	China shows rapid innovation and growth; UK faces risk and instability challenges.

	Legal
	Both Favorable & Unfavorable – Strong labour laws improve welfare but increase compliance costs (Longmores Solicitors, 2026).
	Unfavorable – Strict regulations on tax, data, ESG, and cross-border operations (Woodburn Management Consulting, 2026).
	Both require regulatory compliance and legal adaptation.
	UK laws are protective but manageable; China has stricter enforcement and complexity.

	Environmental
	Unfavorable – Strict emissions regulations and reporting increase operational pressure (GOV.UK, 2026).
	Favorable – Strong green policies and large investment in sustainability (Tan, 2026).
	Both emphasise sustainability and environmental responsibility.
	UK focuses on regulation and compliance; China focuses on growth and green investment.


[bookmark: _Toc227880463]Table 2: Similarities and Differences in PESTLE
(Source: Created by Learner)
[bookmark: _Toc227880411]3.9 Cultural
[image: ]
[bookmark: _Toc227880495]Figure 24: UK and China Hofstede Model
(Source: Created by Learner)
According to the Hofstede cultural dimensions, there are evident differences between China and the United Kingdom. China has high power distance (80) and low individualism (43) that indicates hierarchical and collectivist values whereas UK has lower power distance (35) and high individualism (76), indicating equality and autonomy. Achievement motivation is similar in both countries (66), whereas China is more long-term oriented (77) which emphasizes the future-oriented thinking as compared to the UK (60). Moreover, reduced indulgence in China (24) implies inhibited consumption behaviour, contrary to the UK (69) (Zheng et al., 2025; Tan, 2025).
United Kingdom – Favorable
The cultural environment in the UK is favourable to IKEA because of the high individualism (76) and low power distance (35) which is relevant to IKEA model of self service, DIY and customer empowerment. The customers are appreciative of convenience, a sense of independence and contemporary lifestyles and that promotes the standardized and affordable offerings of IKEA (Zheng et al., 2025; Tan, 2025).
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[bookmark: _Toc227880496]Figure 25: IKEA’s Self-service
(Source: IKEA, 2026)
China – Both Favorable and Unfavorable
The Chinese culture also offers opportunities as well as threats to IKEA. The family-oriented consumption that is supported by high power distance (80) and collectivism is advantageous to home furnishing demand. Nevertheless, the low levels of indulgence (24) and attachment to old-fashioned values can be the reasons behind the lack of acceptance toward the DIY ideas, which will also need localisation (Zheng et al., 2025; Tan, 2025).
[image: IKEA highlights local innovation and inclusive design in China - Scandasia]
[bookmark: _Toc227880497]Figure 26: IEKA China
(Source: Dover, 2025)
[bookmark: _Toc227880412]3.9.1 Advantages of Hofstede’s Cultural Dimensions Model
· Offers a systematic model of comparison of the national cultures on their main dimensions, assisting firms in gaining an insight into the contrast in consumer behaviour and cross-cultural management practice (Poulova et al., 2024).
· Facilitates international marketing and strategic decision-making by discovering the cultural impact on innovation, communication, and organisational behaviour (Zheng et al., 2025).
· Is easy and globally applicable, which is why it is extensively applied both in research and practice despite cultural complexity (Tan, 2025).
[bookmark: _Toc227880413]3.9.2 Disadvantages of Hofstede’s Cultural Dimensions Model
· Makes culture into a simplistic stereotype, as it lumps countries into a single group without considering internal diversity and how cultures evolve over time (Tan, 2025).
· Relying on the obsolete information and might not be entirely applicable to the contemporary globalised societies and the changing consumer behaviours (Poulova et al., 2024).
· Lacks contextual flexibility presupposes the existence of fixed cultural characteristics and can underestimate the situational, institutional, and individual-level factors (Zheng et al., 2025).

[bookmark: _Toc227880414]4. Comparison of IKEA’s STP Strategies in UK and China
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[bookmark: _Toc227880498]Figure 27: STP Strategies
(Source: Yieldify, 2020)
[bookmark: _Toc227880415]3.1 Segmentation Strategies
[bookmark: _Toc227880416]3.1.1 VALS-2 Personality Types UK vs China
[image: VALS frame work Source: Strategic Business Insights]
[bookmark: _Toc227880499]Figure 28: VALS-2 Personality Types
(Source: Mohanraj et al., 2015)
United Kingdom 
In the UK, IKEA is focusing on VALS-2 segments like Experiencers, Achievers, and Innovators who value style, convenience, and affordability. High individualism promotes self-expression and lifestyle-based buying, which is in line with the modern and functional designs of IKEA (Zheng et al., 2025). Sustainability and value-for-money are also among the key concerns of consumers who influence their demand in affordable and stylish home solutions (Attest, 2026).
China 
IKEA also appeals to Believers, Strivers and Achievers, which is evidence of collectivist and status-conscious behaviour in China. Consumers are concerned with the needs of the family, social status, and quality, and their demand rises towards the highly-value and individualized products (Chu et al., 2026). The high-speed digitalisation and changing lifestyles also impact segmentation and IKEA needs to change what it offers to tech-savvy and aspiration buyers (Dudarenok, 2026).
[bookmark: _Toc227880417]3.1.4 Market Segmentation UK vs China
	Segmentation Type
	IKEA – United Kingdom
	IKEA – China

	Geographic Segmentation
	IKEA operates 21 stores across major UK cities, targeting urban and suburban regions with high accessibility and developed logistics networks (IKEA, 2026). The UK’s advanced retail infrastructure and high population density in cities support store-based and online distribution models.
	IKEA focuses on Tier 1 and Tier 2 cities such as Beijing, Shanghai, and Guangzhou, where urbanisation rates exceed 65% and digital commerce is highly developed (Ingka Group, 2025). Expansion is concentrated in high-growth metropolitan regions with strong infrastructure and e-commerce penetration.

	Demographic Segmentation
	Targets middle-income households, young professionals, and families. The UK’s GDP of USD 3.64 trillion and stable inflation of 3.0% support purchasing power and consistent retail demand (Trading Economics, 2026). Age groups 25–45 are key customers seeking affordable home solutions.
	Targets a rapidly expanding middle class, supported by GDP of USD 18.7 trillion and growing GNP of USD 19.39 trillion (Trading Economics, 2026; CEIC Data, 2026). Younger consumers and urban families with rising incomes form the core segment, especially in cities with strong economic growth.

	Psychographic Segmentation
	Focuses on consumers valuing sustainability, affordability, and convenience, reflecting high individualism (76). UK consumers prefer modern lifestyles and eco-friendly products, aligning with IKEA’s value proposition (Zheng et al., 2025; Attest, 2026). Increasing cost-of-living pressures also drive demand for value-for-money products (ONS, 2026).
	Targets consumers driven by status, family values, and aspirational lifestyles. Chinese consumers show collectivism and demand premium, personalised experiences, especially among Gen Z (Chu et al., 2026). Rapid lifestyle changes and digital influence require IKEA to adapt product positioning (Dudarenok, 2026).

	Behavioral Segmentation
	UK customers are price-sensitive and value-driven, preferring DIY/self-service models. Stable inflation and mature retail behaviour support repeat purchases and loyalty (Tan, 2025; Trading Economics, 2026). Consumers also increasingly shop online while maintaining interest in physical stores.
	Chinese consumers prioritise convenience, digital engagement, and service experience, with strong reliance on e-commerce platforms. High-tech sector revenue growth of 16.1% and digital spending increase of 10.8% reflect strong online retail behaviour (Xinhua, 2026; Dudarenok, 2026).


[bookmark: _Toc227880464]Table 3: Market Segmentation UK vs China
(Source: Created by learner)
[bookmark: _Toc227880418]3.2 Targeting Strategies
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[bookmark: _Toc227880500]Figure 29: Targeting Strategies
(Source: Created by learner)
[bookmark: _Toc227880419]3.2.1 UK
In the UK, IKEA uses differentiated targeting approach by targeting the middle-income households, young professionals and sustainability conscious consumers. The individualism level in the country is high (76) which promotes lifestyle based segmentation and personalised services (Zheng et al., 2025). Moreover, a steady economic state and high buying capacity also provide IKEA with an opportunity to focus on a wide mass market with inexpensive and practical products (Trading Economics, 2026).
[bookmark: _Toc227880420]3.2.2 China
In China, IKEA applies a differentiated targeting strategy, where it targets urban middle-class consumers, Gen Z, and digital customers. Market expansion is backed by increasing incomes and GDP of USD 18.7 trillion (Trading Economics, 2026). Nevertheless, the shift in consumer needs and demands in the domain of high-quality and individualised and technology-oriented experiences means that IKEA would have to adjust its targeting strategy (Chu et al., 2026; Dudarenok, 2026).
[bookmark: _Toc227880421]3.3 Positioning Strategies
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[bookmark: _Toc227880501]Figure 30: Definition of Perceptual Map
(Source: Created by learner)
[image: MUJI VS IKEA's positioning : An analysis of the brand's identity]
[bookmark: _Toc227880502]Figure 31: Perceptual Map
(Source: Created by learner)
The perceptual map puts IKEA at the low price and mass-produced quadrant which means it is a low-end and standardized furniture with mass market. Similar positioning can be observed among competitors such as JYSK and Walmart, whereas high-price, customised segment is occupied by such premium brands as Roche Bobois. This underscores the high value-to-money positioning and competitive power of cost leadership of IKEA, which attracts the low-cost sensitive customers (Gigauri, 2019).
[bookmark: _Toc227880422]3.3.1 UK
IKEA also markets itself as a low cost, value-based brand in the UK, providing stylish, functional and sustainable home solutions to the mass consumers. Its positioning aligns with its vision of creating a better everyday life and appeals to price-sensitive yet design-conscious customers (IKEA, 2026; Pereira, 2025). The business plan takes advantage of an established retail market and brand awareness (Iqbal, 2025; Buye, 2021).
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[bookmark: _Toc227880503]Figure 32: Affordable Smart Home Lighting
(Source: Ellis, 2026)
[bookmark: _Toc227880423]3.3.2 China
In China, IKEA positions itself as a low-end, but up market lifestyle product, blending Scandinavian design and domestic tastes. The company is gradually moving towards digital solutions like JD.com to improve accessibility and customer experience (Ingka Group, 2025; Reuters, 2025). The market of this positioning is the urban middle-income and younger population, who are interested in modern, convenient and quality solutions at home (Wang, 2025; IKEA, 2026).
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[bookmark: _Toc227880504]Figure 33: IKEA Digital Platform Integration in China
(Source: JD.com, 2026)
[bookmark: _Toc227880424]3.4 Comparative Summary: Similarities and Differences in STP
	STP Element
	Similarities
	UK (Country A)
	China (Country B)

	Segmentation
	IKEA uses demographic, psychographic, geographic, and behavioural segmentation in both markets to identify consumer needs and preferences (Yieldify, 2020; IKEA, 2026).
	Focuses on middle-income households, urban consumers, and sustainability-oriented segments influenced by individualistic culture (Zheng et al., 2025; Attest, 2026).
	Targets urban middle-class, Gen Z, and digitally engaged consumers with strong preference for premium and personalised products (Chu et al., 2026; Dudarenok, 2026).

	Targeting
	IKEA adopts a differentiated targeting strategy in both countries while maintaining a mass-market approach through affordable offerings (IKEA, 2026; Mahmud, 2018).
	Targets price-sensitive, design-conscious consumers benefiting from stable economic conditions and high purchasing power (Trading Economics, 2026; CEIC Data, 2026).
	Targets aspirational and digitally connected consumers, leveraging large market size and rapid income growth (Trading Economics, 2026; Santander Trade, 2026).

	Positioning
	IKEA positions itself globally as a provider of affordable, functional, and stylish furniture, aligned with its vision of improving everyday life (IKEA, 2026; Pereira, 2025).
	Positioned as a low-cost, value-for-money brand appealing to independent consumers and mature retail markets (Iqbal, 2025; Buye, 2021).
	Positioned as an affordable yet aspirational lifestyle brand, integrating digital platforms and local preferences to enhance customer experience (Ingka Group, 2025; Reuters, 2025; Wang, 2025).


[bookmark: _Toc227880465]Table 4: Comparative Insights of STP UK and China
(Source: Created by learner)

[bookmark: _Toc227880425]4. Comparison of Marketing Mix Strategies in UK and China
Marketing mix is defined as the combination of the manipulable tools by which organisations fulfil customer requirements and meet the goals of the business in target markets. Conventionally, it incorporates the 4Ps, namely product, price, place, and promotion, which assists companies to come up with effective selling strategies of goods and services. The 7Ps version of the framework has been applied in the modern service industries to increase the customer experience and competitiveness by addition of people, process, and physical evidence to the 7ps (Ghabban, 2025). A controlled marketing mix allows companies like IKEA to place their products in the right location, appeal to consumers and create sustainable loyalty in the foreign markets (Nisa et al., 2025).
[image: The 7Ps of The Marketing Mix | Oxford College Of Marketing]
[bookmark: _Toc227880505]Figure 34: 7Ps
(Source: Oxford College of Marketing, 2023)
[bookmark: _Toc227880426]4.1 Product 
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[bookmark: _Toc227880506]Figure 35: Product Definition
(Source: Created by learner)
[bookmark: _Toc227880427]4.1.1 UK
IKEA has a broad variety of standardized, low-price and functional product furniture in the UK which is in line with its global concept. The product approach focuses on sustainability, a flat-pack, and do-it-yourself construction, which attracts independent consumers (Mahmud, 2018). The loyal customer base under the mature retail market is backed by strong brand identity and quality products (IKEA, 2026).
[image: Living Room - Explore Living Room Furniture & Decor - IKEA UK]
[bookmark: _Toc227880507]Figure 36: Functional IKEA Living Space
(Source: IKEA, 2026)
[bookmark: _Toc227880428]4.1.2 China 
IKEA in China customises the product strategy with the adoption of local preferences and creates more tailored, smaller-sized and higher-end designs. The products are adapted to urban living environment and evolving lifestyles (Dover, 2025). Digital platforms and local innovation are also incorporated by the company to make its products more accessible and relevant to Chinese consumers (Ingka Group, 2025; Wang, 2025).
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[bookmark: _Toc227880508]Figure 37: IKEA China Products
(Source: Examine China, 2026)
[bookmark: _Toc227880429]4.1.3 Product Variety, Depth & Width
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[bookmark: _Toc227880509]Figure 38: Product Variety, Depth & Width Definition
(Source: Created by learner)
	Aspect
	IKEA United Kingdom
	IKEA China

	Product Depth
	IKEA UK offers deep product lines within each category, including multiple variants in furniture, home accessories, and kitchen solutions, supporting diverse consumer preferences in a mature market (IKEA, 2024; Mahmud, 2018).
	IKEA China provides product depth with additional variations tailored to urban living, including compact and multifunctional furniture to meet space constraints and changing lifestyles (Dover, 2025; Wang, 2025).

	Product Width (Brand Extension)
	IKEA UK maintains a broad product width across categories such as furniture, décor, kitchenware, and services, reflecting a comprehensive home solution strategy (IKEA, 2026; Pereira, 2025).
	IKEA China expands product width through localisation and digital integration, offering customised solutions, smart home products, and platform-based extensions aligned with evolving consumer trends (Ingka Group, 2025; Dudarenok, 2026).


[bookmark: _Toc227880466]Table 5: Product Variety, Depth & Width
(Source: Created by learner)
4.1.3.1 UK
IKEA in the UK has high product diversity and depth in terms of furniture, kitchenware, and home accessories. The collection is concentrated around the standardized designs that have several variations in sizes, colour, and functionality. The wide and deep product range will cater to the varied customers, yet the price remains cheap and the product remains consistent in a saturated market (IKEA, 2026; Mahmud, 2018).
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[bookmark: _Toc227880510]Figure 39: IKEA Product Range Diversity
(Source: IKEA, 2026)
4.1.3.2 China 
In China, IKEA provides a wide product range but with greater localisation in depth. The variations of products are adjusted to smaller places of living, urban life and changing consumer tastes. It is also more compact, multifunctional, and premium-oriented, as demand patterns and the high expectations regarding customised and innovative home solutions are changing (Dover, 2025; Wang, 2025).
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[bookmark: _Toc227880511]Figure 40: IKEA Localized Retail Experience in China
(Source: Wang, 2019)
4.1.3.3 Main Differences Between UK and China 
The most important distinction is the standardisation and the localisation. The UK product mix focuses on standardised and cost-effective designs that have depth consistency across categories. However, China needs more product depth, such as compact and premium. This means that the two markets have a difference in their living standards, culture, and expectations of consumers (IKEA, 2026; Dover, 2025).
[bookmark: _Toc227880430]4.1.4 Product Design 
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[bookmark: _Toc227880512]Figure 41: Product Design Definition
(Source: Created by learner)
4.1.4.1 UK
The product design of IKEA in the UK is characterized by minimalism, Scandinavian style, functionality and low costs, which meet the needs of consumers to practical and stylish solutions in their homes. Models are based on sustainability, flat-pack, and usability, and encourage DIY culture and independent living. This would enhance the value proposition of IKEA within its competitive and mature retailing environment (IKEA, 2024; Inter IKEA Group, 2024; Iqbal, 2025).

[image: ]
[bookmark: _Toc227880513]Figure 42: IKEA Flat-Pack Design Concept
(Source: Woodpeck, 2019)
4.1.4.2 China 
In China, IKEA adjusts product design to the urban living style, space constraints and changing consumer expectations. Designs have a focus on compact, multi-purpose and innovative solutions and embrace the local preferences and digital integration. This localisation approach makes it more relevant and competitive in an ever-changing market with shifting consumption habits and desire to get tailored experiences (Ingka Group, 2025; Reuters, 2025; Wang, 2025).
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[bookmark: _Toc227880514]Figure 43: IKEA Digital Innovation in China
(Source: Tang, 2019)

[bookmark: _Toc227880431]4.2 Price 
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[bookmark: _Toc227880515]Figure 44: Price Definition
(Source: Created by learner)
[bookmark: _Toc227880432]4.2.1 UK
Inflation (approximately 3.0%), consumer purchasing power and competitive retail circumstances determine the pricing of IKEA in the UK. The expenses are cut through cost efficiency, optimisation of the supply chain and flat-pack logistics. IKEA uses a cost-leadership strategy, where its prices stay constant, low, to serve price-sensitive customers whilst profitable in a stable economic environment (Trading Economics, 2026; Inter IKEA Group, 2024; Iqbal, 2025).
[image: Why Ikea could cost you dear: Prices soar by up to 80% at flatpack chain |  Daily Mail Online]
[bookmark: _Toc227880516]Figure 45: IKEA Pricing Strategy and Inflation Impact
(Source: Poulter, 2022)

[bookmark: _Toc227880433]4.2.2 China 
In China, the markets are competitive, and the price depends on the differences in income, and the digital market. IKEA uses a flexible pricing strategy which is affordable, yet aspirational. Localisation, platform-based discounts and promotional pricing are useful in enhancing competitiveness. A combination with e-commerce sites is a way to intensify price transparency and accessibility which will facilitate development in a highly dynamic retail market (Ingka Group, 2025; Reuters, 2025; Santander Trade, 2026).
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[bookmark: _Toc227880517]Figure 46: IKEA Promotional Pricing Strategy in China
(Source: Wang, 2024)

[bookmark: _Toc227880434]4.3 Place 
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[bookmark: _Toc227880518]Figure 47: Place Definition
(Source: Created by learner)
	Channel Type
	IKEA United Kingdom
	IKEA China

	Direct Channels
	IKEA UK primarily uses direct channels such as large physical stores, official website, and click-and-collect services, ensuring control over customer experience and brand consistency (IKEA, 2026; Inter IKEA Group, 2024).
	IKEA China also uses direct channels including physical stores, official website, and mobile apps, enabling integrated omnichannel retail and direct customer engagement (IKEA, 2026; Wang, 2025).

	Indirect Channels
	Indirect channels are limited in the UK, as IKEA mainly relies on its own retail network, with minimal third-party distribution to maintain brand control (Mahmud, 2018).
	IKEA China increasingly uses indirect channels through partnerships with platforms like JD.com, expanding reach and accessibility in the digital marketplace (Ingka Group, 2025; Reuters, 2025).


[bookmark: _Toc227880467]Table 6: Direct and Indirect Channels
(Source: Created by learner)
[bookmark: _Toc227880435]4.3.1 UK
IKEA in the UK relies on a highly developed distribution network including big out of the town stores, urban formats and online stores. The approach guarantees a good level of access and effective logistics that are complemented by good infrastructure. Combining online and offline offerings will increase customer convenience and enable omnichannel retailing in an advanced market (IKEA, 2024; Inter IKEA Group, 2024; Iqbal, 2025). Also, IKEA has a selective distribution strategy, where they select strategic locations to sustain the brand image and operational efficiency.
[image: Ikea launches buy-back service in all UK stores - edie]
[bookmark: _Toc227880519]Figure 48: UK IKEA Stores
(Source: Edie Newsroom, 2021)
[bookmark: _Toc227880436]4.3.2 China 
In China, IKEA embraces hybrid distribution strategy that incorporates the use of physical stores and robust digital platforms like JD.com. It is targeted at urban centres and internet growth to access digitally active consumers. The strategy enhances accessibility, facilitates quick penetration into the market, and fits into the fast-growing e-commerce landscape in China (Ingka Group, 2025; Reuters, 2025; Wang, 2025). IKEA also uses the strategy of selective distribution, concentrating on the major cities and channels so that the market coverage and control can be achieved.
[image: FIND YOUR STORE]
[bookmark: _Toc227880520]Figure 49: China IKEA Stores
(Source: IKEA, 2026)
[bookmark: _Toc227880437]4.4 Promotion 
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[bookmark: _Toc227880521]Figure 50: Promotion Definition
(Source: Created by learner)
[bookmark: _Toc227880438]4.4.1 UK
IKEA has both conventional and online promotional tools in the UK, such as advertising, social media, and in-store experience to emphasize affordability and sustainability. Campaigns revolve around customer living solutions and brand values and improves customer involvement. A good brand name and message make the retail market aware and loyal in the competitive market (IKEA, 2024; Pereira, 2025; Buye, 2021).
[image: Ingka Group creates a "better everyday life for the many" with launch of  new global marketing campaign | Ingka Group]
[bookmark: _Toc227880522]Figure 51: IKEA Lifestyle Marketing Campaign
(Source: Ingka Group, 2024)
[bookmark: _Toc227880439]4.4.2 China 
IKEA in China emphasizes online and platform-based advertising by employing e-commerce, social media, and interactive advertising to access younger consumers. The strategy focuses on localisation, innovation and customised interactions. Partnerships and online coexistence promote visibility and customer engagement, which is aligned with the swift consumer trends and rising online shopping habits (Dover, 2025; Dudarenok, 2026; Santander Trade, 2026).
[image: IKEA highlights local innovation and inclusive design in China - Scandasia]
[bookmark: _Toc227880523]Figure 52: IKEA Localized Promotion in China
(Source: Dover, 2025)
[bookmark: _Toc227880440]4.4.3 Promotion Evaluation Table
	Promotion Element
	IKEA UK
	IKEA China

	Advertising
	Uses traditional media (TV, print) and digital advertising focusing on affordability, sustainability, and lifestyle solutions (IKEA, 2024; Pereira, 2025).
	Focuses on digital advertising through social media, apps, and e-commerce platforms targeting younger, tech-savvy audiences (Dudarenok, 2026; Santander Trade, 2026).

	Sales Promotion
	Offers seasonal discounts, in-store promotions, and loyalty programmes to attract price-sensitive consumers (IKEA, 2026).
	Uses online promotions, flash sales, and platform-based discounts via JD.com and other digital channels (Ingka Group, 2025).

	Public Relations
	Emphasises sustainability initiatives and brand storytelling to build trust and brand image (IKEA, 2026; Buye, 2021).
	Focuses on local engagement, innovation, and partnerships to strengthen brand relevance and reputation (Dover, 2025).

	Digital Marketing
	Strong use of websites, social media, and online catalogues to support omnichannel retailing (Inter IKEA Group, 2024).
	Highly digitalised strategy with heavy reliance on e-commerce, social media, and mobile platforms (Dudarenok, 2026).

	In-store Experience
	Interactive showroom layouts and physical store experience to inspire customers and support purchase decisions (Mahmud, 2018).
	Combines physical experience with digital integration to enhance convenience and engagement (Wang, 2025).

	Personal Selling
	Limited personal selling, with focus on self-service and customer independence (IKEA, 2026).
	Increased customer assistance and service orientation to meet expectations of Chinese consumers (Dover, 2025).


[bookmark: _Toc227880468]Table 7: Promotion Evaluation Table
(Source: Created by learner)
[bookmark: _Toc227880441]4.5 People 
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[bookmark: _Toc227880524]Figure 53: People Definition
(Source: Created by learner)
[bookmark: _Toc227880442]4.5.1 UK
IKEA has more than 10,000 workers in its retail business in the UK serving its stores network throughout the country. IKEA in UK concentrates on employing competent and customer-oriented workforce that promotes its self-service retailing system. The positions of the staff focus on leadership, not direct sales, which increases customer autonomy. Sustainability, inclusivity and efficiency are encouraged by training and organisational culture, which leads to positive customer experiences and a strong brand perception in a competitive retail environment (IKEA, 2026; Inter IKEA Group, 2024; Pereira, 2025).
[image: Good reasons to become one of our co-workers - IKEA UK]
[bookmark: _Toc227880525]Figure 54: UK IKEA Staff
(Source: IKEA, 2026)
[bookmark: _Toc227880443]4.5.2 China 
With a large and expanding market, IKEA has more than 14,000 workers in its stores and operations in China. In China, IKEA lays more stress on customer service and communication with employees to satisfy local expectations. Personalised and more help is offered by staff than in the UK. Training is concentrated on the quality of service, cultural awareness, and digitalization, which enables IKEA to adjust to the preferences of customers and provide them with an improved customer experience within the dynamic and competitive market (Dover, 2025; Wang, 2025; Ingka Group, 2025).
[image: Staff of IKEA work at IKEA store, the first one in central China, in  Zhengzhou city, central China's Henan province, 29 August 2019. *** Local  Caption Stock Photo - Alamy]
[bookmark: _Toc227880526]Figure 55: China IKEA Staff
(Source: IKEA, 2026)
[bookmark: _Toc227880444]4.6 Process 
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[bookmark: _Toc227880527]Figure 56: Process Definition
(Source: Created by learner)
[bookmark: _Toc227880445]4.6.1 UK
IKEA in UK has a streamlined standardised process that is premised on self-service model. Customers are able to choose products, flat pack systems, and check out and deliver with effective checkout and delivery systems. The procedure focuses on the convenience, cost efficiency, and consistency with the help of the integrated online and offline systems (IKEA, 2026; Inter IKEA Group, 2024; Mahmud, 2018).
[image: Explore delivery service options and pricing - IKEA UK]
[bookmark: _Toc227880528]Figure 57: Checkout and Delivery Options
(Source: IKEA, 2026)
4.6.1.1 Customer Complaint Process – UK
IKEA in UK manages customer complaints using well-organized systems such as in-store services desks, online customer care and customer support. The process is aimed at fast resolution, transparency and customer satisfaction. Consistency is guaranteed by standardised procedures, and return and refund policies help people trust and strengthen the customer-focused nature of IKEA (IKEA, 2026).
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[bookmark: _Toc227880529]Figure 58: Customer Complaint Process – UK
(Source: Created by learner)
[bookmark: _Toc227880446]4.6.2 China 
IKEA in China involves the physical retail with a heavy touch of digital. Customers interact via online platforms, mobile applications, and e-commerce platforms with the stores. This process has a high degree of digitalization and changing consumer demand in the Chinese market, which is characterized by speed, convenience, and personalised service delivery (Ingka Group, 2025; Wang, 2025).
[image: Ikea launches its 1st mobile app in China - Chinadaily.com.cn]
[bookmark: _Toc227880530]Figure 59: IKEA Mobile App in China
(Source: Wang, 2020)
4.6.1.2 Customer Complaint Process – China 
IKEA handles customer grievances in China by using both online and offline platforms such as e-commerce websites and social media. The process is service focused on quick response and personalised service to exceed greater service expectations. Digital solutions make it more efficient and local adaptation gives the opportunity to manage problems with customers successfully in a competitive and rapid market (Dover, 2025; Dudarenok, 2026).
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[bookmark: _Toc227880531]Figure 60: Customer Complaint Process – China
(Source: Created by learner)
[bookmark: _Toc227880447]4.7 Physical Evidence 
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[bookmark: _Toc227880532]Figure 61: Physical Evidence Definition
(Source: Created by learner)
[bookmark: _Toc227880448]4.7.1 UK
Physical evidence in the UK case of IKEA consists of large showroom-style outlets, well-structured layouts, product presentation, and clear signs which lead customers through the self-service process. Its Scandinavian identity is reinforced in catalogues, packaging and branding. Modern, tidy store designs and flat-pack displays increase confidence of customers and contribute to efficient and constant shopping experience (IKEA, 2026; Inter IKEA Group, 2024; Mahmud, 2018). The UK packaging at IKEA revolves around sustainable flat-pack designs that minimize transport expenses and environmental impact, contributing to its eco-friendly brand image (IKEA, 2026).
[image: DUNDERGUBBE moving box, brown, 50x31x40 cm - IKEA Spain]
[bookmark: _Toc227880533]Figure 62: UK Packaging
(Source: IKEA, 2026)
[bookmark: _Toc227880449]4.7.2 China 
The physical evidence in China incorporates the traditional store layouts and improved digital content in IKEA. Showrooms are scaled to smaller living space and local lifestyles, with digitized screens and interactive features enhancing interaction. Good visual merchandising, localisation, and online integration form a shopping experience that is contemporary and immersive to meet consumer expectations (Dover, 2025; Wang, 2025; Ingka Group, 2025). Packaging in China is also made convenient and urban-friendly, with compact and efficient designs to fit in smaller homes and e-commerce delivery processes (Dover, 2025; Ingka Group, 2025).
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[bookmark: _Toc227880534]Figure 63: China Packaging
(Source: Ingka Group, 2024)
[bookmark: _Toc227880450]4.8 7Ps Similarities and Differences UK and China
	7Ps Element
	Similarities
	United Kingdom
	China

	Product
	IKEA offers affordable, functional, and sustainable furniture globally with a strong brand identity (IKEA, 2026; Pereira, 2025).
	Focus on standardised, flat-pack, and DIY products suited to independent consumers (IKEA, 2024; Mahmud, 2018).
	More localised, compact, and multifunctional designs adapted to urban lifestyles (Dover, 2025; Wang, 2025).

	Price
	IKEA follows a cost leadership strategy, maintaining affordability across markets (Inter IKEA Group, 2024).
	Competitive pricing supported by stable economy and mature retail market (Trading Economics, 2026).
	Adaptive pricing with promotions and digital platform pricing strategies (Ingka Group, 2025; Reuters, 2025).

	Place
	Uses direct distribution via stores and online platforms globally (IKEA, 2026).
	Strong physical store network with omnichannel integration (Inter IKEA Group, 2024).
	Hybrid model with heavy reliance on e-commerce and platforms like JD.com (Ingka Group, 2025; Wang, 2025).

	Promotion
	Combines digital marketing, advertising, and brand storytelling worldwide (IKEA, 2026).
	Focus on sustainability, lifestyle marketing, and traditional + digital promotion (Pereira, 2025; Buye, 2021).
	Strong digital promotion, social media, and platform-based campaigns targeting younger consumers (Dudarenok, 2026; Santander Trade, 2026).

	People
	Emphasis on trained employees delivering consistent customer experience globally (IKEA, 2026).
	Staff support self-service model with limited direct interaction (Inter IKEA Group, 2024).
	Greater employee involvement and personalised service to meet customer expectations (Dover, 2025; Wang, 2025).

	Process
	Standardised processes ensuring efficiency and consistency across markets (Mahmud, 2018).
	Self-service, flat-pack purchasing, and structured complaint handling systems (IKEA, 2026).
	Digitally integrated processes with faster, more personalised service and online complaint handling (Ingka Group, 2025; Dudarenok, 2026).

	Physical Evidence
	Strong brand identity through store layout, packaging, and visual merchandising (IKEA, 2026).
	Large showroom stores with clear layouts and Scandinavian design elements (Inter IKEA Group, 2024).
	Localised showroom designs with digital integration and interactive elements (Dover, 2025; Wang, 2025).


[bookmark: _Toc227880469]Table 8: 7Ps Similarities and Differences UK and China
(Source: Created by learner)
[bookmark: _Toc226805145][bookmark: _Toc227880451]5. Ansoff Matrix: IKEA UK Brand Directional Development Strategy
[image: Apple Ansoff Matrix - Research-Methodology]
[bookmark: _Toc227880535]Figure 64: Ansoff Matrix
(Source: Dudovskiy, 2023)
	Ansoff Strategy
	IKEA UK Application

	Market Penetration
	IKEA increases sales in the UK by offering competitive pricing, promotions, and loyalty strategies to attract existing customers. Strong brand recognition and frequent product updates help strengthen market share in a mature retail environment (IKEA, 2026; Inter IKEA Group, 2024).

	Product Development
	IKEA introduces new product designs, sustainable furniture, and smart home solutions to meet evolving UK consumer preferences. Innovation focuses on eco-friendly materials and multifunctional products (IKEA, 2024; Pereira, 2025).

	Market Development
	IKEA expands reach through city-centre stores, smaller formats, and e-commerce channels to target new customer segments across the UK. Omnichannel strategies improve accessibility and convenience (Iqbal, 2025; Inter IKEA Group, 2024).

	Diversification
	IKEA explores new offerings such as home services, installation, and digital solutions to diversify revenue streams. This supports long-term growth and enhances customer experience beyond traditional furniture retail (IKEA, 2026; Mahmud, 2018).


[bookmark: _Toc227880470]Table 9: IKEA UK Ansoff Matrix
(Source: Created by learner)
The Ansoff Matrix can be used to explain the brand directional development strategy of IKEA in UK. To capture a larger share in a mature market, the company enhances competitive prices and promotions to strengthen the penetration. Product development is on multifunctional and sustainable furniture in accordance with the evolving needs of consumers. Smaller store formats and e-commerce expansion enhances market development by making it more accessible. Moreover, home delivery and installation are other services that are part of diversification and would improve customer experience and revenue streams. All these strategies will contribute to the long-term development of IKEA and its competitiveness in the UK retail market (IKEA, 2026; Inter IKEA Group, 2024; Iqbal, 2025).
[bookmark: _Toc226805146][bookmark: _Toc227880452]6. Ethical Issues and Unethical issues in IKEA Marketing Mix: China
Ethical Issue 1: Localisation and Customer Accessibility
IKEA enhances accessibility in China ethically by adjusting products, store formats and digital channels to the needs of the local customers. The idea of collaboration with e-commerce platforms allows consumers to get affordable furniture at their convenient location, particularly in cities. This signifies customer-focus and the inclusive marketing approach since products can be accessible to greater income brackets and locations (Dover, 2025; Reuters, 2025). Ethical localisation also respects cultural tastes without compromising the utility and convenience of the product to the Chinese families (Examine China, 2026).

Ethical Issue 2: Sustainability and Resource Responsibility
IKEA has advanced ethical sustainability by using renewable materials, recycling and optimizing the use of resources in China. The emphasis of the company on the circular economy practices contributes to minimization of waste and sustainable consumption. The moves are consistent with the rising Chinese consumer interest in green living and responsible business practices. Marketing ethically is enhanced through marketing products that they can add value to in the long-term as opposed to just the short-term sales objectives (Dudarenok, 2026; IKEA, 2026).

Unethical Issue 1: Data Privacy and Digital Transparency
[image: ]
[bookmark: _Toc227880536]Figure 67: Strict regulatory requirements
(Source: IKEA, 2026)
The growth of IKEA online can lead to unethical issues about customer data privacy, monitoring behaviour, and vague terms of consent. When customer data is gathered using apps or by third parties in the marketplace, consumers do not necessarily know what happens to their data. Absence of transparency in online promotions may decrease trust and lead to ethical dangers in marketing communications (Dover, 2025).

Unethical Issue 2: Supply Chain Pressure and Environmental Impact
[image: ]
[bookmark: _Toc227880537]Figure 68: China Supply Chain
(Source: Examine China, 2026)
The high rate of growth and high consumer demand in China can subject suppliers to unethical pressure to cost less and act faster. This may jeopardize labour, overuse of resources as well as environmental degradation without being well monitored. The aggressive growth without tight controls can conflict with the global sustainability commitments and responsible sourcing principles of IKEA (Dudarenok, 2026).

[bookmark: _Toc226805149][bookmark: _Toc227880453]7. Recommendations
· Increase cultural and consumer preference localisation by adjusting products, prices, and promoting them in the local market, especially in China, but keeping the global brand the same (Dover, 2025; Pereira, 2025). 
· Increase digitalization and omnichannel connection, by expanding e-commerce channels and mobile interaction to adapt to the evolving consumer behaviour and enhance access (Ingka Group, 2025; Inter IKEA Group, 2024). 
· Enhance supply chain visibility and ethical sourcing, better tracking of labour standards and sustainability practices to build brand trust on the international scale (IKEA, 2024; Buye, 2021). 
· Further invest in sustainable innovation, such as environmentally friendly materials, circular economy project, and low-carbon logistics to meet environmental standards and consumer demands (IKEA, 2026; Tan, 2026). 
· Implement more price-elastic pricing policies, especially in developing economies such as China, to deal with income inequality and competitiveness and stay valued (Santander Trade, 2026; Iqbal, 2025). 
· Improve customer service and experience, particularly in China, through strengthening personalised services and digital support system to ensure greater expectations (Wang, 2025; Dudarenok, 2026).
· Make urban store formats and micro-fulfilment centres more accessible and efficient in terms of delivery in dense urban areas (Inter IKEA Group, 2024; Iqbal, 2025). 
· Implement data governance and privacy systems, and make sure that digital marketing is ethical in how it uses customer data and adhered to the local regulations (Woodburn Management Consulting, 2026). 
· Enhance training and cultural competence of employees so that they are better prepared to accommodate diverse customer demands in international markets (Dover, 2025; IKEA, 2026). 
· Seek strategic alliances and partnerships on platforms, especially in China, to expand its market, innovation, and competitiveness in digital ecosystems (Ingka Group, 2025; Reuters, 2025). 
[bookmark: _Toc226805150][bookmark: _Toc227880454]8. Gibbs Reflective Cycle: Reflective Account
Graham Gibbs' Reflective Cycle first published in 1988, is a framework that guides individuals to reflect on experiences and learn from them to enhance their performance. There are six steps in the model: description, feelings, evaluation, analysis, conclusion, and action plan. It promotes a deeper learning by helping people to analyse their experiences, emotions, learning outcomes, and future strategies. Gibbs' model is popular in education, business and the workplace as it encourages self-improvement and learning through reflection (McLeod, 2025).
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[bookmark: _Toc227880538]Figure 69: Gibbs Reflective Cycle
(Source: McLeod, 2025)


[bookmark: _Toc227880455]8.1 Description
The research, analysis, and writing of the above section of this assessment had a systematic and organised methodology by the Reflective Cycle of Gibbs. I started by determining the main purposes of the assignment and decided to use IKEA as a case organisation with its operations in the United Kingdom and China (McLeod, 2025). After that, I gathered pertinent information using academic journals, business publications, and other sources related to the industry to make sure that information is accurate and credible (The University of Edinburgh, 2024).
The main frameworks that I used to structure the analysis in the best way included PESTLE, STP, and the marketing mix of 7Ps. These templates facilitated the organization of the comparison between the two markets and made sure that every part was well developed and matched the assignment requirements (Landi and Rigoni Grabar, 2024). It also entailed a process of synthesising and critically assessing sources to come up with a coherent and academically sound report.
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[bookmark: _Toc227880539]Figure 70: Description
(Source: Created by learner)
[bookmark: _Toc227880456]8.2 Feelings
I was quite secure at the first step because I already had some background knowledge about the structures of marketing, though I was also somewhat intimidated by comparing two foreign markets. A considerable amount of data and the necessity to guarantee accuracy induced a feeling of pressure in the initial phases of the research process (Galli and New, 2022).
The more I went through, the more I felt confident especially where I could effectively implement theoretical models to practical situations. Nevertheless, I felt frustrated at times working with time limitations and finding uniformity across various sections (Seema and Sahoo, 2026). I was able to reflect on these feelings and learn about how emotions can affect learning and performance which helps highlight the significance of emotional awareness in reflective practice.
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[bookmark: _Toc227880540]Figure 71: Feelings
(Source: Created by learner)
[bookmark: _Toc227880457]8.3 Evaluation
There were some strengths of the entire process, especially its structure or use of theoretical frameworks. The use of models like PESTLE and STP has allowed understanding the issues in a clear and logical way, and the utilization of credible sources has improved the academic quality of the report (McLeod, 2025).
However, there were also limitations in the process. Firstly, I struggled to choose the most suitable sources out of a vast amount of information, which influenced my efficiency and time management (The University of Edinburgh, 2024). Also, it was difficult to strike a balance between the depth of analysis and a limited word count because I had to be very clear yet not in detail.
[image: ]
[bookmark: _Toc227880541]Figure 72: Evaluation
(Source: Created by learner)
[bookmark: _Toc227880458]8.4 Analysis
The analytical phase elaborated more on the aspect of how theoretical knowledge can be applied in practice. The PESTLE analysis assisted me to comprehend macroenvironmental variations between UK and China, whereas STP and the 7Ps framework facilitated an in-depth analysis of IKEA marketing strategies (Landi et al., 2024).
Critical thinking and data interpretation were needed in this process. To illustrate, the study of cultural variations clarified the significance of the localisation aspects in global marketing, whereas the assessment of ethical concerns demanded the consideration of organisational culture and social norms (Seema and Sahoo, 2026). Reflective learning was important in my improvement of the capacity to relate theory to real-world.
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(Source: Created by learner)
[bookmark: _Toc227880459]8.5 Conclusion
Finally, the completion of this assignment has been a good learning process that enhanced my skills in research, analysis and reflection. Although there were difficulties associated with data management and time constraints, I managed to solve these problems with the help of a well-planned approach and constant reflection (McLeod, 2025).
Gibbs Reflective Cycle helped me to analyze every step of the process critically and determine where it could be improved. The experience helped to recognize the significance of effective implementation of theoretical frameworks and balance between thoroughness and clarity in academic writing (Seema et al., 2026).
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(Source: Created by learner)
[bookmark: _Toc227880460]8.6 Action Plan
In subsequent tasks, I intend to work on my process of research since I would like to create a more effective approach to selecting the relevant sources at the outset of the task. This will aid in saving time on information filtering and the general level of efficiency (The University of Edinburgh, 2024).
My time management will also be improved, as I will establish certain milestones and allocate enough time to each of the assignment stages. I will also work on improving my critical analysis abilities by reading more academic literature and implementing various theoretical approaches (Galli and New, 2022). Ongoing learning and career growth will be facilitated by constant application of reflective models like the one proposed by Gibbs through his cycle.


	Action Area
	Specific Action
	Time Frame
	Expected Outcome

	Research Skills
	Develop a clear strategy for selecting relevant academic and industry sources before starting
	Week 1 of next assignment
	Improved efficiency and reduced time spent filtering information (The University of Edinburgh, 2024)

	Time Management
	Create a detailed timeline with milestones for each section of the assignment
	Start of assignment
	Better organisation and timely completion of tasks (Galli and New, 2022)

	Critical Analysis
	Engage more deeply with literature and compare multiple theories and perspectives
	Throughout assignment
	Enhanced analytical depth and higher academic quality (Seema and Sahoo, 2026)

	Data Organisation
	Use structured notes and tables to manage large volumes of information
	Week 1–2
	Improved clarity and consistency across sections (McLeod, 2025)

	Writing Skills
	Practice concise academic writing while maintaining critical discussion
	Throughout assignment
	Better balance between depth and word count (Seema and Sahoo, 2026)

	Reflective Practice
	Apply Gibbs’ Reflective Cycle after completing each major task
	End of each section
	Continuous improvement and self-awareness (McLeod, 2025)

	Revision & Proofreading
	Allocate time for reviewing, editing, and refining the report
	Final week
	Improved accuracy, coherence, and presentation quality (The University of Edinburgh, 2024)


[bookmark: _Toc227880471]Table 10: Action Plan
(Source: Created by learner)
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Mission Statement

“To offer a wide range of well-designed, functional home
furnishing products at prices so low that as many people
as possible will be able to afford them.”

Vision Statement

@ “To create a better everyday life
for many people.”
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About IKEA UK

IKEA retailing has more than 80 years of history, but we believe we are
just at the beginning, and we are developing a new world of IKEA.
IKEA UK opened its first store in Warrington in 1987 and we have since
grown to employ nearly 12,000 co-workers at 21 stores across the UK.
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IKEA with Chinese Characteristics

The Swedish furniture retail giant is bringing its unique style—and sales
model—to Chinaby Paula M. MillerFor a truly global experience, try
stepping off the streets of Shanghai into one of IKEA's largest outlets.
Though the first item you see may have been made in China, it was more
likely made in Vietnam, or if it is a piece of furniture, in Europe.

IKEA Group, a franchisee of Inter IKEA Systems BV, entered China in 1998
when it opened its first store in Shanghai. IKEA’s mainland China stores
belong to the IKEA Group and operate as joint ventures. (IKEA Hong Kong
and IKEA Taiwan are separate franchisees.)
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Ina new NBER working paper (Bloom et al. 2025), we combine data collected through the UK’s Decision Maker Panel
(DMP), a survey of firms, with publicly available data to estimate the impact of Brexit. Our three main findings are:

1.Brexit has imposed a large and persistent cost on the UK economy. By 2025, we estimate that UK GDP per
capitawas 6-8% lower than it would have been without Brexit. Investment was 12-18% lower, employment 3-4%
lower, and productivity 3-4% lower.

2.These losses emerged gradually. The impact was hard to see in 2017-18, but accumulated steadily over the
subsequent decade as uncertainty persisted, trade bariers rose, and firms diverted resources away from productive
activity.

3.Economists were roughly right on the magnitude of the impact, but wrong on the timing. The consensus
pre-referendum forecast of a 4% long-run GDP loss turned out to be close to the actual loss after five years, but too
optimistic about the longer run.
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China is the second-largest global economy, the largest exporter and has the largest exchange
reserves in the world. After a 5.3% increase in 2023, China's economic growth remained robust
at 4.8% in 2024, despite facing multiple challenges. However, growth has moderated since the
second quarter of the year, primarily due to subdued domestic demand and a prolonged
downturn in the property sector. The government has introduced policy stimulus aimed at
balancing short-term support for domestic demand with longer-term financial stability
objectives. Manufacturing and infrastructure investment have remained robust, partially
offsetting the contraction i real estate investment. Robust net exports, driven by strong
external demand, supported economic activity, contributing 2 percentage points to overall
growth. China's GDP growth s projected to slow to 4.5% in 2025. Slower household income
growth and the negative wealth effect from lower home prices are expected to weigh on
consumption. Policy support for the property sector may provide a modest boost to housing
demand and help reduce high inventory levels, though a full recovery in the sector is not
expected until late 2025. Elevated uncertainty and reduced profitability will likely dampen
manufacturing investment, while public spending will support infrastructure investment
(World Bank).
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Year-on-year growth in brand
switching behaviour

2025 72%

2024 68%

2023 61%

Consumers are cautious — and more selective
than ever

Half of UK consumers describe their spending as cautious. Brand loyalty is
eroding, with 72% likely to switch to cheaper brands. Trust is now the
deciding factor — and even the most optimistic consumers won't spend
without it.
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Consumers are ditching brands over broken
trust

Shrinkflation, surprise fees, and sneaky auto-renewals are taking their toll:
84% of shoppers respond negatively to shrinkflation, 71% leave or lose trust
after an unexpected bank charge, and 55% have been auto-renewed into
subscriptions without consent. In 2026, even small breaches of trust can
lead to brand abandonment.

Consumer response to shrinkflation

Unlikely to notice

5%

Keep buying but
with trust maintained

1%

Stop buying
the brand

42%

Keep buying but
lose trust

42%
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Gen z has moved beyond 'up-and-coming.' They are shaping culture in
real time. Representing around a quarter of the global population and
driving about 40% of consumer spend, they share one standout
quality: a distinctly clear-headed mindset.

In the fight between burnout and freedom, they choose happiness.
They rest at work without guilt, draw clear boundaries in relationships
and build a'buddy culture’ around the right people for the right
moments. They want a pace of life they can control and refuse to pay
extra for empty hype. Every yuan has to mean something.
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Key findings show:

= Over half of UK business leaders (68%) rank cyber breaches as a top risk, with others more
wary of regulatory compliance, financial crime, data privacy, or reputation management.

= Reputational concerns drive behavioral change, with 20% of leaders having made
decisions to safeguard reputations, even if they were not the best business decisions.

= Despite escalating risks, data shows some businesses could be unprepared, with only 59%
confirming they offer regular compliance training and only 44% confirming they carry out
pre-hire screening.
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China's tech innovation momentum strengthens in
first 2 months of 2026

Updated: March 12, 2026 20:54 Xinhua

BEIJING, March 12 -- China's technological innovation has enjoyed good momentum during the first two months of the year,
latest tax data showed on Thursday.

Data released by the State Taxation Administration has revealed that in January and February, sales revenue of high-tech
industries had increased by 16.1 percent year on year, while that of the research and technical services sector had surged by

23.6 percent compared with a year earlier.

Data also revealed rapid advancement in the integration of the digital and real economies during this two-month period.
Notably, the amount spent by Chinese enterprises on digital technology procurement had increased by 10.8 percent year on
year in the first two months of 2026.

The data further showed that "the endogenous driving force of China's innovation-driven development continued to
strengthen," said Chen Binkai, vice president of the Central University of Finance and Economics, located in Beijing.
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Key points to know about 2026 UK employment law
changes

« The Employment Rights Act 2025 became law on 18 December 2025
« The terms of the Act will come into force in phases across 2026 and 2027

Measures taking force in 2026 include:

« Extending the time limit to bring a claim to an employment tribunal

« Rights to patemity leave and unpaid parental leave from the first day of employment

« Strengthening employers' duty to protect against sexual harassment

« Numerous changes to trade union rules and protections for members

« Setting up the Fair Work Agency to enforce UK employment law

« Broadening access to Statutory Sick Pay

« Measures that will take effect in 2027 include:

« Reducing the qualifying period for protection from unfair dismissal to 6 months

« Restricting fire and rehire practices

« Strengthening employees' right to request flexible working

« Employers will need to review their existing contracts, policies and procedures to ensure they comply with the new Act,
then make any necessary changes before the relevant requirements come into force
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China's regulatory environment continues to evolve at pace. For international groups operating in, or trading with, the PRC, compliance is no longer limited to tax filings and annual reporting.
Authorities are increasingly focused on economic substance, data governance, ESG accountability and cross-border transparency.

Indirect tax reform and VAT enforcement

PRC VAT Law has elevated key VAT principles into formal legislation. While many rules were previously applied through circulars and administrative practice, codification strengthens enforcement and
reduces flexibility in interpretation.

Key areas of focus include:

« Application of the consumption place principle.
* Increased scrutiny of input VAT credit eligibility.

Tighter documentation standards.

Enhanced review of cross-border service arrangements.
Greater alignment between customs data and VAT reporting.

Businesses operating regional supply chains through China must ensure contracts, invoicing structures and commercial substance align with the statutory framework.

Corporate Income Tax and permanent establishment risk

Tax authorities are increasingly assessing whether foreign enterprises create a taxable presence in China through management activity, dependent agents, digital services or repeated short-term
projects.

Heightened review includes:

« Onshore decision-making authority.
o Use of Chinese personnel supporting offshore contracts.
* Commissionaire and representative office arrangements.
o Technical service agreements and secondments.

Companies managing China revenue remotely should conduct a structured permanent establishment risk review to mitigate unexpected tax exposure.
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Change Change in Changein Impacton Impacton

emissions emissions UK total UK total
(MtCO2¢) (MtCO2¢) (%) (%)
1990 2023 1990 2023
Solid waste -14.87 -1.37 -1.83% -0.36%
Domestic wastewater 1.85 329 0.23% 0.85%
Shipping -4.81 153 -0.59% -0.40%
Industrial wastewater 0.26 0.48 0.03% 0.12%
Biogas!footnote 5] ~0.00 0.82 ~0.00% 0.21%
Iron and steel 0.00 -0.59 0.00% -0.15%
Gas ojl{fotnote 6] ~0.00 025  ~0.00% -0.07%
Peat 0.08 ~-0.00 0.01% ~0.00%
Fluoropolymer 0.00 0.02 0.00% ~0.00%
production
Domestic combustion ~0.00 -0.01 ~0.00% ~0.00%
Agriculture changes 0.51 0.56 0.06% 0.15%
Land use, land use -0.36 -0.78 -0.04% -0.20%
change and forestry
(LULUCF) changes

Totallfeotnote 71 17.33 0.65 214% 0.17%
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As China heads into the new year it will start rolling out its 15th five-year plan, this
one is for 2026-2030.

Beijing is doubling down on greening its economy, and aims to hit two major
climate goals: “carbon peaking”, where carbon dioxide emissions have reached a
ceiling by 2030, and “carbon neutrality”, where net carbon dioxide emissions have
been driven down to zero by 2060.

Yet, China’s green push sits uneasily with its energy realities: coal still provides
about 51% of its electricity as of mid-2025, underpinning China’s difficulty in
greening its energy system swiftly. Here are five major challenges that will shape
China’s green transition as it moves into 2026.

1. Energy transmission and wastage

Imagine standing in western China (for instance in Tibet, Xinjiang and Qinghai),
‘which produces a lot of solar and wind energy. On bright and windy days, these
installations generate vast amounts of clean electricity. Yet much of that power
goes to waste.

China’s grid can only handle a limited load, and when renewable generation
peaks, it risk overloading the power network. So grid operators respond by telling
energy producers to dial down output, which is a process called “curtailement”.
The result is that electricity from the west often fails to reach eastern economic
hubs, such as Beijing, Tianjin, Shandong, Jiangsu, Shanghai, Zhejiang, Fujian and
Guangdong, where demand is greatest.

China needs to invest heavily in the ways to transport and store excess energy.
The State Grid Corporation of China claims that it will be spending 650 billion
yuan (£69 billion) in 2025 to upgrade the power network, and perhaps much
more in subsequent years.
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Segmentation

Divide market into
distinct groups of
customers
(segments) using
segmentation
practices.
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Differentiated Strategy Undifferentiated Strategy

IKEA applies a differentiated strategy
by targeting segments such as young  IKEA also uses an undifierentiated

professionals, families, and approach through its core concept
Uniteg | SUstainabilty-conscious consumers - of ffordable, functionalfuniture for
nite
i with varied product ranges, pricing  the mass market, supported by
Kingdom
tiers, and store formats. High stable economic conditions and
individualism (76) supports customised  broad middle-income segments
offerings and lifestyle-based marketing  (Trading Economics, 2026).
(Zheng et al., 2025; Attest, 2026)
IKEA uses an undifferentiated
IKEA adopts a differentiated strategy
strategy by maintaining its global
by tailoring products and services to
value proposition of low-cost,
urban middle-class consumers, Gen Z,
functional products for a wide
China and digtal users, offering more

consumer base in a large market
premium, personalised, and tech-
with growing income levels (Trading
integrated experiences (Chu et al.,
Economics, 2026; CEIC Data,

2026; Dudarenok, 2026). .
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A perceptual map is a visual tool used to represent how consumers perceive and
position brands based on key attributes such as price, quality, or value. It helps
organisations identify competitive positioning and market gaps, supporting strategic
decision-making for differentiation and branding (Gigauri, 2019).
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IKEA just launched a tiny motion-sensitive
light that you can stick anywhere — and you
can get two for $5 right now

By Cat Ellis published April 9, 2026

The IKEA Gompyssling lights are so versatile, you'll be using them
everywhere

When you purchase through links on our site, we may earn an affiliate commission. Here's how it
works.
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Product refers to the goods or services offered by a company to satisfy customer
needs and wants. It includes features, quality, design, branding, and variety. A well-
designed product delivers value, meets expectations, and differentiates the brand in

competitive markets, contributing to ﬁus%gr;;r satisfaction and loyalty (Pratama et

al., b
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Product variety, depth, and width refer to the range and structure of a company’s
product assortment. Variety (or width) indicates the number of different product
lines offered, while depth refers to the number of variations within each line.
Together, they determine how well a firm meets diverse customer needs and
market segments (Pratama et al., 2025).
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Products » Kilchenware & tableware

Kitchenware & tableware

G {5y ! !'I 3 <z
L | e
2 ~8 o ) iy : 3 !
Products Food storage & Dinnerware Cookware Glassware Coffee & tea Serveware Bakeware Cutlery Knives & chopping

organisation boards

Love to cook? Or do you just love to eat? We have everything that you need for cooking, baking, serving and eating all in one place. These kitchen and
dining essentials help make everyday meals quicker, easier and more enjoyable.
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Ikea planning to attract more young buyers
throughout China

By Wang Zhuogiong | China Daily | Updated: 2019-09-11 13:31

Consumers walk through the seif-service section at an Ikea outlet in Shanghai. [Photo by Gao Yuwen/For
China Daily]
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Product design refers to the process of creating and developing the physical
appearance, functionality, and features of a product to meet customer expectations.
Itincludes aspects such as aesthetics, usability, materials, and innovation. Effective

product design enhances customer satisfaction, differentiates the brand, and
supports competitive advantage in the market (Ghabban, 2025).
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NOVEMBER 10,2019 — LOGISTICS EFFICIENCY

HOW IKEA SPREAD THE FLAT-PACK REVOLUTION
ACROSS THE WORLD

Gillis Lundgren, one the most important designers of the 20th century, has died at 86, The Washington Post reports. But there's a

good chance you've never heard his name before.
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Ikea to Open China Digital Innovation
Center, Add 200 Shanghai Employees

X

Ikea to Open China Digital Innovation Center, Add 200 Shanghai Employees




image45.png
Price is the amount customers pay for a product or service and reflects its
perceived value. It is influenced by costs, competition, and market demand.
Effective pricing strategies balance affordability and profitability while influencing
customer perceptions, purchase decisions, and overall competitiveness in the
marketplace (Ghabban, 2025).
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WHAT YOU PAID THEN... AND WHAT YOU AY NOW

Jokkmokk table and four 22 - ~
chairs, antique stain £99 £179 :

Fyresdal day-bed :
frame, black 80x200cm £150 £219

Slattum upholstered bed

frame, Knisa light
e gt 5189
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Ikea China investing $38m to expand

offerings

By Wang Ying in Shanghai

< | Share

Consumers browse products at an Ikea store in Beijing in August 2024. (SONG YU / FOR CHINA DAILY)
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Place refers to the distribution channels and locations through which products or
services are delivered to customers. It ensures availability and convenience by
selecting appropriate retail outlets, online platforms, and logistics systems, enabling
efficient product delivery and enhancirgz%lzsé?mer access and satisfaction (Nisa et
al., b
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Promotion includes all communication activities used to inform, persuade, and
remind customers about products or services. It involves advertising, sales
promotions, public relations, and digital marketing. Effective promotion enhances
brand awareness, influences consumer behaviour, and supports sales growth in
competitive markets (Pratama et al., 2025).
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People refer to employees, staff, and all individuals involved in delivering products
or services to customers. Their skills, attitudes, and interactions influence customer

experience and satisfaction. Well-trained and motivated employees enhance
service quality, build trust, and strengthen long-term relationships with customers
(Ghabban, 2025).
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Process refers to the systems, procedures, and activities involved in delivering
products or services to customers. Efficient processes ensure consistency, speed,
and reliability in service delivery. Streamlined operations reduce costs, improve
customer experience, and support organisational effectiveness and
competitiveness (Nisa et al., 2025).
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Physical evidence includes the tangible elements that support and represent a
service, such as store layout, packaging, branding, and visual identity. These
elements shape customer perceptions, build trust, and enhance the overall
experience by providing visible proof o;g;gl}ity and professionalism (Pratama et al.,
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Personal Information Protection Policy

Version Number: V2.1
Release Date: March 18, 2026

Effective Date: March 25, 2026

This Policy applies to the various products and services provided by IKEA China, including but not limited to offline and online shopping experiences and the customer services related
thereto, IKEA Club membership services, product promotion activities, and the distribution of promotional materials (collectively, the “Products and Services™ ).

IKEA China ( “we” , “us” , or “our” ) places great emphasis on the protection of your personal information. When you use our Products and Services, we will process and safeguard
your personal information in accordance with this Personal Information Protection Policy (this “Policy *).

Please read and fully understand the terms of this Policy, especially those provisions highlighted in bold. If you have any questions regarding this Policy, you may contact us using the
contact details provided herein.

This Policy is updated as of March 18, 2026, and wil take effect on March 25, 2026. During the period between March 18, 2026 and March 24, 2026, for newly registered users, or users
who believe that the updated Personal Information Protection Policy are more beneficial, we agree to apply the updated version of the Personal Information Protection Policy.
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Gibbs Reflective Cycle

6. Action Plan

5. Conclusion
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Task Overview

Conducted a comparative analysis of IKEA in the UK and China using
PESTLE, STP, and 7Ps frameworks (McLeod, 2025).

Research Process

Collected data from academic journals, company reports, and industry
sources for accuracy and relevance (The University of Edinburgh,
2024).

Structure Used

Applied structured frameworks to organise findings and ensure logical
flow (Landi and Rigoni Grabar, 2024).
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Initial Feelings

Felt confident but slightly overwhelmed due to complexity and data
volume (Galli and New, 2022).

During Process

Confidence improved as frameworks were successfully applied to real-
world contexts (Seema and Sahoo, 2026).

Emotional Insight

Recognised that emotions influence learning and performance in
reflective practice (Galli and New, 2022).
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Strengths

Effective use of frameworks and credible sources improved structure and
academic quality (McLeod, 2025).

Weaknesses

Difficulty in selecting relevant sources and managing time efficiently (The
University of Edinburgh, 2024).

Overall Outcome

Achieved learning objectives despite minor challenges in balancing depth
and word count (Seema and Sahoo, 2026).
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Application of Theory

Used PESTLE, STP, and 7Ps to analyse international marketing
strategies (Landi et al., 2024).

Critical Thinking

Interpreted data and connected theory with real-world business practices
(Seema and Sahoo, 2026).

Key Insight

Cultural and environmental differences require localisation in global
markets (The University of Edinburgh, 2024).
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Learning Outcome

Improved research, analytical, and reflective skills (McLeod, 2025).

Challenges Overcome

Managed data complexity and time constraints through planning (Seema
and Sahoo, 2026).

Key Takeaway

Importance of structured frameworks and critical reflection in academic
work (McLeod, 2025).
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