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Mamtaxmng a stmng IKEA cu]ture is one of the most crucial factors behind the
ctmtinued success of IKEA 4 .

\gvar Kamprad, Founder of IKEA
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KEA was founded in 1943 by Ingvar

Kamprad in Sweden. Through half a

century’s development, IKEA group
has become the largest home furnishing
company in the world, which has 90,000 co-
workers and the business of which covers
more than 50 countries and territories.

Up to now, there are 239 IEKA stores
in 34 countries/territories (on only 2006).
And by the business in China, we have built
up the stores in Shanghai (1998), Beijing
(1999) Guangzhou (2005), Chengdu
: i (2006), Shenzhen
(2008), Nanjing (2008)
and Dalian (2009). In
financial year of 2007,
¢ the total sale of IKEA
| Group is 19.8 billion of
euros. Since IKEA is
not a listed company,
it hasn’t participated in
the selection of Global

2
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Top 500. But considering the sales
achievements, the IKEA Group ought
to be listed at about the 300th among
Top 500. Meanwhile, in the list of
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n January 2005, Fortune, a

prominent international business

magazine, published its annual
list of the “100 Best Companies to
Work For”. IKEA, a major furniture
retailer, was 62nd on the list.

IKEA won points for its innova-
tive human resource management
practices that emphasized flexibility
and welfare while focusing on

employee development.

IKE}! Creating a Family-fike Culture for Employees l

I&:&lliﬂﬁlbﬁl

“The most valuable brands in the
world” chosen by American Business
Week, IKEA ranks at the 38th, whose
brand values 10.087 billion USD.

The company’s unique corporate

culture that supported coworkers (as

employees were called at IKEA) and -

encouraged creativity and diversity
was also applauded.

Pernille Spiers-Lopez (Spiers-
Lopez), IKEA North America’s
President, said the company was
thrilled at being recognized as one of
the best companies to work for. “We’re
delighted to be among Fortune’s 100
Best Companies to Work For’. At
IKEA, we live by the philoéophy (&
) that when coworkers have the

support and flexibility to make their




personal lives a success, they thrive in the workplace,
too,” she said.

A few months earlier, in September 2004, IKEA
was listed as one of the-‘100 Best Companies for Working
Mothers’, in a study conducted by Working Mother
magazine. It was the second time that IKEA was so
listed. Working Mother appreciated IKEA’s efforts at
creating a workplace that accommodated the needs
of mothers. Three issues were particularly stressed in
this study—flexible work scheduling, time off for new
parents, and childcare facilities.

IKEA’s popularity as an employer was noteworthy
primarily because of the fact that the retail sector,
especially in the United States, was not known for
being employee-friendly. Many large retailers paid low
salaries and offered negligible (#{/23& &) benefits
while expecting employees to work long hours.

This accounted for the fact that the sector had one of
the highest turnover rates of all industries. Consequently,
it also suffered from high human resource (HR) costs,
as companies had to recruit and train replacements at
frequent intervals. In this context, IKEA stood out for its
employee-friendly policies and generous benefits, which
made it the preferred employer in the retail sector.
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KEA'’s vision was “to create a better everyday life

for the many people”. “People” included employees,

customers, as well as the community. The company’s
human resource philosophy subscribed to the belief that
employees were more productive and committed when
the company took care of them and their needs.

IKEA adopted a paternalistic stance toward
employees and their needs (as did many other Swedish
compainies) and promoted employee empowerment (3%
R, ).

IKEA’s positive HR policies were supported by
a strong and nurturing culture that promoted diversity
and creativity. Spiers-Lopez said IKEA’s culture was
characterized by a family-like quality that made
relationships between employees strong and open.
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“At IKEA, we think of ourselves
as a family. Just as one would look
after their parents, siblings or children,
our coworker family is encouraged to
and excels at supporting and taking
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care of each other,” she said.
Kamprad, the founder of IKEA
had once written in a manifesto
that “the true IKEA spirit is still
founded on our enthusiasm, on our
constant will to renew, on our cost
consciousness, on our willingness to
assume responsibility and to help, on
our humbleness before the task and
on the simplicity in our behavior. We
must take care of each other, inspire

each other.”

t IKEA, we don’t just want

to fill vacant jobs, we want
to partner with people. We
want to recruit unique individuals
who share our values. Co-workers are
not so restricted (ZFRHIHY) at IKEA;
We listen and support each individual
to identify his or her needs, ambitions
and capabilities. Here are a few ex-
amples of our shared values:

* Togetherness

* Cost consciousness

* Respect

* Simplicity

The ability to do the job is always



