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Abstract

Since its arrival in Guangzhou in 2005, IKEA has exerted a tremendous influence on the home life
of many home retailers and consumers. IKEA has created an integrated brand strategy in market-
ing and adopted experiential marketing strategy and price strategy. The implementations of these
strategies not only let consumers know about IKEA products, but also better promote the brand.
Although IKEA has made good use of these marketing strategies, there are many problems in
marketing mode and after-sales service. This paper intends to analyze the price, brand awareness,
marketing mode of product, distribution and installation services, immature logistics system and
imperfect after-sales service system of IKEA Home in Guangzhou. On this basis, it puts forward
improved methods and strategies.
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Figure 1. The sales and its growth distribution during the past five years for IKEA China
(2013-2018) (source: Summary of IKEA Annual Report Data)
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Figure 2. The location of IKEA Guangzhou (source: the IKEA website)
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