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Introduction

A Swedish national, Ingvar Kamprad, established IKEA in 1943, when he started a catalog
organization. For almost four years, he sold household items on a fundamental level, but after that,
Kamprad began offering home furniture. He started his first furniture showroom in 1953. When
Kamprad began offering furniture at a reasonable price, his competitors attempted to run him down
by imposing a ban on local suppliers from giving raw materials and furniture to IKEA. IKEA was also
not allowed to feature its furniture in industrial exhibitions. Thinking of a creative business model,
Kamprad learned to design his own company’s products, obtained raw materials from a Polish
provider, and held his own exhibition. In 1965, the store in Stockholm was IKEA's first leading store.
Today, IKEA has an excess of 300 stores around the world, making it the biggest furniture retail chain
in the world (Lewis, 2005).

Initially, when IKEA faced stiff competition from numerous enormous competitors, IKEA’s architects
focused on cost-effectiveness with astounding materials. IKEA came up with a fantastic idea to
minimize its shipping charges. It changed the entire furniture industry by introducing the ‘flat-
packaging’ system for its furniture. It started shipping its furniture disassembled, which increased its
productivity up to six times compared to its shipping earlier. This thriftiness in its delivery resulted in
low-priced furniture. It was proud to have a “democratic design” strategy that resonated with the
masses. Its slogan, “low price with meaning,” very cleverly separates its items as pleasing and
economical yet cheap. Advancing its low-price technique, the pragmatic cost-cutting sensibility infests
the entire association. For example, its working environments tend not to be outrageous, and its
heads don’t fly business class. The self-serving ethos that continues running in the association makes
its arrangement of activity considerably more functionalistic. Its customers hand-pick the parts of the
desired furniture and accumulate them in solitude. The right furniture of IKEA gives clear responses
for people by apportioning and saving toward each way. IKEA's pros would refresh a thing’s various
conditions with a lone witticism to open up the number of elements in a conveyance bed. They choose
materials that inflict significant damage and have high quality. They incorporate their customers’
reviews into their design methodology (Stenebo, 2012).

At the same time, IKEA adopted a more specific Scandinavian design that was sleeker. It considers its
Scandinavian inheritance, which none of its adversaries abroad can emulate. IKEA also makes use of
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its volumes and overall sourcing. IKEA puts its suppliers and organizers in competition with one
another to get the best prices. Since it was known that IKEA always had concerns for people and the
environment, the company vision, ‘to create a better everyday life for many people,” puts this vision
at the core of its business. It has responded to rising concern among individuals for sustainability in
its choice of products by expanding suppliers, stores, and communication. It has, likewise, seen
business potential in providing viable solutions. IKEA’s concern for people and the environment urges
it to enhance the use of energy and raw materials. This limits costs and means that the association
can accomplish its targets and have an outcome that is of general environmental benefit.

IKEA Changed Over Time

Since its establishment in 1943, the organization has changed the way we consider how we search for
furniture, how we set it up together, and what it would look like. The organization, which has 412
locations in more than 40 nations, including China, has turned into a universal realm. Kamprad began
the organization as a mail-order business at age 17. He sold pens, picture frames and nylon leggings
before venturing into rockers and different kinds of furniture. The plan of action rapidly caught on: it
turned out customers were ready to get their furniture, take it home and assemble it in return for
lower costs. The organization was likewise prepared to cut expenses by bundling great household
items in conservative cardboard boxes that could be effortlessly transported. Distributing flat packs
was significantly more effective and practical than transporting fully assembled items (Baumann,
2012). It additionally shifted the effort. Costs were brought down because the client needed to
assemble the item. The US$37.6 billion sales figure describes IKEA in 2016. IKEA reported worldwide
retail sales of €44.6 billion in FY2025; the older figure should therefore be treated as historical
context.

The achievement is not a fluke. IKEA appears like a virtuoso at offering flat-packed furniture,
transporting it, and reassembling its distinctive Swedish styling all over the planet. The €50 billion
sales target and the goal of about 500 locations by 2020 were source-period forecasts whose target
date has passed. In FY2025, IKEA opened 66 new sales locations worldwide, and current scale should
be taken from the company'’s latest reporting rather than these old projections. The IKEA model
depends on volume—creating a lot of similar stuff again and again, which causes it to secure a low
cost from providers and thus charge a small price to clients. One Billy shelf, an IKEA classic, is sold at
regular intervals. More stores mean more volume and the opportunity to drop costs considerably
more, which IKEA did by an average of 1% a year ago. For the organization, this isn't only a plan of
action, evidently. It's a mission: helping “the numerous individuals” and those with “thin wallets,”
which is @ mantra said by organization workers everywhere from Croatia to Qatar. Numerous
individuals are guided by a vision to create a better daily life. They feel nearly obliged to develop.

Commitment or not, IKEA used to be quite poor at expansion. When the organization initially entered
the U.S. market in 1985, it overlooked that it was a retailer. Instead, it acted like an exporter, taking
quaint little items estimated in centimetres and placing them in its first U.S. store close to
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Philadelphia. Indeed, even sales successes occurred for the wrong reasons: Americans purchased an
extreme number of IKEA vases, using them as water glasses. The European-sized ones were too small
to satisfy Americans’ inclination for ice. They thought everything would have been simple, and it was
damnation, as per a previous official who now runs Kanter International, a retail and brand
consultancy.

Design Aspect

IKEA made great design available to individuals of all income levels. Before that, furniture was
massive and costly, and it took a long time to arrive. You’'d need to wait six to two months and spend
a fortune to get what you needed. Engman, IKEA's design administrator, and his group consistently
think of somewhere in the range of 2,000 new items, including upgrades of existing things. Marianne
and Knut Hagberg, a sibling-and-sister design pair who have been with IKEA for a long time, have
revamped one of their best items, a three-layered work-record plate, three times. Items being
developed go through fast prototyping in the example shop to give a feeling of what they will look like
in the flesh or possibly in plastic. IKEA's architects look well past the furniture business for expertise
with regard to trimming production costs. They’ve authorized a shopping-cart producer, for example,
to mass-produce another table and a can creator to punch out a seat (Torekull, 1999). As the cost of
wooden drums declines, Engman has considered utilizing a drum provider for round tables. The same
goes for materials, such as corks, which are in greater supply as wine bottles progressively use
screwtops and plastic corks. Strolling through the design centre is somewhat similar to seeing what’s
to come. A portion of the designers are, as of now, taking a shot at items for 2019.

Another aspect of Democratic Design is sustainability, and all IKEA designs must reflect the approach
of reducing effects and enhancing the planet. At last, a product must be affordable and open to an
extensive variety of individuals, not only a fortunate few. One part of IKEA’s prosperity has been the
advancement of one-of-a-kind product-design capacities, given a relatively religious commitment to
the straightforward yet elegant design of contemporary Swedish furniture (Kristoffersson, 2014). In
this manner, it has presented a great many families around the globe with the Swedish style that it,
more than others, has come to encapsulate. IKEA’s quality today originates from its control of three
critical parts of the value chain: one-of-a-kind design abilities, exceptional sourcing, and firmly
controlled coordination. This implies it can deliver items that are sufficiently distinctive to gain market
acknowledgement, secure supply for long production runs at beneficial levels, and reduce stock
expenses through provincial stockrooms, which work intimately with stores. IKEA has been able to
buck the trends of the industry and steadily increase its share in slow-growing, sometimes shrinking
markets. Along these lines, it has been able to avoid industry patterns and consistently increase its
share of moderately developing, at times contracting markets.
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Cultural Context

Keeping in mind the actual objective of maintaining IKEA's distinctive culture, especially when the
firm expands its activities to the global market, which would result in separation from the head office,
IKEA has used work as an essential tool for spreading IKEA's culture throughout the organization. The
IKEA way is conveyed to non-Swedish associates in overseas activities by Swedish chiefs, who are
given the role of being “IKEA envoys” abroad. Rather than spreading hierarchical culture through
training programs and detailed standards and controls, dialogue and clarification are preferred by the
organization. It is easy to find signs of a lack of formality at IKEA's office. This is another aspect of
IKEA'’s culture, where individuals regularly wear a similar uniform or casual dress rather than suits
(Lewis, 2005). Titles that demonstrate position are not used as part of name identification or in the
way IKEA's people call each other. They prefer “colleagues.” Duties are key to recognizing
collaborators; an assessment framework based on customized yearly objectives and broad rules is
utilized to assess workers’ performance. Initiative and entrepreneurial and creative ability are firmly
supported.

The collaborator who thinks he is appropriate for another position will have the opportunity to
demonstrate his capabilities. Swedish culture is strongly reflected in the way IKEA carries out its
human resource management practices, where individuals are respected and representatives are
encouraged to take part in decision-making and take on duties. Having formal qualifications isn’t
mandatory for applicants since they are expected to have great relational abilities, receptive
outlooks, positive work attitudes and great potential as opposed to scholarly degrees. IKEA individuals
are encouraged to be autonomous, willing to learn, ready to listen to others and know how to
exchange and offer their insight to others while not feeling they are superior to any other individual.
In return, IKEA provides them with a fair workplace, employer stability and a caring attitude toward
employees. With many stores all around the world, IKEA has made its brand name well known
worldwide (Baumann, 2012). With the end goal in mind of enhancing a significant amount of its
execution, an evaluation of competitive and outside conditions must be done. This can reveal some
great opportunities that IKEA can benefit from and some threats that it can cope with. IKEA always
responds dynamically and proactively to every internal and external issue by using its strengths and
reducing its risks. Using this approach, IKEA can show some significant growth, which it needs to
maintain a strong identity in the market and business community.
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