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IKEA: Internal Operations and Organisational Structure
Overview of the Organisation
IKEA is one of the most recognisable and influential home furnishing brands in the world. Founded in 1943 by Swedish entrepreneur Ingvar Kamprad, IKEA began as a mail-order business selling small household items. Over the decades, it has evolved into a global retail giant, known for its innovative flat-pack furniture, minimalist Scandinavian design, and cost-conscious business model. The brand name “IKEA” itself is an acronym that combines the founder's initials (Ingvar Kamprad), the family farm where he was raised (Elmtaryd), and his hometown (Agunnaryd).
As of 2024, IKEA operates more than 470 stores in over 60 countries and serves millions of customers annually. While it is often referred to as a single company, IKEA operates under a complex franchise system. The brand and concept are owned by Inter IKEA Systems B.V., based in the Netherlands, which grants franchises to various operators across the world. This decentralised model allows the company to maintain brand consistency while offering flexibility in local markets (Inter IKEA Systems B.V., 2021).
IKEA’s core mission is “to create a better everyday life for the many people.” This mission is deeply embedded in every aspect of its operations, from product design and pricing strategies to customer experience and sustainability initiatives. The company's vision is realised through its commitment to affordability, functionality, and sustainability.
Organisational Structure, Size, and Functions
IKEA utilises a matrix organisational structure, which is a blend of functional and product-based structures. This hybrid approach is well-suited to IKEA’s large-scale global operations, as it encourages coordination between departments while maintaining clear roles and accountability. In a matrix structure, employees may report to both a functional manager (such as design, logistics, or HR) and a product or country manager, depending on their role. This structure supports innovation, agility, and alignment across global markets (Alänge & Steiber, 2019).
The scale of IKEA's operations is vast. As of the 2023 fiscal year, IKEA employs over 231,000 co-workers globally (IKEA, 2023). These employees span various areas, including manufacturing, product development, logistics, retail, marketing, and customer service. The company places a strong emphasis on diversity, inclusion, and leadership development within its workforce.
Some of the key internal functions of IKEA include:
· Product Design and Innovation: IKEA designs nearly all of its products in-house. Its approach focuses on creating functional, aesthetically pleasing items that are affordable to the average consumer. Products are also designed for flat-pack shipping, reducing storage and transportation costs. In recent years, IKEA has integrated circular design principles to ensure products are more sustainable and longer-lasting.
· Supply Chain and Logistics: A critical component of IKEA’s internal operations is its efficient and highly coordinated supply chain. The company uses a global network of suppliers and distribution centres, optimised through data-driven logistics. Flat-pack packaging plays a vital role in minimising transportation costs and environmental impact.
· Retail and Customer Experience: IKEA is renowned for its unique store layout, which encourages exploration and interaction with products. In addition to in-store retail, IKEA has significantly expanded its e-commerce and mobile platforms. Digital transformation has become a priority, enhancing the online shopping experience and streamlining delivery and assembly services (Kotler et al., 2022).
· Marketing and Communication: IKEA adopts a customer-centric marketing strategy, often using storytelling and real-life scenarios in its campaigns. Its messaging typically reflects values such as simplicity, community, and sustainability. IKEA also engages heavily in digital marketing, including social media, to connect with younger demographics.
· Sustainability and Corporate Social Responsibility: IKEA has made bold commitments to become climate-positive by 2030. This includes efforts to use renewable and recycled materials, improve energy efficiency, and reduce its carbon footprint throughout the value chain (IKEA, 2023).
Overall, IKEA’s internal structure and key functions are designed to support the company’s strategic objectives—scalability, innovation, cost-efficiency, and sustainability—while remaining deeply aligned with its core mission of improving everyday life for people around the world.
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