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This is IKEA
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This is the IKEA Group
Our roots in Småland, historically one of Sweden’s poorest regions, reflect IKEA of today. Hard work and economising with resources have always been part of our heritage.
Growing up in the Swedish 20th century has influenced our products and our valuesystem.
We continue to learn from, and develop with, co‐workers, customers, suppliers and other partners in 41 countries. Everyone can see our Swedish roots – but hear the accent of each of these countries, too.
We work together, co‐workers and suppliers, to take responsibility, learn from our mistakes and share our experience and knowledge. This is how we grow together.
Being a low price company also demands we have low costs. We try not to  waste resources and always try to make the best of what we have. 

Initially, flat packs and smart ways of transport were invented to save money. Over the years, we have learnt that saving money and the environment usually go hand in hand and rarely conflict with each other.

Our sustainability programme and social initiatives reflect our long‐term commitment to make a difference and truly create a better everyday life for the many people



IKEA GROUP STORES WORLDWIDE
In FY10, the IKEA Group opened 12 new stores, in 8 countries.
On 31st August 2010, the IKEA Group had a total of 280 stores
in 26 countries.

ANNUAL SALES FIGURES, BILLION EURO
Sales of goods.
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FY 2010
Sales 23 billion €
~67 % of production in EU
Employing aprox 127 000

Food 1.1 billion € or aprox 10% of Sweden's Food export
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• Innovation and sustainability 
are dependent on Competition

•Limit competition  



 

less innovation


 

less smart products 


 

less affordable sustainable products

•How can the Internal Market 
improve competition on all 
levels?

BJURSTA
Price in 2007 €279.
Price in 2011 €199.

Competition
BJURSTA dining table
175/218/260x95, H74cm 

€199
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Starting with the 
Flatpack
•Initially, flat packs and 
smart ways of transport 
were invented to save 
money.

•Saving money and the 
environment usually go 
hand in hand and rarely 
conflict with each other.
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Why innovative?
Being a low price company also demands we have low costs. 
We try to never waste resources and always try to make the best of what we have. 
Initially, flat packs and smart ways of transport were invented to save money. 
 
Over the years, we have learnt that saving money and the environment usually go hand in hand and rarely conflict with each other.

Consumerism
Board on frames
We can build more furniture with the same amount of material, leading to less transports, lower cost



Sustainability at 
home
Cut price 2/3 by improving 
production, packaging, 
supply chain.

Increase sales from 
300 000 to 5 000 000 a year

Consumers save power 
equivalent of half a nuclear 
power plant.

JANSJÖ
Price in 2009 € 29.9.
Price in 2010 € 9.9
Consumption 4 W
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A drive to offer low cost by improving all parts of a product makes us able to meet consumer demand for sustainable products and strong competition enable us to improve our production and offer lower prices.
Together can our customers contribute to a more sustainable life at home

This is an example how all of us can take part in lower in our power consumption, also the Parliament can change to LED lightning



Suggestions: 
Consumerneeds and 
Competition as driver of 
sustainable innovation

Competition on all level of society 
to encourage innovation 

Harmonisation and cutting red tape 
for efficiency

Remove barriers, such as limits to 
establishment, on all levels of the 
internal market
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Competition on all level of society: 
Today many regional and local establishment laws are not proportionate to its intended result, they often works in similar ways as to those of the middle ages and the Guilds. Ensuring protection of those who are already established and keeping out those with new innovative solutions.

If we cannot establish, we cannot compete and sell innovative products to a good price.  

This is one of the major problems for a efficient and innovative internal market
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Home is the most important place in the world
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