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CASE 10 IKEA Looks to Further Penetrate the U.S. Market

employees. IKEA’s managers look for people who “display a desire to learn, motivation
to do things better, common sense, and the ability to lead by example.” The company
believes in keeping employees happy by engaging in activities throughout the year that
promote well-being and job satisfaction. These are all reasons that IKEA has been

ranked in Fortune magazine's annual list of “100 Best Companies to Work For” three

years in a row.

Do-It-Yourself Approach 1KEA maintains its low-cost business model by creating a
different furniture shopping experience. IKEA supplies customers with all possible
materials needed to complete their shopping when they enter the store (that is,
measuring tape, paper, and pencils). The floor has showrooms displaying IKEA fur-
niture with multiple accessories that will accentuate the style. With this approach,
customers do not have to be bothered with salespeople who work on commission.
Customers can pick and choose among the different options of accessories that they
would like to use with furniture. Many customers appreciate the feeling of accom-
plishment that comes from doing things for themselves. For those customers who do
not like the DIY approach, IKEA offers assembly services and home delivery options.

Added Amenities Although IKEA is not set up as a traditional furniture store, the
company does provide several added amenities. IKEA rents car racks that customers
can use to get bulky items to their homes. IKEA also provides child-care services to
give parents time to shop. Once their children are in a safe place, parents will delegate
more time to browsing and purchasing IKEA furniture and accessories. The company
also provides restaurants in some of its stores to encourage customers to stay a little
longer. Offering breakfast, lunch, and dinner, the restaurants also generate strong
profits for the company each year. Customers can also schedule consultations with
professional designers. In sum, the IKEA experience is designed to make the stores
destinations in themselves. IKEA wants the customer to feel as if there is not a rush to
leave the store and customers can do more than just shop for furniture.

Brand Image There is no denying that brand image is a key strength for IKEA.
Even if they have not been in a store, most people around the globe recognize the blue
and yellow logo as a symbolic representation of trendy, modern, and fashionable
furniture. Customers flock to the furniture giant to experience what Business Weck
has referred to as “IKEA world, a state of mind which revolves around contemporary
design, low prices, wacky promotions, and an enthusiasm that few institutions can
muster.”

Part of IKEA’s brand strength comes from its wide array of products that exude a
high-quality, low-cost focus. The company offers home furnishings and appliances for
the bedroom, bathroom, and kitchen, as well as furniture for business offices. In
addition to home furnishings, the company sells accent pieces and everyday products
such as rugs, linens, and kitchen utensils. Some of the company’s newest ventures
include home building materials. Customers can build an IKEA home with reasonably

priced, environmentally friendly materials.
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