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AbstractAbstractAbstractAbstract
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Aim:Aim:Aim:Aim: The aim of this study is to analyze the collected information to study the IKEA's

brand culture and consumer psychology and behavior in Shanghai market nowadays.

By using Hofstede´s cultural dimensions to assess the IKEA's brand culture in

Shanghai we give suggestions to IKEA about how to adapt to the regional market.

Method:Method:Method:Method: Use of primary data which were collected through interviews, with a

questionnaire provided to managers. Secondary data in form of articles, books and

published literature has been collected through databases such as DIVA, Emerald

and the library at Gävle University. We use qualitative analysis to study the issue.

ResultResultResultResult &&&& Conclusions:Conclusions:Conclusions:Conclusions: IKEA's brand culture to provide good quality products to

improve people's life in Shanghai in cheap price is not so clearly understood. IKEA

has to adjust its marketing strategy, such as improving the quality of its products, or

reducing the price, to remove the Shanghai consumers' confusion and

misunderstanding of IKEA, in order to suit the Shanghai regional culture.

ContributionContributionContributionContribution ofofofof thethethethe thesis:thesis:thesis:thesis: We suggest that multinational enterprises should pay

attention on the regional culture of the market they want to enter in. It is

important that the enterprises know the Shanghai consumers' culture requirements,

which can lead enterprises to promote their brand culture.

KeyKeyKeyKey words:words:words:words: IKEA culture, brand culture, culture dimensions, Chinese culture, IKEA

in Shanghai.
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1.1.1.1. IntroductionIntroductionIntroductionIntroduction

This chapter gives the background of the research area as well as company overview.

Problem discussion followed by purpose, research questions would be presented

further.

1.11.11.11.1 BackgroundBackgroundBackgroundBackground

1.1.11.1.11.1.11.1.1 IntroductionIntroductionIntroductionIntroduction ofofofof IKEAIKEAIKEAIKEA

IKEA is an international home products company which designs and sells

ready-to-assemble furniture. The company is the largest furniture retailer in the world,

founded in 1943 by 17-year-old Ingvar Kamprad in Sweden ( IKEA, 2012).

IKEA opened the first store in China in 1998, now there are 10 IKEA stores opened in

China, and plans to open the 11th store in 2012 (17 by 2015). IKEA has 16 purchasing

trade areas in the world, among them there are 3 purchasing trade area in China.

China has become IKEA's biggest purchase market and one of the most important

space of business growth, which has the decisive position in IKEA's global

strategy.(Jiang, J, 2011)

IKEA has the same brand culture over the world, their vision is to create a better

everyday life for many people. And their mission is to offer a wide range of

well-designed, functional home furnishing products at prices so low that as many as

possible will be able to afford them. Since September 1st , 2011, IKEA global began

to focus on " How to create a better life in a small space". In the IKEA's survey report

for China, top three of " Home Dream" are: has the independent study, to give the

child an independent space and the feeling of warm and comfortable. Thus, in the new

fiscal year, IKEA will skillfully use of space for their new products. (Jiang, J, 2011)

Shanghai seems has a unique position in the IKEA's market strategies in China.

Because in Chinese market, IKEA opened the first store in Shanghai and Shanghai is

the only city which has two IKEA stores. Since Shanghai is the financial center of the
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country and are now ready to expand further, it's status becomes more and more

important in the IKEA's market strategies.

1.1.1.1.1.1.1.1.2222 CultureCultureCultureCulture ofofofof ChinaChinaChinaChina

According to the culture dimensions of Hofstede et al (2010) , China belongs to

masculine culture and high power distance. With high score on muscularity Index,

China take more fancy to money, power and status, which means people in China like

the some products can proof their status and could be the symbol of their status.

High power distance is one of the most important cultural traits of China, which is one

of the major cultural differences that China has with the West. Due to the high score

in power distance, there is a wide gap among the high-class status, middle-class status

and low-class status.

Compared with China, Sweden belongs to low power distance and with low score on

muscularity index. The culture between China and Sweden is quite different. As can

be seen the figure below, Sweden scores is 31 on power distance which means

Swedish are independent, equal rights, superiors accessible, management facilitates

and empowers. And Sweden scores of 5 on muscularity and is therefore a feminine

society. This means the manager will support his/her employees and decision making

is achieved through involvement. Managers strive for consensus and people value

equality, solidarity and quality in their working lives. These have grate differences

from China because China has clearly hierarch and China is driven by competition,

achievement and success, with success being defined by the winner
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FigureFigureFigureFigure 1111 ChinaChinaChinaChina comparedcomparedcomparedcompared withwithwithwith SwedenSwedenSwedenSweden inininin HofstedeHofstedeHofstedeHofstede cultureculturecultureculture dimensionsdimensionsdimensionsdimensions

Source:Source:Source:Source: HofstedeHofstedeHofstedeHofstede,,,, 2012201220122012....

1.1.1.1.1.1.1.1.3333 IKEAIKEAIKEAIKEAinininin ShanghaiShanghaiShanghaiShanghai

Shanghai is one of the four province-level municipalities of China. It is the largest

city by population of China and the largest city proper by population in the world,

with a total population of over 23 million (until November 11th, 2010). Shanghai is a

global city and it is the financial center and the busiest container port in the world.

Shanghai has two IKEA stores, one is Xuhui store and another one is Beicai store.

Beicai store opened in June 23rd, 2011, which is the biggest IKEA store in Asia and

the second biggest IKEA store in the world. In fiscal year 2010, Xuhui store's sales

ranked third in all IKEA stores in the world, and in fiscal year 2011, Xuhui store's

sales ranked second. Nevertheless, the sales of IKEA China still accounting for less

than 2% of the total sales of IKEA global sales. Which means IKEA has great

development space in China and great market potential in Shanghai. (Chen, 2011)

In 2015, IKEA plan to open the third store in Baoshan district in Shanghai. In fiscal

year 2011, IKEA China sales were over 4.9 billion RMB, and had an increase of 20

percent over the same period last year (Zhang, 2011).
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1.21.21.21.2 ProblemProblemProblemProblem DiscussionDiscussionDiscussionDiscussion

Brand culture is a most important component of most Swedish companies’ business

operations and marketing activities. In many cases competition has turned into more

of a differentiation related issue than a question of actual products, and branding is at

the center of consumption in more developed economies such as Sweden. (Aaker,

2000; Kapferer, 2003)

China is a country which has high developing speed especially in last 10 years, China

is changing everyday and everywhere. So, Chinese market and Chinese consumers

has had the earth-shaking change in recent years after IKEA went into Chinese market

in 1998. The purchasing power of the Chinese consumer has exponential growth in

the last years. Also the wide gap between the rich and the poor becomes wider and

wider in China especially in first-tier cities, which IKEA stores settled in. But the

IKEA's brand culture never changed with the changing market situation. An other one

is, because the wide gap between the rich and the poor becomes wider and wider, the

consumers begin to differentiate, not only in the purchasing power but also in the

spiritual pursuit or mental pursuit, there are a lot of interpretations and understandings

of the IKEA's brand culture from different levels of the consumers. ( Yang, 2012)

IKEA's brand culture includes cheap, beautiful and good quality (IKEA, 2012). But

this has problems in the Chinese market. Because the price which was cheap in

Western countries are not cheap in China, because the income is quite different. So

IKEA is hard to get the target of the cheap price, because of the cost is higher than the

local companies. IKEA's price is in the middle level and not anyone can buy it. The

local companies have lower prices than IKEA. That means, IKEA are not provide

low-cost and high-quality furniture, so that everyone can buy them. This means IKEA

not reach their own brand culture in Chinese market in the price.

China has recently developed into a market economy and its past and current situation

in combination has lead to certain characteristics of the situation in the country. First

of all, the production costs are very low and therefore China has turned into the
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manufacturing location for innumerable foreign companies. Secondly, the knowledge

of production is extensive due to this development. The last one is, the production

focus with the conditions of the free market has lead to competition mainly through

the price. All these factors form an economic and societal situation that differs

strongly from the one in Sweden. Most Chinese people are lack of knowledge form

the basis for Western branding practices, the background to understanding the brand

culture can be assumed to be different in China. The political system is another

important factor which can influence much of the economic activity in the country

and companies’ operating abilities.

It is necessary to do research in this area, find out key points of the brand culture

which are suitable to the markets nowadays to maintain the competitiveness and

attractiveness of the brand. Do adjustments or add new connotations into the IKEA's

brand culture to improve the market strategy to keep the attractiveness to consumers.

1.31.31.31.3 PurposePurposePurposePurpose andandandand ResearchResearchResearchResearch QuestionsQuestionsQuestionsQuestions

Shanghai has the rapid development of the developing countries' markets. Thus, our

research focus on IKEA in Shanghai through understanding the cultural backgrounds

of Chinese market and the IKEA's brand culture.

The main purpose of our study is to analyze the IKEA‘s brand culture and its

performance in the Chinese market. And to find if the IKEA's brand culture is suitable

for Chinese market. At last we give suggestions to IKEA to adapt better in the Chinese

market.

We analyse the collected information to study the IKEA's brand culture and consumer

psychology and consumer behavior in Shanghai market nowadays. Using Hofstede's

dimensions of cultural understanding, to assess the IKEA's brand culture in Shanghai

and improve or modify it if necessary. Help IKEA to solve cultural questions caused

by the developing of the market and give them suggestions to attract more local

consumers through build a new brand culture or modify their brand culture to adapt to



12

the Chinese markets if is necessary. (Avinash, 2010)

The goal of this study is to investigate IKEA's brand culture is suitable in Shanghai

market. Give IKEA some suggestions to attract more local consumers though build a

new brand culture or adjustment their brand culture to adapt the markets if it is

necessary.

The following research questions are addressed:

1. Does IKEA's brand culture gain the recognition of the Chinese market?

2. What conflicts are between IKEA's brand culture and nowadays Chinese market?

3. How can IKEA adapt to the Chinese market?

1.1.1.1.4444 DispositionDispositionDispositionDisposition

Our research initiative has started with introducing the background of IKEA in

Shanghai and IKEA's brand culture in China. This leads into the actual research: to

investigate IKEA's brand culture and its performance in the Chinese market.

In order to provide readers with an understanding of our research, we introduce the

disposition of our study by a brief description of each chapter.

1.1.1.1. IntroductionIntroductionIntroductionIntroduction gives the background of the research area as well as a company

overview. A discussion of the problem follows and the purpose and research

questions.

2.2.2.2. TheoreticalTheoreticalTheoreticalTheoretical FrameworkFrameworkFrameworkFramework presents the theories used to structure the empirical

findings and analysis. The theoretical framework is based on literature on theories of

culture dimensions and brand culture. The first part of the chapter is about the brand

culture, concept and functions of the brand culture. The second part is a definition of

culture and the Chinese culture, also, the Chinese culture is evolving continuously and

had a huge change in recent years which to be applied to study IKEA's brand culture
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in the Chinese market. Hofstede's theories on culture is used to analyse cultural

concepts and differences in the last part of the chapter.

3.3.3.3. MethodologyMethodologyMethodologyMethodology presents the method we used for the research and describe the

procedure of data collecting. The chapter includes the scientific perspectives, the

research approaches, the type of research study used, and the method of data

collection presentation and analysis is presented.

4.4.4.4. EmpiricalEmpiricalEmpiricalEmpirical FindingsFindingsFindingsFindings introduces the data and information from the media,

interviews and articles.

5.5.5.5. AnalysisAnalysisAnalysisAnalysis based on the data, includes the brand culture, Shanghai regional culture

and the traditional Chinese culture. We analyse the IKEA's brand culture and its

performance in the Chinese market.And if the IKEA's brand culture is suitable for the

Chinese market, give our suggestions to the development of IKEA in the Chinese

market.

6.6.6.6. ConclusionConclusionConclusionConclusion presents our results of this research study. All the study are follow the

research questions. In this part we formulate the limitations of the study, and

suggestions or directions for further research.

2.2.2.2. TheoreticalTheoreticalTheoreticalTheoretical FrameworkFrameworkFrameworkFramework

This chapter presents the theories used to structure the empirical findings and

analysis. The theoretical framework is based on literature on theories of culture

dimensions and brand culture. The first part of the chapter is about the brand culture

such as some basic concept and functions of the brand culture. The second part is a

definition of culture and the Chinese culture. Hofstede's theories on culture is used to

analyse cultural concepts and differences in the last part of the chapter.

2.12.12.12.1 BrandBrandBrandBrand CultureCultureCultureCulture

Brand Culture is one of the three legs of brand ( Jonathan and Salzer-Mörling, 2005 ) .
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There are three important aspects support the brand: brand image, brand recognition

and brand culture and the brand culture is the spirit of the brand strategy. Brand

culture is built by the corporations but interpreted by the consumers with their own

culture, this process is the cultural codes of branding ( Jonathan and Salzer-Mörling,

2005 ) .

Brand culture means to give the brand a profound and rich cultural connotations,

establish a distinctive brand positioning. Every brand has its own culture, and its

brand culture means the set of values that creates the brands inspiration and the source

of the inspirational power that a given brand holds (Kapferer, 2004). Take advantage

of a variety of strong and effective internal and external routes of transmission, to

form a high degree of identity of the spirit of consumer brand, create a brand of faith,

and ultimately the formation of a strong brand loyalty. Brand loyalty means to win the

customer loyalty, in order to get a stable market, enhance the competitiveness of

enterprises, and provide a powerful guarantee for the successful implementation of

market strategy (Kapferer, 2004).

To create a corporate brand, we assumed that a corporate brand will support all

aspects of the firm and differentiate the firm from its competitors (Harris and de

Chernatony, 2001; Balmer, 2001). Brand culture highlights the company's external

publicity, and advantages of integration which can convey the concept of corporate

brand to the consumer, and then occupy the mind of the consumer. Brand culture is

the heart of the brand of the company.

2.1.2.1.2.1.2.1.1111 TheTheTheThe rolerolerolerole ofofofof BrandBrandBrandBrand CultureCultureCultureCulture

OrientedOrientedOrientedOriented andandandand CohesionCohesionCohesionCohesion functionfunctionfunctionfunction

The Values, aesthetics, consumer attitudes which are advocated by the brand culture

can play a role in guiding the consumers, to the track which is consistent with

company's proposition, thereby enhancing consumer 's brand loyalty. The functional
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properties, interests, cognitive, value proposition, and aesthetic features which are

represented by the brand culture makes the brand like magnet to attract consumers.

At the same time, the customers of other brands are also likely to be attracted, become

the followers of the brand. Because in one market, people are from the same culture

background, their values and life styles may be the same. It is necessary to conduct

in-depth research on the cultural mindset of the target market of consumers and link it

with the utility of the products, in order to give the brand the a personality, to promote

the sales. (Lan, 2012)

EnrichEnrichEnrichEnrich people'speople'speople'speople's imaginationimaginationimaginationimagination andandandand meetmeetmeetmeet people'speople'speople'speople's needsneedsneedsneeds ofofofof non-materialnon-materialnon-materialnon-material

Brand culture can transform the spiritual wealth into the material wealth for the

company. The brand's values, interests, attributes and emotional attributes can create

consumer's perception, enrich consumer imagination, to stimulate their desire for

consumption, so that they have the buying motives. At the same time, not only allow

consumers to enjoy the material interests of the products, but also have a cultural meet.

(Lan, 2012)

CultivateCultivateCultivateCultivate thethethethe brand'sbrand'sbrand'sbrand's loyaltyloyaltyloyaltyloyalty groupgroupgroupgroup

The consumers from one market can be divided into firm type, unfirm type and varied

by the consumer loyalty. The firm type of the loyalty group is the most important one

for the company. Cultural differences of the brand, once the target consumer accepted

that, is favorable for increase brand influence. Consumers will hard to change because

of the cultural identity. (Lan, 2012)

2.22.22.22.2 TheTheTheThe ConceptConceptConceptConcept ofofofof ChineseChineseChineseChinese CultureCultureCultureCulture

Culture is a social phenomenon which has been created by human after long term. It is

also a historical phenomenon is the accumulation of social and historical matter.

Culture refers to a country or a nation's history, geography, traditions and customs,
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lifestyle, literary arts, behavioral norms, ways of thinking, values, etc. The definition

of culture is essential to cultural studies. (Zhang and Fang, 1995) And the concept has

always been contestable. Williams (1976) states that culture is one of the two or three

most complicated words in the English language because it has now come to be used

for important concept s in several distinct intellectual disciplines and in several

distinct systems of thought.

2.2.1Chinese2.2.1Chinese2.2.1Chinese2.2.1Chinese CultureCultureCultureCulture andandandand ContemporaryContemporaryContemporaryContemporary ChineseChineseChineseChinese valuesvaluesvaluesvalues

The cultural mentality of the pursuit of stable agricultural. Family as a unit of

collectivistic cultures. Strict hierarchy, moderation and do not like specialization are

the.characteristics of Chinese culture. (Zhang and Fang, 1995) Confucianism is the

key to understand the traditional Chinese culture. It has competed with other schools

of thought in history, such as Buddhism and Taoism. Undisputedly, Confucianism is

the most influential thought in China. It not only forms the foundation of the Chinese

cultural tradition but also provides the basis for the norms of Chinese interpersonal

behaviour (Pye, 1972). The Five Constant Virtues: humanity, righteousness, propriety,

wisdom and faithfulness (Chen, 1986), are the basic teaching of Confucius which

underlies the interactions among Chinese people in every aspect of their life.

Confucianism is considered as a repository of myths, symbols, heroes, art forms,

custom values, rites, artefacts, festivals and institutions which can act as markers

defining Chinese culture (Croll 2006).

Core values are difficult to change, China is still a country of primary value

orientation of collectivism, but individualism is gradually emerging. In the past, most

consumers purchase the product almost the same, they do not want to buy the

products different from others, do not like the limelight. People always feel bad if

they buy the unique or special products, so people purchase the same products or

receive the service almost the same. They do not want be special or different from

others. (Zhang and Fang, 1995)
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In the past, marketing in China is very difficult to introduce a product does not meet

the public taste. However, Chinese people begin to emphasis on personality

development and innovation, more and more people especially young people have

their own unique taste. People begin to accept the fashion Western consumer attitudes

so that their concepts changes. Because the Western factors will bring a new

consumer concept. The development of the personal thinking in consumer behavior

provide a big space for marketing. (Zhang and Fang, 1995)

It is generally believed that consumer behavior is "risk averse" behavior, contentment,

a conservative consumption is the usual way of life of Chinese people, the pursuit of

stability and security of life and gradually formed to avoid the risk of type values,

sensitivity to consumer risk contributed to high averse behavioral tendencies. (Zhang

and Fang, 1995)

The concept of consumption is constantly under attack, the pursuit of the high quality

of life makes its constant struggle to promote their talents to be given full play, but

also makes life full of confidence for the future. Consumer attitudes in the past living

within our means constantly under attack, a lot people spend the money of tomorrow

to make today's dream come true, such as home loans, car loans has become a very

common consumption patterns.(Zhang and Fang, 1995)

2.32.32.32.3 Hofstede'sHofstede'sHofstede'sHofstede's CultureCultureCultureCulture DimensionsDimensionsDimensionsDimensions andandandand SwedenSwedenSwedenSweden VSVSVSVS ChinaChinaChinaChina onononon

Hofstede'sHofstede'sHofstede'sHofstede's ModelModelModelModel

Hofstede’s dimensions of culture were derived from his extensive organizational

research which was undertaken as a programme from IBM. The study was performed

between late 1970’s and early 1980’s, though it is criticized on several points, it is still

used by businesses around the world for every study on culture and business

environment. (Hofstede et al, 2010) Hofstede’s work focuses on 5 dimensions of

culture, as follows:
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PowerPowerPowerPower DistanceDistanceDistanceDistance IndexIndexIndexIndex (PDI):(PDI):(PDI):(PDI): It focus on the degree of equality or inequality

between people in a country's society (Hofstede et al, 2010, p.61). Power and

inequality are fundamental facts of any society and anybody with some international

experience will be aware that "all societies are unequal, but some are more unequal

than others" ( Ghauri and Usunier, 2003, p140).

IndividualismIndividualismIndividualismIndividualism (IDV):(IDV):(IDV):(IDV): It is the degree to which individuals are integrated in to groups.

The collectivism versus individualism is about "I" versus "We"(Hofstede, 1998, p.18).

Individualism means societies in which the ties between individuals are loose:

everyone is expected to look after him/herself and his/her immediate family (Hofstede

et al, 2010, p.92). Conversely, collectivism means societies in which people from

birth on wards are integrated into strong, cohesive in-groups, which continue

protecting them in exchange for unquestioning loyalty (Hofstede et al, 2010, p.92)..

MasculinityMasculinityMasculinityMasculinity (MAS):(MAS):(MAS):(MAS): Masculinity and its opposite, femininity, refers to the

distribution of roles between the genders. In masculine countries, emotional gender

roles are distinct: men are considered to be assertive and competitive, whereas women

are considered to be more modest, tender and concerned with the quality of life. But

in feminine countries, women and men have the same modest and caring values as

men ( Ghauri and Usunier, 2003, p140).

UncertaintyUncertaintyUncertaintyUncertainty AvoidanceAvoidanceAvoidanceAvoidance IndexIndexIndexIndex (UAI):(UAI):(UAI):(UAI): It indicates the extent to which a culture feels

threatened or anxious about uncertain and ambiguous situations (Hofstede et al, 2010,

p.191). In strong uncertainty avoiding countries, people would be more emotional and

motivated by inner nervous energy. They may become uneasy, emotional or

aggressive. In weak uncertainty avoidance countries, people are tolerant of opinions

different from what they are used to. In these cultures are more phlegmatic and

contemplative, and not expected by their environment to express emotions (Ghauri

and Jean-Claude, 2003, p141).

Long-TermLong-TermLong-TermLong-Term OrientationOrientationOrientationOrientation (LTO)(LTO)(LTO)(LTO) versus short-term orientation: Long Term Orientation
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includes the values of thrift, perseverance and the sense of shame; Short Term

Orientation includes the values of respect for tradition, fulfilling social obligations,

and protecting one's 'face'. Both the positively and the negatively rated values of this

dimension are found in the teachings of Confucius, however, the dimension also

applies to countries without a Confucian heritage (Luger, 2002, p 25).

2.3.2.3.2.3.2.3.1111 CritiqueCritiqueCritiqueCritique ofofofof Hofstede'sHofstede'sHofstede'sHofstede's CultureCultureCultureCulture DimensionsDimensionsDimensionsDimensions

We have to take into consideration that much of the data that Hofstede's research is

based upon were collected many years ago from 1967 to 1973 (Fang, 2005). His

findings still effective under such a situation: the world is changing everyday because

of the globalization speed is increasing in recent years ( Yu, 2008).

“Culture assumes capacities to reconcile the opposite poles of all cultural dimension

and can thus be both 'feminine' and 'masculine', both 'long-term' and 'short-term', etc.

in a dynamic process of change and transformation”

(Fang, 2006, p.5 )

Hofstede's culture dimensions is based on the western culture, and may not be suitable

for the study of Chinese culture (Chen, 2006). For instance, Hofstede considers that

the individualist's are the opposite of collectivist's, makes them polarized, which is

different from Chinese culture. Family is the base unit of Chinese society, and also the

motive power of individualist. But the collectivist which caused by agricultural

culture which continued for thousand years makes the individualist and the

collectivist coexisted for a long time. People's tendency of individualist or collectivist

is based on their own decision after weighing, it always changes with the situation.

(Chen, 2006)

It is also difficult to say that China is a masculine society or feminine (Chen, 2006). In

triditional Chinese culture, people consider the power is the most important and the

money is been neglected, but in coastal areas such as east China region, people
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consider money is very important since the ancient times (Chen, 2006).

The long term orientation is a part of Chinese culture but not all Chinese culture.

Chinese culture also include the feature of short term orientation( Chen, 2006 ).

Confucian culture is moderate and inclusive, tend to one extreme does not conform to

the nature of Confucian culture. China shows both long term orientation and short

term orientation in the society (Chen, 2006). Because Chinese people also respect for

the tradition and protecting ones face, according to Hofstede, these are all the features

of short term orientation.

3.3.3.3. MethodologyMethodologyMethodologyMethodology

This chapter describes the methodology and strategy we used for the research and

introduced procedure of data collection.

3.13.13.13.1 ResearchResearchResearchResearchApproachApproachApproachApproach

We must consider all kinds of factors before we decide which kind of method to

interpret in our research. Before we look deeper into different aspects of the research

design we discuss a widely used distinction for research study, namely the one

between qualitative studies and quantitative studies (Boris, Donald and Pamela, 2005).

This distinction is based on the kind of information used to study a phenomenon.

Quantitative research methods are studies that are expressed in numbers and are often

also analyzed in a quantitative way. Quantitative data is carried out through interviews

or surveys. The quantitative approach is often used in order to explain something from

a statistical point of view. It is a common method when dealing with survey

investigations, experiments and time series analyses. (Lekvall and Walbin, 1993)

According to Lundahl and Skärvad (1999), the qualitative research method is

collected through investigations such as surveys, interviews and case studies. The aim

is to investigate values and attitudes, trying to understand and to construct a deep
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study (Lundahl and Skärvad, 1999). Qualitative research is depicted as being about

words as the unit of analysis rather than numbers (Daymon and Holloway, 2002) and

has a number of characteristics which are discussed below:

• Words: Qualitative research focuses on words rather than numbers;

•Researcher involvement: The main instrument of qualitative research is that a

researcher closely engages himself with the people being studied. This helps to

investigate not only facts but also the attitude, perception of research problem and

emotional aspect of respondent;

• Participant viewpoint: Qualitative research is also associated with desire to explore

and present subjective perspectives of participants;

• Processual: Qualitative research rarely provides static picture of the problem. It aims

to track the process that take place over time. (Daymon and Holloway, 2002, p.5-6)

This is the case of our research as the authors aim to investigate the changes that took

place over years.

When dealing with qualitative investigations, instead of turning values, attitudes and

ideas into numerical data, it is more about trying to understand and interpret. The aim

with qualitative research investigations is to study an issue deeply which is often

performed through case or survey studies with a rather small amount of respondents

(Lekvall and Walbin, 1993).

There are both advantages and disadvantages with the two research methods; while

quantitative is often less resource demanding and time consuming the qualitative

method makes it possible to create a deeper investigation.We should aware that there

are no general guidelines as to when a qualitative or quantitative research approach is

more appropriate. When making the choice as to whether to conduct a qualitative or

quantitative study, we need to consider questions like : What is the research problem?

What kind of information do you want to obtain and what do you already have access

to? ( Boris, Donald and Pamela, 2005 )
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When considering the purpose of this work the qualitative approach is an

appropriate method since the subject matter is complex and about the culture and

differs from case to case. Carson, Gilmore, Perry and Gronhaug (2001) argue that in a

study of a complex phenomenon in a dynamic environment the qualitative research

method allows variation and flexibility. Hence the qualitative research method will

allow the authors to have some freedom when analyzing the results of the study since

this research method enables variation and flexibility.

3.23.23.23.2 ResearchResearchResearchResearch Strategy,Strategy,Strategy,Strategy, CaseCaseCaseCase StudyStudyStudyStudy

According to Yin (2003), there are three conditions to be considered when making the

choice of research strategies: 1) the type of research question, 2) the control an

investigator has over actual behavioral events and 3) the focus on contemporary as

opposed to historical phenomena. Basing on our research question and research

purpose, "case study" is the most suitable research strategy for our study. Yin (2003)

describes five research strategies and one of these is case study, other four strategies

include experiments, surveys, histories and an archival analysis. The case study

approach is appropriate when the research questions are asked with words like "how"

and "why". For instance, one of our research question is like " How can IKEA better

adapt to the Chinese market?". Case study could help us to look for a rich description

of context and processes. Direct observations and interviews of involved persons are

included in case study, which means data could be collected and analyzed from

different sources. Below are the methods for five research strategies.



23

TableTableTableTable 1111 RelevantRelevantRelevantRelevant SituationsSituationsSituationsSituations forforforfor DifferentDifferentDifferentDifferent ResearchResearchResearchResearch StrategiesStrategiesStrategiesStrategies

StrategyStrategyStrategyStrategy
FormFormFormForm ofofofof researchresearchresearchresearch

questionquestionquestionquestion

RequiresRequiresRequiresRequires controlcontrolcontrolcontrol

overoveroverover behavioralbehavioralbehavioralbehavioral

events?events?events?events?

FocusesFocusesFocusesFocuses onononon

contemporarycontemporarycontemporarycontemporary

events?events?events?events?

ExperimentExperimentExperimentExperiment How,Why? Yes Yes

SurveySurveySurveySurvey

Who, What, Where,

How, many, how

much?

No Yes

ArchivalArchivalArchivalArchival analysisanalysisanalysisanalysis

Who, What, Where,

How, many, how

much?

No Yes/no

HistoryHistoryHistoryHistory How,Why? No No

CaseCaseCaseCase StudyStudyStudyStudy How,Why? No Yes

Source:Source:Source:Source: YinYinYinYin (2003)(2003)(2003)(2003)

We use single case study to do the research. A single case study is analogous to a

single experiment, and many of the same conditions that justify a single experiment

also justify a single case study (Yin, 2003, p.39). In this work we concern with IKEA,

thus the single case design has been chosen.

There are some inadequacies existed in case study strategy. Firstly, the results may be

biased because of personal opinions. For instance, some idea may hurt people's

interest but for the whole organization it is good, these would make people be biased.

We get data through interviewing two managers in IKEA , the manager of DSAP

(Distribution Service of Asia-Pacific) and the quality manager of IKEA, to cover this

problem. Secondly, because of using only one case company, the results may not be

generalized. And insufficient information can lead to inappropriate results. To avoid

this, we will try to use strong theoretical framework and ask interviewees more

relevant questions to minimize the effect of these problems.
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3.33.33.33.3 DataDataDataData CollectionCollectionCollectionCollection

There are about six different sources of evidence: documentation, archival

records,interviews, direct-observation, participant-observation and physical artifact. In

our study we use three of them: interviews, documentation and observation (Yin,

2003). It is advisable to use several sources of data when doing a case study in order

to gain a deeper understanding of the case (Merriam, 1998).

In our study, three strategies are used to collect data: interviewing, observing, and

analyzing documents. Interviews are preferred when you need in-depth information

and also an essential source of case study information, it is possible to discuss the case

problems in interviews (Merriam, 1998).

An overview of this chosen process of collecting data is presented below with the help

of a figure. At first, we design the research questions that can be answered by

qualitative data according to our purpuse of our study. After that, we choose the

process for collecting and analysing data: the indirect data collection and the interview.

Through the indirect data collection, we want to understand what has happened

overtame and from this we can understand the changes better. We do not need to be

directly involved in the data collection. Through the interview, we want to explore the

issues as an external part to the process and unpack the research questions through the

discussion (Merriam, 1998).
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FigureFigureFigureFigure 2222 TheTheTheThe processprocessprocessprocess ofofofof collectingcollectingcollectingcollecting datadatadatadata usingusingusingusing qualitativequalitativequalitativequalitative researchresearchresearchresearch methodmethodmethodmethod

Source:Source:Source:Source: MaylorMaylorMaylorMaylor andandandand Blackmon,Blackmon,Blackmon,Blackmon, 2005,2005,2005,2005, p.p.p.p. 221221221221

3.3.13.3.13.3.13.3.1 DesignDesignDesignDesign thethethethe InterviewInterviewInterviewInterviewssss

Ghauri et. al (1995) suggest a series of steps when preparing for an interview: first

analyze the research problem. Then understand what information is really needed to

have from an interviewee. At last see who would be able to provide the information.

Interview is important in our case study, since we have in the qualitative research

chosen to conduct face-to-face interviews to the extent possible considering that the

interviewer should worked in the IKEA stores in Shanghai.

Only the employees from IKEA can answer our questions, we tried several times and

different ways to contact with IKEA. At last, we contacted two people worked in

IKEA Shanghai stores. The Interview and a Cooperation Request email has been send

to them and they answered yes before the interview.

One interviewee is from IKEA Shanghai Xuhui store, he is a manager of Distribution

Service of Asia Pacific (DSAP) ( This person wants to be anonymous, he told us we

can use Mr. Zhou). The other one is Allen Zhang, he is the quality manager of IKEA

Shanghai Beicai store, responsible for the product quality in his store. Both of them

are our classmates' friends, so they can tell us the truth and something from inside.
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And they can provide informations that others can not. We interview them through

skype video meetings, because both of them are in Shanghai, China, and we in

Sweden. It is the most convenient way to interview with them.

The interview questions we designed are based on our research questions (see

appendix). Categories of questions were created: General questions applicable for all,

questions applicable only for their own positions and only for their own understanding

and thoughts.

Both of them gave us information not only from their own position but also their

understanding of IKEA brand culture and what they know happened in Chinese

market in Shanghai. This information helps us to investigate the case in the analysis

part.

We also used documentation as a way of collecting empirical data. Documentation

can take many forms for example: letters, agendas, administrative documents, news

clippings, articles, etc (Yin, 2003). Analyzing documents helped us because we got

many other secondary data, which found in journals, internet, books and internal,

newspapers and web-pages. We also use the official IKEA homepage and IKEA

internal publication documents (the interviewers gave us some documents and told us

we can use them).We got the informations which can be used in our study.

3.43.43.43.4 DataDataDataData PresentationPresentationPresentationPresentation andandandandAnalysisAnalysisAnalysisAnalysis

According to Daymon and Holloway (2002) data analysis is the process of bringing

structure, order and meaning to the mass of unstructured data. Qualitative analysis is

complex and time consuming as it requires search for answers in all data collected,

active observation and accurate recall.

The process of data reduction took place after the interviews when we selected which

data should be focused upon. The qualitative analysis is concerned with two main
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factors: data reduction and interpretation. Data reduction refers to putting the data into

categorized pieces choosing the most appropriate. The interpretation means bringing

meaning to interviewee’s words and acts so that it corresponds to research area and

chosen theory. We use the records and the notes of the interview, categorized all

information with respect to help our study. Consequently after careful consideration

we decided to organize the analytical portion of the study in accordance with the

structure of the frame of reference.

3.53.53.53.5 ValidityValidityValidityValidity andandandandReliabilityReliabilityReliabilityReliability

Everyone should think about the quality of the work when start up with writing a

research study because it is the basis of doing research (Daymon and Holloway, 2002).

Although the concepts of validity and reliability are typically used for the quantitative

studies, they are also valid for qualitative studies. It is hard to evaluate the credibility

of research findings since no one can know whether these results are right or wrong

(Saunders et al, 2007). Thus, we should consider about the reliability and validity of

data in order to decrease the possibility of wrong data and data misinterpreting.

Validity in qualitative research has to do with “whether the methods, approaches and

techniques relate to the issues one wishes to explore” (Daymon and Holloway, 2002,

p.90). Validity could be divided into two aspects: internal validity and external

validity.

Internal validity means that the data collected by the researcher and the theoretical

ideas that the researcher develops are consistent, and there exist a good

correspondence between them. The researchers should be able to prove how they got

from data to conclusions documenting and explaining each step. To improve the

internal validity and credibility in this study, we used in-depth interviews and

secondary-data, and the interviews have been connected to current theory in the field.

Furthermore, the structure of empirical findings and analysis is in accordance with our

theoretical framework so that the reader can follow the way of presenting the data and
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the data analysis.

Reliability concerns the extent to which the research may be replicated, yielding the

same results (Yin, 2003). In quantitative research reliability refers to reproduction

of the same results or answers while using the same research instruments ( Daymon

and Holloway, 2002). But the qualitative research does not claim to be replicable

(Yin, 2003). For qualitative research it is inappropriate to use the same notion of

reliability and the research would difficult to be replicated. By making use of

in-depth interviews, we tried to provide our study with a high degree of reliability.

We present and justify this study's research process in order to make our data reliably

and dependably.

4.4.4.4. EmpiricalEmpiricalEmpiricalEmpirical FindingsFindingsFindingsFindings

In this part, we will introduce the data and information from the media, interviews

and articles.

4.14.14.14.1 CCCCurrenturrenturrenturrent situationsituationsituationsituation ofofofof IKEAIKEAIKEAIKEA

In 2012, IKEA have 10 stores and more than 370 suppliers ( IKEA, 2011). As a

company which have unique mode of operation, special Nordic style and brand image,

IKEA's brand culture is constantly strives to provide customers with the furniture

which is beautiful and practical, in a price which most people can afford these

furniture for use.

4.24.24.24.2 HistoryHistoryHistoryHistory ofofofof IKEAIKEAIKEAIKEA

The IKEA's story follow the timeline of 3 acts.( Edvardsson and Edquist, 2002).

IKEA's core concept were formed as a result of adapting the market. We can see from

the table 2, as the Act I, in 1951, IKEA published its first catalogue, in the year of

1953, IKEA opening the first furniture showroom, in 1956, IKEA introduced flat

packages and found the key for low cast production in the early 1960s. All these
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improtant changes happened in Act I ( Pan, 2005).

In Act II, IKEA experienced a period of high speed expanding internationalization

process. At first in Scandinavian, and then to other countries of Europe, Australia and

North America. IKEA arrived the US markets and be depicted the situation as slowly

but surely, the staff in both Älmhult and the US have begun to understand the

potential benefits of cooperation ( Torekull, 1998 ).

Act III is considered as a further international expansion because IKEA arrived in

China and re-enter into Japan and had more stores in all markets. When people go to

more than 300 IKEA stores all over the world, they see and try furnitures before

making a choice when they walk into the showrooms, and after that, take the

flat-packed good home and assemble them by themselves ( Pan, 2005 ).

TableTableTableTable 2222 TheTheTheThe timelinetimelinetimelinetimeline ofofofof IKEAIKEAIKEAIKEA

Source:Source:Source:Source: BasedBasedBasedBased onononon IKEAIKEAIKEAIKEAGroup'sGroup'sGroup'sGroup's websitewebsitewebsitewebsite andandandand EdvardssonEdvardssonEdvardssonEdvardsson andandandand Edquist,Edquist,Edquist,Edquist, 2002.2002.2002.2002.

4.34.34.34.3 DataDataDataData ofofofof ShanghaiShanghaiShanghaiShanghai

In the past of decade, Chinese people's income and their purchasing power has

increased. However, the gap between the rich and the poor has expounded. As can
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been seen from the table 3, per capita disposable income (PCDI) in 2000, low income

group is 6840 yuan, for medium income group is 10529 yuan, and at the same time,

high income group is 19959 yuan.

From 2000 to 2010, people's incomes increased rapidly, especially the high income

group. In PCDI, low income group pick up to 14996 yuan, medium income increased

to 27484 yuan, and high income group rose sharply from 19959 yuan to 62465 yuan.

In per capita consumption expenditures, these three groups also growth greatly.

TableTableTableTable 3333 PerPerPerPer CapitaCapitaCapitaCapita AnnualAnnualAnnualAnnual DisposableDisposableDisposableDisposable IncomeIncomeIncomeIncome andandandand ConsumptionConsumptionConsumptionConsumption ExpendituresExpendituresExpendituresExpenditures ofofofof

UrbanUrbanUrbanUrban HouseholdsHouseholdsHouseholdsHouseholds inininin MainMainMainMain YearsYearsYearsYears

Source:Source:Source:Source: SurveySurveySurveySurvey OfficeOfficeOfficeOffice ofofofof thethethethe NationalNationalNationalNational BureauBureauBureauBureau ofofofof StatisticsStatisticsStatisticsStatistics inininin ShanghaiShanghaiShanghaiShanghai

From table 4 it can be seen that in the past of 20 years, price for food and residence

increased. Compared with other data, price for home appliances and repair service

keeps steady. Price for home appliances and repair service in 1998 and in 2010 is

121.9 and 122.1, respectively. Thus, in this period, price for furniture industry is

changed steadily.

According to the table 5, there was an evident increase in average deposits from 1998

to 2010. The average deposits in 1998 and in 2010 is 15540 yuan and 70918 yuan ,

respectively. This means the quality of people's life has improved.
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TableTableTableTable 4444 OverallOverallOverallOverall ResidentsResidentsResidentsResidents ConsumerConsumerConsumerConsumer PricePricePricePrice IndexIndexIndexIndex (1990(1990(1990(1990 =100)=100)=100)=100) (1991-2010)(1991-2010)(1991-2010)(1991-2010)

Source:Source:Source:Source: SurveySurveySurveySurvey OfficeOfficeOfficeOffice ofofofof thethethethe NationalNationalNationalNational BureauBureauBureauBureau ofofofof StatisticsStatisticsStatisticsStatistics inininin ShanghaiShanghaiShanghaiShanghai

TableTableTableTable 5555 SavingsSavingsSavingsSavings DepositsDepositsDepositsDeposits atatatat Year-EndYear-EndYear-EndYear-End (1997-2010)(1997-2010)(1997-2010)(1997-2010)

Source:Source:Source:Source: ShanghaiShanghaiShanghaiShanghai HeadquartersHeadquartersHeadquartersHeadquarters ofofofof thethethethe People'sPeople'sPeople'sPeople's BankBankBankBank ofofofof China.China.China.China. (Since 2000, the

deposits of residents referred to all deposits in foreign and domestic currency of

foreign and domestic funded financial institutions. )
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4.44.44.44.4 DataDataDataData fromfromfromfrom IKEAIKEAIKEAIKEA

The figure 3 indicates the development of IKEA. We can see that revenue of IKEA

was on a steady rise from 2001 to 2011. Revenue of IKEA in 2011 was 25.2 billion,

more than 2 times as much as its revenue in 2001 which was 10.4 billion.

FigureFigureFigureFigure 3333 ConsolidatedConsolidatedConsolidatedConsolidated incomeincomeincomeincome statementstatementstatementstatement

Source:Source:Source:Source:WelcomeWelcomeWelcomeWelcome insideinsideinsideinside IKEAIKEAIKEAIKEA 2011201120112011 updateupdateupdateupdate

The figure 4 shows the information of IKEA's sales and purchasing. And it reflects the

position of China in IKEA's global development. The yellow colour in the figure

means the European market, the orange means the Aisa-Pacific market and the

Russian market, the Pink means the North American market. The numbers in circles

means the number of stores in that area. And also the top 5 selling and purchasing

countries of IKEA are listed on the left part of the figure. In order to give readers an

understanding of this figure, we organize it into two tables, which are table 6 and

table 7.
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FigureFigureFigureFigure 4444 IKEAIKEAIKEAIKEA atatatat aaaa glanceglanceglanceglance 2011201120112011

Source:Source:Source:Source:WelcomeWelcomeWelcomeWelcome insideinsideinsideinside IKEAIKEAIKEAIKEA 2011201120112011 updateupdateupdateupdate

Table 6 shows the top 5 selling and purchasing countries. Germany is ranked first in

IKEA selling countries, followed by USA at 11% and France by 10%. Italy takes up

7%, and at the bottom is Sweden, which accounts for 6%. On the top of the IKEA

purchasing countries is China , which accounts for 22%. Poland is second to China,

takes up 18%. Italy ranked third, Sweden and Germany accounts for 5% and 4%,

respectively.
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TableTableTableTable 6666 TheTheTheThe toptoptoptop 5555 sellingsellingsellingselling andandandand purchasingpurchasingpurchasingpurchasing countriescountriescountriescountries

IKEAIKEAIKEAIKEA TOPTOPTOPTOP 5555

SellingSellingSellingSelling

CountriesCountriesCountriesCountries

GermanyGermanyGermanyGermany

(15%)(15%)(15%)(15%)

USAUSAUSAUSA

(11%)(11%)(11%)(11%)

FranceFranceFranceFrance

(10%)(10%)(10%)(10%)

ItalyItalyItalyItaly

(7%)(7%)(7%)(7%)

SwedenSwedenSwedenSweden

(6%)(6%)(6%)(6%)

IKEAIKEAIKEAIKEA TOPTOPTOPTOP 5555

PurchasingPurchasingPurchasingPurchasing

CountriesCountriesCountriesCountries

ChinaChinaChinaChina

(22%)(22%)(22%)(22%)

PolandPolandPolandPoland

(18%)(18%)(18%)(18%)

ItalyItalyItalyItaly

(8%)(8%)(8%)(8%)

SwedenSwedenSwedenSweden

(5%)(5%)(5%)(5%)

GermanyGermanyGermanyGermany

(4%)(4%)(4%)(4%)

Source:Source:Source:Source:WelcomeWelcomeWelcomeWelcome insideinsideinsideinside IKEAIKEAIKEAIKEA 2011201120112011 updateupdateupdateupdate

The table 7 indicates per region IKEA's purchasing, sales and co-workers in the world.

As we can see from the table, Europe has the largest proportion of these three aspects.

Russia, China and Australia takes up 33% in purchasing and 7% in sales. In co-worker

per region, they merely have 8000 co-workers. China accounts for 22% in the

purchasing of IKEA, but small proportion in the sales of IKEA because all the Russia

and Asia-Pacific region only takes 7% in sales of IKEA.

TableTableTableTable 7777 PerPerPerPer regionregionregionregion ofofofof IKEA'sIKEA'sIKEA'sIKEA's purchasing,purchasing,purchasing,purchasing, salessalessalessales andandandand co-workersco-workersco-workersco-workers inininin thethethethe worldworldworldworld

PurchasingPurchasingPurchasingPurchasing perperperper

regionregionregionregion

SalesSalesSalesSales perperperper

regionregionregionregion

Co-workersCo-workersCo-workersCo-workers perperperper

regionregionregionregion

EuropeEuropeEuropeEurope 63%63%63%63% 79%79%79%79% 106,500106,500106,500106,500

NorthNorthNorthNorthAmericaAmericaAmericaAmerica 4444%%%% 14%14%14%14% 16,50016,50016,50016,500

Russia,Russia,Russia,Russia, AsiaAsiaAsiaAsia andandandand

AustraliaAustraliaAustraliaAustralia
33333333%%%% 7%7%7%7% 8,0008,0008,0008,000

Source:Source:Source:Source:WelcomeWelcomeWelcomeWelcome insideinsideinsideinside IKEAIKEAIKEAIKEA 2011201120112011 updateupdateupdateupdate
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4.54.54.54.5 ResultsResultsResultsResults ofofofof InterviewsInterviewsInterviewsInterviews

4.5.14.5.14.5.14.5.1 UnderstandingUnderstandingUnderstandingUnderstanding ofofofof IKEA'sIKEA'sIKEA'sIKEA's BrandBrandBrandBrand CultureCultureCultureCulture

Mr.Zhang thinks the IKEA's brand culture in Shanghai is as the same as Sweden:

Design and sell the unique IKEA style products for many people to improve their

everyday life. That including several parts of concepts such as the life style, the

consumption concept, the pursuit of quality of life, the philosophy of furniture and the

environment. Mr.Zhang also thinks IKEA's brand culture is reflected by these areas:

the design of products, the mode of operation, the way of marketing and the way of

service.

Mr.Zhang said that in the design area, there is a professional design team including

more than 100 professional designers working hard for IKEA to design the products

with these characteristics: low-cost, beautiful, practical, simple, environmental

protected and nordic style. Simplicity is a virtue stated by IKEA, and the last physical

attribute of the product policy is packaging, which involves designing and producing

the container or wrapper for a product it also achieves the aim of reduce the costs. In

the mode of operation in Shanghai, IKEA fully demonstrated their culture during the

control of operation cost, the brand, the management and the image. Cooperation

between designer and the manufacturer, patented products, direct marketing, uniform

dress code are all very important facts and most consumers accept these.

Mr.Zhou thinks IKEA's brand culture is an informal corporate culture, which comes

from Scandinavia and Sweden, such as informal, focusing on costs, humor and the

method of down to earth. In IKEA's communication and training, they implant the

values and purpose of being responsible, it has become an important part of their

culture. IKEA believe that the brand culture is very important for the conduct of

business and to attract investors. The brand culture is attached considerable attention

in the marketing, sales, product development, training and recruitment process.

Mr.Zhou says that in January 1998, IKEA opened its first store in China in Shanghai,
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however, due to the differences in the economic situation between Western countries

and China, even if the price of IKEA products are very cheap for Western consumers,

in the Chinese market its price is hard to be accepted by ordinary consumers. And

IKEA also has the competition from the local low-cost furniture brand and other

foreign brands such as B&Q, making IKEA to continue to adjust the price in order to

let more Chinese consumers afford its products. The British B&Q entered China in

1999 and has the first store in Shanghai too, just like IKEA entered Shanghai market

in 1998.

4.5.24.5.24.5.24.5.2 CultureCultureCultureCulture ofofofof ShanghaiShanghaiShanghaiShanghai

Mr.Zhang thinks that the Shanghai regional culture is based on Chinese traditional

culture, which integrates the elite culture of East China such as Zhejiang province and

Jiangsu province, and absorb Western cultural factors, after that create its own new

unique regional culture. The characteristics of Shanghai regional culture are:

absorbing the new factors, no blind obedience, good at innovation and pursuiting the

perfect. It's a kind of unique regional culture, which have the feeling of

self-superiority. That's why Shanghainese always pay more attention to protect their

face and they are so face-loving. For instance, the rich want all others know they are

rich, and the poor always cover up they are poor.

Mr.Zhou said that Shanghai regional culture is different from the culture of Beijing.

Beijing regional culture is the authentic traditional culture, it focus on culture but

underestimates business, and do not attach importance to the appearance and details.

Whereas, Shanghai regional culture is full of commercial factors, the businessmen

have a higher status, advocates gender equality and focus on the appearance and

details. A well-known writer from Shanghai, Mr. Cao Juren, has a vivid description of

this circumstance. Beijing regional culture is like a dowager, but Shanghai regional

culture is like a modern girl( Cao, 2011). Shanghai regional culture is the new culture

that combine the benefits of traditional Chinese culture and Western culture.

Furthermore, Shanghai region has the best foundation of economic civilization. So
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Shanghai always be the first market when the foreign companies enter China( Li,

2006).

4.5.34.5.34.5.34.5.3 TargetTargetTargetTarget GroupGroupGroupGroup

Mr.Zhang said that the most important target group in Shanghai market is the

white-collar, and people who like simple and clean. Also someone enjoy assembling

the furnitures by their own.

Mr.Zhou thinks the white-collar are the target group of IKEA in Shanghai market.

Because the white-collar group always young, courage to try new things and they also

have enough purchasing power because their income level is at least in the middle

income level of Shanghai. They do not want to buy the cheap local goods but cannot

afford the luxuries, so they choose IKEA as a fashion brand, instead of the luxury

brands.

4.5.44.5.44.5.44.5.4 IKEA'sIKEA'sIKEA'sIKEA's PerformancePerformancePerformancePerformance inininin ShanghaiShanghaiShanghaiShanghai MarketMarketMarketMarket

Mr. Zhang said that IKEA opened 2 stores in Shanghai, one is Xuhui store and

another is Beicai store, and preparing to open third one as soon as possible. Because

of the target group is the young white-collar group, which are not so rich and most of

them take public traffic such as subway and bus to go to work, IKEA focus on

advertising on the bus handrails and the wall of subway stations. IKEA's products

catalog also works in order to maintain customer loyalty.

Mr.Zhou thinks that IKEA's customers are increasing, it is very difficult to reach the

IKEA's traditional purpose in Shanghai market: produce inexpensive, good quality

furniture and interior solutions that as many people as possible can afford. Mr.Zhou

said that the top3 per capita income cities of mainland China is Shanghai, Beijing and

Guangzhou. Shanghai is the highest one with average monthly income 3800yuan wich

is 1/6 of Hong Kong. Mr. Zhou told us that the annual average per capita consumption

in furniture area of Shanghai, Beijing and Guangzhou are 218yuan, 166yuan and
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89yuan. These data have 3 meanings: China has low overall income levels, the gap

between rich and poor is quite wide in Shanghai( the 88% of total household assets

come from the rich families wich are only 10% of the total families ), Chinese people

not often buy new furnitures unless the old one was broken or moving to a new house.

After went into Shanghai market, IKEA almost reduce the price every year to attract

more people, but still is expensive for people (Chen, 2005).

4.5.54.5.54.5.54.5.5 IKEA'sIKEA'sIKEA'sIKEA'sAdvantagesAdvantagesAdvantagesAdvantages andandandand DisadvantagesDisadvantagesDisadvantagesDisadvantages

Mr.Zhang thinks that IKEA's advantages are: Having a good reputation in the

white-collar group. The loyal customers which accumulated over years. Simple design

style, the lower price based on the low-cost production, transportation and sales. The

fast convenient customer service.

Mr.Zhang thinks the IKEA's disadvantage is the quality of products. Because IKEA

reduce the cost as much as possible from design, materials, production processes to

transportation, it is difficult to make 100% guarantee that the quality of products is the

best. Some kind of products are designed with some limits such as the time of using

and its strength. Especially the products which are manufactured by Chinese suppliers:

they supply the products which may cause problems to Chinese market but the good

one to overseas markets( Wang, 2008 ).

Mr.Zhou consider that the advantage of IKEA is IKEA's brand concept that provides

the following information: IKEA is not just a store, it is a kind of religion; IKEA not

just selling the furniture, it build up a dream for you. IKEA bring the simple, elegant

Nordic atmosphere and the attitude of life which is close to the nature. IKEA always

focus on innovation of the concept, such as the topic of 2012 is : How to use the small

space in a clever way?

Mr.Zhou said the disadvantages is the expansion in China market is in a very slow

speed. IKEA went into China in 1998 and British brand B&Q went into China in 1999.

Both of IKEA and B&Q choose Shanghai as the first market. But in 2012, IKEA only
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have 10 stores in China but B&Q have more than 50 stores. The B&Q stores are the

same size as IKEA stores, the difference is B&Q rent the buildings but IKEA build the

buildings by itself.

5.5.5.5. AnalysisAnalysisAnalysisAnalysis

In this part, we analysised the brand culture and the Shanghai regional culture and

the traditional Chinese culture. We discussed IKEA's brand culture and its

performance in the Chinese market and if the IKEA's brand culture is suitable for the

Chinese market. At last, give our suggestions to the development of IKEA in the

Chinese market.

5.15.15.15.1 CCCComparedomparedomparedompared IKEA'sIKEA'sIKEA'sIKEA's BrandBrandBrandBrand CultureCultureCultureCulture withwithwithwith ShanghaiShanghaiShanghaiShanghai RegionalRegionalRegionalRegional

CultureCultureCultureCulture

5.1.15.1.15.1.15.1.1 SimilaritiesSimilaritiesSimilaritiesSimilarities andandandand DifferencesDifferencesDifferencesDifferences

The similarities between IKEA's brand culture and Shanghai regional culture are:

adept at innovation, the pursuit of higher quality and graceful life. Shanghai regional

culture is based on Chinese traditional culture and developed by absorbing some

Western cultural factors. Both of them keep their own characteristics and also absorb

other foreign characteristics.

The differences between IKEA's brand culture and Shanghai regional culture are: the

concept of equality. Including the equality between the service personnel and the

consumers. And the value of intellectual property and patents design. The special

design and the intellectual property are important in IKEA's brand culture, but the

Shanghai regional culture considers the material of the products are more important.
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5.1.25.1.25.1.25.1.2 PDI,PDI,PDI,PDI, UAIUAIUAIUAI andandandand thethethethe AttitudesAttitudesAttitudesAttitudes totototo timetimetimetime

China has high score of 80 in the higher rankings of PDI, that means Chinese society

believes that inequalities amongst people are acceptable. The subordinate-superior

relationship tends to be polarized and there is no defense against power abuse by

superiors. Individuals are influenced by formal authority and sanctions (Hofstede et al,

2010). Contrarily, IKEA comes from Sweden, Sweden' score of PDI is 31, which

means that the following characterises the Swedish style: Being independent,

hierarchy for convenience only, equal rights, superiors accessible, coaching leader,

management facilitates and empowers. This will affect the consumers' view of

consumption, because this will produce self-abased and conceited for the consumers

from different power positions.

At 30 China has a low score on uncertainty avoidance. That means Chinese people's

safety awareness is relatively weak. This also means that none the less, adherence to

laws and rules may be flexible to suit the actual situation and pragmatism is a fact of

life. For example, when Chinese consumers buy a closet, they never read the

instructions. They just put the things what they want to put, on the closet, never

calculate the maximum loading capacity of the closet and the weight of the things

they put, they just do when they want and what they want and ignore the design

performance of the closet. This will certainly cause problems for IKEA if the

consumers do not read the instructions.

Attitudes to time means the way in which societies look at time. Long Term

Orientation including the values of thrift, perseverance and the sense of shame; Short

Term Orientation including the values of respect for tradition, fulfilling social

obligations, and protecting one's 'face'(Hofstede et al, 2010). In some societies what

somebody has achieved in the past is not important. It is more important to know what

plans they have developed for the future. In other societies you can make more of an

impression with the past accomplishments than those of today. Chinese people are

nostalgic, they take care of the time which had already past(Chen, 2006). For example,
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when someone bought a closet and used it for many years, he will have the feelings of

attachment. This may cause some problems: He may still use it even if it had broken,

he may not buy a new one instead.

5.1.35.1.35.1.35.1.3 TheTheTheThe SenseSenseSenseSense ofofofof SuperioritySuperioritySuperioritySuperiority

We taking into consideration our observations, can create a new cultural dimension in

order to describe the Shanghai region culture better: the sense of superiority. Shanghai

region culture has a strong sense of superiority. Shanghainese think they have a higher

society position from other Chinese people( Li, 2006). They are extremely proud of

they are Shanghainese and proud of their local dialect, custom and life style. Inside

Shanghai, these people who are richer, more powerful and more learned, have the

stronger sense of superiority. They want to show what they have anytime and

anywhere (Li, 2006). Because they think this can make them more special and earn

the respect. The rich never buy the cheap things or the normal brand, they focus on

the luxury, and the poor also make up and go to some high-consumption areas even

they never buy anything. Because they do not want others know that they are poor.

That's why Shanghainese always pay more attention to protect their face and they are

so face-loving( Li, 2006).

Another issue is, some local consumers from Shanghai market always think that they

pay money not only for the products, but also the service, they want to enjoy the

service such as delivery service and the assembly services, they do not agree that they

pay the money and still need to put the products together with their own hands

because the strong sense of superiority. Some of them even prefer to pay more money

to enjoy the service rather than pay less and doing the work by themselves. We can

also see ( see Table 3 the average per capita disposable income, the low income group

was 6840 CNY in year 2000 and 14996 CNY in year 2010, but the high income group

was 19959 CNY in year 2000 and 62465 CNY in year 2010 ) the gap between poor

and rich is becoming wider years by years.
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5.25.25.25.2 IKEAIKEAIKEAIKEAReachingReachingReachingReaching IIIItstststs BBBBrandrandrandrand CCCCultureultureultureulture

IKEA's brand culture is to create a better everyday life for many people. Our mission

is to offer a wide range of well-designed, functional home furnishing products at

prices so low that as many as possible will be able to afford them. But through our

interviews and analysis, we find IKEA has not achieved its brand culture in Shanghai

market.

5.2.15.2.15.2.15.2.1 IKEAIKEAIKEAIKEAisisisis "Mr.misunderstanding""Mr.misunderstanding""Mr.misunderstanding""Mr.misunderstanding"

Because of the high price, the paradise of wage earners becomes to the place of high

income bracket. Most of IKEA stores buy land to build stores rather than rent the store

or set up their stores in shopping mall. Having own independent shopping malls,

restaurants, warehouses and parking lots, all these give people an expensive and

high-end brand feeling(Li, 2010).

In the mind of Shanghainese, the personality of IKEA's brand tends to fashion, and

more and more on behalf of middle-class lifestyle. The Beicai store's opening seems

to reflect this tendency (Chen, 2005) . About the transportation of Beicai store, there

is no subway going directly to IKEA, and by bus will also take long time. The free

shuttle bus has the sense of useless because only one bus goes every hour. Thus, only

private cars and taxis could go freely due to the huge parking lot.

The aim of most Shanghai customers to go to IKEA is not to purchase large-scale

furniture, but to buy a cup of coffee or Swedish snacks, they would have a rest or chat

with friends as a kind of leisure. Although sometimes they will buy small things,

always the cheap ones( Wang, 2008 ).

Though IKEA spread the philosophy of life with Nordic characteristics to China

successfully, they apparently did not do their best in furniture sales(Li, 2010).

Low-income people think IKEA as a high-end brand, however, high-income people

only care about the real high-end furniture brand, which makes the misunderstanding
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deepening. According to Hofstede's Culture Dimensions, China has high score with

80 of PDI , means power and inequality are fundamental facts in China and it is more

unequal than other countries. Rich people always want show that they are rich and

their taste are different from others. And China also high score 118 of LTO, means the

Chinese care about the perseverance and the sense of shame . In addition, in Chinese

market, IKEA only set stores in extra large cities and first-tier cities, such as Shanghai,

Beijing, Guangzhou, etc. This lead other consumers of second-tier and third-tier cities

consider that IKEA must be high-end foreign brands, even though they may not have

been to the IKEA stores( Li, 2010).

5.2.25.2.25.2.25.2.2 TheTheTheThe EmbarrassmentEmbarrassmentEmbarrassmentEmbarrassment

The embarrassment phenomenon is: A part of Shanghai consumers agree with IKEA's

brand culture, but they do not recognize IKEA products. Firstly, this shows that

IKEA's brand culture is deeply rooted and is known to all.It advocated the simple and

elegant design, focus on environmental protection, and its culture of freedom and

leisure life has been recognized by consumers. Secondly, it shows that IKEA's

products in Chinese market have some problems: a) they are not cheap enough, and b)

the quality of their products do not meet Shanghai consumers' satisfaction. Some

consumers consider that only pay attention on the beautiful design cannot meet the

practical function of furniture, especially the aim of design which want to reduce the

costs as much as possible makes most furniture without enough quality assurance.

Therefore, it may cause quality problems when using them, which Chinese consumers

cannot accept. Chinese consumers consider that they have high requirements to the

quality of furniture. Which IKEA sells is the furniture, not the crafts, so only the

beautiful design is not enough. Because the Chinese culture and Chinese people are

nostalgic, they take care of the time both the past and the future, Heritage is an

important part in Chinese culture, People want to buy the furnitures with good quality

so that they can leave the furnitures for their children (Li, 2010 ).

Besides, another embarrassment situation is the IKEA's price and its target group.
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IKEA's target group departures from "the masses" in China. IKEA faces with a

dilemma choice: a) continue to reduce prices to meet the majority of Chinese

consumers, or b) to maintain the original price，waiting for the consumption capacity

to increase.

5.35.35.35.3 TheTheTheThe SuggestionSuggestionSuggestionSuggestion forforforfor IKEAIKEAIKEAIKEA inininin ShanghaiShanghaiShanghaiShanghai

According to our study, it is better for IKEA to pay more attention to the following

aspects and do the changes following.

5.3.15.3.15.3.15.3.1 TheTheTheThe brandbrandbrandbrand cultureculturecultureculture

To remove the misunderstandings is the most important thing of IKEA in Shanghai

market. IKEA's brand culture is contradictory with its products in such a high price.

In the shadow of the high price, the concept which wants to improve the quality of life

seems like an empty talk. As a "outcomer", although IKEA already entered into

Shanghai market for more than 13 years, it is not a short time, but compared with its

more than 60 years history in Sweden, it obviously have different understanding

basis( Wang, 2008). It will take time, but IKEA can do some effort to accelerate the

process. For instance, reduce the price or accelerate the expansion to more cities.

5.3.25.3.25.3.25.3.2 TheTheTheThe speedspeedspeedspeed ofofofof expansionexpansionexpansionexpansion

Compared with other competitor, IKEA's development speed is quite slow.

It is unbelievable that until 2004, IKEA had only 2 stores in mainland China. The

speed with 2 stores in 6 years is too slow in such a developing market as China( Chen,

2005 ). Today's market situation does not allow IKEA operate its Chinese market in

such a low speed. IKEA's competitor like B&Q entered Chinese market after IKEA in

the year of 1999. But in 2012, B&Q have more than 50 stores not only in the first-tier

cities but the second and the third-tier cities. IKEA only have 10 stores in first-tier

cities ( Li, 2010 ). In the introduction of the IKEA website, China is be described as
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IKEA's most biggest supplier countries, not the big selling market ( Wang, 2008).

The small quantity of the stores also brings pressure to enhance the performance, only

when the stores reached a certain number, the logistics and supply chain 's effect can

be given full play, thus reducing costs (Li, 2010). Mr. Zhou told us that this is the

most effective way to reduce the costs which dose not reduce the quality of the

product as the cost. So it is better for IKEA to improve the speed of development in

order to make the logistics and the supply chain effective to reduce the price.

5.3.35.3.35.3.35.3.3 PricePricePricePrice andandandand QualityQualityQualityQuality

The Quality factor is the first factor that Shanghai consumers consider when buying

furnitures. We believe that IKEA have to improve the quality of their products,

because according to Chinese traditional concepts that furniture should be reliable and

durable. There should be considered to increase the furniture's quality and reliability

in the design. For instance, it could add one more screw or change another more solid

material in design to ensure the quality. Since most Chinese consumers would not

read the data of furniture provided by the instructions such as bearing capacity, they

are based on their experiences to use the furniture ( Li, 2010). Thus once the bearing

capacity of IKEA's furniture is not enough or less than the expectations of Chinese

consumers, problems would occur when in using. Mr.Zhang also agree with this when

we discuss the products quality of IKEA. And Mr. Zhang also consider the quality of

the products is the disadvantage of IKEA which we can see in the findings.

In addition, IKEA could have two choices in terms of price: a) continue to cut prices.

To play the role of procurement, logistics, supply chain to reduce prices, rather than

saving material when design. b) IKEA could consider to establish a sub-brand into the

high-end furniture market, to sale the boutique furniture with high quality and

high-end design. If IKEA could confirm the good quality of their furniture, its brand

would be recognized by the high-end consumers, so as to enhance their brand

awareness. Because Chinese cultues has a high score of LTO, people care about the
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long time, the past and the future, they care about the quality of the furniture so that

they can leave these for their children (Li, 2010).

6.6.6.6. ConclusionConclusionConclusionConclusion

In this part, we present and discuss the conclusion of our study. We also discuss

limitation of our work and suggestions for further research.

6.16.16.16.1 ConclusionsConclusionsConclusionsConclusions ofofofof thethethethe researchresearchresearchresearch studystudystudystudy

The main purpose of this study is to investigate IKEA‘s brand culture and its

performance in Shanghai market and if IKEA's brand culture is suitable for Shanghai

market. And then, give suggestions to the development of IKEA in the Chinese

market.

According to the analysis, we find out IKEA does not do well as they wish, and their

price is still high in the Shanghai market. This makes people confused with IKEA's

brand culture, it is not clear with the purpose of providing good quality products to

improve people's life in a cheap level. Although IKEA's brand culture has some

different aspects with Shanghai reginal culture and the rich people do not care about

IKEA's products, because they have strong sense of superiority and want something

special. But most people can accept IKEA because most people are not so rich in spite

of some of them may not afford because Shanghai regional culture is good at

absorbing new foreign factors

Ian Duffy, IKEA's CEO of Asia- Pacific region, once commented on IKEA China

that IKEA China is like a little child in the IKEA family, it is young but will surely

grow bigger and bigger. (Pan, 2005). But consider the develop speed of IKEA

nowadays, we think it is better for IKEA to improve the speed of development, in

order to make the logistics and the supply chain be effective to reduce the price and

through the development, remove people's misunderstanding about its brand's culture.
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The improving of the quality of its products is very very important things for IKEA if

IKEA want to have a better development in Shanghai market.

6.26.26.26.2 LimitationLimitationLimitationLimitation andandandand furtherfurtherfurtherfurther researchresearchresearchresearch

We only have 2 interviewers from IKEA Shanghai, because it is difficult to find

interviewers and get the agree of the interview. We tried our best to find more

interviewers but we failed. We think that if we can find more interviewers we may get

more information to use. Another limitation is, it is hard to define the Shanghai

reginal culture strictly, because it has some differences from traditional Chinese

culture, and it has hundred years history but developing very fast since 1843, it is still

developing and changing everyday, because Shanghai is the most commercial and

open city of China. Shanghai reginal culture has a lot of content because it absorb

different cultures from outside. We focus on the dimension of the sense of superiority,

one of the most characteristic of Shanghai reginal culture.

Our research is based on the interviews, but both of the interviews are Shanghainese,

they have their own understanding of IKEA's brand culture and Shanghai reginal

culture. Further research can find foreigners to get the information from IKEA

Shanghai, such as Swedish employees or managers who worked in IKEA Shanghai

stores. Further research also can study deep into Shanghai regional culture because it

is a special regional culture with its special historical background and it is very

influential in East China. Further research also can do better in study the Shanghai

consumer's behavior under the influence of the culture. We think there may be an

other method to do our study. Because the qualititive research can make the data more

reliable and objective but it is hard for us to get enough data from IKEA to use for

qualititive research, we think the further research may try the qualititive research if

they can get enough data from IKEA in China.
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6.36.36.36.3 ImplicationImplicationImplicationImplication

Implication to the theory is we find that Chinese culture included several regional

cultures, such as Shanghai regional culture, they may similar in several parts but not

exactly the same. They have differences based on their regional history and

environment. For example Shanghai regional culture, have the unique concepts like

the sense of superiority is much more stronger than other parts of China.

Implication to the practical is we give suggestions to IKEA, to improve IKEA adapt

the Chinese market. It is necessary to know the regional culture which the stores

located. It is also necessary to explain its brand culture to the consumers through the

propaganda and advertisement, although it will takes time. The most important thing

is to reach your own brand culture not only in the quality area but also in the price.

Otherwise, people will confused with the brand culture, which will leads the

misunderstandings.

Implication to the society is our conclusion can be used by other multinational

corporations when they want to enter an other new market. They can learn from our

case study and pay attention to their brand culture and the local culture. They should

reach their brand culture when operations, in order to aviod the misunderstandings.

Meet the need of local consumers, makes them know what you can provided to them

is also very important. It can be used by different multinational corporations in

different industries.



49

ReferenceReferenceReferenceReference

Literature and Articles

Aaker, DA. (2000) Brand Leadership. New York: Free Cop.

Avinash, J. (2010) Assessment of cultural gaps in IKEA’s IT operation in Shanghai,

China. Gavle: University of Gavle.

Balmer, J. (2001) Corporate Identity, Corporate Branding and Corporate Marketing

seeing through the fog. European Journal of Marketing, Vol. 35 Issue: 3/4, pp.248 -

291.

Boris, B., Donald, R.C. and Pamela, S. S. (2005) Business Research Methods.

Maidenhead: McGraw-Hill Education, 2nd European edition.

Carson, D., Gilmore, A., Perry, C., and Gronhaug, K. (2001). Qualitative Marketing

Research. London: Sage Publications Ltd.

Cao, J. (2011) 我与我的世界(I and My World). Shanghai: Sanlian Press.

Chen, C. (1986) Neo-Confucian terms explained. New York: Columbia Univeristy

Press.

Chen, D. ( 2006 ) The evaluation of Hofstede's cross-cultural research through the

perspective of Chinese culture. Tianjing: Nankai University.

Chen, G. (2005) IKEA 宜家家居攻略 (IKEA Strategy). Guangzhou: Guangdong
Southern Daily Press.

Chen, H. (2011) 宜家全球第二大店 23日上海北蔡开业（The second largest IKEA

store open in Shanghai Beicai). Shanghai: Dongfang Daily, June 21st, 2011, A37.

Croll, E. (2006) China’s New Consumers: Social development and domestic demand.

London and New York: Routledge.

Daymon, C. and Holloway, I. (2002) Qualitative Research Methods in Public

Relations and Marketing Communications. Florence, KY, USA: Routledge.



50

Edvardsson, B. and B. Edquist ( 2002), "The IKEA Saga ": How Service Culture

Drives Service Strategy. The Service Industries Journal, Vol. 22 Issue4, pp.153-186.

Fang, T. (Red.) (2005) Att göra affärer i dagens Kina. Stockholm: SNS Förlag.

Fang, T. (2006) From "Onion" to "Ocean": Paradox and Change in National Cultures.

International Studies of Management and Organization, Vol. 35 Issue 4, p.71.

Ghauri, P.N., Grönhaug, K. And Kristianslund, I. (1995) Research Method in business

Studies – A Practical Guide. Great Britain: MPG Books Ltd.

Ghauri, P.N. and Jean-Claude, U. (2003) International business negotiations. Oxford:

Pergamon, 2nd edition.

Harris, F. and de Chernatony, L. (2001) Corporate branding and corporate brand

performance. European Journal of Marketing, Vol. 35 Issue: 3/4, pp.441 - 456.

Hofstede, G. (1998) Masculinity and femininity : the taboo dimension of national

cultures. Thousand Oaks: SAGE Publications.

Hofstede G, Hofstede G J. And Minkov M (2010) Cultures and organizations:

software of the mind : international cooperation and its importance for survival.

New York; London: McGraw-Hill, 3rd edition.

Hofstede, G (2012) http://geert-hofstede.com/china.htm Accessed 9th June 2012....

IKEA. (2011) Welcome inside IKEA 2011. Sweden: IKEA Press.

IKEA. (2012) IKEA catalogue. Shanghai: IKEA Press

Jiang, J. (2011) 2015年宜家在中国门店将达到 17家 ( IKEA will have 17 stores in

China in 2015). Guangzhou: Nan Fang Daily, 2nd September 2011, B16.

Jonathan, E S. and Salzer-Mörling, M. (2006) Brand Culture. London; New York:

Routeldge.

Kapferer, J. (2003) Strategic brand management. Creating and sustaining brand

equity long term. Kogan Page, Great Britain.

javascript:open_window(
javascript:open_window(
javascript:open_window(
http://geert-hofstede.com/china.htm


51

Kapferer, J. (2004) The New Strategic Brand Management. London: Kogan Page

Limited, 3rd ed.

Lan, T. (2012) 企业品牌与文化 （Corporations Brand Culture). Wuhan: Huazhong

University of Science and Technology Press.

Lekvall, P. and Walbin, C. (1993) Information for marknadsforingsbeslut. Göteborg:

IHM Förlag.

Li, L. (2006) 海派文化 (Shanghai Regional Culture). Guangxi: Guangxi Normal

University Press.

Li,Z, (2010), The Competitive Advantage of IKEA and IKEA in China. Gavle:

University of Gavle.

Luger, E. (2002) Hofsteede's Cultural Dimensions.Austria: University of Linz.

Lundahl, U. and Skärvad, P-H. (1999) Utredningsmetodik för samhällsvetare och

ekonomer (3e uppl.).Lund: Lund studentlitteratur.

Maylor, H and Blackmon,K. (2005), Researching Business and Management.

New-York: Pal-grave Macmillan.

Merriam, S.B. (1998) Qualitative Research and Case Study Application in Education.

San Francisco: Jossey-Bass Publishers, 2nd edition.

Pan,Y. (2005) Marketing Across Cultures: A case study of IKEA Shanghai. Lund:

Lund University.

Pye, L.W. (1972) China: An Introduction. Little Brown: Boston.

Saunders, M., Lewis, P. and Thornhill, A. (2007). Research Methods for Business

Students. London: Pearson Education Limited, 4th edition.

Survey Office of the National Bureau of Statistics in Shanghai (2012) Shanghai

Statistical Yearbook. Shanghai: Shanghai Bureau of Statistics

Torekull, B. (1998) Leading By Design: The IKEA Story.New York: Harper Business.



52

Wang, R. (2008) 宜 家 的 隐 秘 世 界 (The World of IKEA). China: Global

Entrepreneur，Vol. 6, pp.19-22.

Williams, R. (1976) Keywords. New York: Oxford University Press.

Yang, D. (2012) 缩减人际贫富差距已到关键时刻 (Has reached a critical moment

to reduce the gap between the rich and the poor). Chengdu: West China City Daily,

005.

Yin, R.K. (2003) Case Study Research. Thousand Oaks: Sage Publications, 3rd

edition.

Yu, M. (2008) 品牌文化 (Brand Culture). Wuhan: Wuhan University Press.

Zhang, D. and Fang, K. (1995) 中国文化概论（Introduction to Chinese Culture）.

Beijing: Beijing Normal University Publishing Group, 2 edition.

Zhang,Y. (2011) 宜家中国销售额同比增两成 （IKEA China sales rose by 20%）.

Shanghai: Shanghai Evening Post, August 26th, 2011, A2.10.



53

AppendicesAppendicesAppendicesAppendices

AppendixAppendixAppendixAppendix 1111

InterviewInterviewInterviewInterview questionsquestionsquestionsquestions withwithwithwith Mr.Mr.Mr.Mr. ZhangZhangZhangZhang (((( QualityQualityQualityQuality ControlControlControlControl ManagerManagerManagerManager inininin BeicaiBeicaiBeicaiBeicai store)store)store)store)

andandandand Mr.Mr.Mr.Mr. ZhouZhouZhouZhou (((( DSAPDSAPDSAPDSAP inininin XuhuiXuhuiXuhuiXuhui store)store)store)store)

1.Your own understanding about the meaning of IKEA's brand culture.

2.What makes IKEA's brand culture special?

3.Do you think the IKEA's brand culture is the same in China and Sweden?

4.Your own understanding of the Chinese culture? Shanghai reginal culture? What

characteristic do they have?

5.Does IKEA reach its own brand culture in Shanghai market? Does IKEA has good

performance in Shanghai?

6. What characteristic do the consumers have in Shanghai?

7.What is the Shanghai consumers' recognition degree with IKEA's brand culture?

8.What is the target group of IKEA in Shanghai market? Their characteristics? Their

recognition degree with IKEA's brand culture?

9.What advantages does IKEA have in Shanghai?

10.What disadvantages does IKEA have in Shanghai?

11. How do Shanghai consumers treat with IKEA's advantages and disadvantages?

AppendixAppendixAppendixAppendix 2222

InterviewInterviewInterviewInterview questionsquestionsquestionsquestions withwithwithwith Mr.Mr.Mr.Mr. ZhangZhangZhangZhang andandandand Mr.Mr.Mr.Mr. Zhou,Zhou,Zhou,Zhou, ChineseChineseChineseChinese versionversionversionversion

1.你自己所理解的宜家的品牌文化含义。

2.宜家的品牌文化有什么独特的地方？
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3.你认为宜家的品牌文化在中国和瑞典是一样的吗？

4.你自己所理解的中国文化，特别是上海的海派文化，有什么特点？

5.宜家的品牌文化在上海市场的实现程度如何，宜家在上海市场的表现如何？

6.上海市场的消费者有哪些特点？

7.整个上海市场的消费者对宜家的认同度如何？

8.宜家在中国的目标群体和他们的特点以及目标群体对宜家品牌文化的认同度。

9.宜家在上海市场的优势是什么？

10.宜家在上海市场的劣势是什么？

11.上海市场的消费者怎样看待宜家的优劣势。
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