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1971 : Cash and carry system 2
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countries stores opened m2 United kingdom 14 1987 31100
Sweden 15 1958 55200 ltaly 11 1989 32700
Norway 5 1963 22500 Hungary 2 1990 21800
Denmark 4 1969 37000 Poland 7 1991 23700

Switzerland 6 1973 26700 Czech Republic 4 1991 23500

Germany 38 1974 37000 Slovakia 1 1995 21500
Canada 11 1976 31000 Spain 8 1996 28700
Austria 6 1977 37500 Finland 2 1996 26000

Netherlands 10 1978 32700 China 3 1998 43000

Australia 3 1981 26000 Russia 5 2000 31000
France 18 1983 34000 Portugal 1 | 2004 | 33000
Belgium 6 1984 29000 Japan 2 2006 40000

USA 27 1985 24countries 209
> Thereis a of

The IKEA Group itself owns 209 stores in 24 countries (Sep 2006).

> The other 28 stores are owned and run by franchisees outside the IKEA Group in
15 countries/ territories. These are Australia (2), the United Arab Emirates (2),
Greece (2), Hong Kong (4), Iceland (1), Israel (1), Kuwait (1), Malaysia (1), the
Netherlands (1), Saudi Arabia (2), Singapore (1), Spain (4), Taiwan(3), Turkey (2)
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Wal-Mart, Office Depot, Costco Ethan Allen, Thomasville, Jordan’s furniture
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Global IKEA

Salesby region five - Purchasing by region
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The IKEA Brand Strategy

e Cost leadership
e Innovation in product design

 The IKEA Experience

KAT LOG ¢
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SMEA he IKEA Prices

- 22 A
Every item produced in millions
Stores buy and transport products in bulk

e DIY- assembly

e Stores: located in less
expensive areas.




SMEA he IKEA Prices
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e Flat packing saves shipping cost.
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IKEA Products

Wide range of products
All characterized by simple,
functional design

Different styles for different
consumers
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The IKEA Experience

Self-Service DIY-

Catalogue Store Warehouse Assembly
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The IKEA Marketing

e C(Catalog: 70% of marketing
e Attract customers with low price items
e Good price/quality
o JKEA experience
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The IKEA Marketing

i} KEA Something for everyone.
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| § .4 ¥ W Something for everyone.
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S*E2 The IKEA Marketing
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It’s true you can have it cheaper
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Marketing Strategy

- | _
- HMo6x 2 x |
|. Operational Excellence
l. Product Leadership

lll. Customer Intimacy

IV. SCA-based Strategy
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Marketing Strategy

= 1. Operational Excellence
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1. Operational Excellence

o Operational Excellenc
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Marketing Strategy

z 2. Product Leadership
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Marketing Strategy

#
The Chasm
The
chasm
The Mainstream
Relative %
of
customers
Early
adopters./ Early 2oa
Innovators, | visionaries majority Late majority | Laggards,
technology pragmatists | conservatives skeptics
enthusiasts
Time
= Customers want i B Customers want o
technology solutions
and performance and convenience
S HEQ AAME 2o SA =7/0 MBEH=E EFHE ),

ight short films of Tre

BMWFILMS.COM PRESENTS

A SERIES OF SHORT FILMS




Marketing Strategy

3. Customer Intimacy
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easy returns,
free exchanges
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Marketing Strategy

Whole Product
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O Generic Product

O Expected Product
O Augmented Product
O Potential Product
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Potential Product
Augmented Product
Expected Produc
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MP3 Phone, Camera Phone
Multimedia Communication

Text Communication

Voice Comeminication

Mobie Communication
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Marketing Strategy

4. SCA-based Strategy
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Day, G. & Reibstein, D.(1997), Wharton on Dynamic Competitive Advantage, John Wiley & Sons, Inc
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4. SCA-based Strategy

1% 6-4
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Marketing Strategy

-
?p 4. SCA-based Strategy

& 220 2M I Marketing Mix Strategy®l 2t
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Source of Marketing

Competitive Mix

Strategy
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Marketing Strategy

43 Gillette Mach3 Case

7H 2f H|
$275 mil.
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Marketing Strategy

amazon.com Case

amazon.com.

& Customer IntimacyE F W Al7|l = Contents™ f

3 Armazon com--Exh's BiagestS c aIE |
TEE BIE LY BASN S =
SHE .- - Q)4 Qe @Ee Foon 9 A-IW- QR

Z20) @) tro://www, amazon, com/exec/obidos/subst/ y. htmi/103-5972633-530053% 0 7% x| oOs 23>

(1 Recommendation System

b‘ on toy orders
of $99 or more!

Il us your favorite stores and categorie.

S

2 Tell us youl
3 Get personalized recommendations.
Start Recommendations Wizard )
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@ers who bought this video also bo@

o Monsters, Inc. YHS ~ John Goodman
o Aflantiz - The Lost Empire ¥YHS ~ Michael J, Fox

o Moulin Bouge (Special Edition) ¥YHS ~ Micole Kidman
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= 4. SCA-based Strategy

o 3 Steps of SCA-based Strategy

Step 1

XtAFS] XRpAHDf 4242 T 250 XFALQ|
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S’rep 3 > Marketing Strategy and Marketing Activities
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SOUTHWEST Airlines Case

Step 1

Gan You Name
THE AIRLINE
WitH Low FARES
ON Eveny SeaT
OF EveRy FLiGHT,
EVERYWHERE
IT FuIEs?

SOUTHWEST'

THE Low Fare Airline™

Source of Competitive Advantage

- AU7HE 9% YU =
/ - AYU71E A% SAN 2 \

Positioning of Competitive

Advantage
WiLad fiE A2e 54

» Operational Excellence
—Low Cost

\ Market Share/Profit /

Customer Satisfaction

S— I
SOUTHWEST

GPEHAII WHH N

A BUDGEL ONLY
ONEAIRIINE

ﬂPEHATES WHHIN

~ YOUR BuDGET.

T SM éa_" With fares designed 1o let you '.;
THE Low Fare Airline EJL et anen |
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Paciic Moumiain Cantral Eastem
Sez:we.l'ramma
Portiand
Manchester
#{Boston Amsa)
L Albary Proyidance (Boston Area)
il - -
Detroite: Piagara Falls * Hetford/Springfield
Chi - . Nimalphig Long Island/islip
Dakland JRenolT . (Midway) Cleveland
(San Francisco Area), “Sacramento SR Laks iy Omaha & mbLs # lBamnmr?gv":aﬁaAinm}on (BWI)
LC. Areal
San Jose Indianagolis
(San Francisco Area) Kansas City» . ) *Naorfolk
$as Vogas St Lowis Louisville . (Southem Virginia)
; Al Raleigh-Durham (RDU)
B Ontrio -
Los Angeless®, » (Palm Spings AreafSEND Fees o LS®® Lithe Fock
(LAK) L Oklahoma City
San Diego Phoenix Lubbock Dallas
#Tucson r’J .' {Love Field)
]
ElPaso Midiand! .
Odessa  Austin sJacksonville
S Howslom - o
Sanaﬂm 1Honby&\ MNew Orleans Tampa..omnm
Comus ntercontinental Bay sWest Palm Beach
Chresti * ot Lauderdale
+ Harlingen'South Padre island (Miami Area)

&) >
SOUTHWEST

RAPID REWARDS

WITH OPEN SEATING,

YOU CHOOSE WHO SITS NEXT = *=%°&

TO YOU.
L

Marketing Strategy

.

Sourwest”
AIRLINES’

THE HLORIDA
STATE FARE.

_Ft. Lauderdale to

SOUTHWEST AIRLINES'

1+800-1-FLY-SWA (1-800-435-9792)
Fare does not include $3 airport tax ©1996 Southwest Airlines Co.
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Marketing Strateg

Step 3
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Porter, M.(2000) What is Strategy?, Harvard Business Review (February 2000)




