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Abstract 

 

 This thesis discusses how IKEA perceive and use concept of Sustainable Development and 

relates it with consumption. For that purpose, an online-survey was undertaken with the aim to 

see how IKEA´s customers perceive IKEA´s philanthropic activities in developing countries and 

how these activities influence on their consumption patterns and ideas of inter-generational 

justice.  

 

Besides that, a critical discourse analysis is performed with the intention to gain insight into 

IKEA´s communication of sustainable discourse focusing on the text and external communication 

from IKEA. The results from critical discourse analysis and online-survey showed that IKEA is 

shifting its position toward sustainability discourse and changing its business model, while at 

same time IKEA is penetrating into new markets and reaching new consumption under cover of 

corporate philanthropy. The online survey showed that IKEA´s customers stated a strong 

expression of necessary presence of inter-generational justice in developing countries. Inter-

generational justice represents the moral obligations toward present, but also toward future 

generations. IKEA´s philanthropic activities in developing countries, on the other hand, were 

appraised as weak by survey respondents. 

 

One of the conclusions this thesis is that IKEA´s incorporation of Sustainable Development is 

associated with challenges. IKEA´s communication of corporate sustainable development effects 

on customers’ consumption pattern motivating them to buy and consume more IKEA´s products. 

IKEA´s philanthropic activities in developing countries are not sufficient enough. Survey 

respondents evaluated that donation efforts are not sufficient. 

 

Ideally, it is assumed that IKEA as a part of corporate sustainable development should promote 

less consumption and invest more in sustainable use and protection of natural resources with the 

aim to reach inter-generational justice as well as to incorporate Sustainable Development into its 

discourse and practice. 
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1. Introduction  
The report from the World Commission on Environment and Development (WCED), the 

Brundtland report, was created in 1987 (Rogers et. al., 2007, p. 42). It describes connection 

between destruction of environment and conventional models of development, social inequities 

and incapability of international institution to face these issues effectively. Trying to draw 

international attention toward these issues it was expected from World Commission of 

Environment and Development to give an overview of past and present development practices 

and to address problems and give possible instruments as solutions. These instruments formed the 

platform on which international arena would have to work on. The Brundtland report contains 

three parts (WCED, 1987, pp.26-343):  

1. “Common Concerns, 

2. Common Challenge and 

3. Common Endeavours”. 

 

First part “Common Concern” examines symptoms and causes of threatened future alerting for 

the new approaches for environment and development. The concept of Sustainable Development 

is presented where equity and common interest should be imperatives for all countries. It is 

stressed that Sustainable World Economy can only be reached if international economy is 

working together with international environment as well as international development. 

 

The part “Common Challenges” is focusing on problems that are ahead of humankind such as 

over population problems, food security, importance of maintaining species and ecosystems 

which are in extinction, issues with use of traditional energy sources and their conservation as 

well as potentials of energy alternatives. Industrial growth with less use of natural resource will 

reach strategies for Sustainable Industrial Development. Importance of international cooperation 

between developing countries and/or with the help of international support is emphasized. It was 

highlighted that future agreements which will deal with this international cooperation needs to be 

established as well. 

 

Third part of Brundtland report, “Common Endeavours” is addressing problems of commons 

such as oceans, space and Antarctica. These problems are causes for Unsustainable Development 

and eliminations of them could be stopped over establishment of common actions through 

Institutional and Legal Changes. 

 

Some authors, who criticize the concept of Sustainable Development, claim that the whole 

concept of Sustainable Development is suffering from several weaknesses such as solutions to 

poverty and environmental degradation which have complex sources of problem (Lélé, 1991, p. 

613). This opinion reflects the argument that it is not possible to have development and 

elimination of poverty without environmental degradation. 

 

The definition of Sustainable Development also got a lot of critiques. One of those critique 

appraised definition of Sustainable Development as very broad and too general. 

 “The Sustainable Development is development that meets the needs of the present 

without compromising the ability of future generations to meet their own needs” WCED, 

1987, p.43). 
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This definition is referring to an individual, where term “needs” is used to stress the critical role 

of action for present individual, in order to give chance for consumption to the future individual. 

It is not only the needs and consumption of present generations that are important. The future 

needs and their consumptions must be taken into consideration.  

 

The definition tolerates any actions in the name of Sustainable Development, but on the other 

hand due to its vagueness, the way how these actions are enforced is very often questioned. It 

considers the benefit of future generation on account of present generation. It doesn‟t deal with 

the issue “how wealth and power should be distributed” (Grenholm, 2007, p. 13) among present 

generation. Also, it doesn‟t offer any inaction to present generation.  

 

In addition to critique of vagueness of Sustainable Development definition, various authors argue 

that this definition of Sustainable Development is too unclear (Wackernagel, 1994, pp. 50-51). It 

gives opportunity to majority of big companies to interpret it in their own way as part of their 

environmental management programs. This interpretation only “greens” their rhetoric, but 

unfortunately not the practice when doing business worldwide.  

 

On the other hand, some authors considered that there are many areas in Brundtland report which 

could be improved in order to narrow the scope of Sustainable Development definition. Those 

improvements referred to connection of strategic planning and decision making, protecting 

biodiversity and human legacy, developing sustainable productivity methods for future 

generations and giving more fair prospects to people (Hall and Lew, 1998, p. 3). These critiques 

refer to the holistic approach of Sustainable Development concepts. Hall suggested narrowing 

down the possible implementation actions of Sustainable Development concepts. 

 

Further acknowledgment of Sustainable Development was given in the Rio Declaration and 

Johannesburg Declaration. The Rio Declaration, also called “Agenda 21”, deals with one of the 

main critique toward concept of Sustainable Development: its vagueness. 

 

 The Rio de Janeiro conference, 1992, tried to define more comprehensive platform for 

implementation of further actions of Sustainable Development. This required more international 

agreements and cooperation. More than 178 Governments adopted the Rio Declaration. This 

Declaration was “a comprehensive plan of action to be taken globally, nationally and locally by 

organizations of the United Nations System, Governments, and Major Groups in every area in 

which human impacts on the environment” (Mercer, 2009). 
 
The Rio Declaration gave action framework which Brundtland report doesn´t contain. Brundtland 

report place attention on environmental and social issues in the world, but it doesn‟t provide any 

action plan. Therefore, the Rio Declaration gave the framework which bonds changes with policy 

making, where supporting instruments would be established. These instruments would observe 

agreements and track implementation of policies. What is important for this thesis is that the Rio 

Declaration in its first section, “Social and Economic Dimensions”, is focusing on fight against 

poverty and changing consumption patterns. It was recognized that inter-generational justice 

must be reached for all generations. This only can be done with less consumption and changing 

our consumption patterns.   
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Later, in 2002, The World Summit on Sustainable Development was organized in Johannesburg 

where Johannesburg Declaration on Sustainable Development was formulated. This summit was 

held in order to strongly confirm the intention and importance of the full implementation of the 

Rio Declaration. It was confirmed that there is no change in direction from the Rio Declaration; it 

only filled in certain gaps that occur in its implementation. This summit developed and adopted 

the Program for Further Implementation of Johannesburg Declaration on Sustainable 

Development. 

 

The Johannesburg Declaration revealed the challenges which humankind is facing. These 

challenges were already mentioned in Brundtland report as well as in the Rio Declaration, but it 

was first time that the effects of globalization and unequally distribution of natural resources 

between South and North were mentioned. Unequal distribution of natural resources resulted in 

huge gap between poor and rich countries in 60-ties and 70-ties. This gap was appraised as threat 

to security (UN, 2002, point 14). The Declaration stated commitment toward fulfillment of 

Millennium Development goals (2000), the Rio Declaration and the Plan of Implementation of 

the Summit (UN, 2002, point 20). The Johannesburg Declaration also brought the issue of greater 

urge to involve non-governmental organizations (NGO) and business community in partnership 

with governments and inter-government organizations (IGO).  

 

All problems that occurred due to vague definition of Sustainable Development and vulnerable 

implementation of its concepts left the open door for own interpretation. Not having a more clear 

definition of Sustainable Development gives the opportunity to the industry to use sustainability 

discourse through which it proliferates new lexical resources with “green” words formation and 

metaphors (Mühlhäusler, and Peace, 2006, p.462).  

 

Emergence of greening the corporative communication between industry and customers as well 

as industry and media stimulated an increased global involvement and concerns in environmental 

and social issues. Greening corporative communication provides also even greater chance to 

promote false ecological claims (Kilbourne, 1995, p.8).  

 

Green communication is articulated in mass media appearance where Corporate Social 

Responsibility reports or so called “sustainability reports” are produced on regularly basis from 

all major companies worldwide (Hopkins, 2006, p.40). Unfortunately, small progress is reached 

when it is about establishing green marketing programs which would successfully deal with 

environmental and other issues (Kilbourne, 1995, p. 18).  

 

This “green-washing” found its use in corporate portfolio of strategies especially in cause-

marketing range of strategies such as corporate philanthropy. Often, corporate philanthropy is 

criticized for “green-wash” and creating “sustainable value creation” (Murninghan, 2010) when 

dealing with social issues,  but on the other hand it  helps companies to build up company´s brand 

image on account of social problems in society (Murninghan, 2010). 

 

Corporate philanthropy became one of the most appreciate strategic marketing strategies.  

Corporate philanthropy represent the company´s giving or donating activities to schools, 

hospitals, libraries and other non-profit organization even though legally they are not obligate to 

do so (Milam, n.d.). Today, it started to be a trend to donate some of the corporate resources to 

http://murninghanpost.com/author/marcy/
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international non-profit organizations such as UNICEF, Save the Children, etc. Corporate 

donations can only “boost corporate profits” (Landkroner, 2002, p. 475).  

 

Stroup and Neubert, 1987, argued that corporate philanthropy nowadays is viewed as an 

investment. They gave a brief evolutionary overview of corporate philanthropy: 

 

“Corporate involvement in social well-being began as voluntary responses to social 

issues and problems, then evolved into a phase of mandate corporate involvement, and it 

now evolving into a phase in which social responsibility is viewed as an investment by 

corporations (Varadarajan and Anil, 1988, p.58). 

 

The key-words here “voluntary”, “mandate” and “investments” clearly show the reason why so 

many companies, and among them IKEA, are interested in social issues. The reflection of this 

summary can be evident on data from US, where the increased interest in Social Responsible 

Investment has grown 40 percent faster than other professional managed investments on 

American market (Hopkins, 2006, p. 214). 

 

This corporate social investment broads the concept of marketing into the new form called  

cause-related marketing (in literature sometimes it is used the term cause-marketing) which 

“integrates concepts and ideas from promotion, fund raising, corporate philanthropy, public 

relations, and social responsibility” (Suter, 1995, p. 1).  

 

In this thesis I will focus my research on IKEA´s corporate philanthropy discourse and IKEA´s 

communication of its philanthropic activities with the notion of Sustainable Development. 

 

In the mid 90-ties IKEA was accused of “child labour, unsafe working conditions and low 

wages” (Falkenberg, 2004, p. 29). In order to improve its brand image which was jeopardized by 

these accusations, IKEA started actively involve corporate philanthropy in so called “IKEA´s 

countries”. The term “IKEA´s countries” referred to the developing countries in which IKEA is 

doing its business, for example, India, Pakistan, Bangladesh etc.  

 

The majority of these “IKEA´s countries” are developing countries and biggest suppliers for 

cheap raw materials as well as source of cheap labour and other production inputs. After the 

accusations in media, IKEA finally accepted that its business has impact on social and 

environmental issues in developing countries.  Together with its partners such as UNICEF and 

Save the Children, in form of public private partnership, IKEA developed range of programs with 

social initiative concerns. Taking into consideration these issues gave the opportunity for IKEA 

to improve its brand image. Improvement of its brand image will help IKEA to increase its 

competitive advantage in developing countries as well.  

 

As a result, IKEA established the Code of Conduct for its suppliers in order to improve its 

business results and brand image which was overshadowed with accusations for child labour, but 

on the other hand to increase its brand equity. The IKEA´s Code of Conduct gives and describes 

minimum requirements for social and working conditions, as well as, environmental strain. These 

guiding principles are handling interest of child, workers and the environment (AG, 2008, p. 1). 
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2. Problem and research questions 
IKEA´s philanthropic activities are closely related with consumption. These philanthropic 

activities are articulated and promoted through text and external communication from IKEA. 

Increasing consumption is clashing with concept of Sustainable Development as well as with 

concept of inter-generational justice.  

 

2.1. Introduction into the problem  
IKEA´s engagement in the field of corporate philanthropy took its place in early 90-ties in a form 

of Corporate Social Responsibility. With Corporate Social Responsibility IKEA started to 

communicate more its engagement into social issues in developing countries. In 2005, IKEA 

developed more concrete philanthropic actions such as IKEA Social Initiative with the aim to 

convey children education and protection, awareness campaign, women empowerment etc. 

Today, IKEA is UNICEF´s second largest donor and together they developed numerous 

programs which cover these social issues in developing countries.  

 

Besides child-labour accusations, IKEA encountered more allegations regarding unsustainable 

use of natural resources in IKEA´s countries. The last example refers to illegal logging of 

protected forests in China and Russia (Wadsworth, 2007). Also, using cotton as raw material 

which is produced in unsustainable fashion, such as intensive water, pesticides and fertilizers 

usage, leaves open door for discussion of IKEA´s business practices. As results of these 

allegations IKEA started to involve itself into the activities which are focused on use of 

sustainable sources of raw materials. 

 

Taking into considerations already mentioned social and environmental issues which IKEA 

is/were facing, for purpose of this thesis, it is vital to research how IKEA´s concerns into these 

issues in developing countries are incorporated into IKEA´s corporate communication. Also, the 

research of costumers‟ perception about IKEA´s philanthropic activities and ideas of inter-

generational justice is essential in order to see how IKEA´s corporate communication affects their 

consumption patterns.  

 

2.2. The problem and research questions 
The main problem that was analyzed in this research is how IKEA perceive and use concept of 

Sustainable Development and relate it with consumption. This put light on three research 

questions throughout which I focused my research: 

 

1. How the concept(s) of Sustainable Development is/are incorporated into IKEA´s corporate 

communication and how does IKEA associate marketing activities with notion of Sustainable 

Development?  

 

2.  How IKEA´s customers perceive IKEA´s philanthropic activities in developing countries?  

 

3. Do IKEA´s marketing strategies have base in the use of Sustainable Development and 

philanthropic activities have effect on customers´ consumption patterns and ideas of inter-

generational justice?  
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3. Theoretical framework  
In this thesis I applied Critical Management Studies together with Stenmark´s s principle of inter-

generational justice which I steered through the Concept of Sustainable Development as guiding 

layout for theoretical framework (figure 1).  

 

With the help of Critical Management Studies I analyzed and questioned IKEA´s marketing 

discourse and how IKEA used and understand the concept of Sustainable Development. 

Therefore, it is vital to see costumer perception of IKEA´s philanthropic activities and their 

effects on consumption patterns. Stenmark´s principle of inter-generational justice is used to 

show do IKEA´s philanthropic activities contribute to improvement of society in developing 

countries. 

„ 
 
 

      
 
 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure I. Theoretical framework (own elaboration) 
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3.1. Critical management studies 
Marketing as one of the management studies is very often criticized for its manipulative selling 

techniques, but it is very rare in literature, beside the Frankfurt school, to find suitable critique 

regarding the marketing itself (Alvesson and Willmott, 1992, p. 154). 

Before the Second World War, marketing did not have the important role in an organization 

which it has today. All organizational capacities were focused on production and lowering the 

price, but when production technologies reached the level of its maximum and when stocks of 

unsold products were increased to the point that it was impossible to sell, attention toward 

marketing started to rise (Hoshino, 1992, pp. 64-76).  

 

 Marketing became the central point in a company when it was difficult to sell the stocks of 

products. Besides that, this also gave marketing a special place in business schools (Sheth and 

Sisodia, 2006, p. 238). That place marketing kept in academia and in an organization till present 

days.  

 

The definition of marketing by AMA (American Marketing Association) has been change four 

times up till now. The first definition from 1935 states that:  

 

“Marketing is the performance of business activities that direct the flow of goods and 

services from producers to consumer” (AMA, 2008, p.2). 

 

This definition shows that the focus of marketing is turned toward the company itself and 

orientation of business activities is pointed toward delivering product or service to consumers. 

We can see here only “heliocentric” position of company, where only benefit of company is 

important. Social agents are producer and consumers in this definition.  

 

In AMA´s definition of marketing from 1985, the focus from the company itself has been 

expanded from delivering product or service toward consumer i.e. toward satisfaction of 

costumers needs.  

 

“Marketing is the process of planning and executing the conception, pricing, promotion 

and distribution of good, ideas and services to create exchange that satisfy individual and 

organizational goals” (AMA, 2008, p.2). 

 

It was realized that company cannot endure longer on market if the consumer “needs” together 

with organizational goals are not reached. The satisfaction of individual “needs” through 

qualitative consumption can only be reached if business paradigm is changed. Social agents in 

this definition are customer and company where company has other goals besides the delivery of 

products. 

 

The definition from 1985 didn‟t change until 2004. The following definition was related with 

many long-term relationship models which enable companies not only to attract the customer, but 

also to keep the customer.  

 

“Marketing is an organizational function and a set of processes for creating, 

communicating, and delivering value to customers and for managing customer relationships in 

ways that benefit the organization and its stakeholders” (AMA, 2008, p.2). 
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This long pause of twenty years can be explain by blossom of marketing activities especially 

selling techniques which makes it possible to reach very high level of consumption and good 

financial results for companies. Reaching the peak with use of sophisticated and advanced selling 

techniques, it was noticed that something has to be changed in marketing discourse. Customers 

became more demanding, where not only consumption was important. Demands from outside of 

company broaden the “needs” which company is satisfying; the arena for doing business 

expanded its focus, from company and organization toward company´s stakeholders (suppliers, 

banks, shareholders, government etc.). These stakeholders together with company are social 

agents in this definition. 

 

In the definition from 2007 marketing became a more broaden concept expanding the means of 

satisfaction. Satisfaction from product and services moved toward “offerings” which include all 

possible assistance that could help in reaching higher value for satisfaction of needs, not only of 

the customers, but also of other interest groups. Here social agents are company with its 

customers, clients, partners and the society. 

 

Marketing is the activity, set of institutions, and processes for creating, communicating, 

delivering, and exchanging offerings that have value for customers, clients, partners, and society 

at large” (AMA, 2008,p.2).  

 

In this definition we can clearly recognize that the focus on “needs” have moved from individuals 

and interest groups toward society as a whole. Influencing on all levels of society will enable 

companies to reach the peak of consumption. This will give more possibilities to company for 

doing business and consumption of their goods. 

 

In order to better understand the changes of marketing definition I schematically presented the 

time line for four definitions of marketing with their different focuses retrospectively (Figure 2). 

Change of marketing definitions broadens the business arena for higher consumption. Broadening 

of business arena can be reached by involving different social agents into company´s business 

model. I also represented here the social agents from the Sustainable Development definition in 

order to have better insights into the marketing and concept of Sustainable Development. 
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Figure II. Focus of definitions in marketing and Sustainable Development through time (own elaboration) 

 

Some other critique that was pointed toward marketing is “borrowing” discourses from other 

social disciplines (psychology, sociology, behavioral sciences etc.) especially sustainable 

development discourse. The discourse of Sustainable Development is becoming the 

“mainstream” (Heller, 2007, p. 1) in conventional business nowadays.  

 

One of the examples of “borrowed discourses”, which could be argued here, is “marketization of 

philanthropy”, where marketing through philanthropy should bring social change over calls for 

consumption which results in increase of consumption. Generic human relationships are replaced 

by “exchange, bargaining, influence and negotiation” (Morgan, 92, p. 143). Sustainable use of 

natural resources is replaced with contradictor purchase of good and services and their 

overconsumption. Human relationships are extracted from wider context and put into business, 

representing itself as social cause. 

 

According to critical management studies, marketing should be responsible agent when 

accomplishing certain results (Alvesson and Stanley, 2000, p. 5). Marketing as a concept and 

category should be a social construction filled with history and motives, where critique “refers to 

the examination of social institutions, ideologies, discourses and forms of consciousness” (Ibid, 

p. 8). 

 

The Board of Directors from American Marketing Association approved the latest definition of 

marketing in 2007:  

 

“as the activity, set of institutions, and processes for creating, communicating, delivering, 

and exchanging offerings that have value for customers, clients, partners, and society at 

large” (AMA, 2008,p. 2). 

 

1935 1985 

2007 2004 

Goods and services of producer Individuals and organizational objectives                    

Organization and its stakeholder                      Customers, clients, partners and society at 

large 

1987 

Sustainable Development: 

Present and future generations                      

2004
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In order to reach business goals in such group of social agents, the set-up of marketing 

controllable variables, so called the 4Ps: the product, price, place and promotion are crucial. 

These marketing instruments are carefully managed toward targeted group of customers.  

 

Branding of product or service, as “product” variable of the 4Ps, indirectly reflects company´s 

image and it is becoming very important strategic tool for reaching competitive advantage and 

increasing growth and profit.The consumer perception of the company´s image has its material 

value which is measured and expressed as brand equity. The brand equity reflects “how 

consumers think, feel and act with respect to the brand, as well as the prices, market shares, and 

profitability that the brand commands for the firm” (Kotler and Keller, 2006, p. 276).  

 
Therefore, it is up to the company to create and choose marketing programs which will offer 

strategy and tactic for creating the “brand contacts” (Appendix 1) as sources of building the brand 

equity. Recently roused use of social cause marketing as a long-term investment beside other 

marketing activities “such as clubs and consumer communities, trade shows, event marketing, 

sponsorship, factory visits, public relations and press releases and social cause marketing” is 

expanding strategic tools for brand development (Kotler and Keller, 2006, p. 284). One of those 

strategy which will build up the brand equity is strategic philanthropy, in literature also knows as 

“consumption philanthropy”, which calls customer to increase consumption of company´s 

products for philanthropic cause.  

 

The term “consumption philanthropy”, or even called “colonized philanthropy” (Wirgau et al., 

2010, p. 611) as a part of social cause marketing is used in academic literature to show exchange 

of effective activities by “mindless buying” of goods and services that consumer does not really 

need, but on the other hand it makes a huge profit to company. Faulty represented as social 

change, consumption philanthropy is used by company to improve company´s brand image in a 

name of doing “good thing” for community (Eikenberry, 2009, p. 51). The focus on social 

responsibility through philanthropic activities is conceptualized in terms of “brand´s obligation to 

the society at large” (Madrigal and Boush, 2008, p. 539). Corporate philanthropy is “sold” to 

those customers who value this social involvement, especially involvement in environmental 

friendly product and cause actions.  

 

Doing philanthropic activities, as a part of social responsible marketing, can be “win-win” 

situation for company from two aspects. On the one hand, conveying the message to purchase the 

products of the company for philanthropic causes result in instant increase of consumption in the 

short-run. On the other hand it has psychological effect, on customers, of “doing the right thing”. 

This effect helps company to develop its brand and reach profitability on the long-run. Social 

responsible marketing helps company to develop long-term “customer-brand” relationship. 

Customers are rewarding the company through purchase of its “social responsible brand”, and it 

gives possibility to customers to express their own personal values and desires where they are 

feeling obliged to give something back to the company in return for its efforts (Madrigal and 

Boush, 2008, p. 539).  
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3.2. Stenmark´s principle of inter-generational justice 
In the article “Ethics, Sustainable Development, and the Millennium Declaration” (2007) 

Stenmark analyse the “old” ethics that is intended to be replaces with “new ethics”. The new 

ethics is the vision of Sustainable Development.  

 

According to Stenmark the “old” ethics is anthropocentric, where only humans have intrinsic 

value and nature has instrumental value; where God gave to human beings power to dominate 

nature which is “inexhaustible” and can absorb all human waste. He called this ethics as 

“traditional anthropocentrism” and it mostly relying on Western worldview which has basis on 

the Judeo-Christian tradition and Greek philosophy (Stenmark, 2007, pp. 38-39). 

 

The “new” ethics, ethics of Sustainable Development, is still anthropocentric and based on 

documents like Our Common Future, the Rio Declaration and the Millennium Declaration. The 

attention is on wellbeing of humans and satisfying basic needs such as reduction of child 

mortality, freedom, basic education etc.; the “new” ethics deliberates that rich countries have 

obligation to eliminate mass poverty (Stenmark, 2007, p. 40).  

 

Our Common Future focused on future of human kind where: 

 

 “Humanity has the ability to make development sustainable to ensure that it meets the 

needs of present without compromising the ability of future generations to meet their 

needs”(WCED, 1987, p.8). 

 

The Rio Declaration is more specific than Our Common Future, but it is more dedicated to 

humans and their living conditions; paragraph 5 is stating: 

 

“All States and all people shall cooperate in the essential task of eradicating poverty as 

an indispensable requirement for sustainable development, in order to decrease the 

disparities in standards of living and better meet the needs of the majority of the people of 

the world” (Mercer, 2009). 

 

Taking into considerations all strives and achievements of the Rio Declaration and Our Common 

Future, the majority of goals from the Millennium Declaration such as “eradication of poverty 

and hunger” “promoting universal primary education”, “promotion of gender equity and women 

empowerment”, “reduction of child mortality”, “improvement of maternal health”, and “combat 

with HIV/AIDS, malaria and other diseases” reflect the further commitment to the elimination of 

poverty present and future generation (UN DESA, 2010, pp. 6-72). 

 

It is not only the needs of present generation that must be satisfied, but it is the moral obligations 

toward future generations; generations that do not exist yet, that are extended toward distant 

generations (Stenmark, 2007, p. 41). These issues Stenmark called “inter-generational justice”, 

where it is accepted the “scientific knowledge”. This knowledge questions the relation between 

man and nature and it recognizes that man is part of nature.  Nature is not “inexhaustible” and has 

its limits in absorption of human waste (Stenmark, 2007, p. 42). 

 

 Present generation cannot deplete natural resources if want to accept the ideas of Sustainable 

Development. Depletion of natural resources would not leave any existing alternative to future 
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generations. Operationalizing IKEA´s sustainable development objective in developing countries 

must be in accordance with this “inter-generational” justice, hence IKEA is using natural 

resources from developing countries for its products. Therefore, IKEA, as transnational company 

which accept ideas of Sustainable Development into its discourse and practice, must take into 

consideration “inter-generational” justice in developing countries.  

 

He (Stenmark, 2007, p. 44) also points out the acknowledgement that nature has its capacity. He 

is questioning limits of economic growth and claims that acceptable economic growth is one that 

satisfies needs of present and future generations, where more just distribution of natural resources 

will be reached. 

 

This change in attitude toward nature is reflected in following (Stenmark, 2007, p. 45): 

1. “Consumption” is attitude which doesn‟t detached present generations from future or 

poor people. This approach allows consumption and overconsumption with no regards to 

the future or present generations. “New” ethics of sustainable development claims that 

this kind of consumption must be reduced and only approved consumption is rational 

consumption. 

2. “Conservation” as second attitude reflects the approach where humans not only have 

obligation to reduce consumption of natural resources, but to leave them in best possible 

form to future generations. 

3. “Preservation” represents the absolutely protection of nature. This attitude strives to 

maintain intrinsic value of nature and passed them on “untouched” to the future 

generations.  

Critical management studies are giving the critique toward traditional ideas of organisation, and 

conventional management theories and studies. As such, it is good framework for analysing the 

impact of the IKEA´s strategies on inter-generational justice in developing countries. Besides 

that, these studies can give proper critical perspectives toward IKEA´s marketing discourse which 

will be assessed in following case-study. 
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4. Method  
In this thesis I researched the IKEA´s sustainable marketing discourse as a case study. The case 

study depended on interviews and observations in order to get empirical material for analysis 

(Alvesson and Stanley, p.192). IKEA´s case will be used as descriptive and explanatory case-

study with the intention to explain IKEA´s articulations of sustainability and impacts of its 

corporate philanthropy on consumption patterns. For that purpose I used critical management 

studies based on qualitative research method such as critical discourse analysis.  This analysis 

assisted me to suggest the critical approach toward IKEA´s sustainable marketing discourse.  

 

4.1. Critical discourse analysis  
Discourse analysis is study of language. It examines the language structure within particular 

domain of social life (Phillips and Jorgnesen, 2002, p. 1). I choose critical discourse analysis as 

method hence this analysis has more to offer to organization studies, especially to organizational 

discourse (Fairclough, 2005, p. 916).   

 

Critical discourse analysis is analysis of “relations between discourse, power, dominance, social 

inequality and the position of the discourse analyst in such social relationship” (van Dijk, 1993, 

p. 249). The social relationships can be analyzed through text and talk. Text and communication 

of organizational discourse play important role in exercising these social relationships. In order to 

understand who are responsible agents in business arena, and to distinguish dominant actors, 

analysis of text and talk in communication strategies is essential. Analyzing “structure, strategies 

and other properties of text, talk, verbal interaction or communicative events” (van Dijk, 1993, p. 

250) gives the insight into the different aspect of discourse and power relations. Structure of 

discourse shows the dominance of present social relations which is defined by “elites, institutions 

or groups” (Ibid, p. 250). Therefore, the role of critical discourse analysis is to give the critique to 

these social relationships.  

 

Nevertheless, the social relationships are not always simple to define and analyze through text 

and dialogues. This analyze should be observed and enriched through prism of sociopolitical 

standpoints at present time. It is important to dialectically interconnect different elements of 

social relationships (Martínez, 2007, p.125). Logically understanding the interconnections 

between social actors will provide the understanding of changes in organizational discourse. How 

an organization understands and integrates the social relationships can be described in a critical 

discourse analysis.  

 

Also, how an organization changes its discourse reflects the implementation of further business 

strategies. A focal point of critical discourse analysis is “investigation of change” (Phillips and 

Jorgnesen, 2002, p. 7).  Examining the changes in organizational discourse due to changes in 

social and business arena leads to a better understanding of the dominant perspective of these 

changes.  

 

As a very important step of justifying the critical discourse analysis as a research method, I 

analyzed the structure and social agents of the marketing definitions over time from 1935 until 

2007. These marketing definitions are brought by American Marketing Association and they are 

used in academia and business worldwide. These definitions represent the changes in social and 

business arena which any company should follow. Understanding, following and incorporating 

these changes into organization objectives, missions and visions should provide companies with 
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opportunities and less risk casualties. AMA´s definitions are recognized word wide, but they 

should not be referred as standard that fits all contexts for any company.  

 

In this thesis I analyzed, through use of critical discourse analysis, IKEA´s sustainability reports, 

for 2009 and 2010, and IKEA´s philanthropic and other promotional printed materials. I focused 

my analysis for these two fiscal years hence they are providing more detailed cover of 

sustainability progress in IKEA then period 2005-2008. Also, sustainability reports are containing 

IKEA´s achieved results which were planned in previous fiscal years. Those results reflect 

IKEA´s dynamics in the sustainability field. IKEA´s philanthropic and other promotional printed 

materials represent IKEA´s external communication of sustainability in text. Linguistic elements 

of text such as active and passive verbs and their selective usage in headings of IKEA´s 

sustainability reports were examined. Passive constructions of sentences “dissimulate the 

negative actions of elite or powerful groups” (van Dijk, 1988, p. 177). On the other hand use of 

active voice is emphasizing the agent of action as responsible figure. Organization discourse of 

IKEA is ideally now leaning toward sustainability (IKEA Group, 2009, p. 4). 

 

 Critical discourse analysis was also the tool when analyzing the outcome i.e. transcripts (Annex 

4) from the study-visit to IKEA´s headquarters in Helsingborg. On October 22, 2010, Swedish 

Institute organized for its scholarship holders´ study-visit (Appendix 2 & 3) to IKEA´s 

headquarters in Helsingborg. I was attending and participating in this study-visit. Aim of the 

study-visit was to show IKEA´s “Sustainable policies in management”. This presentation was 

held by a group of IKEA´s managers who are working with sustainable issues.  

 

Transcripts from this presentation reflect the organizational communication in talk, which is also 

one of the domains of critical discourse analysis. Communication in text and talk explains the 

organizational articulation of new changes in business and social arena and their involvement into 

the organizational discourse. Having Sustainable Development on horizon as something that 

IKEA should accept into it business model represent something new for their organization 

discourse. In this study the discursive communication as “outgoing attempts to inform, persuade 

or entertain” (Mitchell, 2005) was analyzed. Discursive communication of IKEA´s managers on 

sustainability topics was base for critical discourse analysis. Their way of giving information, 

sending messages and answering on students´ questions was the focus of this analysis.  

 

The critical discourse analysis of this presentation gave answers on my research questions 

regarding the incorporation of Sustainable Development into IKEA´s business as well as 

association of marketing activities with notion of Sustainable Development and relation with 

consumption.  
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4.2. Online-survey 
In order to get more multi-perspective notion about the change of IKEA´s organizational 

discourse, I used the online-survey as non-discourse method. As such, the aim of having online-

survey was not to deal with discourse analysis, but to provide results from non-discourse study. 

Using non-discourse study together with critical discourse analysis can be “only positively valued 

in most form of discourse analysis” (Phillips and Jorgnesen, 2002, p.4). 

 

 The use of non-discourse method offers better analytical multi-perspective framework. Having 

broader methodological framework in this thesis will give better insights into the IKEA´s 

organizational discourse, but also it will give the answers about effects of IKEA´s articulation of 

its sustainable discourse on consumption patterns and ideas of inter-generational justice. 

 

Therefore, in order to give answers on my second and third research questions I conveyed the 

online-survey.  

 

Increased use of Internet and computer enhanced the practice of doing online-surveys as one of 

the research methods. There are many advantages why so many academic researches and 

companies are starting to use more online-survey. The main advantages are low cost and fast 

results. Moreover, this survey minimize interviewer bias (Sheehan, 2002, p. 57) and give more 

accurate responses hence it gives more time to respondent to better read and understand the 

question comparing with given time over telephone or face-to-face surveys. This put less pressure 

on respondents which, as results of that, provide more accurate answers (Bruce, 2005, p.2). In 

order to avoid interviewer bias, before delivering the survey-link, I formed the focus group of six 

persons. I asked this group to answer on survey questions and to give suggestions if they consider 

that I was biased or not clear enough. We spend few days trying to sharp and narrow down 

questions, as well as, to eliminate details which were not necessary. Their answers I didn‟t use in 

my analysis. 

 

Some other advantage of online-survey is unlimited time to answer on every question. This 

results in higher responses on open questions as well (Ibid, p. 2). Similarly, non-presence of 

interviewer while completing online-survey is one of the advantages of this method. It is “less 

likely” that respondent will give more socially accepted answer (Verster et. al., 2010, p. 25) and 

that interview presence will bias the respondent.  

 

On the other hand some researches are reluctant to use this method. Some consider that it is not 

accurate or that “online respondents are different from my customers” (Bruce, 2005, p. 2). In 

order to eliminate some of main disadvantages of doing online-survey, such as “double-check the 

identity of respondents” (Ibid, p. 2), I sent the link with survey questions only to persons who 

were willing to write in survey their full name, address, telephone number, gender, age and place 

of residence. Having in advance the list with respondents‟ personal information it was easy for 

me to follow who is filling out survey, hence I used Gmail Excel working document which was 

automatically online connected with the survey. This Gmail document was automatically updated 

when each respondent fill in the survey including requested personal information. The answers 

from respondents who didn‟t provide personal information are not taken into consideration.  

 

Also, in order to have sample of customers which equally represents all IKEA´s customer 

segments, I randomly chose respondents with different age, nationality, purchase power and 
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gender trying to avoid non-randomness.  Even in this situation non-randomness can occur if all 

segments of IKEA´s customers were not included in the analysis. Therefore, results from this 

survey would be much effective if previous analysis of IKEA´s customers segments was 

undertaken. 

 

Other disadvantages of having the online-survey are that interviewer cannot explain questions in 

case when respondent doesn‟t understand questions. Further, it is impossible to clarify answers in 

form of follow-up questions (Bruce, 2005, p. 2). In order to reduce some uncertainties and not 

disturbing respondents attention with too many descriptive questions, few survey questions are 

formed as the five-point scale questions. It was offered to respondent to specify their level of 

agreement on bipolar scale such as “I believe” and “I don‟t believe”.   

 

My online survey included forty IKEA´s customers to whom I provided the link with survey 

questions over e-mail. I send the link on e-mail address only to those respondents who confirmed 

that they would participate in this online-survey. The reason why I did that was to avoid the 

common low rate of responses to online-surveys. Moreover, due to respect of “online privacy” 

(Sheehan, 2002, p. 59), I chose only those respondents who were willing to provide their e-mail 

address before conveying the online-survey.   

 

 In order to have control over sample body and to prove that those respondents are actual IKEA´s 

customers, I set up few questions which are dealing with frequency of buying IKEA´s products 

and how much money they spend in IKEA.  

 

The survey was open for 15 days, from March 23 until April 4 2011. Survey questions consisted 

of sixteen questions (Annex 5) as multiple choice and open questions. Aim of the online survey 

was to show how IKEA´s customers perceive IKEA´s philanthropic activities in developing 

countries. Are they just or not, as well as what they think about contribution of IKEA´s 

philanthropic activities to society in developing countries. 

 

 The survey showed the effects of IKEA´s philanthropic activities on consumption patterns. Also, 

this online-survey reflected the Stenmark´s principle of “inter-generational justice” which was 

used as standing point for evaluation of “sustainable marketing practice” i.e. IKEA´s corporate 

philanthropy and its contribution to social inequality in developing countries.  
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5. IKEA Case-study 
IKEA´s corporate communication is the case-study in this thesis. The methods which I will use 

for this case study is critical discourse analysis and online-survey. In order to analyzed IKEA´s 

corporate communication in text I used the following IKEA´s documents: 

-  “IKEA Social Initiative sides with many children”,  

- “Welcome Inside 2010”, 

- Sustainability reports for 2009, 2010 and 

-  “IKEA Catalogue 2011”. 

 

On these documents I applied critical discourse analysis. Besides these documents, I used the 

critical discourse analysis when I was analyzing the outcomes from study-visit to IKEA´s 

headquarters in Helsingborg. Outcomes of this study visit i.e. transcripts are presented in the 

Appendix 4. Above mentioned documents and transcripts are used to explain IKEA´s articulation 

of sustainability and impacts of IKEA´s corporate philanthropy on consumption patterns. 

 

With the aim to see how concept of Sustainable Development is incorporated into IKEA´s 

corporate communication, and how IKEA´s marketing strategies, based on the use of Sustainable 

Development and philanthropic activities, effects on customers consumption patterns and ideas of 

inter-generational justice I conveyed online-survey among IKEA´s customers. Online-survey 

questionnaire and results from this survey are presented in Appendix 5 and Appendix 6 

retrospectively. 

 

5.1. Critical discourse analysis from study-visit to IKEA 
The study-visit to IKEA was organized as a four hour session, where students were introduced 

with IKEA´s “Sustainable policies in management” through Power Point presentation.  

 

The session was organized by IKEA´s managers as an open discussion from various 

sustainability functions within IKEA. They presented IKEA´s sustainability work. Students had 

possibility to ask questions and discuss. This session started with a short overview of 

sustainability strategy and its integration into the IKEA´s business within specific areas such as 

IKEA´s external social initiatives, climate initiatives, energy requirements in the supply chain, 

meeting the customer at the store and development a more sustainable life at home. The host 

Greg Priest was in that time IKEA´s Sustainability Manager and the IWAY compliance manager.  

 

With permission from host Greg Priest, with the aim to get more empirical data, I recorded on 

Dictaphone three hours of session.  The transcripts from this session I decided to analyze in order 

to see how IKEA´s managers articulate its sustainable discourse for their purposes, as well as, 

how they dialectically and lexically connecting different elements of Sustainable Development 

concept into IKEA´s business.  

 

IKEA´s communication of Sustainable Development oscillates around its business model, which 

is based on four corner-stones “lowering our prices, improving quality, lowering costs; people, 

and sustainability” (Priest, Appendix 4). Sustainability is added to the three elements of IKEA´s 

business model in a way where sustainability is close related to prices, quality, cost and people. 

All four corner-stoner are “gonna secure the future of IKEA” (Priest, Appendix 4), where IKEA´s 
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manager, Greg Priest, is using holistic business approach trying to explain what Sustainability 

means for IKEA. Besides it, the SWOT analysis, as purely business strategic tool of strategic 

planning, is used in IKEA´s communication of Sustainable Development. 

 

 The SWOT analysis stands for Strength, Weakness, Opportunities and Threats. “Strength” and 

“Weakness” are internal factors within a company that must be reached in order to achieve 

planned goals. “Opportunities” and “Threats” are external factors which came from outside of 

company, and represent business environment with all its components such as market changes, 

legislations, trends, competition etc.  

 

To articulate what Sustainability means for IKEA, IKEA´s manager, Greg Priest, define 

Sustainable Development as “it is more than opportunities then a threat” (Priest, Appendix 4), 

where we can see that “opportunity”, or in this case the sustainability, is something that come 

from outside of company, as a trend; something that IKEA “must” do. We can see here that these 

changes, which IKEA is advocating, are not coming from inside of company, but more from 

outside. IKEA recognized that “dialog starts to change, when those risks can be opportunities” 

(Priest, Appendix 4). Talking about prices, quality, cost and people, IKEA´s manager, Greg 

Priest, linked sustainability with the product life cycle. Closing the loop of product cycle, with 

possibility to recycle product after use, is IKEA´s way to deal with sustainability issues (Priest, 

Appendix 4). Working on products which could be more durable, but which will be more costly 

is not IKEA´s strategy. This impose conclusion that there is no collision between 

overconsumption of products with lower quality and environmental issues if products can be 

recycled. That conclusion, on the other hand, imposes the question: can overconsumption be 

excused only based under the excuse of recycling?  

 

Increased consumption is for IKEA “opportunity” to have bigger influence on customers. Using 

the concept “Economy of scale”, which is a long-run concept for cost reduction, IKEA is trying 

to incorporate Sustainable Development into its communication with customers: “being big also 

makes it possible to influence these things” (Priest, Appendix 4). Emphasizing the issues of 

Sustainable Development, and trying on that way to influence on minds and choice of customers, 

IKEA is reducing the costs of IKEA´s products. Reduction of cost will lower the price which will 

lead to increased consumption under cover of concerns for Sustainable Development issues. 

Lowering the price or being “cost-consciousness” is “some kind of religion” for IKEA (Priest, 

Appendix 4) which will help IKEA to become even bigger company which can have “huge 

impact” in home furniture market. 

 

Talking about “Sustainable Direction” as the IKEA´s strategic plan, IKEA´s manager, Greg 

Priest, pointed out future plans for IKEA where they will focus on retailing some of the 

renewable energy products “at some point” which will at ”a good price” increase consumption 

(Priest, Appendix 4). Lowering the carbon-dioxide, food use, water and other similar features of 

Sustainable Development discourse will be new kind of communication around IKEA that we 

will “start to see” more often (Priest, Appendix 4). Using the words “good growth” (Priest, 

Appendix 4) IKEA´s manager is sending the message that IKEA´s growth is enriched by 

engagement of Sustainable Development into IKEA´s business model, and therefore as such is 

acceptable and justified.  
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During the presentation, one of the students asked about the limits for growth (Student nr. 8, 

Appendix 4). IKEA´s manager explained that IKEA needs to grow, but in “a sustainable way” 

(Priest, Appendix 4). In later elaboration, he connected IKEA´s growth with the corporate social 

responsibility, but he only referred to the social pillar of Sustainable Development, avoiding 

talking about connection between overconsumption and environmental problems in developing 

countries. In this avoidance, he turned discussion toward competition and explanation that 

competition did not incorporate all three pillars of Sustainable Development in comparison with 

IKEA, justifying his standing point that competition is using high prices, while IKEA is using 

lower prices and “responsible way” (Priest, Appendix 4) of doing business which makes them 

unique in home furniture market.   

 

When presentation started to be led by Pia Hiedenmark-Cook which, at that time, was Corporate 

Global CSR Communication Manager at IKEA Group, the presentation and discussion started to 

lean toward IKEA social initiatives and philanthropic activities in developing countries.  Trying 

to connect and explain “philanthropic arm of IKEA” and IKEA´s business model, she 

emphasized that IKEA saw “quite an easy fit” of philanthropy into the IKEA´s business model 

(Hiedenmark-Cook, Appendix 4).  

 

This “fit” of philanthropic activities represented the IKEA´s notion of social issues in developing 

countries and their integration into IKEA´s business model. The new business model is 

representing IKEA´s holistic approach with long-lasting changes where IKEA look at “life 

opportunity of many children, which also fit to our business idea” (Hiedenmark-Cook, Appendix 

4). This “fit” is crucial to build up and improve IKEA´s brand equity and brand image in whole 

South Asia, and particularly in India where use of child-labour in IKEA´s supply chain was 

practiced. 

 

One of these philanthropic campaigns is “Soft toy campaign”, where “one euro for every soft toy 

sold in IKEA´s stores is donated to the Save the Children and UNICEF projects around the 

world” (IKEA Social Initiative, 2010, p.7). Through spreading the concerns for issues of 

Sustainable Development in developing countries IKEA is gathering money for funding this 

campaign by calling its customer to purchase more IKEA´s products. Direct purchase of soft toy, 

even though money is donated, is still call for consumption and one of the sources of profit gain 

for IKEA. Calling for consumption can only increase this figure. The increased consumption is 

clashing with the concepts of Sustainable Development which IKEA is trying to incorporate into 

its new business model. Moreover, these kinds of purchases are used for sponsoring other 

philanthropic campaign such as the “Sunnan lamp campaign”.   

 

Using its customers which are sponsoring these projects (Hiedenmark-Cook, Appendix 4) shows 

other side of IKEA´s philanthropic activities. Spreading the “new” IKEA´s communication to the 

customers, which “think, feel and act with the respect to the brand”, (Kotler and Keller, 2006, p. 

276) is helping IKEA to reach competitive advantage and increase its profit. In the “Soft toy 

campaign” IKEA has raised 23, 8 millions of euros since 2003 (IKEA Social Initiative, 2010, 

p.10), which shows the huge financial volume resulted from IKEA´s philanthropic activities. 

 

It is very interesting to point out that even here IKEA recognized the potentials of huge market 

“we are touching around 100 million children and 90 million of those are in India and Pakistan” 

(Hiedenmark-Cook, Appendix 4) through its corporate philanthropy. For example, situation for 
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the campaign of “Sunnan lamp”, where “one lamp sold, one given”, IKEA even set up selling 

objectives and targets. For Fiscal Year 2011, which stands for 2010 and 2011, the goal is to sell 1 

million lamps, where in previous year was sold 500.000 lamps. This represents how IKEA 

consolidate its marketing strategies with financial targets “structuring target and pushing us even 

more but it is going very well” (Hiedenmark-Cook, Appendix 4) under cover of philanthropy.  

 

Using the concept Economy of scope, which through increase of different goods decrease the 

total average cost and price, “many children” became the source of profit generated through 

undertaken IKEA´s philanthropic activities. Depending on what is the “target for this year” 

(Hiedenmark-Cook, Appendix 4), the budget for IKEA´s philanthropic campaign is defined and 

performed as “business as usual”.   

Besides, the profit generation, increasing the number of children that are going to be reached 

through this campaign is just one of the ways to build up IKEA´s brand, but also to reduce the 

average costs and prices. Therefore, it is on IKEA to choose best suitable marketing program 

which will offer unique strategy for creating “brand contacts” (Annex 1) as sources of building 

the brand and increasing the brand equity and lower the prices.  

 

Being open and clearly stating “so, it is not, you know, just because it is fun” (Hiedenmark-Cook, 

Appendix 4) IKEA is incorporating strategic philanthropy into strategic planning, expanding its 

strategic tools for “brand development” (Kotler and Keller, 2006, p. 284).  With the help of 

external partners, such as Save the Children and UNICEF, IKEA is “involved with them to see 

where we need to do things. That‟s our approach” (Hiedenmark-Cook, Appendix 4).  

 

5.2. Critical discourse analysis of IKEA´s philanthropic and other 
promotional materials 
With the establishment of Stichting INGKA Foundation in Netherlands, in 1982, IKEA 

recognized the future prospects for long-term growth of IKEA. This foundation has two goals – 

fund charity over Stichting IKEA Foundation and reinvestment in the IKEA Group (IKEA 

Group, 2010, p.6).  Social initiatives in IKEA were formed quite later in 2005 (IKEA Social 

Initiative, 2010, p.3).  

 

One of those social programs is “IKEA Social Initiative” which focused on improvement of 

rights for children and youth in developing countries. This program has its mission to “create 

substantial and lasting change that improves children rights and life opportunities” (Ibid, p.2).  

 

In IKEA´s philanthropic material “IKEA Social Initiative with many children” we can see use of 

passive verb and voice formulation. This kind of verb and voice formulation put the focus only 

on IKEA´s philanthropic actions and activities, but not on the particular actors. This can be seen 

in some sentences in IKEA´s philanthropic promotional brochure “IKEA Social Initiative sides 

with the many children”: 

 

“The commitment to children´s right started in the mid-nineties with IKEA actively 

preventing child-labour in our supply” (IKEA Social Initiative, 2010, p.3). 

 

Here, we can see how IKEA is avoiding agent of responsibility for child labour in the mid-

nineties. In this sentence, it is given to the reader the impression that IKEA was not aware of 

child-labour use in its supply chain, and that all guilty and blame should be pointed out toward 
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the IKEA´s suppliers. There is no hint about the accusation of IKEA in media for use of child-

labour. As a replacement, we can see in quoted sentence how IKEA is avoiding setting up itself 

as the agent of responsibility for child-labour and instead of that, IKEA is giving itself a role of 

change. As a substitute, it suggests that it has not been any child-labour in a sense that IKEA was 

aware and connected, except prevention against “others”, in this case its own suppliers, for using 

child-labour.  

 

In this sentence IKEA “swapped” the cause of the problem in its communication, regarding the 

use of child-labour in its supply chain. The swap of cause of the problem, from internal toward 

external side, give reader the impression that IKEA voluntary “tackle the root causes of child 

labour in the carpet making areas of northern India” (IKEA Social Initiative, 2010, p.3) and it 

doesn´t  connect IKEA´s past with these issues. Swaping causes of child-labour gives IKEA open 

space to build itself an active role in “preventing” the use of child-labour in its supply chain, 

claiming that “root causes of child-labour” existed before IKEA started to operate in developing 

countries. Avoiding responsibility also made possible to IKEA to not only actively participate in 

“prevention” of the use of child-labour, but also to be the “pioneer” of child-labour prevention in 

carpet and home furniture industry. This give opportunity for IKEA to get sympathy from its 

readers, which is pointed out toward raising more funds through consumption for philanthropic 

cause, but also improving its brand image and distinguish itself from competition reaching higher 

competitive advantage. 

 

Within the business discourse domain, IKEA is describing its philanthropic programs with use of 

strictly business terminology such as “yield big results from many small steps”, “long-term 

commitment”, “low-cost actions” for nutrition actions, “impact” on child survivor, “cost-effective 

actions”, “children prospects” and “substantial and lasting change” (IKEA Social Initiative, 2010, 

pp. 4-8). This terminology can reflect the IKEA´s philanthropic activities, which are connected 

with social issues in developing countries, as investments. 

 

To integrate sustainability in all IKEA strategies, from local, national till global, is “milestone” 

for IKEA. For that purpose, in 2005, IKEA decided to issue first Sustainability report and this 

practice continues for every fiscal year in order to show improvements in many fields of its 

business which will give IKEA “new momentum”; the switch toward new business paradigm 

where sustainability became one of four cornerstones in the new group strategy “Growing IKEA 

– together” (IKEA Group, 2009, pp.4-5).  

 

All Sustainability Reports have unified structure using ten principles of the UN Global Compact. 

These principles refer to human rights, labour standards, environment and anti-corruption (IKEA 

Group, 2009, p.74). The verbs in headings are written in active form, where attention is given to 

IKEA as an agent of action, enabling reader to resume the text directly from headings and build 

up emotional involvement in a positive way: 

 

 “Listening to our stakeholders and exploring the future”, The IKEA Way on preventing 

Child Labour”, “Introducing a revised code of conduct”, “Expending the certified food range” 

“Moving towards a sustainable range and sustainable life at home”, “Addressing environmental 

challenges today and tomorrow” “Giving co-workers the possibility to grow”, “Addressing 

growing concerns over water”, etc. (IKEA Group, 2009, pp.8-62)   
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Moreover, every second page has “improvement step” with description of particular 

improvement from the “Never Ending list” for reaching the goal of being more sustainable 

company. Content of the “improvement step” is connected with the text.  

Same steps are incorporated in IKEA Catalogue 2011 where IKEA is referring to sustainable 

improvements in its product range, calling its customers for taking more active part by 

purchasing more sustainable products. For example “A good conscience is the best pillow” (Inter 

IKEA Systems B.V., 2011, p. 21) refers to the bedding set that is manufactured by using the 

cotton that is produced with less chemicals and water.  

 

On the other hand, IKEA customers are called to purchase and change a light bubble which is 

more sustainable (Ibid, p. 137), whereas purchase of the Sunnan lamp is better for environment 

and valet (Ibid, p. 336). At the end of the catalogue, under IKEA food section there is the call for 

purchase of the coffee with UTZ certificate which is produced with regards with environment and 

people (Ibid, p. 386).  

 

In order to see how the concepts of Sustainable Development are incorporated into IKEA´s 

corporate communication, I compared and analyzed the main headings from IKEA´s printed 

philanthropic, sustainable and marketing materials given in table 1.The comparison of headings 

showed what the main elements of IKEA´s communication discourse are. 

 

Headings from IKEA´s printed materials Use of 

sustainability 

discourse  

Customer-

oriented 

Solution-

oriented 

Call for 

consumption 

IKEA Social Initiatives sides with many children (IKEA 

Social Initiative, pp. 1-8): 
-“ IKEA Social Initiatives makes a difference in the lives of 

the most important people in the world-children” 

-“ A light in the dark; Sunnan lights up children´s lives 

- “Learning business skills” 

- “1 euro is a fortune” 

 
 
 
√ 

 

 
 

 

 

√ 

 

 
 
 
 

 

√ 
 

 

 
 
 
 

 

√ 
Sustainability Report 2009 (IKEA Group, 2009,pp. 8-62): 
-“Moving toward sustainable range and a sustainable life at 

home” 

-“Increased product testing to ensure quality and customer 

safety” 

-“New Catalogue format and better supplier documentation”  

 

 

√ 
 

 

 

 

√ 
 

 

 

 

 

√ 

 

Welcome inside 2010 (IKEA Group, 2010, pp. 1-27): 
-“Leading toward low-carbon society” 

-“Business and people growing together” 

 -“Re-inventing the dining table” 

-“Connecting thin wallets with big dreams” 

 

√ 
 

 

 

√ 
 

 

 

 

√ 

 

 

 

 

√ 

IKEA Catalogue 2011 (Inter IKEA Systems B.V., 2011, 

pp. 1-386): 
-“Never ending job” 

-“What does life at home means to you?” 

-“If we all change a light bubble” 

-“Create your dream combination” 

 

 

√ 
 

 

 

 

√ 

 

 

 

 

√ 

 

 

 

 

 

√ 

 

Table 1. Meanings of message conveyed in headings of IKEA´s published printed materials 
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As we can see, headings from materials shows almost uniform presence of four elements of 

IKEA´s communication discourse: use of sustainability discourse, customer orientation, solution 

orientation and call for consumption. These elements shows meanings of message which are 

conveyed in headings of IKEA´s printed material. With customer oriented and solution 

innovative formulation of headings, IKEA used sustainable discourse to call for consumption of 

IKEA´s products. Combining these elements into its communication shows that IKEA is 

associating its marketing activities with notion of Sustainable Development through 

consumption. Only one element from IKEA´s communication, the “call for consumption”, is not 

present in Sustainability Report 2009, which is expected hence this material is issued in order to 

inform audience about progress in some areas of sustainability. 

 

5.3. Results from critical discourse analysis 
The results from conveyed critical discourse analysis from IKEA´s presentation showed new 

movement within IKEA strategic management policies. These results can be presented as: 

 

1. Shift of IKEA´s business paradigm toward sustainability discourse 

 

Present business arena suffers from major changes which new tendencies and movements, such 

as doing more sustainable business, are emitting. These changes are manifested in new 

constellation of factors such as economic, social and environmental issues which must be taken 

into consideration. IKEA recognized these changes on time and necessary involvement of them 

into its business core. Together with internal forces and external partners, IKEA is modifying its 

business framework where sustainability is embraced as an opportunity. Incorporating 

sustainability into its business shifts IKEA´s business paradigm toward sustainability which 

started to provide platform for IKEA´s universal model for future decision making. 

 

The shift becomes an inventible part of IKEA´s sustainable marketing communication, where 

audience is broaden from customer toward other market participants, governmental and non-

governmental organizations from developed and developing countries. In order to follow 

directions of Sustainable Development, IKEA developed its sustainable communication message 

announcing new changes and IKEA´s readiness to be part of new business sustainable paradigm. 

Taking into consideration different impulses from business arena and building up its own market 

capability, ensures IKEA new business paradigm which will be base for IKEA´s new business 

model and strategic management framework. This new shift became complex system which 

demands innovative interaction of all involved participants, but which will create feed-back and 

value for IKEA in terms of profit.  

 

2. Change of IKEA´s business model  

 

IKEA´s business model changed as results of IKEA´s new business paradigm. Sustainability is 

part of the new model and all business activities oscillate around Sustainable Development. 

Sustainability is connected with quality of products, where better quality is expressed through 

use of more sustainable raw materials and inputs as well as constantly finding innovative 

sustainable solutions for IKEA´s products. Furthermore, IKEA is still trying to find new 

sustainable solution to close the product loop of its products after use, from production, 

recycling, re-usage till reduction phase. This will help to IKEA to reach new holistic business 

model. The new business model will result in lower price and higher level of consumption of its 
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products. Incorporating sustainability into IKEA´s business model makes IKEA more flexibility 

as an organization. Being flexible as an organization will build up IKEA´s business model which 

will enable IKEA to be innovative leader in home furniture industry launching new generation of 

innovative solution for its products.  

 

 Higher consumption certainly will ensure financial model which will guarantee IKEA´s future, 

but also secure IKEA to follow new tendencies and movements. However, the present IKEA 

business model is not changed completely, hence the existing knowledge and already establish 

business framework are not something that could be change for short period of time. Having 

sustainability in IKEA´s strategic marketing framework, is one of the steps that are so far IKEA 

accomplished. Developing new sustainable products and necessary non-product services which 

will support new sustainable business model is something on what IKEA is still working and it 

can be recognized in “IKEA Sustainable Directions” which represent the overall targets for new 

business model.  

 

3. New consumption through penetration into new markets 

 

IKEA´s shift toward Sustainable Development through corporate philanthropy helps IKEA to 

penetrate into new markets and gain new consumption. IKEA´s philanthropic activities in 

developing countries are helping to develop its brand in those countries. Using the Indonesian 

market as example shows that having good brand image certainly is helping IKEA to “make 

products more affordable and appealing to Indonesian market” (Wisesaputri, 2009, p. 2). These 

philanthropic activities IKEA associates with Sustainable Development, especially with social 

issues. Through its philanthropic activities IKEA already reached over 100 million children in 

developing countries, which are the base of IKEA´s strategic philanthropic activities. 

Philanthropic programs are tailored in a way to improve brand image of IKEA in developing 

countries and increase IKEA´s brand equity, but also to help IKEA to make profit. Improvement 

of brand image assists IKEA to gain higher profit then average for home furniture industry which 

leads to reaching the higher competitive advantage and strengthening IKEA´s position in 

business environment. Competitive advantage, based on lower cost due to less investment into 

brand development and promotion, and higher differentiation based on good reputation, forms the 

model which creates commercial value for IKEA.  

 

Being first on new market certainly brings a lot of benefits for IKEA, where IKEA has more 

room to develop strategies in new market and reach new costumers and new consumption. 

Lowering price of its products, IKEA increase the entrance boundaries for other participants in a 

way that business value of new business entrant is decreased. While other competitors are trying 

to reach the relatively same level of prices which IKEA already established, IKEA is developing 

new sources of differentiation based on innovative sustainable products. This situation always put 

IKEA to dictate the entry barriers for new markets. In this context IKEA used sustainable shift as 

major strategy to differentiate itself from competitors, and getting all benefits which penetration 

on new markets ensure for its pioneers.  

  



25 
 

 

 

5.4. Analysis of online-survey 
In order to see how IKEA´s customers perceive IKEA´s philanthropic activities in developing 

countries I conveyed the online-survey among them. Also, I used this survey to analyze IKEA´s 

marketing strategies which are based on the use of Sustainable Development and effects of 

philanthropic activities on customer‟s consumption patterns and ideas of inter-generational 

justice. Results of online-survey are in the Appendix 6. 

 

In order to see customers perception of philanthropic activities in developing countries, I asked 

respondents to evaluate IKEA´s donation efforts as contribution to improvement of societies in 

developing countries, where 45% of respondents stated that they “don´t have opinion”, while 

30% declare that “IKEA could give more”, 10% of them thinks that IKEA “fairly gives enough,” 

7, 5% believes that donation were “not enough”, while 7, 5% of them thinks that “IKEA gives 

enough” (Figure 1).  

 

On the other hand 42, 5% of customers believed that improvement of societies in developing 

countries, as results of IKEA´s donation efforts were “fair”, 25% of respondents believe that 

improvements were “poor”, while 32, 5% believed that improvement of societies is “good”. None 

of respondents believed that IKEA´s donations efforts contribute to improvement of societies in 

developing countries on rank scale “very good” and “excellent” (Figure 2). 

 

  

 
 

On the five point scale, 52, 5% of respondents gave rank 3 to the IKEA´s concerned with the 

problems in developing countries, where only 22, 5% gave rank 4, and 2, 5% completely believe 

in that with the rank 5. On contrast, 22, 5% of respondents weakly believe in IKEA´s concerns 

with problems in developing countries (Figure 3). When it is about customers perception 

regarding building up IKEA´s brand image in developing countries, 72,5% of respondents 

strongly believe that IKEA is improving its brand image in developing countries and worldwide 

with regards to its donations to developing countries (Figure 4). 

Figure 1: Evaluation of IKEA´s donation 

efforts as contribution to improvement of 

societies in developing countries                                           

Figure 2: Evaluation of improvement of 

societies in developing countries as results 

of IKEA´s donation efforts                                      
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In order to see how IKEA´s marketing strategies based on Sustainable Development and 

philanthropic activities effect on customers consumption patterns, 50% replied that they are 

motivate to buy the toy from the “Soft toy” campaign, while 36,8% of them stated that IKEA´s 

philanthropic activities in developing countries motivates them to consume more of IKEA´s 

products.  

 

Moreover, 57,1% of respondents who are motivated to buy toy from the “Soft toy” campaign 

replied that they would not preferred to give donation without necessary purchase of IKEA´s soft 

toys. Being informed about IKEA´s philanthropic promotional activities and “Soft-toy” 

campaign, 52, 5% of respondents replied that they didn‟t know about these activities. When it is 

about the appraisal of customers‟ awareness regarding ecological sustainability and levels of 

consumption 80% of respondents considered that they see relationship between these two issues, 

where only 20% of them replied negative. 

 

With the aim to see what IKEA´s customers thinks about the ethical side of IKEA´s business and 

how it reflects on their ideas of Stenmark´s principle of inter-generational justice, I set up few 

questions which assess these issues. 82, 5% of respondents ranked on a very high level as 

“important” and “very important” the importance of ethical side of the IKEA´s products produced 

in developing countries, where only 7, 5% of respondents are considered that ethical side is “not 

important”, while 10% of all respondents “didn‟t have opinion”.  Same tendency was kept in 

customers assessment of moral obligation toward future generations where 87, 5% of respondents 

replied that IKEA should have moral obligations toward future generations, while only 12, 5% of 

them think opposite. 

 

 In order to see what respondents think about how IKEA could fulfill inter-generational justice, 

40% of them considered that “more investments in sustainable use of natural resources” is the 

best option, while “more involvement in protecting natural resources” choose 28, 75% of 

respondents, whereas in same percentage equally to each option 13, 75% of respondents thought 

that “promoting less consumption” and “giving incentives to developing countries” would be 

better option (Figure 5). 

 

Figure 3. Evaluation of IKEA´s concerns with 

the problems in developing countries 

Figure 4. Evaluation of IKEA´s improvement of 

brand image 
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As last question in this survey, I offered few alternatives to respondents in order to see how they 

perceive the problem between increased consumption of IKEA´s products and sustainability. Half 

of respondents “have their personal plan to reduce their consumption”, where only 10% of 

respondents considered that they “don‟t see any problem”, whereas 22,5% of them thinks that 

“IKEA´s should take care for it”, 10% of respondents evaluated that “other actors should solve 

such a problem” and 7, 5% of them see that there is problem, but they “don‟t consider as their 

own problem” (Figure 6).  

 

 

 
 

5.5. Results of online-survey 
This online-survey gave some answers on second and third research questions from this thesis. 

Distribution of responses between respondents did not show any deviation, which is good 

indicator that questions were good formulated and that sample size was big enough to convey the 

survey and draw conclusions from it. The survey gave following results: 

 

1. Weak impact of IKEA´s donation efforts in developing countries 

 

The survey showed, when it is about general impression about customers‟ perception of IKEA´s 

marketing activities with notion of Sustainable Development, that majority of respondents 

consider that IKEA´s donations effort as contribution of societies in developing countries are not 

enough and that IKEA should dedicate itself more to this task. Majority of respondents evaluated 

that improvement of societies in developing countries are still not on adequate level and that 

improvements are not fairly sufficient, while only 7, 5% of respondents considered that IKEA´s 

donation efforts are enough. More than half of respondents do not believe that IKEA is concerned 

with the problems in developing countries. They recognized the IKEA´s marketing strategies 

with the aim to develop and improve IKEA´s brand image under shield of strategic philanthropic 

marketing activities. 

Figure 5. Ranked alternatives how IKEA could fulfill inter-generational justice 

 

Figure 6. Ranked alternatives how IKEA´s customers see a problem between increased consumption of 

IKEA´s products and sustainability  
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2. Increased consumption patterns with regard to philanthropic activities 

 

Effects of IKEA´s marketing strategies based on the use of Sustainable Development and 

philanthropic activities on customers‟ consumption patterns are reflected in high consumption of 

IKEA´s products such as IKEA´s products from “Soft toy” campaign. Half of respondents 

claimed that they are motivated to participate in this philanthropic campaign, while around forty 

percent of respondents claimed that IKEA´s philanthropic activities in developing countries 

motivate them to consume more IKEA´s products. What must be emphasized here is that around 

half of respondents claimed that they are not informed about IKEA´s philanthropic activities 

which impose conclusion that the consumption patterns will increase when IKEA starts to more 

aggressively promote its philanthropic marketing campaigns.  

 

3. Strong expression of necessary presence of inter-generational justice in developing 

countries 

 

This survey showed that IKEA´s marketing strategies based on the use of Sustainable 

Development and philanthropic activities must ensure the presence of the Stenmark´s principles 

of inter-generational justice in developing countries. Very high percentage of respondents 

strongly reflects that ethical side of the IKEA´s products produced in developing countries is very 

important and that IKEA should have moral obligation toward future generations in these 

countries. In order to see how this obligation could be fulfilled, respondents emphasized 

investment in sustainable use of natural resources and involvement in protection of natural 

resources. This result showed that inter-generational justice can be reached by higher 

involvement of IKEA into the environmental issues in developing countries.  

 

6. Discussion 
Critical management studies are putting “particular object of study in a wider cultural, economic 

and political context, relating a focused phenomenon to sources of broader asymmetrical relations 

in society where conflicts can be resolved and argued with justice and fairness” (Alvesson and 

Stanley, 2000, p. 1). These studies are good framework to study main concepts of Sustainable 

Development as well as when it is about Stenmark´s principle of inter-generational justice. 

Broadening the context in which big companies are doing its business gives more solid 

framework for analysis of their business. This acknowledgement is essential when shaping new 

forms of business playground, where some rules of doing business must be established.   

 

 IKEA is one of the big companies which impact on international business arena is significant 

and as such it must be observed under the constant loop of sustainability checkups. These actions 

must be established in order to see how IKEA is shifting its business paradigm toward 

Sustainable Development and how it is incorporated into its business activities. Necessary 

changes of IKEA´s business model toward sustainability discourse should not clash with some 

concepts of Sustainable Development such as reduced consumption and protection and 

preservation of natural resources and inter-generational justice, These elements of Sustainable 

Development should be part of IKEA´s new business model if IKEA wants to shift its business 

paradigm toward sustainability discourse.  

  



29 
 

The results from critical discourse analysis and online-survey are presented as following: 

 

Critical discourse analysis Online – survey 
-  Shift of IKEA´s business paradigm 

into sustainability discourse 

- Weak impact of IKEA´s donation effort in 

developing countries 

-  Change of IKEA´s business model - Increased consumption patterns with regard to 

philanthropic activities 

-  New consumption through penetration 

into new markets 

 

 

- Strong expression of necessary presence of inter-

generational justice  

Analyzing IKEA´s philanthropic and other promotional materials showed that IKEA is starting to 

incorporate sustainable discourse into its business which is problematic. The reality check ups 

from online-survey reflected the opposite. IKEA´s customers increased its consumption patterns 

based on promotion of IKEA´s philanthropic activities with tendency to consume more of 

IKEA´s products in future. The main problem that was analyzed in this research showed how 

IKEA perceive and use concept of Sustainable Development and relates it with consumption.  

 

The research questions have been answered as follows:  

 

1. How the concept(s) of Sustainable Development is/are incorporated into IKEA´s 

corporate communication and how does IKEA associate marketing activities with notion 

of Sustainable Development?  

 

Analysis of the transcripts from study-visit to IKEA showed that sustainability is going to be one 

of the IKEA´s corner-stones for future growth and generation of profit. Sustainability is closely 

related to prices, quality of products, cost reduction and customers, in a way that better quality 

product is the one for which production is used less and/or more sustainable materials which will 

reduce the IKEA´s cost. Reduction of costs will affect the IKEA´s customer to buy more with the 

results of increased consumption. Increased consumption will lead to bigger growth and higher 

profit. Use of less and/or more sustainable materials as inputs into IKEA´s products showed 

IKEA´s notion of Sustainable Development when it is about their corporate side of doing 

business in developing countries. Also, new consumption, through penetration into new markets, 

is something that IKEA is gaining through its programs of social initiatives in developing 

countries. These programs are connected with social part of Sustainable Development.  

 

One of previous studies such as “IKEA expansion to Indonesia” confirmed that IKEA tries “to 

create and increase brand awareness” in order to reach new markets, for example, 5% of 

Indonesian market share for period 2009-2013 (Wisesaputri, 2009, p. 2). The study 

“Internationalization of IKEA in the Japanese market and Chinese markets” showed customers 

perception of IKEA´s brand image on Asian markets. This perception reflects IKEA as “an 

expensive western brand” (Chaletanone and Cheancharadpong, 2008, p.30). 

 

 Therefore, IKEA is trying to shift production more locally through penetration into new markets 

and lower the prices of its products and increase consumption (Wisesaputri, 2009, p. 3). These 

two studies showed IKEA´s intention to enter Asian markets which were for long period of time 

not opened for non-Asian companies.  
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When analyzing main headings of IKEA´s philanthropic and promotional printed material some 

unified features were identified. Those features are: use of sustainable discourse, customer 

orientation, solution orientation and call for consumption. All four features are almost cohesively 

present in those materials. This show how IKEA managed to incorporate Sustainable 

Development and “green” its communication with the purpose to relate its marketing activities 

with Sustainable Development. Moreover, the selective choice of active and passive verb and 

voice formation in philanthropic and other promotional materials with the aim to avoid agent of 

responsibility shows IKEA´s linguistic misuse of sustainable discourse.  

 

This misrepresentative notion that IKEA incorporated Sustainable Development in its business, 

very well best present IKEA´s way to name the Sustainable Development as “Never-ending Job” 

(IKEA Group, 2009, p. 16). This formulation of Sustainable Development opens wide range of 

excuses why Sustainable Development is still not incorporated into IKEA´s whole business 

model, except IKEA´s “green washed” communication.  

 

2. How IKEA´s customers perceive IKEA´s philanthropic activities in developing countries?  

 

The conveyed online-survey showed perception of IKEA´s customers toward IKEA´s 

philanthropic activities. Majority of IKEA´s customers recognized interests hidden behind 

IKEA´s corporate philanthropy. This perception of IKEA´s customers showed that IKEA should 

involve more itself in all part of societies in developing countries in order to better understand 

socio-political aspects of the dynamics in developing countries which influence economy in these 

countries. This is confirmed with results from survey which showed that majority of IKEA´s 

customers believe that present donation and other philanthropic activities are not enough 

comparing with the inputs which IKEA´s is getting from these countries in its production.  

 

The study “IKEA and CSR: Like Hand in Glove?” showed that customers´ perception of IKEA´s 

Corporate Social Responsibility is undesirable. IKEA is “so reluctant to communicate its CSR 

effort” (Gronvius and Lernborg, 2009, p. 34). Not communicating its philanthropic efforts leaves 

open space for possible speculation and negative perception for IKEA´s CSR activities as “green 

washed” (Ibid, p. 19). One of the findings from this study is that IKEA is not engaged into cause-

related marketing “to any great extent” (Ibid, p. 19). The reason for that can be that IKEA doesn´t 

want to label its donation activities as cause-related marketing (Ibid, p. 19). 

 

3. Does IKEA´s marketing strategies based on the use of Sustainable Development and 

philanthropic activities effects on customers´ consumption patterns and ideas of inter-

generational justice? 

 

IKEA´s marketing strategies based on use of Sustainable Development and philanthropic 

activities have effects on customers´ consumption patterns. IKEA´s involvement into issues in 

developing countries through philanthropic activities motivates them to consume more. This 

consumption patterns will have tendency to grow, when IKEA is starting to promoting more 

these activities by aggressive use of promotional campaigns in media and impulsive shoping 

during longer period of time. To this conclusion it must be added as supplement the results from 

critical discourse analysis of study-visit where IKEA´s manager announced increased 

engagement within the field of IKEA´s marketing philanthropic communication. 
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Further, survey indicated inevitable need for necessary presence of inter-generational justice in 

developing countries. The results reflected that Stenmark´s principle can be reach if IKEA 

promote less consumption and if IKEA invest more in sustainable use and protection of natural 

resources. Moreover, IKEA´s philanthropic activities are not sufficient to reach the inter-

generational justice in developing countries. IKEA should commit itself more to this mission. 

 

7. Conclusions and suggestions for future research 
This study exposed critical perspectives of IKEA´s marketing discourse. These critical 

perspectives are reflected in following: 

 

1. IKEA is incorporating sustainability discourse into its organizational communication 

discourse, but this incorporation can be assessed as problematic. The results from this 

thesis showed that IKEA incorporated notion of Sustainable Development into its 

organizational discourse, but reality showed the opposite. Perception of IKEA´s 

customers reflects this reality. 

 

This study indicates the need for further critical discourse analysis of businesses in order to create 

resilient bodies of responsibility for society, environment and other sustainability issues in 

developing countries. A similar study with non-discourse analysis would give more detailed 

insights into the use of sustainability discourse in external communication of IKEA. This would 

help to better understand the issues of Sustainable Development and reduce the level of open 

interpretation of very vague definition of Sustainable Development. 

 

2. The perception of IKEA´s customers showed that IKEA is not enough dedicated to its 

tasks in developing countries when it is about IKEA´s corporate philanthropic activities. 

Assessment of IKEA´s philanthropic activities showed that IKEA should invest more in 

sustainable use of natural resources and protection of natural resources in order to reach 

inter-generational justice. 

 

Further analysis of benefits from IKEA´s investments in use and protection of natural resource 

would show IKEA´s contribution to societies in developing countries. Benefits from these 

investments should influence on level of inter-generational justice in developing countries as 

well. 

 

3. Promotion of consumption is absolutely one of the most significant IKEA´s failures when 

trying to incorporate concept of Sustainable Development into its organizational 

discourse. Instead, IKEA should promote less consumption if wants to incorporate 

Sustainable Development into its organizational discourse and practice.  

Future research suggestion should be focused on analysis of customers‟ awareness for 

sustainability issues which would link the relationship between ecological sustainability and 

levels of consumption. The research would provide the platform for further actions. These actions 

would increase customers´ awareness for sustainability issues in order to reduce consumption.  
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Appendix 1: Secondary sources of Brand knowledge  

  
 

 

Figure 1: Secondary sources of Brand knowledge (Kotler et. al., 2006, p. 287) 

 

Source: Philip Kotler, Kevin Lane Keller, Marketing Management, 12
th

 Edition, Chapter 9: 

Creating brand equity, Pearson, 2006 
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Appendix 2: IKEA´s invitation for  the study-visit 

 
Appendix 3: List of participants to IKEA study-visit  
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Appendix 4: Transcripts from the study- visit  
 

IKEA Headquarter, Helsingborg, October 22 2010 

 
IKEA´s Presentation on topic: “Sustainable policies in management” 

 
Participants:  
 
Greg Priest – Sustainability Manager and IWAY compliance manager 

Arvid Grindheim – Project Manager for ´IKEA goes green´ 

Stefano Brown - Retail Sustainability Manager 

Pia Hiedenmark-Cook – Corporate Global CSR Communications Manager at IKEA Group 

Niklas Dahlberg – Program Officer at Swedish Institute 

Anna Dahlström – PR at the Swedish Institute and Coordinator for SI Network for Future Global 

Leaders 

Students and scholarship holders from Swedish Institute 

 

Greg Priest: 
 Welcome to everyone to officially IKEA services AB which is a part, of course, of the IKEA 

Group and maybe not the typical story we are used to sing in IKEA. This is wonderful building, 

we called Sockerbruket, which actually used to be an old sugar factor actually and we moving out 

and we had some discussion with the city, think this was somehow developed into fantastic office 

and it is great environment. Welcome, I was interested, actually, very interested to see the list of 

people who are gonna come because I, I can tell you in my experience in IKEA, I´ve never been 

with such diverse group of people from such different countries, and actually there is only one 

that I haven´t visited in my IKEA travels. So, that was interesting. 

 

 Welcome, this is very un-formal group here, I can tell you, throughout the company. So, feel free 

during presentation, if you have questions or comments or whatever just jump in. My name is 

Greg Priest. I have couple of different roles in a moment in IKEA. My first role is IWAY 

Compliance manager. IWAY is our internal name for code of conduct that we work through 

supply chain, requirements for our suppliers from a health and safety and working conditions 

from environment point of view; my second job, at the moment, is acting as a Sustainability 

Manager for IKEA….we have new Sustainability Manager at IKEA joining us in February…and 

in last four months. Until then, I am keeping the ship going sustainability the way I would guess 

saying. And at today we also have three other people joining in presentation.  

 

We have Arvid Grindhein, which just came in, which is Project Manager for something we call 

´IKEA goes renewable´. Stefano Brown who is our Retail Sustainability Manager, so giving you 

some kind outlook from Store perspective and meeting customer and then we have Pia 

Heidenmark-Cook who is working with ´IKEA Social Initiative´, which is basically our work 

from charitable angle, outside of IKEA.  

 

She will full you with all that. So, I will ask you a simple question. Is anyone ever been to IKEA 

store? It does happen. OK, so everybody shopped at IKEA before. So, at least we can start with 
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that. You might, tell also that I am also speaking strange accent and I am actually Canadian. I 

moved to Sweden five years ago now. That‟s my addition to diversity for today. 

 

IKEA, what does this strange name stands for. So it is basically, in sense, the address of our 

founder Ingvar Kamprad, and the last two is Elmtaryd Agunnaryd which is actually the parish 

where he grows up in Småland, where are basically our, where our offices, our head office is 

located still in Elmtaryd. Huge area in Elmtaryd which does all the design and development work 

for IKEA, very much in center of forest there, close to our roots. Småland; why such 

multionational company, has big office up in middle of forest in Sweden, seems kind of strange, 

but it makes perfect sense to us, because it is close to our roots and I think as you go through 

today you will see that our roots are very centered in  Scandinavian and in Sweden and in culture 

and I think we reflect that in many ways and I think, we think, is good, reminder for ourselves to 

remember where we are came from, to get inspiration for what…how the company was formed. 

It is huge company now and I will show you some numbers, but I think, for all of us who work 

here, we still feel kind of small and is very much home company or home business in a sense. 

Maybe, I go back for 2 seconds, because some of the things we will continue, probably you will 

here today.  

 

Our roots in Småland give us few things. Småland was very, I guess, poor area in Sweden 

historically, and when our founder was growing up was very much that. So, his idea that ….good 

quality and good price that many people can afford was very ingrained in early age and you can 

see that in whole business model of IKEA. We shouldn‟t be the most expensive, we shouldn‟t 

been the most…you know… for only the few who have a lot of money. We like to say we are for 

the people who have  thin valets, but still wants nice home and to be able to live on nice way, and 

that‟s very ingrained in the way we work. 

 

We are low-cost company in everything what we do, and we always think that we need to work 

smart and not more expensively and to be very frugal with our resources, which also come into 

the sustainability. 

 

So, I talked about these and, this is some kind of values that we have and hopefully see as we go 

along. It is very much about this and...I think…it goes back to being very casual company 

whatever does, we all working together, we are in together, you will see our, maybe today, 

walking around with our CEO Mikael Ohlsson, who is in the house, and he will blended with 

everybody else. He is not the guy wearing three peace suits and everything like that and 

everybody says ´Hej, Mikael´. It is just casual atmosphere. We are working together.  

 

Cost-consciousness is some kind of religious, in sense, always being smart with our resources. 

Trying to be humble and I would try to talk more about it when sustainability communication, 

how we do that.  

 

Dare to be different – we always ourselves can we be different in a better way. Someone 

mentioned, why we move to Helsingborg and sometimes we move a lot. We are like some kind 

of family. We always looking how we can do better, how can we be different in changing things? 

Hopefully, you will see that reflecting our range as well. 
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Being on the way – we always… most things remain to be done. You can be happy, you can be 

satisfied minute and say:” hmmm, good! We finished that and what´s next!” and look forward 

and it is very much like that in the company. This comes back to our vision “To create every day 

better life to people”, and we do that, of course, through selling them furniture, but it is very 

much about the many people. It is not the select niche, somewhere; it is not people who have a lot 

of money. It is for the most people, for the many people, people that don‟t have a lot of resources, 

but still want a nice life, and because of… if you need sofa and if you want to buy it with good 

price, then you also have some money left over, maybe for vacation, maybe for something else, 

and which I think…at very history beginning of IKEA was very much not that way. People who 

didn‟t had money basically had to spend the money on basic necessities of life and then didn‟t 

had anything left-over, so that was very much effecting what Ingvar thought when forming the 

company; but of course, we say we want law price, but there also have been some things behind 

that, so the function is very important, which is actually doing what you want to do and 

Scandinavia, I think that ´Swedishness´ that should be also a good design and should look nice; 

and I mean, of course, that is not going to appeal to a customer.  

 

Quality should be at good value, but also have a good quality and a quality that you expect, that is 

going to last, and then we bring , of course, the sustainability into this, which will be our focus 

throughout today. 

 

What does Sustainability mean?  

 

Before we answer on that, let‟s first give the scope of size of company. These are. We are 

worldwide. We have stores throughout the world, but these are our biggest sales market still; in 

Germany 44 stores and our sales very region, which is spread out quite a bit, but still very Europe 

focused, so we think we still have ways to grow in many markets. 

 

Purchasing at a glance; maybe you would expect that Asia is up there, but if you look at Europe 

and production throughout the world, and Europe is still biggest supplier in terms of products. 

 

Some brief notes, these are all in euros. Basically around 22 billion euros in sales; and if you 

want some background, for anybody doing some paper on IKEA there is on the Internet the 

overview of our financial results that you might look at IKEA.com. We have close to 300 stores 

around world which seems a lot, but when you spread around the world, there is still a lot of 

room to us to grow. I think some other numbers that other companies would be very happy, 590 

million store visits around and this is of course growing and growing every day, still around 200 

suppliers in 55 countries around the world.  

 

So, from the sustainability point of view it does ask a lot of questions. We have a lot of stores, we 

sold a lot of products, we use a lot of resources, we have transport involved in all of this. ´How 

can you be a sustainable company, how can you say that´? 

 

So, hopefully we have made some answers on that. 

 

We think, being big, how can a big company be sustainable, and how can a big company have a 

positive effect?  
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Well, in the big company, if you make small changes, you can have huge impact around the 

world, from both of social and environment aspect.. Change…. WWF talks about basically that 

top 10 companies in any category controlling about 80% of resources in that category. So, if you 

talk about fish, the top 10 companies who sources and sell fish control about 80% of market in 

world. Change those 10 companies and you change everything to do with that resources and it is 

same in forestry, cotton industry, in everything, so it has a huge impact 

 

But we had some challenges, just a few, and I am sure you are familiar with all of these, and they 

all affect us in different ways within the company and I hope we will touch on most of those 

during our talk today. Sustainability (showing on slide the triangle with three elements of 

sustainability: economy, social impact and environment); many people, I think, in past talk about 

social and environmental work in company, but without this part (showing environment)   the rest 

doesn‟t matter. If you are going to be, someone said we want to be a company forever, we want 

to exist forever, which means you need to be, not only economically profitable, but if you don‟t 

take care about other two (social and environment), then you are not going to have this. The same 

is with these. It has to…everything in consideration. So, what does this mean? With all respect, 

and have a positive impact on people and limited resources of our planet, we actually think we 

can, on long run, or even more immediately have a positive impact. 

 

So, how we do that? All we do is use resources, turned them into something and then we sell 

them? Howe we can have positive impact on that? That‟s the challenge. Recently… every 

company has directions, something that guides them through next 5 year, 10 years and we 

recently started something we called  “Growing IKEA together” and it is basically our business 

plan, our business plan instructions for the next 5 years, and it is basically made of 2 objectives. 

First – we want to be leader in life at home, so when you are searching for something in home we 

want that you think on IKEA; second – we want to have growth and sustain long-term 

profitability. It doesn‟t mean that you need to make everything at once that needs to be a long 

term. So, how do you do this? You need to base on something. 

 

So, basically, there are four corner-stoners (1. Going to strengthening our range: lowering our 

prices, improving quality, 2. Lowering costs,3. People, 4. Sustainability), that are gonna secure 

the future of IKEA. 

 

Our range: of course, the products we sell have to be well designed, they have to have a good 

quality, they have to have good design and everything that I talked about. 

 

Lower costs: we have to have low cost. I mean, you are not going to shop at IKEA if the prices 

are very high. You have other opportunities to do that.  

 

People: of course we need to develop our people within IKEA. 

 

Sustainability: When we talk about sustainability and social responsibility, it is not just 

externally; it is internally with our co-workers (suppliers). And then sustainability, because as I 

said before if we don‟t take care all of these things, we are not going to be around. When we talk 

about sustainability… I think, I´ve been with now IKEA for 15 years; I know which is so 

surprisingly because I am so young (laugh)… For 15 years, I would say, I work with 

sustainability and social environmental issues for 10 of those years, and we used to talk more 
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social-environment things from the defense point of view. You know… we have to take care, 

´cause it´s gonna be a risk associated with a child labour, it can be risk associated how much 

wood we use. Of course, we have to look at those points of view, and I think, dialog starts to 

change, when those risks can be opportunities; If we do look at our use of wood and do it in a 

very good way, then we can actually change types of products we sell, we can change the way we 

design things, we can attract more customers, because they feel confident in the way we work. 

So, it is more than opportunities then a threat (refers to SWOT analysis). Of course, you need to 

change the way  you of think it is, everything in business is then, you have to question everything 

you do. 

 

But, we have do impact on everything. We basically, take raw material, turned into products and 

what happens at the end? So, the challenge has been and continues to be, and will be is to really 

look at every piece of this puzzle and do it in a better way and, hopefully,  integrate them into the 

work as we going. 

 

Within this ´Growing IKEA together´, we have ´Sustainability Direction´, and there are four 

major areas that we look at. I wouldn‟t touch….I will talk a little bit about each of them, but then 

the different people today, will kind of, get into depth of those. 

 

Before we go; any questions. I am talking too much. Any? 

 

 Student nr. 1: When you said lowering the prices as a part of sustainable strategy, but, you 

know, todays like, in today´s world, the people, generally give; they don‟t touch actually the use 

of products, they more touch on the economic politics, so the prices are lowering, after they use, 

they throw away and buy new one? For my point, it is the biggest challenge of the IKEA´s 

product.  

 

Greg Priest: Absolutely, and if we can hang-out for a second; it is the crucial question, I would 

say, with the sustainability: mass consumption. How do you deal with that, and if can hold on for 

a second, and I think it is great question. 

 
So, our areas, offer range of products that are more sustainable. We get criticize sometimes 

because when you walk in IKEA store, outside of our food range, you would never see any eco-

labels on any our product; you will never see brand of this certification body, you will only see 

IKEA label; and our theory is that ´why should we have one or two products that are 

environmental responsible or social responsible. We shouldn‟t. We should have a whole range 

moving forward. And that´s the idea. Are we there yet? No, but our idea is not develop only to 1 

or 2 products. It is the root to whole range. Some products are ahead of others, and we don‟t want 

to highlight one or two, for good or for bad. 

 

When we talk about the better range; How do you measure that? What we done is that we came 

up with something we called a Score card, we are just introducing this, and we are working with 

that for few months now, and is basically to change mindset of everybody who is working with 

products, and it incorporates everything we do from sustainability point of view. So, when you 

are designing product you have the Score card and if you want to be more sustainable, I have to 

reach certain benchmarks at the end of results and it includes all of this types of things. Where is 
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material from, what kind material is it, how is produced, what kind of transport has been had 

involved, at the end of life: can I recycle it, can I reuse it and change something about it? 

 

It will capture all things we will talk about it today. As we go along, we do this with every 

product, in the range. Some are up here, some are down here, but it is to move the whole thing, 

and hopefully we will be able to communicate that saying now our range is this percentage, this 

percentage, this percentage and you will see it move every year. 

 

  Then, of course, this includes, not only our home furniture, but food products, and I will talk 

about the only products that you would see some other label on. This one has UtZ coffee 

certification, which is….when we talk about area that I am working…IWAY which is demands 

that we put for our suppliers, one of the weak links of  that is our food services, because it goes 

back so far in supply chain; how would I followed all way back to coffee plantation in 

Guatemala? So, what we said, is ´is there somebody else there who is doing that work that we can 

match up with ourselves´? To have little bit of faith of how they are working, and this UtZ 

certification is the only one we set up. They have similar values; they have similar ways they 

working. So, you will see our coffee now which has this UtZ certification. We met actually this 

morning, and they are also doing chocolate and they are doing tea, so you are start to see more 

things coming from this; and I would really say, if you are interested to look at this, this is really 

interesting organization to look at the way they work, because they also take different approach 

then some other certifications, which are very niche. So, the difficulties with some them, I will 

not mention names to have deal with organic production. They are very small niche and we are 

huge retailer, we can´t get it. Either, they wouldn‟t let us certify by that, because we are large 

retailer, rather we don‟t have volume to do it. WE have this one (UtZ certification), that is 

working with different types of producers, and working in a same way that we are. We think that 

there is a good fit there. 

 

Student:  Inside of restaurants you have food shops. I have friends that were going to buy musli, 

and they couldn‟t find, that good musli, anywhere else. Are you going to sell the food? 

 

Greg Priest: In Sweden, you maybe don‟t see much, maybe more outside of Sweden, because you 

can buy Swedish specialties anywhere in Sweden, so it is not so special (laugh). I am from 

Canada and we have huge retail shops as well with the Swedish products and it is very important 

for us, because it is part of the identity of being Swedish, getting people to have a taste of 

Scandinavia and Sweden. And now when I go to home in Canada for vacation, I can still buy my 

Kalle´s caviar for my breakfast in morning which is…I think it has something that makes you 

addicted to it (laugh).  

 

Just, to move on quickly, before I run in others´ people time.  Some the other ones, I mean, the 

big things for us, I mean, the wood and cotton. 

 

Two things that are huge in our range and I think if you think the worldwide, the impact we can 

have on this is absolutely huge. We have cooperation in both areas with WWF, and some 

development in something we called “Better cotton” which is, basically, helping farmers to raise 

cotton on better way, because it is very water, chemically intensive. They can do it in better way, 

which will increase quality, lower price and benefits to everyone. Farmers save on water, 
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chemicals, the price goes down. They actually get more yields, can sell it, it is just benefit, ´win-

win-win´. 

 

We have leading role in low carbon society. How does the company do that? We want to, of 

course, decrease our carbon impact, so this is from our own operations and when Arvid comes he 

will talk a little bit of that and Stefano as well; how we do that, because, of course, we have our 

own stores, we have our suppliers, we been working with them, but How can we affect 

customers. I mean we sell a lot of products. How can we help you at home to decrease your 

carbon impact, how we can help you to reduce your water use, how can we you help you reduce 

amount of food you throw out by giving you smart solutions on that. We think we can educate, 

we think we can give you opportunities, and this goes back to one of our questions…people 

always talk about…well, customers pay more for sustainable products when they make that 

choice and the better questions, I think,  is ´should a customer had a choice´?. As a retailer should 

I put two labels on something and said ´here is low price one make under the bad working 

conditions and they use resources really bad, but it is low price´, and this one ´higher price, but it 

is made under good working conditions, so you choose´. So, should I put that on the customer? It 

should be on me. I mean, I am making the product, why should I have to choices of doing it on 

bad way. I think it is ridiculous question, and that is the idea of moving the whole range into 

sustainable way. Are we there yet? No, absolutely not, but that‟s what we want to do. And we 

think we can influence you and give you the choice to make it easier to live more sustainable life 

at home. 

 

Just a quick snapshot of our carbon footprints (page 6), because we are always talking about our 

own operations, you gonna look at your own operations. We look at carbon-footprint at IKEA 

and this is a lot of numbers that sometimes I get confused about. Our own units here, is basically 

2% of the carbon that we are responsible for in the world. If you look here at the raw material, 

how they are actually extracted is a large enough.  

 

The customers, how you actually use the products, and what are you doing at the end is huge 

amount. Then, within the scope of most business you look at these two, how they manufacture 

and how we sell them…and then, nobody is worrying about these two. It is somebody´s else 

problem, but if you can design the product that use less resources and use resource that are more 

sustainable you can have huge impact here, and then educate customers and give them better 

choices, you can have huge impact here, and that‟s being sustainable, and also giving them 

hopefully opportunity to turn those back into raw material which you use here, here and here. 

 

We do look at energy reduction, of course, in our supply chain and we have numbers of different 

programs how to do that, help our suppliers can be more energy sufficient with as you can see 

with some very good results so far; but we have 1200 suppliers around the world, that is just 

home furniture suppliers, but if we talk about suppliers services to IKEA it is probably around 15 

– 16000, but home furniture we are focusing for today. 

 

So, we talk little bit how can we reduce emission in society. It is giving you better choices for 

less, it´s how we sell products, if we can be smarter, the way we actually package them, I mean, I 

would say, what I start  it out to this package would have huge cardboard all they way around it, 

it would also had wooden palate, you would be probably used once or twice and then was 

damaged and then you had to redo it or this once are reusable and then when they get broken, we 
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sending them back and company recycles them into new one and it is….they are about twentieth 

the volume, the weight which helps transport. You will see a lot and Arvid (Project Manager for 

“IKEA goes renewable”) would talk about this, about renewable energy at our own unit.  

 

Could we get into, when we are thinking actually on different business models, could we actually 

sell renewable energy at some point to our customers, and making it get easier for you to do that 

at a good price? 

 

 Not that….why should you have to pay more for good energy. That would be wrong. And we are 

focus on these, and I think you start to see some communication around us, from us. Energy, how 

we can help you save energy, waste, food waste especially, has the biggest impact on CO2 

perspective in society, how much food we use and how much food we throw away, and if we can 

help you to do that on smarter way, that´s good; and the water.  

 

We do a lot of partnerships, and I think WWF is our largest partner. We don‟t have all of the 

expertise and knowledge in these areas, so there are a lot of organizations out there to do, so they 

help us support a lot in many different areas.  

 

Turning waste into resources; I am not gonna touch a lot of these stuff; because Stefano is going 

through that as well, so I am gonna go throw that quickly. 

 

Taking social responsibility as well; there are numbers of different perspectives of this. Pia will 

touch on the external at IKEA. “External” as from not in our store perspective, so IKEA Social 

Initiative and how we work with that. Stefano will touch on taking social responsibility from a 

very community based way, in our store, in our distribution centers and all of that. We are part of 

local community, so how we do that.  

 

And, then, it is also with our co-workers, because, of course, we have 150.000 people who work 

directly for IKEA around the world, and, of course, we need to take responsibility for them. It´s 

good working conditions, it´s a balance of work and life, it is making sure that there is good 

diversity within work force that we give equal opportunities around the world and we develop 

that way as well.  

 

Social working conditions, of course, this is my “baby”, this is what I work with in my regular 

work. It is basically covering 19 questions, 19 areas of requirement that we have for our suppliers 

from both social perspective, so it is payments on wages and working hours on overtime, making 

sure that right insurance are had by people, it is also working conditions. It is safety, it is a health 

and safety, making sure that air quality is good, making sure that lighting is good, making sure 

that they are having the right equipment. It is also environment; and that´s the internal 

environment, it is also making sure that water isn´t being discharged into local river, or waste is 

not dumped into back yard, and that is around the world, and we apply the same standards around 

the world in every supplier that we have; and I can say we been working with this now as a 

month ago for 10 years, and we also follow our upper sources. We have about 80, 81, 82 people 

who are just auditors, just IWAY auditors, that go around and audit every factory, all of our 

factors around the world. It is little bit unique, if I can be un-humbled for 2 seconds, because I 

think it is quite remarkable thing, it is quite untypical that company does that; that most 

companies either have standard and have somebody else do it, which has its advantages as well, 
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but we do the other way, we do all of our own auditing, and then we have third parties companies 

that come and check us behind, to make sure that we live up to what we say we do, and that‟s 

actually quite of my group´s responsibility. 

 

Communication: Couple of people would touch on this, but IKEA traditionally and we will 

always be…this is…we would like to think ourselves as little bit humble, talk about things we 

done, rather than things we plan to do or want to do, talk about facts, but we also know that if 

customers don‟t know that you don‟t do something, than they assume that you don‟t do it. So, 

you need to communicate more, and of course it gives more confidence to customers in buying 

new products. So, a couple years ago we started doing a yearly Sustainability Report, so if you 

want to go into really details what we do it, how we do it and the results. You can find that on our 

Internet site as well. Stefano (Retail Sustainability Manager) will go, little bit, into how we do it, 

something that we call “never-ending job”, and of course, there is a lot of communication on our 

web site. We will see, I hope you will see, over the next few years, months, days more 

communications from us, talking about how we work. One of our goals is to really be more 

transparent in this way, and part of that was the release of our financial statements. We are 

not…we are private company, we are family owned company, we are actually owned 

by…..hmmm..…it is little bit complicated (laugh) than that, but it is basically a Foundation, so 

we are private company. We are not required to do quarterly statements, which also give us the 

advantage of actually looking more long term at things, because we don‟t have to worry about 

share-prices going down, because we had one bad quarter or whatever. We can look a very long-

term at things which is great advantage, but we want to be more transparent what we do, not just 

financially, but sustainability, and say we think we have impact on our customers, because they 

will get more secure, but hopefully in dialog about these issues and society. Nothing to do 

sustainability is black and white, this is the better choice than this, there is always gray areas 

between it, and by increasing the knowledge in society and conversation we hope people start to 

understand that. 

 

So, your question about consumption, because, of course, people look at us and say: “a big 

company, selling all of these products; how can that be sustainable? How can you…. I mean…. 

All you do is want to sell, and sell and sell and sell and then when products get thrown out and 

then you cut down more trees and then you sell more. Being big also makes it possible to 

influence these things and I touched on that little bit before, why should I give a consumer a 

choice. If you can turn the company into a truly sustainable in all of these aspects (showing the 

chart with economic, social and environmental pillars), the way you use resources, the way you 

transport them, they way you take care the products after, the product quality itself, to raise up to 

a level where that it doesn‟t break, that you know that you have to go to buy something else and 

after you used it, you know that you can recycle it, reused and returned into something else. Then 

if you can do that as a large company, you can have a huge, huge impact. You can actually 

decrease consumption in a sense, in that; you can keep the products for a longer. If you do use 

them and get rid of them, we say “close the loop” where we actually use those products as 

resources again, so you are not using more wood, you are not using more cotton, and you are 

giving customers the choice of company and hopefully products that it is easy to make to be more 

sustainable. 

 

So, hopefully we give you an option from a company point of view, and you can come and make 

system choice. I would say ´Are we there yet´? ´No, we are on the way´. I think we done a good 
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job, to be little….so far…but that´s our…to be satisfied for 30 seconds and say ´OK, what else 

we need to do´. Small changes with volume have a huge impact and if you are interested in this I 

will direct you toward something on Youtube or it is called Tedtalks. I don‟t know if you ever see 

it before (Tedtalks)…most people have… If you go on there, Jason Clay is his name. He is the 

vice president of WWF. He does a fantastic talk on the influence that companies could have on 

biodiversity and how if you can influence these companies to change, the impact that you can 

have on biodiversity and society as a whole. It is a very inspiring talk. That‟s my part for today. I 

hope I haven‟t…I hope, I informed you a little bit, but if you have questions I would take you. 

 

Student nr. 2: I liked you to answer since I am studying Economics field. I would like to ask 

about your future growth, goals; is it more focused on acquisitions or opening new store or going 

continue market or it is developing new product within the company? And the second question: is 

it about the plan, to go public sometimes in the future or you wanted to keep that.  

 

Greg Priest: That one was easy. It is actually impossible for us to go public now. We are set up 

our ownership is by a Foundation, which Ingvar Kamprad developed.  His idea was that this 

company should never been a public company, because there are so many disadvantages for us 

being public company. The values that we have, the culture we have….this very short-term 

thinking….that you almost have to have a public company, so the company ownership is turned 

over to a Foundation and in the Directive of Foundation was that it will be always wholly owned 

by Foundation. So, there is no separate ownership of it. It is owned by this and it is impossible at 

this point to turn into a public company.  

 

Your other question which I will try to answer, the multiply question, was what are our future 

plans. I would say, yes to all (questions) in a sense we are, we will continue to grow the 

company. Right now is on average of 15 stores a year. Some into the new markets which you see 

all the time, some into existing markets…we don‟t acquire other retailers as a rule. It is our own 

growth. We develop, all our own products ourselves, so that´s the group, in our hold, we have 

design our development group there and they have develop all of our own products that meet our 

range and all other aspects we talked about. Any other questions? 

 

Student nr. 3: You mentioned the IWAY standards; that‟s actually standards for your suppliers, 

how do suppliers of your suppliers of sub-suppliers are implementing the IWAY standards? Can 

…are they obligated to implement these standards. 

 

Greg Priest: That‟s a very good question, and one of the biggest challenges I have in my job. I 

would say…We have what we call our ´basis suppliers´ which is our ´first year suppliers´ and 

then we have something called, and I can give you…if I don‟t answer all your questions right 

now…I can give you my contact information and you can come back and we can talk a little bit, 

and then we have something we called ´critical sub-suppliers´ which are more risky from IWAY 

perspective which we also do audits and following up sum, and then we do give responsibility to 

our suppliers, to ensure their supply chain. Knowing that there are high risks in certain industries, 

in certain areas, in the world, we also do audits back. For ex. in India, we do about 350-400 

specifically child-labour audits on sub-supply chain back to ensure that…we also do…visits to 

homeworkers if there is a….we go there to ensure that the conditions are good and they got paid, 

they should got from sub-suppliers. 
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It is still a challenge. I can tell you that. We don‟t cover a whole supply chain all the way back. It 

is something that will be and is definitely a focus, but it is a big challenge. 

 

Student nr. 4: and second question is…I am from Balkan area, and now is big question, will 

IKEA open or not open their factories and premises in South-East Europe, because actually for 

them it is important not only the job opportunities; they will also hire the local suppliers. 

 

Greg Priest: Which country you are from? 

 

Student nr.  5: I am from Bosnia, but question is that they want to open in Serbia, and we are 

doing the business with them, so it is ´win-win´ situation for both countries. 

 

Greg Priest: We do have suppliers in Bosnia. It is actually one of my favorite countries to visit. I 

can say, not just because of you. We have some sub-suppliers in Serbia as well and I think we 

will continue to look, but that‟s definitely the area where we see a more opportunities.  

 

Student nr. 6: Can I ask you one question? You said that IKEA is sustainable company. If we 

speak about customers, do a lot of people come to IKEA just because it is the sustainable 

company or they come to IKEA because you have a good design or cheap prices? 

 
Greg Priest:  I think probably the first part is exactly what you said. It is the first of all ´I have 

need at home and I know there is, hopefully, good design at low price with the good quality´. We 

hope if you do have a choice on market, something else that would help influence where you go 

is the sustainability aspect. It goes back to this ´do customer …what customers based their 

decision on´. I…to be totally honest….´I am not 100% sure that you ever… sitting at home and 

say: ´hmmm´…maybe you do… and say…´I want to but this sofa, but I will only buy sustainable 

one´. Some people do make that, and thankfully that there are those people, but there those other 

people to…you know… it is good design, it is at good price, it fits at this corner, it matches this 

thing…´I know I can go to IKEA, because I feel good about´… you know… ´how they produce 

things, so I can buy there´. 

 

 I think it needs to be a combination, but I am confident that a first choice isn‟t for most people, is 

not that (a sustainable company). 

 

Student nr. 7: Two questions. Why you need to grow? Do you actually invest money in 

restoration forest…. Or you are basically try to make less damage? 

 

Greg Priest: Good questions: We grow, because we are business and I would say that there are 

very few companies in a world, and I am not going to be, I am not apologize for that. 

 

Student nr. 8: What is the limit for growth? 

 

Greg Priest: I don‟t think there are, and I don‟t think you would ever apologize for that, because 

that‟s what we are. We are business, but you need to do that growth, and you need to do that in a 

sustainable way, and you need to do it taking social responsibility, and you need to take it 

doing… because people often have this and I see it all around the world…people say: ´Ooo´, you 

know ´ there is local business that has been here for years and years and you came in and you 
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take away and all suddenly they are gone´…and you think… ´OK, if you take a big picture of 

this, good from economic point of view, from  environmental point of view, from a social point 

of view´ ..I can tell you many examples of competition in areas that aren‟t taking social 

responsibility, that aren‟t taking economical responsibility, that aren‟t taking these things 

and…or…higher price…I mean…Why should….you know… you also want to give people in 

area a choice, but you need to do that in a responsible way, and I think any businessmen in the 

world who say that they don‟t want to grow their business is either foolish, lying…that‟s ...I 

mean…there aren‟t that many… I can tell you…some in business that doesn‟t want to grow their 

business, but you need to do it in a responsible way, and it is not just…we are for sucking up 

resources…doing it…. 

 

Student nr. 9:  Then, it is just growing it for growing? 

 

Greg Priest: No, but it is growth… I mean, we also feel that you can do it in “a good way”, and 

if you have the vision to create better everyday life for any people, what we do, then, why should 

only be…you can do that in different areas of the world. If you going into markets and you see 

there is many…many markets we are talking about… now markets that haven‟t had IKEA 

before… You go in and you look at furniture market, go in furniture market where IKEA hasn‟t 

been before, and you see very, very different levels of scale about quality, social responsibility, 

environment, about what choice people have. If you have a lot of money, then you can make the 

choice for nice things. If you don‟t, then you have less level. You feel it, we done in Sweden, we 

done in Europe, why shouldn‟t we also give that choice to people in China as example. 

 

Student nr. 10: Just a small edition. If you have a choice and if you have basic two options, that 

for ex. not growing would be better for environment and society then ´growth in a good way´ 

what would you choose? 

 

Greg Priest: I don‟t see how it can work. Think about it. If the business… the need is there… 

OK?... People are going to buy home furniture, people are going to buy design things for the 

homes, people are going to buy sofas, chairs, kitchen, tables, all of that…OK?...  

 

Student nr. 11: Maybe, less often. 

 

Greg Priest: Yea, less often, I do absolutely believe in that… If you have sustainable company 

doing this, the need is going to be there, the need is always going to increase…OK?.... even if it 

is not as rapidly as it was before… If we have sustainable company providing that need… for 

taking are that need… or somebody is going to take care that need… If you have done in 

sustainable way…if the sustainable ones is OK… somebody is going to fill that need. The 

environmental impact, the social impact is always going to be negative, and that‟s the aim to 

change the way. 

 

Student nr. 12: What about investment; the regeneration forest, the second question? 

 

Greg Priest: The approach we are taking and we are continuing to take….the cotton…was a 

good example, changing the way the cotton is growing. It is not just, …you know… hopefully, 

someone else will do it and we will buy better cotton from them, but it was really getting 

involved with… we realized that cotton had a lot of problems. It has water problems, it has social 
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problems, it has chemicals problems. We need to fundamentally change how cotton was growing. 

So, we had invested a lot of time, a lot of money into support organizations that along with us and 

with few other companies develop this program called ´Better cotton´ and started working in 

different areas with that in India. We are now working in China, we are working in different 

areas, the actually support farmers to understand and educate how can they do this to give them 

supply chains, to actually change the way they work and to show them with volume and 

confidence that they can sell the products, how they can change the way, and then once that 

happens then they have market outside of IKEA as well, because ´I can do this and now I can 

offer my products to everybody, it is not just to IKEA´. Hopefully, we can buy it, and then 

change the way your farmer…change the all…the way suddenly…sees the costs go down, the 

business go up, so people say ´hmmm, it is pretty good, how I can get into that too´, and it 

spreads around. There are different challenges in different areas, but that was…. I think the really 

good example of how we look at…how we actually growth the product.  

 

Student nr. 13: What´s the approximately percent of investment in urgent and generating 

resources. 

 

Greg Priest: I can´t tell you that. I don‟t know. From the forestry point of view… sorry…I just 

answer quickly…I wouldn‟t be able to answer all questions now. Forestry… there is a lot of 

information on our Internet site and I will give you my information after for more deeper 

questions, but there has been a lot of work especially with WWF about changing forestry 

practice, supporting organizations that do it already like FIC, which is only certification system 

that we will use. You will not see on our labels, but that‟s the only one we would accept meeting 

our forestry standards for certifications. Good questions. 

 

Student nr. 14: So, you already notice the fast development of the company across the globe. 

However, people sitting here, presenting Ukraine and Russia and it is particular interest for us to 

know is company going to invest into these markets, because there are rumors and they come 

from officers of the companies that will probably invest in Russia that will be suspended due to 

some political reasons probably; and what we at…we Ukrainians still have to wait to see what 

will happened in Ukraine. 

Greg Priest: This is my favorite question. I mean when I come back to Canada, I have friends 

who live in different cities and say ´When is IKEA coming here´…. Russia… I mean…. Russia is 

a challenge, Russia, is great opportunity for us. It has been a very good for us from suppliers 

point of view, we have 60 suppliers….I think… in Russia. We have stores in Russia which have 

been doing very good. Of course, there is a challenge on the market which… I think… I don‟t 

need to go into as well documented from our comments, that would from pro and challenge point 

of view…I can´t, in long term, see as not growing in Russia. We have to overcome some 

challenges…and in Ukraine  same…it is opportunity along with…I mean…you only add, for us, 

it is only add of 15 stores per year, and on whole world, it is 15 store a year, you put that… there 

are other…I mean… China with 1, 5 billion people is huge market, so how do you choose. 

Ukraine is definitely a market…I think …a market that we will going to as well. India… I 

mean… no stores. 

 

Student nr. 15: I have quick questions about Russia, example, because I happened to come from 

the city called Samara, and probably has negative influence on IKEA, because the store cannot 

open for more than of 3 years, although it was build there, so the people were hired and…but 
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store cannot be opened, because of dilemma of corruption in the city and I know that in IWAY it 

touches upon corruption issues, and how do you handle that, because IKEA is considering to 

close all stores in Russia, because they are so pissed off, because of the government of the city. 

 

Greg Priest: It is long questions (laugh). It on long term we are going to be in Russia… I 

think…We will grow in Russia. The question about how we will deal with IWAY is probably the 

long question, but we do… I mean… it is something with permits you got from authorities; we 

have to look into that…I mean…it is very tricking and very complex audit, which is probably the 

toughest job that we have in IKEA. We don‟t hire…It is not me going to these countries and 

doing audits, because I would get fooled so easily, so… you know, it is ridiculous… so, we 

have… you know… local people doing it and who are very experts in this how the system works; 

they know how efficient system work, they know how inefficient system works, but it is a 

challenge what… I think… our suppliers... we are working with most of our suppliers for long 

time as well. We are not the company who changes suppliers often; we don‟t go for a one year, 

how it is usually, mostly we have long-term relationship, so they know what we are alike. We 

also have a huge volume on most of the our suppliers, so they want our business, so doing it on 

good way, and with skilled auditors, and skilled people communicating; but it is a challenge, and 

it is not just a city, not just one city of course. 

 

Student nr. 16: I just look picture behind you (picture of IKEA store in blue and yellow colors), 

and I remember the first time of this type of painting yellow and blue one was in Germany, and 

then spread across all the IKEA chain. I heard that it is kind of best principle company 

development, to learn from the best practices. Can you give me any examples of sustainable 

practices, not only from Sweden and Scandinavia, but also spread across whole chain. 

 

Greg Priest: I am not going to take this, because Stefano is in our retail organization and he is 

going actually to show you some good examples that have spread from one to another. So, save 

that one, because I know that he is going to show you. Actually, one example, because I know he 

is not going to show this… the packaging, that I showed you before, all the…the one that didn‟t 

have cardboard all the way around, and the wood, the plastic…that actually came… all of those 

solutions came from stores, people in the stores working with them, so in the morning, people 

who are stocking things… we go there occasionally and say ´give us your idea about changing 

this and that´, and those are people who are working with all the time, so they come back and said 

´You know, why do we have all these packaging; why do we have all these things´ and that‟s 

how change is coming.  

 

Student nr. 17: From which country was that? 

 

Greg Priest: I have no idea. 

 

Student nr. 18: Do you sell the same products in all your stores around the world or you adapt to 

the local environment and develop some special products in some regions. 

 

Greg Priest: From the most products to, I would say 99%, is the same, the amount maybe 

different, depending on the size of the store, and then we have local adaptations of specific 

products and sometimes there is unique ones, we have kind of seasonal things that come into the 
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stores in different countries, so is local traditions, you might see sometimes, but for the most part, 

it is the same. 

 

Student nr. 19: I know for labs, like in US, power supply…they have another power supply. 

 

Greg Priest: Yea, exactly, electricity and all that is the same, we also… is there anybody from 

US here?... OK… The children products in the States are ticker then the ones in Europe for the 

most part. You can think about that and…understand, maybe, why might that be. 

 
Student nr. 20:  I would like to ask you have you use the profit? Do you use profit only for 

expanding, then calculating for charity? How do you use money? 

 

Greg Priest: It is very good question. Pia will answer for the second part of it, working with 

charity and community involvement. The rest of money is a very detailed explanation in this 

report that we just released couple weeks ago talking about our financial situation and how we 

use the money. Most of it is either one saved or invested into expansion and programs within the 

company. That‟s how it is. We are very… fluid…from the financial point of view… company. 

WE don‟t have any debts. All of the expansion is financed by ourselves. We don‟t debt-finance 

anything and that‟s the part of becoming sustainable; is that you can make decision on a long 

term. You don‟t have to worry about banks, investors and all of that. 

 

Niklas Dahlberg (officer from SI): I have question, thinking that I am coming from Swedish 

Institute (SI-they organize this study-trip). We work with scholarships, but we also work with 

Sweden as a brand thing, Sweden as a nation and Swedish brand and what we seen here is that 

you use Swedish colors. We have blue….so, and everybody in whole world…what is 

Sweden?....Oh, IKEA is from Sweden. 

 

Greg Priest: Sorry about that (laugh).  

 

Niklas Dahlberg: That‟s what we think is good thing, because we work a lot when comes to 

what to  influence companies to use…Swedish colors are coming from Sweden is a good thing, 

but also bring a huge responsibility, because since you perceived, the most Swedish companies 

are all over the place. So, that must come…. Can you talk about it little bit?  

 

Greg Priest: Yea, absolutely… I mean…We have…I would say… on most of our markets we 

have very close contact with…how you say that…representative office… 

 

Crowd: embassies  

 

Greg Priest: Oh, Jes…Yea, thank you…my English goes (laugh)…In embassies in all of our 

market, we usually have very good relationship with them, but it does… of course…I 

mean…people think IKEA, they think Sweden and if we are doing something horrible wrong, all 

of Sweden…that‟s all of Sweden that is represented… on the other side of it, it is fascinating for 

me coming to Sweden as Canadian, who worked for IKEA in Canada for numbers of years 

before…I came here… I knew brand, of course, even before that…coming here to, it is so much 

part of culture in a sense here and people be Swedish, and I will speak for all Swedish people, but 

you feel like… people, they are part of company and they, because we are representing 
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Sweden…so, if we do something, if there is some bad report on the news or something like that, 

we get this…it is almost like…somebody in your family has done something bad and people take 

really, personally offended by this. How can you do that to us, going out there in the world and 

threated people like that?...it is very… so, you do have extra responsibility…I think…in a sense. 

 

Student nr. 21: Phasing out (terminate, end) the wood challenge. So, I am wondering, do you 

think is it more possible to phase out of the wood to certain level or to actually achieve totally 

sustainable wood suppliers. So, which options would be more possible and more sustainable? 

 

Greg Priest. I would say we would probably approach from the both sides, because if you phase 

out the wood you have to do something else, so what else is there. You probably go to plastic, 

metal and then have to consider the impact of that. Can you use wood in a different way? Does it 

need to be solid wood or can it be something like particle board…something we called ´board on 

frame´…if you know?…anybody know? 

 

Crowd: Yea 

 

Greg Priest: Yea, basically…you have…(he is looking for the white-board pen)…instead of 

having…and…if you have ever going to store looking for a lack table like this….this is my bad 

drawing. Typically, table before this would been solid wood. OK? ...so, you are using this much 

resources. Now and actually the idea came from one of our designers visiting a door factory and 

doors typically are panels on the outside and some kind of corrugated on the inside, and that‟s 

what it is now. It is basically the cardboard center with reinforcements like that and then wood 

panels like this. So, it gives you the same use as this, but resource are like the tenth what would 

you do is this, and you can do many more things…from a…if you are going to our store look at 

the lack range and the number of things that are made like this now. It also saves on 

transportations, it is much lighter and all of these things. Can you use forestry sustainable? I think 

the world has to be able to do sustainable forestry and I think you can do it. You have to use 

resources on smarter way and then change as you can whatever the resources in a sense. 

 

Student nr. 22: Yes, but look from the other perspective. The cardboard would be less durable 

than the wood, so that means that wooden table, totally wooden table; let´s say could last 100 

years, where those cardboard can last 50 or 30 years. So, actually you need to recycle these and 

again when you compare sustainability, totally wooden table and cardboard that recycled several 

times it is a way measurable.  

 

Greg Priest: How many people, I don‟t mean to be difficult, how many people have 100 years 

old table at home? (laugh) OK, one. How many people have changed the table? Maybe, you 

haven‟t get…you are young…you haven´t move so much times…I would say, most people 

change the tables, change the chairs, whatever, for different reasons during their life time. Some 

part is durability, maybe, but even if you make table that can last 30 years, you probably going to 

change it in that time anyway, so if we make it using less resource, that is completely recyclable. 

We can change into new table and capture that loop, and that‟s the good thing. I do agree if 

everybody make one table and you can make it totally (wooden), and keep it whole life and then 

you die and pass on to you and you can keep for…that‟s perfect…it´s just…I don‟t think, 

completely accepted (laugh). 
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Student nr. 23: I would like to ask you about your competitor; whatever you feel some pressure 

from them, so how do you manage? How do you face it? How do you manage to stay competitive 

on the market? 

 

Greg Priest: I would say from a global…the competition is interesting, because from the global 

perspective, there aren‟t too many global home furniture companies. Mostly of our competition is 

very local in nature within the country and sometimes within the city and is also between…after 

working in retail for a while…Stefano, can touch on this more probably then I can….the 

competition often happens within departments, so I am in Helsingborg, and there is also one good 

leiding company here, so the competition is that way, not from the whole, from the whole home 

furnishing. We think we have competitive advantage in many ways, from price point of view, 

because we do have huge volumes around the world. We can keep prices low; we can use 

resources on smart way. 

 

Student nr. 24: You don‟t use that so maybe from this point of view, it will be like cheaper. 

 

Greg Priest: I would direct you towards the last financial statements that we were reading and 

you can get…then it will give the perspective on financial state of IKEA and resources that are 

available. I would say it is quite impressive. I think…our total holdings as an entity is about 31, 

30 billion. I think it was some around there, and from that if it is about 14 that are some type of 

cash basically, so from the financial point of view the company is very stable. There is not…I 

don‟t think that we will lose competitive advantage because  of somebody being able to cover 

more volume power then we do, but look at them and see what you think. You are an Economics. 

 

Student nr. 25: If I am not mistaking, IKEA had some values with Sweden, so together with 

business, it tries to promote these values, and what about those countries where these values are 

only…you know…for ex. Russia, because to establish business you have to bribe and these 

bribes affect the license, so you can spoil image of Sweden among the clients. What is best for 

you, the values or economic profit? How do you benefit in these two situations? 

 

Greg Priest: First, it has to be the values; it has to be the values, because the company, the 

business model, the company itself, the way we run, is based on the values. If you don‟t have 

that, then the company is not going to last, it is not going to last very long and…I mean…we 

can´t control everything in every society that we work in, but you can control your actions and 

actions of your coworkers. Have we succeeded in every area? …I think…that Russia is good 

example. No…of being the company that want to be in every society, but….we mean…we have 

to base on that, it has to be (values). It has to be, because company is based on that. 

 

Greg Priest: I am sorry, I have to pass to Stefano, and he can answer on many of your questions. 

Just because of time, I want make sure that you guys have enough time to see everybody else. 

 

(End of session with Greg Priest) 
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Pia Hiedenmark-Cook – IKEA Social Initiative 
 
Pia: We did a shift, so I am not talking about renewable energy at IKEA, so I will talk as you can 

see: children and I am just gonna distribute these materials here. 

I think it came up before with Greg about what we do with our profits? 

 

As mentioned earlier, of course, one big parts that we do needed it at IKEA: for growth at IKEA 

and opening stores, lowering the price for our products, but we also have philanthropic arm of 

IKEA such as charity foundation. It is called IKEA Social Initiative at IKEA Foundation, and 

that´s where I work. So, what I´ll do is to present the work we do together with our partners when 

it comes to dressing the child right issues, different types of child issues.  

 

So, first of all, why children? 

 

I mean there are so many things you can support in the world. For us, it was quite an easy fit, 

because IKEA, the children are very important to IKEA as a company; if we put aside the 

Foundation side and charity side. I assume you been at IKEA´s stores; have you, all of you? So, 

then you know that it is quite chaotic during certain hours when the kids are in IKEA.  They are 

in small area, playground area, they are in the restaurant and they are actually a bit everywhere 

and that´s how they wanted. We really feel that children should be welcomed at IKEA, so it is not 

that they are making too much noise, so that they are actually part of what we want to be. We are 

family oriented company. So therefore, to work with children outside of IKEA doesn‟t feel like a 

big step for us.  

 

And another reason is that back in 1990s there were allegiances that there are child labour in our 

supply chain especially in India where we have our carpets, where we sewing carpets. And that, 

of course, make us to look into issues, trying to understand what is going on and what can we do 

about it. That also started as trigging working with Save the Children and UNICEF, to understand 

the child labour issue much better. So, that‟s how it all started. And before I go more into 

presentation I am just going to show one and the half minute film, about what is IKEA Social 

initiative and gives you an idea what we are. Let´s see if I can get technology to work. She let out 

and plays the movie IKEA Social Initiative. 

 

(The sounds and video of movie is on the screen) 

 

And that the flint in the film, what we do is we work with the child issues. The It takes an holistic 

approach and wants to achieve lasting substantial change. Therefore, we look at life opportunity 

of many children, which also fit to our business idea, which is for the many people. We try to link 

it together. Our goal is to bring down nutrition and infant disease and dramatically improve 

literacy. And our main partners are UNICEF and Save the Children, and we work with them for a 

while. Save the Children, we actually started work with them in mid-90ties when this child-

labour issue came about and they help us to set-up our Code of conduct against child labour and 

they were, we been with them since then, and UNICEF is also set in end of 1990. And as it was 

explained in the film what we do is… the first one here mainly in South Asia, so I would say that 

majority of programs we are involved in India and Pakistan…so, in South Asia, and that is due to 

historically reason, and that´s where we started out back in the 1990-ies. And what we do there is 

helping them starting life, education, protection and empowering women and reason why 
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empowering women is part of all our project, also the ones we do that are really focusing on 

children is that there is a lot of research showing that if you empower women she helps to whole 

community, to get better, especially for the children, and I will get back to that a bit later.  

 

And then we do campaigns with IKEA customers. The Soft toy campaign, I guess, if you´ve been 

in store in November to December, you noticed that during this period for every 1 soft toy sold 

we give to Save the Children and UNICEF for educational projects. We also have Sunnan lamp 

donation, so for every Sunnan lamp sold we give one to child in developing countries. Right now, 

they have gone to Pakistan and India; we also looking into these countries. 

 

And then, when there is an emergency, when there is a big global emergency like in Haiti in 

January or Pakistan flooding now in summer we go in with any kind of donations, so we talk with 

our partners and see what kind of products they would need in emergency situation, and also 

financial support but not right after the beginning of emergency, but during the mid-term and 

long term reconstruction. That´s normally, when it is hard for this organizations to get money. 

We all SMS-ing money right when something happened, and then after few months when media 

is not reporting so much about it, there is no more money, and that´s where we try to come 

instead. As you can see here, we are little bit everywhere in world, but there is strong focus, as I 

said, on India. And, through the programs, we are involved with when it comes both health and 

education and emergencies we are touching around 100 million children and 90 million of those 

are in India and Pakistan. So, that´s really we have the main efforts, that we work with.  

 

So, why India? 

 

There are 9 million children in world that die before they reach the age of five still today, and 

there are 1,8 million of those are in India. So, there are big issues in India. We often think about 

Deli, Bombay and all the IT how is booming in economy, but on the other side of India  is 

extremely poor. So, there are areas and regions and India that as poor as sub-Sahara and Africa 

and have the same situations as Sub-Sahara and Africa. 

 

So, there are needs in India. For us, there is a link. From the business point of view, we have a lot 

of business in India, these are big trading areas for us, so we feel there is a good link for us, but 

we also feel that there are big needs there. So, we wouldn‟t go to India if there were not the 

issues, things to do. And, we can see as well it is the home of 25% of the world‟s newborn 

deaths. And yes, it is 1 billion people so the percentage they get, but it is even…compared to how 

they are big number of people there, it is very high percentage. 

 

And the as I said, this one here, this is why we work with mothers in all our projects, because 

there is research showing that children or mother with no education are more likely to die before 

first birthday and beyond the nourish and not attend the school. So, there is a very strong link if 

you get a girl to  give a birth later in life, to go to school, her children will be better.  

 

And I am going to show you another little film about..1 minute…about child labour issues in 

India, So, why we are looking at addressing the root causes of child labour. So, we are not 

campaigning, says ´stop this´, because that´s the Government of India and NGOs, but what we do 

financing is support to create awareness campaigns in India, to…why children should go to 

school, why should not send them to the field, and one thing talking about it bit later is a cotton 
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industry. We buy….we don‟t buy cotton, but we buy products that are based on cotton, and the 

agriculture industry in India is not covered by the Law, but it could not be the child labour, so the 

whole agriculture sector is the outside of legal system, when it comes to the child-labour, and it is 

estimated that 70% of child labour are in agriculture sector. So, it a very big area with a lot of 

children working. So, that´s why I am going to show you this film, to get you into mood of why 

we are doing these things. And it is from UNICEF this one. She let out play FILM Rolecode. 

 

(The sounds and video of movie is on the screen) 

 

It is called the Role-code and that‟s actually in school, when teacher asked them to raise the hand 

if you are present.  

 

So, as I said, these are the three areas we work with in South Asia and when it comes to health 

start in life, we are working with UNICEF and what we do is reaching out to 80 million children 

and 10 million women in 80 states and there are….that‟s more or less all states in India, there is a 

bit more the states in India. So, we are more or less in all the states, and it is 5 year program.  

 

What we do is providing vitamins, supplements and immunizations. We advocate breastfeeding, 

so that during first 6 months the mother actually breastfeed, should breastfeed their child. We 

also do, this is with a dearie. They…a lot of children all over the world still die from dearie, so 

here is just giving basic simple medication to stop dehydration. There is a lot of work we do with 

just awareness raising with washing hands and simple sanitation and how important that is and 

our CEO Mikael was just in India a month ago and have now the editorial on our Intranet with 

Mikeal talking from India and he is showing how you should wash your hands, and he is really 

saying ´I am 52 years old, and I finally learn to wash my hands from a girl in the India´. It is… 

still learn…I mean… no matter how old you get, you can still learn. So, that the good experience.  

 

The second one is education and protection. So, that‟s really, what the film was about. To protect 

children from the abuse and neglect and get them into school and in this project we work both  

with UNICEF and Save the Children, and this is in the cotton area, so out in agriculture area, in 

cotton seed production and cotton producing areas. Where we try to in 20.000 villages, try to, get 

the kids to not go out into the fields, but actually stay in school. And it is really not just to get 

them in school, because there has been a lot of work by Government of India, to get kids into the 

school, but because of the teaching techniques and teaching methods they not stay in school, they 

rather actually leave school, because it is not fun and interesting enough.  

 

So, what we do with UNICEF is a lot of work with child friendly techniques, to teach the trainers 

to become more engaging and more interest as teacher, so that the kids actually leave school with 

a grade.  

And the it is about empowering women. In previous project in the ´carpet belt´ which is another 

part of India, where there are a lot of factories producing carpets we did project working with 

UNICEF looking at 500 villages and creating self-groups where women get together talking 

about their rights  and learn about their rights and now what we are doing with UNDP, United 

Nations Developing Programs, is to get them to do, to put in their money together in their self-

group, and they can take loans from each other, from this pool of money So, it is really about 

business, get them to learn how to be entrepreneurs. You are free to ask questions. I heard from 

the guys that you are asking a lot. 
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Student nr. 26: Are there any projects or programs on national level on which Social Initiative of 

IKEA are involved? I mean programs and projects which are connected to children.  

 

Pia: When it comes to IKEA Social Initiatives we work on global level. So, we only do projects 

globally. I mean, we go to different countries where we see if there is  any… but then each of  

´IKEA country´ have a set up in their country, so the IKEA Sweden is working with Save the 

Children in Sweden to do various projects in Sweden . So, and I would say that‟s goes for almost 

any ´IKEA country´. 

 

Student nr. 27: For Swedish children? 
 
Pia: For Swedish yes, and then we go to US and we do the same, in Germany, France, but that it 

will focused on either school children in the US for ex. they do the project with Save the children 

on reading. Among a lot of poor families that parents are not reading to children anymore, so it is 

about getting some books and engaging them into reading them to their kids; as a really more into 

what´s  the issue in US, which is not same, of course, in India. Yes, there is a lot of that, but they 

are not managed by us. 

 

Student nr. 28: Do you do all donations by yourself or, I mean, you have a lot of customers, you 

can invite them to make some kind of donations as well? 

 

Pia: No, we do all donations by ourselves. So even when it comes to  Soft toy campaign…I come 

back to this emergence and going to this Soft toy because you are asking about it…. The Soft toy 

campaign, where 1 euro of every toy sold goes to educational project run by Save the Children or 

UNICEF, but even there? Money actually doesn‟t coming from the customers. We put aside 

based on dialogue with IKEA; we see…Ok, what is the target for this year…right now is 10 

million for campaign that starts next week, so we put aside 10 million from our budget. So, no, 

what we are doing for example in Sweden, together with UNICEF, they are involved in Global 

parent projec´t where you can ´tip-off´ when you buy. So, if you use your family card in IKEA 

store you can ´top-off´; if you pay for 49,50; you could give that 0,50 or hopefully few more 

kronor. So, that we do, but that´s more local initiatives. 

 

So, when it comes to emergency, as I said, it is donating products at initial stage when something 

happened and then like in case of Haiti we gone and help to rebuild schools afterwards. So, we 

are still on projects even this happened in January, we are still working with Haiti. 

 

And, normally, it takes after 5 years after the disaster for things to get bit back into normal, so we 

have long-term horizon there. The ´Pakistan-flooding´ that was quite recent, time flies but in 

summer, just now actually, it´s taking a while to get it, but we sending out 700.000 buckets, 

which is maybe not the thing we normally send out. A lot what we send out is the towels and 

blankets. That´s what we normally send out, but because of the flooding there sure was water and 

they didn‟t have good drinking water. They spend huge need for buckets in Pakistan, just for 

carrying the water. So, that‟s what we been providing. 

 

And then we also send out around 10.000 soft-toys. And it is quite easy to think, when we sit 

here, what´s soft-toys, that is because of it is IKEA product and we send off these cuddly teddy 
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bears, but it is actually quite a lot of research showing that those soft-toys are very big part of 

process for the children when they go through all these. So, it is not just because it happened to 

be in our range. They are actually something they ask in UNICEF, so they are really important, 

and then also the Sunnan lamp which goes pretty well. 

 

Student nr. 29: And when you have all these children and women in India, do local communities 

support all these new projects? Is it a good idea for them that you, for example, want women to 

be more powerful?  

 

Everything that UNICEF does is together with the government of that country. So, what we do 

with UNICEF in India is very much the test pilot new ideas and new ways of working when you 

are on programs. As for example we have sponsored a clinic for new born babies. And we are 

sponsoring, IKEA is sponsoring one. And the Government of India is now scaled up to 400 

clinics. So, we are more at initial stage of testing something and then they are scale it up. So, 

when it comes to ´Women empowered´ is part of their agenda and what they´ve done is asked 

UNICEF and Save the Children for help in starting this and speeding it up. But it is not 

something that we come in with our westernized idea ´now we should do this´ and meddling. It is 

really coming from the Government of India and we are more there to scale it up and help to get 

it forward faster.  

 

And actually I have, I don‟t have here with me, but we have a lot of photos of happy men as well, 

so it is not just about…. 

 

Student nr. 30: Why you give out money? Do you expect something in return when giving 
money? 
 
Pia: For Unicef or Save the Children or?  

 

Student nr. 31: It doesn‟t matter. With every company you corporate with?  

 

Pia: Not from the partner. I mean, they… we are not doing this to get something from them, but, 

of course, we are doing this to help children, but also to help build our brand… so, it is not, you 

know, just because it is fun. We do see among our coworkers, our employees that there is a lot of 

pride when we talk about what we do and also our customers. So, that is… 

 
Student nr. 32: I have question. Is there money go directly to the children or… is there 
other funds? 
 
Pia: Yes, when it comes to these large organizations we are not giving money to the village in 

India. It is going throw UNICEF centrally and they are working with local NGOs, so it is not 

actually UNICEF being out in the field everywhere. It is local NGOs. 

 

 But when it comes to India, we are second largest donor to the Government of India. So, we get 

good rates, so to speak. So…I would say…it is very common feeling among…you know…you 

and me as people that if we give something 80% disappears to black holes and very little comes 

to a child. And that´s not really the case. I mean, they have same transparency issues as a 

company. They have to be open to the people giving money, where is the money going and 
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normally it is around 10-15% of money that goes to overhead and that‟s because they need 

people to manage things. So, no, I would say, a big portion of what we give actually gets into the 

field. And we have a person in India, in Deli, who works closely with our Project managers in 

India, so there is, I mean, there is a lot of reporting going back and forth, so that we know that the 

money is spend where it should be spend. UNICEF normally says that we are one of their most 

demanding partners asking a lot of questions, we are very involved in where are they do projects, 

what kind of projects they do, and more or less being part of this. So, we see it at…We are not 

really a charity, writing a check, and giving away the money. We are doing strategic 

philanthropy. We are involved with them to see where we need to do things. That‟s our approach. 

I finally get some questions Greg. They were very quiet. 

 

Greg Priest: Really. Perfect. 

 

(Crowd: Laugh) 

 

Pia. And here, we said, the Sunnan lamp….one lamp sold, one given to mainly to India and 

Pakistan right now. And the goal we have for FY11, which stands for the current year 10 and11, 

till next summer is to sell 1 million lamps, and in the previous year we sold 500.000 lamps. So, 

we are structuring target, and pushing us even more but it is going very well. 

Soft toy campaign, as I said,… 10 million is target for next year and this year, and 23.8 million is 

what we have gathered through the customers buying these soft-toys through since 2003 almost 

started. Why do we do it? It´s…you see when you go to store next time, that there is a lot of 

information about education, so we try to really talk more to the customer about every child´s 

right to quality education. And that what we sponsoring through these projects. 

 

And we also want to engage our co-workers, our employees and our customers to know more 

about this and feel that they can contribute and do something. 

 

 So, why education? Why not something else. Well education…First of all, it is every child right 

to have it, basic education and education, quality education and it prepares them for life… I 

mean… it is so clear that if you get good education you have more opportunities in life then if 

you don‟t get an education and in a lot of areas school is safe place, where they can really just 

focus on other things for a while and that‟s also very important. And they learn about their rights. 

A lot of the projects that we do in India for example, where we don‟t do Soft –toy projects, but in 

India and these other countries it is just of getting them aware of what are my rights, what I am 

allowed to ask for as a child or as a youth, so that is really important as well. So far, through this 

23,8 million euros that we gathered through Soft-toy campaign we have had helped, we are in 

process of helping, because there are some projects that are ongoing, 8 million children. So that 

helps to adapt to these 100 of millions of children. And these projects are not only in India; they 

are in Africa, they are in Central and East Europe and some other Asian countries. We spread 

them out more, and that´s because we are not fully sponsoring projects. We are part-sponsor. 

These are on-going projects of UNICEF and Save the Children are running and based on our 

budget what we see, we have sell, we said: ´OK, how many projects would that cover and then go 

in and help them with specific projects that they come to us with. So, it is not like in India, where 

we are really the full sponsor of the projects. 

 

Here where we have, blue dots are UNICEF and red dots are Save the Children.  
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So, as you see it is a lot of projects since 2003. It is close to 80 projects we started or some of  are 

running still, but mostly of them still are closed. It has been quite a lot of…around 25 countries in 

total and 80 projects. We just kind of giving you some kind of examples, so I looked at list where 

you from, so just to show you some examples of what we do. Here in Albania with Save the 

Children is about children with disabilities, so a bit more then 100 000 children got access to 

school and better education; and in Belorussia we set up or help to support the family resource 

center; in Macedonia  50.000 students benefit from ending violence in school, so it was a lot 

about mobbing and why not mobbing and so on; in Russia, a lot of the project we do in Russia 

are…or we do…Save the Children or UNICEF doing in Russia are disabled children, getting 

them included into the school and kindergarten.  

 

Student nr. 33: In which cities you are working in Russia? 

 

Pia: Very good question. Moscow, Saint Petersburg, but then I am not sure which others cities. I 

can find out, but I am not exactly sure. Ukraine, here is more development centers for the whole 

family, so for young children to have place to go to and learn how to be a parent in some cases, 

so , it is a place to meet other families and meet other parents. And then Africa we are for the 

second year sponsoring the ´schools for Africa´ program which is something UNICEF is doing 

together with Nelson Mandela Institute and it runs in six countries right now and there is very 

much about child friendly approach to look at, not just getting them into school, but wanted them 

to stay in school with better teaching techniques. And also, this may be naïve, strange, but getting 

separate toilets for girls and boys, so that girls are safe in school, so there is a lot of things around 

what is the safe good school and we are looking at holistic, what is needed.  

 

And this is my final animation here, and then I am gonna soon leave you and talk about energy 

with Arvid, ´cause that´s next? 

 

Greg: Yea. 

 

Pia: So, this one is just about Soft-toy campaign. (the Soft toy campaign video.) 

 

Crowd: Thank you.  

 

Applause.     

 

(End of session with Pia Hiedenmark-Cook)  
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Appendix 5: Online-survey questionnaire   
* Required 

Introduction question: Your name, Age, Sex, Place of residence, Personal identity number (not 

mandatory) * 

Question 1: How frequently you buy IKEA´s products? *  

 Between 1 and 5 times per year  

 Between 5 and 10 times per year  

 More than 10 times per year  

 I never buy at IKEA  

 

Question 2: How much money per year you spend in IKEA? *  

 up till 1000 kr  

 from 1000 till 5000 kr  

 more than 5000 kr  

 I never spend money at IKEA  

 

Question 3: Did you know that IKEA is donating money and goods to developing countries? *  

 Yes  

 No  

 

Question 4: How would you evaluate IKEA´s donation efforts as contribution to improvement of 

societies in developing countries? *  

 Not enough  

 Fairly enough  

 IKEA could give more  

 IKEA gives enough  

 IKEA gives more than it is enough  

 I have no opinion  

 

Question 5: How would you evaluate improvement of societies in developing countries as result 

of IKEA´s donation efforts? *  

 Poor  

 Fair  

 Good  

 Very good  

 Excellent  
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Question 6: According to your opinion, rank the following statement regarding IKEA´s donation 

to developing countries: IKEA wants to help these countries; they are concerned with the 

problems in developing countries. *  

 
1 2 3 4 5 

 
I don´t believe      I believe 

 

Question 7: According to your opinion, rank the following statement regarding IKEA´s donation 

to developing countries: IKEA wants to improve its brand image in developing countries and 

worldwide . *  

 
1 2 3 4 5 

 
I don´t believe      I believe 

 

Question 8: How important for you is the ethical side of the IKEA´s product produced in 

developing countries (for ex. low wages, exploitation of natural resources, working conditions 

etc.)? *  

 I don´t have opinion  

 It is important  

 It is very important  

 It is not important  

 

 

 

Question 9: Do you think that IKEA should have moral obligations toward future generations 

(e.g. inter-generational justice) ? *  

 Yes  

 No  

 Other:  

 

Question 10: How could IKEA fulfilled inter-generational justice ? * Choose maximum two 

alternatives.  

 Promoting less consumption  

 Giving incentives to developing countries  

 More investment in sustainable use of natural resources  

 More involvement in protecting natural resources  

 Other:  
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Question 11: During the holiday season at the end of each year, one euro for every soft toy sold 

in IKEA stores is donated to Save the Children and UNICEF projects around the world.Does this 

campaign motivate you to buy the toy? *  

 Yes  

 No  

 

Question 12: If yes, would you prefer to give donation without the necessary purchase of IKEA´s 

soft toys? *  

 Yes  

 Not really  

 

Question 13: Do you see relationship between ecological sustainability and levels of 

consumption? *  

 Yes  

 No  

 

 

Question 14: Does IKEA´s philanthropic activities in developing countries motivates you to 

consume more IKEA´s products? *  

 Yes  

 No  

 

Question 15: Does IKEA´s concerns with Sustainable Development motivate you to consume 

more IKEA´s products? *  

 Yes  

 No  

 

Question 16: Do you see a problem between increased consumption of IKEA´s products and 

sustainability? *  

 Yes, but it is not my problem  

 Yes, but IKEA should take care for it  

 Yes, I have my personal plan for reducing my consumption  

 Yes, but I think that other actors should solve such a problem  

 No, I don´t see that there is any problem  

 

 
 

Submit
 

  



42responses

Summary See complete responses

Introduction question: Your name, Age, Sex, Place of residence (e.g.city) and Phone number

Daniel Hellman.34, man, Uppsala, +467060150550 Koko Linder, 27, Female, Uppsala, 018-410 96 53

Lena Thelin, 55, Haninge, 070-4948092 Arne Thelin, 64, male, Järnåldersringen 359 136 65 Haninge Vaka rúnar ...

Question 1: How frequently you buy IKEAs products?
Between 1 and 5 times per year 24

Between 5 and 10 times per year 8

More than 10 times per year 7

I never buy in IKEA 3

Question 2: How much money per year you spend in IKEA?
upp till 1000 kr 17

from 1000 till 5000 kr 16

more than 5000 kr 6

I never spend money in IKEA 3

Question 3: Did you know that IKEA is donating money and goods to developing countries?
Yes 23

No 19

Question 4: How would you evaluate IKEAs donation efforts as contribution to improvement of societies in developing 
countries?

Not enough 3

Fairly enough 5

IKEA could give more 13

IKEA gives enough 3

IKEA gives more than enough 0

I have no opinion 18

Page 1 of 4Edit form - [ Master Thesis Survey ] - Google Docs
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Question 5: How would you evaulate improvements of societies in developing countries as a result of IKEAs donation 
efforts?

Poor 10

Fair 19

Good 13

Very good 0

Excellent 0

Question 6: According to your opinion, rank the following statement regarding IKEAs donation to developing countries: 
IKEA wants to help these countries; they are concerned with the problems in developing countries.

I don´t 
believe

I believe

1 - I don´t believe 2

2 8

3 22

4 9

5 - I believe 1

Question 7: According to your opinion, rank the following statement regarding IKEAs donation to developing countries: 
IKEA wants to improve its brand image in developing countries and worldwide.

I don´t
believe

I believe

1 - I don´t believe 2

2 2

3 7

4 15

5 - I believe 16

Question 8: How important for you is the ethical side of the IKEAs products produced in developing countries (for ex. 
low wages, exploitation of natural resources, working conditions etc.)?

I don´t have opinion 4

It is important 16

It is very important 19

It is not important 3

Question 9: Do you think that IKEA should have moral obligations toward future generations (e.g. inter-generational 
justice) ?

Yes 37

No 5

Page 2 of 4Edit form - [ Master Thesis Survey ] - Google Docs
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Question 10: How could IKEA fulfill inter-generational justice ?

People may select more than one checkbox, so percentages may add
more than 100%.

Promoting less consumption 12

Giving incentives to developing countries 11

More investment in sustainable use of natural resources 33

More involvement in protecting natural resources 25

Other 3

Question 11: During the holiday season at the end of each year, one euro for every soft toy sold in IKEA stores is 
donated to Save the Children and UNICEF projects around the world.Does this campaign motivate you to buy the toy?

Yes 20

No 22

Question 12: If yes, would you prefer to give donation without the necessary purchase of IKEAs soft toys?
Yes 15

Not really 9

Question 13: Do you see relationship between ecological sustainability and levels of consumption?
Yes 34

No 8

Page 3 of 4Edit form - [ Master Thesis Survey ] - Google Docs
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Question 14: Does IKEAs philanthropic activities in developing countries motivates you to consume more IKEAs 
products?

Yes 9

No 33

Question 15: Does IKEAs concerns with Sustainable Development motivate you to consume more IKEAs products?
Yes 7

No 35

Question 16: Do you see a problem between increased consumption of IKEAs products and sustainability?
Yes, but it is not my problem 3

Yes, but IKEA should take care for it 9

Yes, I have my personal plan for reducing my consumption 22

Yes, but I think that other actors should solve such a problem 4

No, I don´t see that there is any problem 4

Number of daily responses

Page 4 of 4Edit form - [ Master Thesis Survey ] - Google Docs

2011-04-05https://spreadsheets.google.com/gform?key=0AuREoYtwxe2-dHh0MUtrZHk3a3hOT...



66 
 

daniel
Typewritten Text

daniel
Typewritten Text

daniel
Typewritten Text

daniel
Typewritten Text

daniel
Typewritten Text

daniel
Typewritten Text

daniel
Typewritten Text


	29 Aleksandra Dermanovic
	blanksida
	Aleksandra_Dermanovic_Hellman.pdf



