IKEA, the Swedish home furnishings retailer, grew from one store in 1958 to more than 130 stores, stretched over 28 countries, by the late 1990s. IKEA's European expansion has hit the fortunes of traditional furniture retailers and manufacturers in supposedly staid furniture markets. Some have not survived the onslaught. [The UK's Habitat] was later acquired by IKEA. IKEA has successfully

spread into the North American, Far Eastern and Australian markets. It practises its four-pronged philosophy - attention to product quality, value (low prices and 'more for your money'), innovative style and service - which it has successfully transferred to markets worldwide. Over the years, IKEA has built, and capitalized on, its 'affordable Swedish style' mass market positioning.

IKEA's international expansion has raised its fortunes in what competition claims to be a traditionally chill and fragmented market. IKEA has proven that, with the right marketing approach, fortunes can be grown even in staid, old markets.
