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Case Study Week 3: IKEA
IKEA’s corporate strategic business model by low-cost strategy has been working well for the company for the past decades. Through this model, IKEA has managed to remain relevant and competitive in the market. This model has enabled the company to evolve both at the local and internal markets. For instance, traditionally, children used to inherit furniture among other properties from their parents, but with the modernization of the current generation, the consumer purchasing behavior has changed. As Harapiak (2013) explains, the younger generation today is more used to purchase their own properties. However, this requires that the furniture companies to design strategies that will ensure that they achieve this dream. IKEA’s corporate strategic model has enabled the company to design products that cater to the needs of this market across the globe. Through the help of the local suppliers, IKEA has further reduced the cost of its products; thus, changing the way people shop for furniture. One of the pros of this strategy is that it expands IKEA’s market and improves its competitiveness. On the other hand, the cons include the high cost of operations associated with transporting the products across the world through the suppliers. 
Through the application of PEST analysis, the current environmental factors affecting IKEA include branching into the Asian market. The political factors in the internationalization of the company, especially into an unfriendly country, through its policies, make it difficult for IKEA to export its products to these countries. 
The economic factors associated with IKEA’s internationalization are the changing value of the dollar. When the dollar value is strong, the U.S brands like IKEA can lose more money. Today, the Chinese money has been accepted to trade internationally; this could make the dollar’s value strong in their country; thus, reducing the revenue income for IKEA. 
The social factors include the international controversies, especially with the products. For instance, as mentioned in the case study, in its China stores, shoppers were “buying vases as drinking glasses because they considered the IKEA’s regular glasses too small” (Kotler & Keller, 2016, p. 186). From this experience, the company had to redesign the glasses to produce larger ones that could meet the needs of the target market in China. This means that the company did not consider the local culture before moving into the China market. 
Technologically, IKEA is still using the paper catalogs. Through its local suppliers, IKEA uses the paper catalogs to showcase its products. The world of business is getting revolutionized by technology; therefore, the company could move from paper catalogs to online platforms where customers across the world can visit and view the products and prices. This could expand its international operations. 
Some of the three main competitors of IKEA include Walmart, Amazon, and Tesco. These are all leading retail companies in the world today. For instance, Walmart is currently the largest retail firm that has overtaken the international market. Amazon, on the other hand, is leading online.
Therefore, I would recommend that IKEA could maintain its customer value, satisfaction, and loyalty by enhancing customer service experience. This could be done through online customer service experiences where the company establishes online platforms where customers can check for the prices and products, and they order there to be delivered to their doorstep as Amazon and Walmart do. Reducing the customers’ hassle will improve the company’s customer value, satisfy them and improve their loyalty to the brand.
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