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ABSTRACT 

 This research paper studies one of the world’s largest multinational furniture retailers 

which is IKEA. It focuses on how they have faced with some cultural challenges in the expansion 

into global markets and possible recommendations and solutions brought from customers’ 

feedback and intensive research. Some of the important things included in the research are the 

information about the industry and the company, SWOT analysis, the methodology used for this 

research. 
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INTRODUCTION 

Organization (IKEA) 

IKEA was first founded in 1943 by Ingvar Kamprad in Sweden and ever since, it has 

grown rapidly until it became one of the successful furnishing retailers in the world. IKEA 

currently has 328 stores operating in 43 different countries across the globe with around 155,000 

co-workers. (IKEA Group, 2016) Ikea has identified their unique products is by having flat-

packed products that are recognized by their Scandinavian style, they can easily be assembled by 

the customer and if assistance is needed the company is contacted easily. As the company has a 

big products lane of around 9,500 products that are almost all flat-packed, it certainly reduces 

their costs of packaging and transportation.  

SWOT Analysis 

The below Table 1 have the SWOT analysis for IKEA. 

Table 1 

SWOT Analysis 

  IKEA 

Internal 

Strengths Weaknesses 

Increasing in the use of 

renewable materials from 

70% in 2010 to 75% in 

2012. 

Weak market 

positioning in 

eastern Asia 

markets. 

Reduced transportation 

costs by sourcing materials 

closer to the supply chain 

by 15%. 

Difficulty to 

maintain quality 

standards due to 

their obsessive focus 

on reducing costs. 
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Delivering creatively 

designed products at 

affordable prices. 

IKEA’s brand image 

has to recover from 

some ethics related 

incidents they had to 

deal with in 2012. 

Considered the most 

valuable furniture retailer in 
the world with a value of 

approximately 18billion 

USD. 

  

 

Problem Statement and Research Objectives 

Research statement is: Analysis of the challenges faced by IKEA in the UAE market due 

to cross culture differences.  

Objectives of the research:  

1. Analyzing the benefits of examining the environments and the cultural backgrounds of new foreign 

markets. 
2. To understand the major cultural issues faced by IKEA in UAE. 

3. Offering possible solutions and recommendations for IKEA to deal better with cultural challenges in new 

markets. 

Research Questions: 

1. What are the possible recommendations for IKEA to overcome the cultural challenges? 

2. What are the major cultural challenges faced by companies globally? 

RESEARCH METHODOLOGY 

The methodology used to analyze and present this research paper is primary research 

where online surveys were created and issued to IKEA customers to find out more about their 

opinions on the cultural issues, face-to-face interviews will also be conducted with foreign 

customers who felt affected by those cultural differences in the products produced by IKEA. The 

data collected from the research includes both quantitative and qualitative data, where 

quantitative information presents measures, amount and numbers that are statistically analyzed. 

While the qualitative information shows the social perceptions and opinions of individuals, 

groups and cultures and studying their behaviors. The targeted audience/market that was used in 

this research includes an online survey that was distributed to random individuals who were 

interested in IKEA and use the products frequently, and the other one is the IKEA store where 

random customers who were willing and interested where given a questionnaire to answer 

interview questions. Both of the target audiences include people from different backgrounds and 

cultures to understand their opinions on the need for localized products and services offered by 

IKEA using random sampling. The data collected from the primary research (survey and 

interviews) is presented using graphs and diagrams and analyzed in details to understand the 

results clearer. 

The primary research was conducted using Google Forms to reach as many people as 

possible by sharing the link to the survey with people who were interested in IKEA’s products 

and services in Dubai. A sample size of 30-50 respondents was chosen who were aged from 20 
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to 65 and above, with a variety of different cultural backgrounds who shared their opinions about 

the issue discussed and participated in the survey voluntary. Another tool that was used to collect 

information is interviews/questionnaires given to customers who were willing and available to 

answer the questions in IKEA’s store in Dubai.  

Secondary research was conducted from the company’s official website to gather 

information about IKEA’s products and services. Other data was from journal articles, 

newspapers, magazines and online data. In this research paper, an online survey was conducted 

to gather information with a sample size of 30- 50 respondents using random sampling, who are 

customers of IKEA. And the quantitative data also presents the demographic data which includes 

the ages, it also includes the number of times the customers visit IKEA and use the products. 

Qualitative data was also collected mostly by using in the interview conducted with 

customers who were willing to answer .The interview included 14 questions for the customers 

(Figure 1-14).  

Quantitative Data and Qualitative Data 

Presentation of collected data 

 

FIGURE 1 

WHAT AGE GROUP DO YOU BELONG TO? 
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FIGURE 2 

WHAT EMPLOYMENT STATUS ARE YOU CURRENTLY IN? 

 

 

 

 

 
FIGURE 3 

HOW OFTEN DO YOU BUY AND USE IKEA’S PRODUCTS AND SERVICES? 
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FIGURE 4 

DO YOU THINK PRODUCTS AND SERVICES OFFERED BY COMPANIES MUST 

DIFFER FROM A COUNTRY TO ANOTHER? 

 

 

 
FIGURE 5 

ON A SCALE FROM 1 TO 5, HOW WOULD YOU RATE THE QUALITY AND 

ATTRACTIVENESS OF IKEAS PRODUCTS AND SERVICES? 
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FIGURE 6 

HOW WOULD YOU RATE THE FOLLOWING? 

 

 
FIGURE 7 

HOW ATTRACTIVE WOULD CUSTOMERS FIND CULTURAL RELATED OR 

LOCALIZED PRODUCTS OFFERED BY IKEA? 
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FIGURE 8 

WHICH 3 FEATURES OF THE PRODUCTS ARE MOST VALUABLE TO YOU? 

 

 

 
FIGURE 9 

WHICH OF THE FOLLOWING BEST DESCRIBES YOUR NEED FOR LOCALIZED 

PRODUCTS OFFERED BY IKEA? 
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FIGURE 10 

HOW LIKELY WOULD YOU CHOOSE IKEAS PRODUCTS AND SERVICES OVER 

OTHER FURNITURE STORES? 

 

 
 

FIGURE 11 

HOW WOULD YOU RATE YOUR OVERALL EXPERIENCE WITH IKEA? 
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FIGURE 12 

WHAT IMPROVEMENTS WOULD YOU LIKE FOR IKEA TO INCLUDE IN THEIR 

NEW PRODUCT RELEASES AND MARKETING STRATEGIES TO MEET YOUR 

NEEDS BETTER? 

 

 
FIGURE 13 

DO YOU THINK LOCALIZED MARKETING STRATEGIES WOULD BE 

EFFECTIVE? AND WHY? 
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FIGURE 14 

IN YOUR OPINION, WILL EXAMINING CULTURAL ENVIRONMENTS AND 

BACKGROUNDS BENEFIT IKEA’S FOREIGN EXPANSION IN THE FUTURE? AND 

HOW? 

DISCUSSION 

Analysis of Data 

The first three questions of the online survey are general and demographic questions to 

get to know the customer better, question (1) identifies the age group that the customer belongs 

to and around 50% of the respondents were between 20- 25 while the other 50% varied mostly 

between 25-35(20%), 36-49(13.3%), 50-65(13.3%) and only 3.3% for 65 above. The second 

question shows that the highest percentage is for the younger ages because they are mostly 

students. The second question is to know the employment status of the customers, 53.3% of the 

customers are students while 23.3% were homemakers, 13.3% were retired and 10% were self-

employed. The third question was to get to know the frequency in which customers buy and use 

IKEA’s products and services, and more than half (53.3%) buy the products once every 6 

months, the other 40% shop for IKEA’s products only once a year, while only 6.7% shop once a 

month depending on their needs and wants. This showcases that the majority of the customers 

are students, who are between 20 to 25 years old that buy IKEA’s products once every 6 months. 

For question (4) almost all customers (96.7%) agreed that products and services offered by 

companies must differ from a country to another. In question (5), to rate the quality and 

attractiveness of IKEA’s products and services, 46.7% gave it a 5 out of 5 while 40% rated it 4 

and the other 13% gave it a 3 or 2 rating. In question (6) customers were asked to rate how well 

they agree with the statements given, few customers strongly agreed that the store has a variety 

of products to choose from while most customers agreed, while almost 20 out of 30 customers 

agreed that the prices offered where suitable to the items offered, 13 out of 30 customers strongly 

agreed that some of the features of the products offered were localized while 7 agreed and 6 were 

neutral about the statement, 19 out of 30 customers agreed that IKEA’s products are of high 
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quality, and 20 out of 30 customers believed that the staff in stores is very knowledgeable and 

helpful. 

In question (7) customers were asked on the attractiveness of cultural related or localized 

products, and more than half (53.3%) think it would be very attractive while 33.3% find it 

attractive and only 10% were neutral about the attractiveness. Question (8) showcases the top 4 

features that customers find most valuable in products, the top one was quality which got 80%, 

second was design with 73.3%, and third was price suitability with 70%, while cultural 

appropriation got 46.7%. In question 9, 76.7% of customers agreed that getting localized 

products from IKEA would be just a minor improvement over the current products offered while 

10% say it is so important for them to get localized products from IKEA. In question 10, 

customers believe that if they were given the choice, more than 53.3% would choose IKEA over 

other furniture stores no matter what kind of products and services it offers, which shows how 

attractive customers find IKEA’s products and services. For question 11, more than 70% of 

customers rated their experience with IKEA as 5 out of 5, which shows that IKEA is currently 

excelling in their field. 

The question 12 ,13 and 14 question were related to improvements that customers would 

like to be included in products and customer satisfaction strategies, and a large percentage of the 

customers agreed that IKEA must improve the quality of their products, increase their 

advertising efforts and work on bringing more new products more frequently. When customers 

were asked for their opinions if localized strategies would be effective, all customers agreed that 

it would be beneficial for IKEA to have localized marketing strategies to attract more customers 

because they believe that cultural differences between countries must be understood and met by 

the company to satisfy customers’ needs. For the 14
th
 question, customers were asked about their 

opinions on examining cultural environments and background and how it benefits IKEA, and 

most customers believe that IKEA must conduct intensive research efforts to understand 

different culture as it would allow them to increase their profits, sales and operations in the 

designated markets. 

CONCLUSION 

This research paper has been based on the study that international companies must focus 

on localizing parts of their general activities to attract more customers and tailor the HR policies, 

products to their specific needs, while using standardized strategies used globally that would 

work perfectly with the markets’ conditions to keep their total costs at a low level while ensuring 

overall quality of products and services.. The research also studied the importance of 

understanding the basics about the cultural differences between other regions and countries to 

appeal to more customers and satisfy their needs with respecting their cultural beliefs.  

The research results show the importance of localization and standardization of HR 

policies, products and services offered by companies and shows customer satisfaction with 

current products offered by IKEA. The research indicates that IKEA should increase the 

understanding of the customers’ opinions and behaviors while gaining recommendations and 

improvement. 
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