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Case IKEA 

Å  : 1943,   

Å  :   

Å    : 9,000  

Å  : Self-assembly Furniture 

 

ÅRevenue : 17.3 billion euros in 2005-2006 

Å  : 34  247   
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IKEA    

1943 : IKEA  (Direct Mail  
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1947:    
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1951 :                          
          Ą       

  

1953 :   (    
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           +     
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1955 : Flat package (DIY )  

 +  + Plat- package  

     
       

IKEA ẁםӢ 
Ŝ ᵖ♅ ʷ˳ŝ 
ἡ ᵛ 
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1970 :    
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1971 : Cash and carry system  

       

             

IKEA ẁםӢ 
Ŝ  ẁםӢŝ 
ἡ ᵛ 
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1973 :       
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Simple & Modern 

Unique & Antique 

20-30  [Young] 

40-60  [Old] 

  ŷ 

Simple & Modern 

20-30  [Young] 

IKEA   

IKEA ẁםӢ 
Ŝ ᵖ♅ ʷ˳ŝ 

IKEA ẁםӢ 
Ŝ  ẁםӢŝ 

    

Simple & modern,  
  2~30     

 STP    
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ü There is a grand total  of 237 IKEA stores in 34 countries/territories .                                    
The IKEA Group itself  owns 209 stores  in 24 countries  (Sep 2006).  

ü 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) 

and the USA (1).  

Source : www.ikea.com/CN   
 

United kingdom  14 1987 31100 

Italy 11 1989 32700 

Hungary 2 1990 21800 

Poland 7 1991 23700 

Czech Republic  4 1991 23500 

Slovakia 1 1995 21500 

Spain 8 1996 28700 

Finland 2 1996 26000 

China 3 1998 43000 

Russia 5 2000 31000 

Portugal  1 2004 33000 

Japan 2 2006 40000 

24countries  209 

countries  stores  opened  m2  

Sweden 15 1958 55200 

Norway 5 1963 22500 

Denmark 4 1969 37000 

Switzerland  6 1973 26700 

Germany 38 1974 37000 

Canada 11 1976 31000 

Austria 6 1977 37500 

Netherlands  10 1978 32700 

Australia 3 1981 26000 

France 18 1983 34000 

Belgium 6 1984 29000 

USA 27 1985 



 VS  (    ) 

   

Å 2002   67  USD    

Å 10     14.2% MS  
   Ą     

 ʊ   Lɸow- end  ᶳ   
  Hɸigh- end  .  

Low-end  High-end  

Wal-Mart, Office Depot, Costco  Ethan Allen, Thomasville, JordanŚs furniture 

ʺ˶⁄ Ḋˁ  ἵּת▫Ϯ ἌḊ
, Ỹ╪ ל ˲ ̆ˍ 

Ἄẋᾅ⁄ Ḋ ˍ̆ ̓פֿ ╥̯ʺ
ˁ  ♣ᶷʺ Ӯ ̆ἵӦ ̓ ͙‰
̆ˍ 

ʺ̯ ᶜ╥ ѻ‚Ἓ╪ ԑ‡︠ 
₅‰Ợ∟ө╥ ּתᾏ Ṩⱴ ḓ ҿ͙
Ṩⱴ 

♣ᶷּתᾏ╙ Ṓ┬  ₅‰Ợ∟ 
ѻ‚  Ữ ̱ 



 
  

 

ü 1985       

     1985    1     

ü       

 

 

ü 1985    

ü       

 

Localization  

ü     

 -   
 -      :Inch ,  Size   
 -     45%      
-    
 -       

ü 93      

-    12    3  5    

IKEA    

     .  
      

? 
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Global IKEA 



The IKEA Brand Strategy 

ɈCost leadership 

 

ɈInnovation in product design  

 

ɈThe IKEA Experience 

IKEA   ? 



The IKEA Prices 
̋    

Every item produced in millions  
Stores buy and transport products in bulk  
 

ɈDIY- assembly  
 

ɈStores: located in less  

 expensive areas.  



The IKEA Prices 
Ɉ Distribution  

16  28  . 
   Supply chain  

  .  

 

Ɉ Flat packing saves shipping cost. 

 

Ɉ Purchasing 
     67  2,300  

 . 

FLAT PACKAGING+ LARGE VOLUMES= 

  LOW PRICES 



ɈWide range of products  

ɈAll characterized by simple,  

 functional design  

ɈDifferent styles for different 
consumers 

IKEA Products  



The IKEA Experience 

Catalogue Store 
 

 

Self-Service 
Warehouse 

DIY- 
Assembly 


