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History of IKEA
The Market-Leading Furniture Company of the World
[image: Delving into the history of IKEA as the Swedish furniture giant celebrates  ten years in Ireland]IKEA is the world largest furniture store which was founded in Sweden. Currently, we have our headquarter in Netherland and our core business operation is to design and sell ready to assemble furniture and other home appliances. We started our journey in 1943 with the big dream of a 17-year-old boy Ingvar Kampard, which has become true when we got the first position as the world’s largest furniture retailer in 2008 (IKEA.com. 2021). The founder of IKEA started the business initially as a mail-order sales business which started selling furniture just after five years of business operation in the sector. It was 1958 when the company opened its very first store in Almhult, Smaland. After then, within six years, the company started its first store outside Sweden which was in Norway. After then, the owner of the company started to expand the business operation all over Europe which now has covered almost 70% of the global locations including Asia, North America, Europe, Oceania, and some parts of South America. Currently, the company has almost 445 number of locations having a yearly revenue of £41.3 billion based on the fiscal year 2019. Currently, the company has business operations in over 45 major countries of the world that are combinedly generating this massive revenue each year (Ringstrom, 2020).
How the name IKEA came
[image: IKEA is an acronym that stands for Ingvar Kamprad Elmtaryd Agunnaryd, which  is the founder&#39;s name, the farm where he grew up, and his hometown. - 9GAG]The name of our company came from the first letter of the founder’s name who is Ingvar Kamprad, the company where it was founded “Elmtaryd”, and the hometown of the founder named Agunnaryd. So, the first letter of each of the mentioned words has been used to form the brand name IKEA. Currently, the brand is managed by Inter IKEA System which has origin from the Netherland. (Hahn, 2014).

Innovative Product Design to Obtain more Loyal Customers
[image: Smart Home Products - Lighting, Wi-Fi Speakers, Blinds - IKEA]IKEA is very innovative from its inception and it introduces new designed furniture and home appliances each year that attract the customers most. Their very first innovation was to provide the opportunity to the customers to assemble their own home appliances on their own. So, having this motive, the company has been manufacturing ready to assemble products for its customers. The company uses the term “democratic design” which it uses to apply an integrated approach to producing and designing new products. Moreover, the company uses MDF materials to produce its particleboard which is cost-effective and so the customers can get the product without spending much money (Chen et al., 2016).
Why we are successful?
[image: Business Success Pyramid Showing Mission Strategy Resources And Management  Royalty-Free Stock Image - Storyblocks]IKEA has business operations in over 45 major countries for which it is the largest furniture manufacturing company in the world. This characteristic of the company has given the company a competitive advantage of higher customer visibility. Moreover, the company has several strategies such as it ships its furniture without assembling for which the company does not need to incur any packaging cost which reduces massive cost from the company perspective. Apart from furniture manufacturing, the company has a business operation providing design consultancy services to the customers of different country and as the company has greater customer visibility and loyal customers, it is getting more responses from the customers to take consultancy services (Parmana et al., 2019).

Our core business
As mentioned earlier, our core business is to provide ready to assemble furniture to the customers. This facilitates the customers to enjoy the assembling activities on their own. In addition, we have a business operation in the consultancy service where we provide services in terms of interior design. IKEA has a Smart Home service through which it provides the service to make one’s home Smart. With Smart Lighting Kit and other Integrated QI charging systems, the company makes a home smart (IKEA.com. 2021).
Our mission and vision
[image: Difference Between Mission and Vision, Goals and Objectives]The company has a mission of providing a variety of well-designed, functional home furnishing products at a very low price so that most of people of each income level can afford to buy the products. So, it is seen that the company has a mission to provide low-cost products to the customers for which the company is attracting almost every customer from each income level. Talking about the vision of the company, it has a vision of creating a better daily life for most of people. It means, as people spend most of their time at the home beside their home furniture and other appliances, the company has the vision to make their life better besides their home appliances (Courtney, 2021). The approach we operate is shaped by our belief that everyone brings something unique to the table. A leader is someone who acts rather than someone who sits in an office. We prioritize a person's core principles over their technical skills and work history. The ability to "walk the talk" and set an example for others. Bringing out the best in ourselves and each other is the goal (Gray, 2012). IKEA's culture is based on the idea of working together as a team. When we are able to put our faith in one another, work together as a team, and have a good time, we are at our strongest. Ultimately, we'd like to be a force for good in the world. It is within our power to create a big and long-lasting difference, both for ourselves and for future generations. We aspire to be a driving force for good. Today and in the future, we have the opportunity to have a substantial and lasting effect. Ultimately, we'd like to be a force for good in the world. We can have a long-lasting and profound impact on the world around us. Ultimately, we'd like to be a force for good in the world. Today and in the future, we have the opportunity to have a substantial and lasting effect (Kotler et al., 2017).
Our marketing mixes
Generally, marketing mix means the combination of 4 elements (product, pricing, promoting and distributing) to ensure the organizational goal (Taylor, 2020). This company implements a complex marketing strategy that helps it to survive in the market with pride. A firm’s marketing mix is the combination of product, pricing, promotion and distribution of the product.  It reflects the design of the company`s path to the target goal of the company. The most important approach in IKEA’s marketing mix is the brand and location elements. However, the factors of advertising and pricing ensure the company's financial performance. We are discussing our 4-marketing mix or strategies below:
Our product strategies
[image: IKEA SHOP WITH ME FURNITURE SOFAS BEDS KITCHEN - STORE WALK THROUGH 4K -  YouTube][image: Ikea Fitted Wardrobes - Which?]IKEA has different strategies for producing its products to grab the market. The main strategy of products of the company is the portfolio theory the company uses. It has a huge diversification of its products. IKEA divides its products into several categories. They are Furniture and Homeware, Design Services, Smart Home. Houses and Flats, Solar PV Systems, and Furniture Rental. In each category, IKEA has different products to offer the customers in terms of making them loyal. In the furniture and homeware segment, the company has ready-to-assemble furniture products and going towards sustainable approaches to mass consumer culture while manufacturing such furniture (Melewar and Saunders, 2000). In terms of the design services segment, during the Covid-19 pandemic, it provided many consultancy services to the customers. However, the most unique feature of their product strategy is the Smart Home where the company has introduced IKEA TRADFRI smart lighting kit to make the home smart. Moreover, there was a collaboration with the Sonos smart speaker for bringing about the technology that the company uses (Keegan and Green, 2017). The collaboration was first announced in 2017 and the very first product of this collaboration came just in 2019. The company has also expanded its product line in the apartment and flat segment as well. In terms of Solar PV Systems, the company has made residential kits that are sold all over the world as a pilot program and currently, the company is planning to launch the product globally at full pace (Hahn, 2014).
Our pricing strategies
[image: The Ikea furniture that has been around for up to 30 years – and you can  still buy today]As the vision of the company is to offer low-cost furniture and home appliances to the customers so that every customer can afford their product, so it is obvious that the company is following a low-price strategy in terms of formulating a pricing strategy. The company uses MDF materials for their furniture which is very cheap compared to other materials. The company concentrates on cost control and efficient operational details for which its main focus is on to increasing the sales volume rather than demanding greater prices from the customers. This philosophy has enabled the company to lower its products’ price and from 2010, due to this pricing strategy, the company is expanding globally at a greater pace (Ringstrom, 2020).
IKEA’s Promotion (promo mix)
[image: How Does IKEA Use E-Commerce In Its Marketing Strategy?]The company focuses on its marketing activities significantly and in this regard, the company utilises promotional tools such as TV, print, online ads, billboards, and many more while executing promotional activities. One of the most successful promotional campaigns of IKEA was the advertising campaign named home is the most important place where the company utilised slogans such as “Not for Sale” and this campaign was launched all over the UK which increased the brand visibility and brand loyalty (Parmana et al., 2019). Moreover, currently, IKEA is focusing on social media marketing as this has become a trend in the marketplace. Almost all people use social media platforms such as Facebook, Instagram, Twitter, and so on and proper utilisation of these media is benefiting IKEA much.
 
Our distribution strategies
[image: IKEA&#39;s Distribution Strategy in India]IKEA has a well-furnished distribution strategy. As the company has a global business operation, it has formed a global distribution channel which is otherwise called a global distribution network. The company has more than 25 distribution centres and is operating a business in more than 50 major nations. Through physical shops over 350 IKEA stores, the company is delivering its products to its customers. Moreover, it has formed a global supply chain management through which it has reduced its procurement cost. As per this supply chain management, the suppliers directly transferred all the products to IKEA’s stores for which it has become easier to handle all sorts of distribution issues (Cateora, 2013).
People
Customers and workers are of the greatest priority to IKEA. IKEA employees feel that they are honest people who have a great deal of enthusiasm for home furnishings. Connectedness, passion, and enjoyment are the foundations of the company's workforce culture. It's all about making customers happy. As of 2015, retail employed 116,000 people, supply employed 18,000, and manufacturing employed 21,000. Non-discrimination is not a factor here. IKEA's workforce now stands at 183,000 people (Courtney, 2021).
Process
IKEA employs a variety of business practices. Over a dozen countries are represented by 44 production facilities. IKEA owns sawmills and creates high-quality products from its own wood. It has a state-of-the-art manufacturing plant at its disposal. It's in keeping with the "clean environment" theme. IKEA's distribution network and inventory control strategies are the most innovative in the industry. Depending on the pricing, its designs are varied. It's almost as if they're buying from 1800 different vendors. A rule of ethics issued by IKEA specifies standards and instructions for companies to follow in order to minimise their tests for environmental friendliness (IKEA.com. 2021). Customers can save money by assembling the final product themselves, as it is provided in sections.
Physical Evidence
Nearly 50 nations are home to IKEA's 350+ locations. IKEA's massive store layouts are proof of the company's larger-than-life image. Once you've entered the store, the route layouts and guiding arrows make it easy to find what you're looking for. Restaurants and infant spaces are also available in several stores for the benefit of shoppers and employees alike. In addition, because the majority of the establishments are dispersed across broad areas outside of cities, ample parking is readily available. Near the side of the store, most shops include a section where rejected or damaged merchandise is heavily discounted. Sydney and Montreal are home to some of the largest locations. This includes all of Ikea's marketing efforts (Hahn, 2014).
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