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

IKEA's Market Opportunities

Economic Conditions 1KEA’s low-cost, high-quality strategy fits with the current state
of the economy. As many consumers look for ways to cut personal spending, IKEA is
well positioned to be a logical choice for home furnishings for the cost-conscious
customer. Most American consumers still subscribe to a value-dominant logic when it
comes to purchasing goods and services. However, these customers want not only high
quality at a good price but also convenient access and time-saving services. IKEA can
play into this buying logic but may have to expand its service offerings to increase

customer convenience.

Demand for Convenience The number of consumers shopping online continues to
rise. With the average schedule getting busier, technically savvy consumers increas-
ingly enjoy the convenience and ease of online shopping. Comparison shopping is also
a convenience afforded by the Internet that could allow IKEA to dominate the low-
cost, quality furnishing sector. Offering convenient online shopping experiences
would fit well with IKEA’s low cost structure because it would allow them to sell items
using a distribution network instead of a complete reliance on physical stores and
their higher overhead costs. Convenience factors within IKEA’s stores, such as res-

taurants and daycare, are already well suited to customer needs.

Popularity of Stylish, but Sustainable, Products Swedish design—the simple, futur-
istic, edgy, and fashionable designs offered by IKEA—is becoming more popular
among consumers overall. For example, Target Stores offers a line of products from
Swedish designer Todd Oldham. In addition to style, consumers are also interested in
“green” products that enhance the sustainability of natural resources. The recent
corporate movement toward “green” practices is becoming more prevalent, and con-
sumers are becoming more aware of a company’s carbon footprint. IKEA is well
positioned to take advantage of this trend.

IKEA's Market Threats

Competition Several other large retailers are vying for the do-it-yourself furniture
segment. As consumers become more cost conscious in today’s economy, the offerings
of traditional bricks-and-mortar stores such as Home Depot, Target, and Walmart
become more acceptable. IKEA also faces online competitors such as BluDot.com and
Furniture.com. BluDot is a direct brand competitor that also claims to offer quality,
unassembled furniture at low prices. It too offers simply designed and modern fur-
niture. Furniture.com is a product competitor that uses the traditional furniture storé
concept but offers the ease and convenience of online price and product comparison:

Changing Customer Needs/Tastes Customers’ needs and tastes constantly change
At some point, customer interest in Swedish design and do-it-yourself furniture
will wane. This is especially true as the U.S. population continues to age. The lYPical
baby-boomer consumer demands quality, values his or her time, and appreciates
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