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Abstract  

 

Ikea has dominated the world furniture market as of 2022. Ikeas emergence as a leader in this industry has been 

a long process since the brand was first established in the mid-20th century. Since the brand launched, Ikea’s 

ability to keep up with rapidly developing technology and modern inventions has allowed the firm to always stay 

a step ahead of their competition. Even though Ikea has revolutionized itself with modern technology, it has stayed 

loyal to their core principles of simplicity and minimalism in the design of all their products. The introduction of 

augmented reality has also been a vital component of the company’s success. Their app, “Ikea Place'' is based 

upon augmented reality and has made the furniture selection process simpler, more efficient and more interesting 

for customers. Entering the 21st century, Ikea still struggles with following sustainability measures. Incorporating 

sustainability in their operations will be the true determinant for whether Ikea is a company suitable for this day 

and age. 

 

Introduction 

 

How has Ikea risen to the pinnacle of the furniture industry and how will it remain there?  

 

Ikea is a unique brand that has planted a strong foot in the furniture industry. But this journey of world domination 

in this industry like any other business started out small. Ikea's story begins a very long time ago on July 28th, 

1943, in a small town named älmhult in Sweden. Its founder Ingvar Kamprad created and nurtured this brand to 
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success until his death on 27th January 2018. While Ingvar is no more, his successful brand continues to be a 

major firm in the furniture industry (Loeb, 2012). 

 

Ikea is now a worldwide brand that is recognized by almost any household in the world. Its major market is in 

Europe, while it continues its expansion to other parts of the world. As of 2021, Ikea has 464 stores operational 

in 60 countries. Ikea has also hired 208,000 employees. While Ikea is originally a Swedish firm, its headquarters 

is in Delft, Netherlands (Lewis, 2019). 

 

To be one of the most successful furniture brands in the world you must stand out from the thousands of other 

furniture companies in the world. That is exactly what Ikea has done. The firm's ingenuity in operation coupled 

with low and affordable prices has taken it to a whole new level in the industry. While Ikea is not known as the 

brand which makes the most expensive or luxurious furniture, they are known to provide furniture to the 

customers which are of high quality and designed with brilliance. Even though Ikea is a very large firm with 

millions of customers, they have always focused on sustainability while manufacturing their furniture, they try to 

make the most efficient use of their resources. Ikea was also the first company to design flat folding furniture. 60 

years ago, they designed the first flat folding table known as the LÖVET (Kate, 2013). This idea allowed 

customers to carry back furniture by themselves and allowed Ikea to save space in their stores and increase the 

number of furniture items on display. 

 

Through the course of this essay, I will explore how Ikea has used various e-commerce strategies to evolve as a 

company and how Ikea has invested in augmented reality to maximize its profits. I will also inspect what Ikea is 

already doing for sustainability and how this is expected to expedite into the future. On the basis of the 

aforementioned, the research question I aim to answer is, “To what extent has Ikea adopted appropriate 

growth and e-commerce strategies to evolve as a company and how are they ensuring that they continue to 

meet changing consumer demand?” 

 

Ikea - an introduction to the company and its strategy  

 

The furniture industry is one of the fastest-growing industries in the world. The global furniture market has been 

valued at over 610 billion USD with an expected growth rate of 5.4% as of 2019 (ITALICA, 2021). As rapidly 

as the furniture industry grows, the prices of furniture items offered by firms across the globe are also increasing 

at a steady pace. The number of firms in the furniture industry is also growing speedily and keeping the larger 

firms such as Ikea and Wayfair on their toes. To survive in such a competitive industry, firms have to remain up 

to date and have to think outside the box to stay afloat.  
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The reason IKEA has performed so well in this industry is because of its innovative operational strategy. Ikea is 

a brand that is always known to stand out against its competition owing to its creative and original furniture. Over 

the years, Ikea has created its own philosophy on how the brand is to operate. Their ingenious strategies are based 

on a few factors. The first and most imperative aspect that Ikea focuses on is minimalism. While all of Ikea’s 

furniture is of high quality, they also focus on keeping the design simple and practical.  

 

While furniture is becoming more and more expensive globally, Ikea, in contrast, has actually been able to reduce 

its costs at an average of 2-3% every year since 2000. During the recession of 2008, prices rose at a significant 

rate, but Ikea’s strategy of further lowering prices was very successful. (Caglar, Kesteloo and Kleiner, 2012). 

Their strategy was to make their furniture cheaper so that more families could afford it. Since Ikea is able to cut 

down on the cost of manufacturing their goods, they sold their products at a cheaper price than their competition. 

This way their brand gains more traction. This strategy helps Ikea expand its market instead of selling to only a 

minuscule percentage of it.  

 

Expanding on the above, one major way Ikea is able to cut its operational costs is by eliminating all unnecessary 

costs. They essentially try to cut costs in a way that they don’t compromise on their service to consumers. These 

tactics also expand to the business trips that the company employees partake in wherein they are made to travel 

only in economy class and stay at moderate hotels - very unlike most other businesses. Ikea is also very selective 

when it comes to hiring its workers (Caglar, Kesteloo and Kleiner, 2012). They ensure that every staff member is 

adding value to the company and is taking the right decisions at the right time.  

 

Another interesting aspect that makes Ikea stand out is its folding furniture. Their primary motive to sell their 

furniture in a dismantled manner is due to affordability. Flat folding furniture costs much less when bought as the 

consumers have to build it themselves adhering to a construction manual for each piece. Furthermore, even the 

transportation of furniture is much less complicated and beneficial for the consumer and Ikea. This implies that 

Ikea is able to transport more quantities of their finished goods to all their stores from their manufacturing 

factories. Consumers can then further transport the furniture to their homes, offices, etc. using their own vehicles 

instead of relying on Ikea to ship or deliver finished furniture. This saves a lot of shipping costs for all parties 

involved (Flat Pack Mates, 2018). 

 

However, over the years Ikea has also received criticism for its collapsible furniture. Many customers find it 

tedious and confusing to assemble the furniture. They claim that the instruction manuals are a little complicated 

and it's hard to follow them. Collapsible furniture is also too simple in design and might not look very appealing 

to the eye. But since Ikea stands for affordability and minimalism, it seems as though the folding furniture is a 

perfect fit for their ethos and is likely to stay well into the future. 
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As mentioned above, the furniture industry is very competitive. Every year the industry expands, fueled by the 

many new firms that join the industry every year. To hold on to its market share and remain at the top of this 

industry, Ikea needs to stay on its feet. They need to keep up with new technologies, machinery and techniques 

to excel in the industry. As of now, Ikea only has a few competitors who have a similar amount of market share. 

Firms like Walmart, Amazon and Wayfair are Ikea's top competitors. While Ikea does have a maximum market 

share out of these four firms, firms such as Amazon can pose a threat to Ikea's sales. Amazon is a brand that is 

known worldwide, and it also supplies goods across the world. While Amazon has a much greater revenue than 

Ikea in total, in the furniture industry, Ikea and Amazon are necks to neck competitors. Ikea's market is restricted 

to 60 countries (Lewis, 2019). Ikea’s advantage is their low prices, which are far lesser than Amazon and have 

been dropping on a yearly basis. This can play to Ikea’s advantage, and they have to capitalize on it.  

 

IKEA’s e-commerce strategy 

 

Due to the covid 19 pandemic, businesses all over the world have been forced to switch to an e-commerce mode 

of operation. E-commerce is when a firm uses online websites to sell its goods or services. For the last couple of 

years, due to the pandemic, firms have been forced to shut down their brick-and-mortar stores and consumers are 

now only purchasing goods from their homes.  

 

Before the pandemic, Ikea was majorly reliant on traditional methods of sales where consumers would visit their 

stores and purchase furniture. Ikea only generated 11% of its sales through e-commerce. In 2018, Ikea hired 

Barbara Martin Coppola to help the company transform into a more digital brand. Coppola had years of experience 

at Google, Samsung and Texas Instruments. Her 20 years of experience in the tech industry and her valuable 

expertise is allowing Ikea to modify into a more up to date brand. Although Ikea has been slowly working on 

solidifying its e-commerce strategy since 2018, they have had to suddenly speed up the process when covid hit. 

They had to make a rapid switch by converting their stores into fulfilment centers where they could speedily build 

their furniture and deliver it to different parts of the world. Ikea’s traditional stores and their fulfilment centers 

function in very different manners. Opposed to their traditional stores, Ikea’s fulfilment centers are operational 

24 hours a day. Due to the pandemic, Ikea has had to shut down 75% of its stores and hence its idea of converting 

its stores into fulfilment centers and completely changing their method of operation will be in practice for a few 

years to come. 

 

Over the course of the past few years, the company has realized that technology and a digital model of operation 

have to be embedded in everything they do. They worked on upgrading and improving their website by making 

it more accessible and more user friendly. In the years before 2018, since Ikea made most of its profits through 
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traditional stores, it didn’t focus a lot on its website. After they revamped their website their e-commerce sales 

rose exponentially - jumping from a mere 11% to 31% in the span of only 3 years. 

 

The brand has made it clear that even though they are bringing about a change in their methods, their business 

philosophy remains the same and their concept of simplicity and minimalism will not get affected in any way 

(Stackpole, 2021). 

 

 

Figure 1: (Ingham, 2020) 

 

This graph shows us Ikea’s e-commerce growth from 2015 till the present day. Ikea was growing at a slow pace 

until 2018 due to technological advancements taking place in the world. In the last 3 years, we see that the firm 

has been able to accumulate a growth of 2 million USD per annum. This graph proves to us that Ikea has expanded 

into the digital universe. 

 

Ikea’s online presence has been gaining a lot of traction recently. In 2020 Ikea’s website was visited more than 5 

billion times (Ingham, 2020). But this sudden increase in e-commerce demand has also had negative implications 

for the firm. Since the pandemic hit, Ikea has faced major issues with procuring raw materials. While their 

products are high in demand, Ikea isn't able to manufacture on a large enough scale to keep up with this demand. 

They are having trouble keeping their warehouses and stores stocked with their furniture. Even though Ikea’s 

situation was poor at the beginning of covid, they have managed to ramp up their supply over the last few months 

(Ingham, 2020). 

 

Ikea has started off well in its strategy of digital transformation and will have to continue to do so by staying up 

to date, all this without altering its basic brand ethos.  
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IKEA Place  

 

Augmented reality (AR) is an enhanced version of the real physical world that is achieved through the use of 

digital visual elements, sound, or other sensory stimuli delivered via technology (Hayes, 2020). Augmented 

reality is now used by many companies the world over as it makes a consumer's decision making the process 

more efficient and less time-consuming. Augmented reality is primarily used by furniture manufacturing 

companies. Before the technology of augmented reality was revealed, the process of buying furniture used to be 

tedious and very time-consuming. Augmented reality has enabled consumers to view how different furniture 

pieces would look in their homes and offices, in a matter of a few seconds. Augmented reality is a technology 

that is beneficial for both the producer and consumer. 

 

Since the creation of AR, it is a technology that firms have not been able to neglect. AR has created a platform 

that has introduced new possibilities in many industries. Ikea is another firm that has incorporated AR into its 

business. In September 2017, Ikea developed an app, “Ikea Place” which uses AR technology and aims to solve 

practical issues which surround furniture shopping. This app allows customers to visualize how different furniture 

pieces sold by Ikea would look in their homes. Sofas, chairs, tables, etc. can all be seen on this app in a matter of 

seconds. This app eliminates the burden of furniture that may not fit or may not look appealing to the eye. 

Moreover, this app is easily accessible, very user friendly and most importantly, can be downloaded for free 

(Ozturkcan, 2020). 

 

This app uses sophisticated AR technology which allows customers to visualize furniture pieces in different 

shapes, sizes and colors. The app is very simple to use, you simply have to point your phone in the direction of 

where you intend to place the furniture piece and can then select various options of different items available on 

the app. Customers have approximately 2000 different objects and accessories to choose from which are available 

in the Ikea catalogue. The app has the ability to scale the furniture piece according to the size and shape the 

customer's desires in a way that maximizes the space available while satisfying the needs of the customer. The 

app is said to have an accuracy of up to 98% in choosing the right product for the buyer's space. This app has 

another interesting feature. Consumers have the ability to see the texture of the fabric and the rendering of light 

and shadows is among the features too (Ozturkcan, 2020). 

 

The design and marketing of this app were also done in a clever way by the brand. To reduce the hassle and 

confusion consumers may face while using the app, Ikea released a short video explaining how to operate the app 

and also shedding light on the various features and benefits of using this app. The app is also available in multiple 

languages such as English, French, German, Mandarin, Russian, etc. Objects selected by consumers on the app 

http://www.ijrti.org/


© 2022 IJNRD | Volume 7, Issue 10 October 2022 | ISSN: 2456-4184 | IJNRD.ORG 
 

IJNRD2210026 International Journal of Novel Research and Development (www.ijnrd.org)  

 

a207 

can also be viewed from a 360-degree angle in 3D which further allows customers to rely on this app for extremely 

accurate results (Ayoubi, 2017). 

 

As elegant as the Ikea place app is, at the end of the day it has to be practical too and the eventual objective of the 

app should be a simpler and more efficient shopping method for customers. The app has gotten a 4.7/5 on the app 

store which is excellent overall but has also gotten mixed comments from the consumers. While many find the 

app easy to use and reliable, many customers are not completely comfortable with the functioning of the 

technology and feel that there is room for further improvement on the app (White, 2021). 

 

Since 2017 the app has also been updated a few times with better and enhanced technology each time. When the 

app was launched it was only possible to view one object at a time. But over time the app has been modified to 

place multiple objects in a room to get a complete view of the room after it is fully furnished. 

 

The Ikea place app overall has had huge success and has the potential to become even more dependable in the 

future with improvements in AR technology. The introduction of AR technology has helped Ikea and its 

customers massively and will continue to make the furniture shopping experience more efficient and also more 

interesting for consumers. 

 

The future of IKEA 

 

Up until now, Ikea has been very successful in all aspects of the business. They are one of the largest players in 

the world furniture industry and have been able to become a highly profitable company since back when the firm 

was established. But heading into the 21st century, the concept of business has altered drastically. Nowadays it is 

essential for businesses to focus on the aspect of sustainability. From the manufacturing to the retailing of a good, 

it is vital for businesses to strictly follow guidelines that reduce or completely terminate environmental 

degradation of any form. 

 

Wood is noticeably the basic raw material required to produce most furniture. Since wood is only obtained by the 

felling of trees, the furniture industry has been known to be a very unsustainable industry over the years. 

Economists and environmentalists have crucially criticized the manner in which furniture industries blatantly 

exploit trees for the procurement of wood. Ikea is another firm that has been closely observed. While Ikea has put 

its best foot forward to become an environmentally friendly company, there are still a lot of flaws that need to be 

taken care of for Ikea to achieve the maximum level of sustainability. 
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Ikea has announced its plans to become “climate positive” by the year 2030. They envision a circular economy 

which is one of the most environmentally efficient methods of production and consumption. In a circular 

economy, the usage of new raw materials is minimized, and the same raw material used to produce a good is 

reused and recycled to make other goods in the future. Leasing and lending are aspects of circular economies. 

This technique of production increases the life cycle of products and reduces the amount of waste generated. 

 

Although Ikea has been one of the companies that haven't ignored sustainability altogether, enough efforts aren't 

being made by them yet to completely eliminate unsustainability. “Earthsight '', a UK based campaign group, 

have closely observed Ikea’s production techniques to see if they have lived up to their promises of being a climate 

positive firm. Although the group has claimed that Ikea has made major strides in the direction of a more 

sustainable firm, they have also gone on to say that the goal Ikea is chasing after in 2030 is far from being 

achieved, and at this point seems extremely ambitious. 

 

In the last 18 months, Earthsight has published two investigations alleging that wood from Russia and Ukraine 

has entered Ikea’s supply chain. They claim that this timber was felled contrary to permits and allowed practices. 

Earthsight’s director Sam Lawson said that “They (Ikea) are one of the best in terms of understanding where their 

wood comes from and tracing it back to the forest... If Ikea is failing, then probably everybody is failing.” 

 

The next ten years are crucial for Ikea if they are to deliver on its promise of being a climate-positive company 

by 2030. While Ikea has to ensure a level of sustainability in their productions, they also have to find a way to 

keep up with consumer demand (Milne, 2021). 

 

Conclusion 

 

To what extent has Ikea adopted appropriate growth and e-commerce strategies to evolve as a company and how 

are they ensuring that they continue to meet changing consumer demand? Ikea has grown as a company since it 

started but has majorly evolved and matured over the last decade. They have developed a very strong e-commerce 

strategy which has enabled them to keep up with the newest technology in the furniture industry. More and more 

consumers are switching to the online model of shopping due to its safety, security and better efficiency and Ikea 

has done quite well in transitioning into a more tech-savvy and digital company. 

 

Since Ikea launched their Ikea place app in 2017, the company has made it a lot simpler for consumers to shop. 

When Ikea only had traditional stores, it was very difficult for consumers to choose and shop. The Ikea place app 

made it possible to shop for furniture from the comfort of their homes, while being able to view how the furniture 

will look in their homes. AR has been a major advantage for Ikea and a vital part of their success during then. 
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The Ikea place app has also been very beneficial for them during covid. Covid has forced consumers to shop from 

home, and if it wasn’t for the Ikea place app, Ikea wouldn’t have been able to operate their stores, and would have 

not been able to sell their goods. 

 

While Ikea has been successful in the furniture industry, they need to make efforts to become more climate 

positive and sustainable in their production. Sustainability is essential for Ikea moving forward. 
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