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A LIVING IKEA CONCEPT 
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To create a better everyday life… 

Presenter
Presentation Notes
The IKEA vision is very clear….



…for the many people. 
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Presenter
Presentation Notes
…and very simple.

We share it with all IKEA companies operating under the IKEA Brand worldwide.

It is a vision that also drives on more than 135,000 IKEA co-workers in their daily work.
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We shall offer a wide range of well designed,  
functional home furnishing products… 
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Presenter
Presentation Notes
And the IKEA business idea helps us to fulfil that vision by showing how we will make it happen.





…at prices so low… 
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…that as many people as possible 
will be able to afford them. 
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Presenter
Presentation Notes
It is a business idea that sets us apart from our competitors. 

While most other companies offer: a wide range OR good design and function OR low prices.

We offer: a wide range AND good design and function AND low prices.




It started with mail-order more than 60 years ago 
in the province of Småland in southern Sweden. 
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Presenter
Presentation Notes
This idea has its roots in the southern Swedish province of Småland where IKEA founder, Ingvar Kamprad, first went into business.

His efforts at mail-order – reaching out to the many people – proved successful. He also saw the benefits of making the most of what you had and keeping costs low to be competitive.

In the left-hand picture is one of the first IKEA mail-order brochures. Ingvar Kamprad sold pens and a range of other smaller products that he purchased wholesale. He soon began selling furniture, too.

In the right-hand picture you can see how his orders where dispatched to customers from an old milk stand. The packages were collected by the milkman and driven to the station for transportation around the country to an ever-growing group of happy customers.









Mail order needed a showroom to demonstrate 
”quality and price” in real life. 
 
 

©
 Inter IK

EA
 S

ystem
s B

.V
. 2013 

Presenter
Presentation Notes
This led to the next step. 

A showroom allowed customers to see and feel products before buying. This reinforced the perception of good quality at a low price.

So many people came and visited the new IKEA showroom that on the opening day, Ingvar Kamprad did not know if the floor would hold due to the weight of crowds of eager shoppers.




Later on… the showroom needed an invitation. 
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Presenter
Presentation Notes
The earliest IKEA catalogues were written almost entirely by Ingvar Kamprad. Here are the 1951 and 1954 editions.

Even today, the IKEA catalogue still acts as a permanent invitation to customers to visit the store.



Soon… the showroom became a large store. 
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Presenter
Presentation Notes
The IKEA Concept and IKEA Brand were evolving fast. 

More space was needed to present an ever-growing product range in an environment that visitors and customers could experience the full IKEA retail experience. 

The world of home furnishing was changing fast – and not only in Sweden.

The first IKEA store opened in Älmhult, Sweden in 1958.

The first IKEA store abroad opened in Oslo in 1963, followed later by Copenhagen and Zurich. 



The low price was the driving force. 
 
And still is! 
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Presenter
Presentation Notes
The many people are everywhere and they all want good functional furniture at low prices – but not at any price. 

We work together with all aspects of the logistics chain to ensure maximum efficiency and cost savings. 





To succeed we had to do things differently. 
 
And we still do! 
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Presenter
Presentation Notes
Going against the flow is often very challenging.

It can also be very rewarding.

“Doing things different” means for example designing products that can make the most of our suppliers’ unused manufacturing capacity as well as working with volumes – very large volumes - both when it comes to product quantities and people.

Take the LACK side table
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Product design was adapted to materials 
and production techniques.  
 
And still is! 
 
 

Presenter
Presentation Notes
This global bestseller was made by an interior door manufacturer. 

IKEA designers had seen great potential in the material (board on frame) and we were able to buy up the company’s unused capacity.

This meant not having to invent and build new machinery, but making better use of what already existed. Just as we saw Ingvar Kamprad do a few slides back.

In the end, everyone wins – especially the customer.



We packed the furniture flat to lower the cost. 
 
And we still do! 
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Presenter
Presentation Notes
And who wants to pay for transporting air? I don’t think our customers do. But that is what happens with conventional products and shipping.

Flat packages solve that problem, and many more. For one thing, virtually all customers can take their products home to enjoy the same day.

It is also kinder to the environment as less transportation is needed to ship more products.
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We asked the customers to help keeping prices low. 
 
And we still do! 
 
 

Presenter
Presentation Notes
We are also honest in our communication with customers. 

We have to be because honesty is such a large part of the IKEA Brand promise.

The IKEA mechanical sales process relies on customers to keep prices low. They travel to the store, they find the products they want, they collect them in the self-serve furniture area, they transport them home and they assemble them themselves. 

At each step of the way, the customer is helping to keep the prices of the products they have bought as low as possible. Another advantage is instant gratification – customers can enjoy the products they have bought the same day. They do not have to wait. 



©
 Inter IK

EA
 S

ystem
s B

.V
. 2009 

You do your part, 
we do our part, 
together we save money! 
 
 

Presenter
Presentation Notes
We are in a partnership for better living with our customers.

The IKEA way of selling has become very successful.
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SO WHAT IS OUR PASSION? 

Presenter
Presentation Notes
IKEA home furnishing..

It refers to our common culture, our way of meeting challenges, our way of succeeding together and our way of translating our passion for home furnishings into something useful for our customers.




Home furnishing is like fashion. 
 
And that is always changing! 
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Presenter
Presentation Notes
Home furnishing is like fashion.

Not to show what we wear but more showing how we life and who we are and that is always changing!
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Getting to know how people live... 
 
 

Presenter
Presentation Notes
For more than 60 years IKEA has been passionately learning about everyday life at home of the many people all over the world.

We use that knowledge and experience to offer everyday solutions.
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Their needs and wants. 
 
This creates the understanding of the many 
peoples´ life at home. 
 
 
 

Presenter
Presentation Notes
All over the world people have a constant desire to improve their homes and their everyday life,
Sometimes they know what they want or need, sometimes not, sometimes they find solutions and products that will
Help them live the life at home they want, sometimes not.
Sometimes they dream of just something different.

We understand the many people's everyday life at home.
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Providing functional and inspiration solutions. 
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Presenter
Presentation Notes
Functionality and inspiration have to go hand in hand.

Home, a privet space, a space for you and the family, a secure place and a place where you express your own individuality.
It reflex me, who I am and my feelings to my family and to my friends.


The IKEA store is providing education, free ideas to create a better life at home.
Making your dreams affordable!
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SO WHAT IS OUR WAY? 

Presenter
Presentation Notes
You could say “it is the way we do things around here.”

It is the result of 60 years of hard work.

It refers to our common culture, our way of meeting challenges, our way of succeeding together and our way of translating our passion for home furnishings into something useful for our customers.




Functional 
 
 

Not fancy 
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Clear 
 
 

Not complicated 
 
 

©
 Inter IK

EA
 S

ystem
s B

.V
. 2013 



Smart & thrifty 
 
 

Not extravagant 
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Surprising 
 
 

Not expected 
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Inexpensive 
 
 

Not expensive 
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For the many 
 
 

Not for the few 
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Swedish 
 
 

Not from 
anywhere 
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SO THIS IS WHO WE ARE. 

Presenter
Presentation Notes





©
 Inter IK

EA
 S

ystem
s B

.V
. 2009 

NOW, WHAT HAVE WE DONE IN 
PORTUGAL? 

Presenter
Presentation Notes
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 3 IKEA stores: Loures, Alfragide & Matosinhos 
 1 Trading Office 
 1 Shopping Centre – MAR Shopping 
 3 Swedwood factories in Paços de Ferreira 
 PT suppliers : ceramics, textiles, sofas, mattresses, among other 
 IKEA FAMILY members: 600.000 
 IKEA Catalogues distributed: 2 Million copies 



Investment: 19.5 million euros 

Capacity: 30 million pieces/year. 

Innovation: more sustainable “single fired” production process 

Job creation: 144 jobs in the Aveiro region 

Production start: spring 2014  

Exports: 85% to 90% of production 

VAA / IKEA Project 



Most things 
remain to be 
done.  
 
A glorious 
future! 

Obrigado. 
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