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CharacteristicsiofiIKEA 

Foribothitheicompany’sicustomersiandiemployees,iIKEAiisiaiuniqueicompany.iSimplicity,iwhichiisioneiofi 

IKEA’simainifeatures,iisitheikeyitoitheicompany’sisuccess.iThisiprincipleiisiapplieditoieverything,ifromithei 

wayitheimanagementioperatesitoitheirelationshipsibetweenimanagers,iemployees,iandicustomers.iFori 

example,imanagersiandisubordinatesiworkionitheisameitasks,ishareitheisameicariparkingifacilities,iandieati 

sideibyisideiinitheisameicafeterias.iTheicompany’sipersonneliisianiimmenselyivaluableiassetiatiIKEA,iwhichiisi

perpetuallyitryingitoienlargeitheiassortmentibaseiandiimproveitheiqualityiofiitsiproductsiandiservices.iThei 

creativeiapproachiandioriginalidesignsialongiwithireasonableipricingipolicyicontributeitoitheicompany’sico

mpetitiveiadvantageiandiexplainiitsisuccessiinigoingithroughitheicrisisiperiods. 

IKEAiisialsoifamousiforiofferingiidenticaliitemsiiniallicountries.iTheinumberiofitheicompany`siproductsi 

offerediationeistoreirangesifromi8,000itoi10,000igoods,idependingionitheioutlet’sisize.iAtitheisameitime,ithei 

internationalistrategyiadoptedibyitheicompanyiisiiniadjustingitoitheispecificiatmosphereiandinationali 

traditionsiofitheicountryiiniwhichianioutletiisioperating.iForiinstance,iiniChina,itheistoreilayoutsiimitateithei 

designiofitraditionaliChineseiapartments.iIniparticular,itheioutletsicontainiaibalconyisectoribecauseimanyi 

Chineseiapartmentsihaveibalconiesi(Miller,i2004).iThus,itheistoreilocations,idesign,iandidisplayiareiusuallyi 

adjusteditoitheioverallimarketirequirementsiandiconsumeribehavior. 

IKEAiexhibitsiitsimassiveirangeiofimoreithani10,000iitemsiinicheapioutioftownioutlets.iMostiofiitsiproducts,i 

especiallyifurniture,iareisoldiasiknockidownikits,iforicustomersitoitakeitheiproductsitoitheirihomesiandi 

collectithemionitheiriown.iTheicombinationioficorporateitraditionsiandiflexibilityiinipreservingisimilari 

asstmentiinidifferentilocationsiandiatitheisameitimeiadaptingithemitoitheineedsiofivariousicountriesi 

explainitheipopularityiofiIKEAiallioveritheiworld.iThisienablesitheicompanyitoicompeteiwithibusinessirivalsi 

oniquality,iundercuttingithemibyiupitoi30%ionipricesi(“IKEA:iSWOTianalysis”,i2010).iIKEAiintroducediainewi

manufacturingicycle,i“iniwhichicustomersiareialsoisuppliersi(ofitime,ilabor,iinformationianditransportation),

isuppliersiareialsoicustomersi(ofiIKEA’Sibusinessianditechnicaliservices),iandiIKEAiitselfiisinotisoimuchiai 



retaileriasitheicentralistariiniaiconstellationiofiservices”i(“IKEA:iSWOTianalysis”,i2010).iAniIKEAistore,iwithiit

simouthiwateringicrècheiandiScandinavianicoffee,iisibelieveditoibeianiultimateishoppingidestinationiforivalu

eiaware,icarborneicustomers.iIKEAichangeditheisuppliers’iandicustomers’iviewsionitheitraditionalibuyingiex

perience.iAmongitheinumerousiexceptionalicharacteristicsiattributeditoiIKEA,itheioneithatimakesiitiimmens

elyiattractiveitoiconsumersiisitheinamesigivenitoieveryistockikeepingiuniti(SKU).iDiaconis,itheimarketingima

nageriofiIKEA,iadmitted:i“Insteadiofisimplyicallingiaiproducti123456,iweinameiaibookcasei‘Billy’ioriaifabrici‘A

nna’.iSofainamesiareiusuallyicitiesioririversiiniScandinavia,ifabricsiareisteaks’inames,ianditheiwalliunitsiareibo

ys’inames.iTheireasoniisithatiIKEAiwantsitoiprojectitheifeelingithatitheiproductsiareiaipartiofitheifamily”i(“IKE

A:iSWOTianalysis”,i2010).iThisiapproachiasiwellicontributesitoiuniqueiimageiofitheistore. 

OperationsiatiIKEA 

IKEAiisihighlyiconcernediwithitheicompany’siinternalioperations.iItihasialwaysideterminediaitargetipriceiofiia

iproductibeforeicreatingiit.iThisimethodiwasiinicontrastitoitheitraditionalipracticeiofiinitiallyidevelopingithei 

productiandithenipricingiitiaccordingitoiitsiactualicostianditheipricesiinicompetitors’istores.iTheidesignersiofi 

IKEAihaditoitakeiintoiaccountiallitheicosts,iincludingirawimaterial,imanufacturing,iandidistributioniforimakin

giappropriateichoicesiandireachingitheiinitialipriceitargetsi(“IKEA:iSWOTianalysis”,i2010).iIKEAihasi202ireta

ilioutletsialliarounditheiworld,iwhichiwelcomeimoreithaniaimillioniconsumersiaiday,ithroughoutitheiyeari 

(“IKEA:iSWOTianalysis”,i2010).iThus,isupplyichainimanagementiplaysiaivitaliroleiinidecisionimakingiprocessi

atiIKEA.iTheicompanyicarriesi3.5imillionistockiunitsiandiprovidesi10,i000idifferentitypesiofiproducts.iAlmosti

10%iofithemiareinewieveryiyeari(“IKEAibringsipictureitoilife”,i2005).iSupplyichainiplanningisometimesigetsic

omplicatedibecauseitheioutletsiareispreadiacrossi32icountries.iFurthermore,itheicompanyihasi1600isupplie

rsiininumerousiregionsianditheyiareidividedimoreiorilessievenlyibetweeniEuropeiandiAsia.iIKEAiconsistsiofi 

27icentralidistributionicentersiini16idifferenticountriesi(“IKEA:iSWOTianalysis”,i2010).iAsiairule,ianiIKEAi 

retailistoreiopeningiisiaipublicieventiandisomeicustomersitravelihundredsiofikilometersitoishopithere. 

 



InternaliFactorsiAnalysis 

Theiaimiofitheiinternalianalysisiisitoiidentifyistrategicallyiimportantistrengthsiandiweaknessesiofitheicompa

nyiforiimprovingiitsistrategyiifinecessary.iThisigoalicanibeiachieved,ifirstiofiall,ibyiidentifyingikeyiinternalifact

ors,isuchiasidistributionichannels,icashiflows,ilocations,itechnology,iandiorganizationalistructure,iand,isecon

dly,ibyievaluatingitheseifactors.iTheiinternalifactorsianalysisiisineitherilinearinorisimple.iTheistepsitenditoiov

erlap,ianditheimanagersiinidifferentipositionsiandilevelsiapproachitheiinternalianalysisiinidifferentiways.iThe

refore,iitiisiessentialiforitheicompanyitoipayiproperiattentionitoitheiinternalifactorsianalysis.iIKEAihasirecentl

yilaunchediaistrategiciplaniregardingisustainabilityianditheicompany’sitargetsiupitoitheiyeari2015i(“IKEAiSW

OTianalysis”,i2010).iIKEA’sibusinessistrategyiisimainlyifocusedionitheicompany`siaimsirelateditoisustainabili

tyiandienvironmentaliconcerns. 

Strengths 

TheifollowingiaspectsicanibeiregardediasiIKEA’sistrengths: 

 Airecognizableibrandinameiandistrongipositioningiinitheiglobalimarketigiveicompanyiaisolidiadvant

ageioveriitsicompetitors. 

 Perfectimatchibetweeniqualityiandipricingialongiwithieffectiveicostireducingistrategiesiisireferredito

iasi‘DemocraticiDesign’i(meaningigoodiqualityiatiloweriprices). 

 Responsibleiapproachitowardsimarketiresearchihelpsitheicompanyitoibeipro-

activeiaboutienteringinewimarkets. 

 IKEAienjoysieconomiesiofiscaleibecauseiofiitsibulkipurchasing. 

 WhereveriIKEAigoes,iitidevelopsianiexcellentiinfrastructureiaroundiitsilocationiwhichimakesithisico

mpanyianiimmediateifavoriteiforitheilocalsi(“IKEAiSWOTianalysis”,i2010). 

 OneiofiIKEA’simajoristrengthsiisideliveryiofiproductsidirectlyifromitheisupplieritoiIKEAiretailioutlets.i

Thisicutsidownitheihandlingicosts,ilessensitheinumberiofiroadimiles,iandidecreasesitheicarbonifootp

rint. 



 Theiproductidevelopmentiandidifferentiationiareiconsidereditoigiveiitiaicompetitiveiadvantageioveri

theiothersiwhileikeepingiitsioperationicostsilow.iTheifollowingidiagramiillustratesitheicorrelationibe

tweenicostsiandiquality. 

 

Weaknesses 

Problemsiwhichianyifirmimayifaceiinternallyicanihaveiaisignificantiimpactioniitsiperformance.iIKEAiactsiapp

ropriatelyitoieliminateisuchiissuesi(“IKEAiSWOTianalysis”,i2010).iTheimostinotableiweaknessesiofiIKEAiareit

heifollowing: 

 Itimanufacturesiproductsiinimanyicountries,iandiitsimanagementicaniexperienceidifficultiesiiniadap

tingitoitheilocalispecificsiandimeetingiallitheirequirementsiofisocialipolicies. 

 AlthoughiIKEAispendsiailotiofifundsioniresearchiandidevelopment,iitihasiproblemsimeetingioneiofiitsi

primaryigoalsiiiprovidingiqualityiproductsiatilowiprices.iEconomiesiofiscaleihelpitheicompanyitoired

uceitheipricesibutimaintainingiaibalanceibetweenipriceiandiqualityicanibeiaitoughitask. 

 IKEAicontinuouslyiintroducesidifferentiatediproducts,ibutiitsibusinessirivalsiareicatchingiupiwithith

eicopiesiasiwelliasiwithitheiriowniproductsi(“IKEAiSWOTianalysis”,i2010). 



 Communicationibarriersiareiaimajoriconcerniasiwell.iIKEA’simanagementineedsitoimaintainistrongi

channelsioficommunicationiwithinitheiorganizationiasiwelliasiwithitheiriconsumers. 

 IKEAihasilimitediadvertisingiandipromotionalistrategies. 

ExternaliFactorsiAnalysis 

Theiexternalifactorsigenerallyireferitoitheiexternalienvironmentiofibusinessiand,itherefore,icanibeidividediint

oitwoicategories.iTheifirstigroupiofifactorsiincludesitheiopportunitiesithatishouldibecomeiaibasisiforitheicom

pany’sistrategies.iTheisecondigroupiincludesiexternalithreatsithatidisplayitheidifficulties,iwhichiaicompanyic

anipotentiallyiexperience,iandiwhichirequireitakingiappropriateipreventativeimeasures. 

Threats 

Ifiaicorporationiisiawareiofitheipotentialiexternalithreats,iitihasibetterichancesitoiovercomeithem.iByiimplem

entingitheiinnovativeiideas,iIKEAicanifightiagainstiitsithreatsiandisecureiitsibusinessiinitheiindustry.iThreatsit

oiIKEAimayiariseifromitheiissuesidescribedibelow. 

•iAiconsiderableiamountiofipotentialiconsumersiisiafraidiofitryinginewiproducts.iForithisireason,isomeiofithei

consumersicaniremainionlyione-timeibuyers. 

•iTheifurnitureimarketihasistrongicompetitorsithaticaniinfluenceiIKEA’simarketivalue.iAttractedibyitheiconsu

meridemandiandiexpectedireturnsifromihouseholdiandifurnishingimarkets,imanyicompaniesihaveienteredit

heseimarkets.iIKEAishouldipayimoreiattentionitoiitsiuniqueiqualitiesiandispecialioffersi(“IKEAiSWOTianalysi

s”,i2010). 

•iTheieconomicifactorsiareialsoiamongitheimajorithreatsiforifurnishingiretailers.iTheieconomicidownturniha

sislowedidowniconsumeriexpenditure,iandidisposableiincomeihasibeenireduced. 

ConsumeriBehaviorsiInfluencingiIKEA’siMarketingiStrategies 

IKEA’sicorporateicultureiincludesitheiprinciplesiofifashionableidesign,ilowiprices,iandimadcapipromotions,i

whichiensureiitsisignificanticompetitiveiadvantageiinitheimarketisector.iDueitoitheispecificsiofiitsimarketingi

strategy,iIKEAicaniinfluenceipeople’sipreferencesiandilifestyles.iIniaihighlyicompetitiveifurnitureianditextilei



market,iIKEAioffersiaioneistopishelteriforiassuranceiandipositiveibuyingiexperience.iItiisiaisafeizoneithatipeop

leicanienteriandiinstantlyibecomeiaimemberiofiailike-minded,icost-,istyle-,iandienvironmentally-

sensitiveiglobalicommunityi(“IKEA:iHowitheiSwedishiretailer”,i2005). 

IKEAihasiallitheinecessaryiprecursorsiforibusinessisuccessiandifurtherigrowth.iItiaccountsifori5%itoi10%iofit

heifurnitureimarketiinieachicountryiwhereiitioperatesiandisellsiitsiproductsi(“IKEA:iHowitheiSwedishiretailer

”,i2005).iTheicompany’siCEO,iAndersiDahlvig,iadmittedithatibrandiawarenessicontributesitoiIKEA’sibusiness

isuccessi(“IKEA:iHowitheiSwedishiretailer”,i2005).iThatiisiwhyiIKEAipositionsiitselfiasimuchimoreithaniaimer

eifurnitureimerchant.i“Itisellsiailifestyleithaticustomersiarounditheiworldiembraceiasiaisignalithatitheyihaveia

rrived,ithatitheyihaveigooditasteiandirecognizeivalue”i(“IKEA:iHowitheiSwedishiretailer”,i2005).iTheifounderi

ofiIKEA,iIngvariKamprad,iisiknowniasioneiofitheimostisuccessfulientrepreneursiwhoihasiledihisibusinessithro

ughicreationiofinewidesignsiandiproductsitoishapingiupitheiconsumeritrendsianditastes. 

Theyiareidistributediworldwideitoi175imillionipeople.iTheiIKEAicataloguesiofferiaicombinationiofifineiartsia

ndimarketableiproduction. 

IKEA’siPositioningiinitheiGlobaliMarket 

Theicompanyihasirecognizedithatitheimajoriproportioniofiitsimarketiconstitutesitheicustomersibelongingitoi

theimiddleiclassiwhoihaveicommonibuyingibehavioriandipreferences.iTheicustomeriexpenditureipatternsiar

eialsoisimilarithroughoutiallicountries.iDespiteitheseisimilarities,iIKEAiunderstandsithatitheicompany’siposit

ionsiinitheiglobalimarketidependioniitsisuccessiiniparticularilocations.iItiexplainsitheigrowingineeditoiadaptit

oitheilocalispecificsiinidifferentiareas.iForiexampleiiniChina,iinitheiyeari2005,iIKEAiproducedi250,000iplastici

placematsitoicommemorateitheiyeariofiroostersi(“IKEA:iSWOTianalysis”,i2010).iIKEA’sipromotionalicampai

gnsiareibasedioniexceptionalimarketingisituationsiandiculturalisusceptibilitiesiofieachicountry,iwhichidifferi 

radicallyiacrossitheimarkets. 



Conclusion 

IKEAiisianiinternationallyirecognizedibrandiwithihundredsiofistoresialliarounditheiworld.iFromitheianalysisi

ofiexternaliandiinternalifactors,iiticanibeistatedithatithisicompanyishouldiundertakeifurtherievaluationiofiitsi

markets,iwhereasitheicompetitorsiposeinewichallengesiforiit.iItiisiessentialiforiIKEAitoimakeinewistrategiesif

orikeepingiitsistrongifinancialiposition.iThisimeansirevealingitheiessentialiopportunitiesiiticanimakeiuseiofian

ditheithreatsithatishouldibeidealtiwithitoiretainitheimarketishare.iIKEAiactsirelyingioniitsistrengthsiandicuttin

gidowniitsiweaknesses.iAsitheiresultiofithisiapproach,itheicompanyihasibeeniableitoitakeiandipreserveiaistron

gipositioniinitheimarket.iOveritheiyears,iitihasicontinueditoidesigniandiimplementieffectiveibusinessidevelop

mentistrategies. 

Recommendations 

IKEAishouldicontinueiusingiitsipositiveibrandingistrategies.iForiexample,iiniorderitoicreateiairenowneditrad

emarkiiniIreland,iIKEAishouldipayimoreiattentionitoiitsisustainabilityigoals.iIKEAicaniretainiitsimarketivalueii

niIrelandibyiplanningitoicounteractitheithreats,iusingitheiinnovativeiideasiandifocusingionitheicompany’sistre

ngths.iIKEA’sipricingiapproachicurrentlyitargetsicustomersiwithilimitedibuyingipotential.iInitheifuture,itheip

roductsiforitheipremiumiconsumersishouldibeideveloped,ifeaturingihighiqualityidesignsiandiextraordinaryis

tyles.iTheigoalsiofisustainableidevelopmentiandicorporateisocialiresponsibilityidoinotionlyicontributeitoithei

company’sireputation,itheyialsoiimproveiitsirevenuesiandiconsumers’ibuyingiexperience.iTherefore,itheico

mpanyishouldicontinueidevelopingifunctionaliandiinnovativeiproductsiforidiverseicategoriesiofipotentialico

nsumersiiniorderitoikeepiexpandingiitsimarketishare. 
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