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TURK MOBILYA SEKTORUNDE IKEA: TASARIM VE KiSISELLESTIRME iLE
ILGILI ETKENLER UZERINE BiR ARASTIRMA

OzZET

Tlketicilerin  farkh ihtiyag ve istekleri, global markette pek ¢ok sirketi
kisisellestirilebilen UrGnler ve hizmetler Uretmeye ydnlendirmektedir. Bu Urin ve
hizmetleri yiksek hacimde Uretebilmek igin olusturulan farkli stratejiler, tasarim ve
Uretimde esnek galisabilmeyi destekleyen yeni ve farkl bir dénemi isaret etmektedir:
kisisellestirilebilen seri tretim. Uriinlerde moduilerlik, gesitlilik ve diisik fiyat hedefi
ile olusturulan bu stratejiler, genellikle tlketiciye kisisel tercih ve ihtiyaglarina uygun
drtinler yaratabilecegi tasarim o6rnekleri veya internet lzerinde c¢alisan programlar
sunmaktadir. isve¢ ev dekorasyon Urinleri perakendecisi IKEA, Uriin gaminda
cesitlilik ve disik fiyata odaklanan benzer yéontemlerle galisarak farkh tiketici istek
ve ihtiyaglarina cevap vermektedir. Ozellikle ev dekorasyonunda farkh odlgiilerde
drunler ve fonksiyonlara olan ihtiyac arttigi igcin mobilya tasarimi ve Uretiminde,
modadlerlik ve gesitlilik 6nem kazanmaktadir.

IKEA ile ylUkselen rekabetin etkisinde olan Tirk mobilya sektorl, esas olarak
marangozhane ve klguk fabrika isletmelerinden olusmaktadir. Bu isletmeler, daha
cok yerel markete Uretim yapan ve mobilya onarimi ile ugrasan kuguk aile
sirketleridir. istikbal, Kelebek ve Cilek gibi biyik dlcekli isletmeler ise, tasarim
anlayisi, Uretim yontemleri ve pazarlama stratejilerini gelistirerek yurtdisinda da
basarili olmaya baslamislardir.

Bu calisma, IKEA konsepti ve Urlin gaminin Tdrk mobilya sektori ve tuketicileri
Uzerindeki etkilerini ve sektordeki diger perakendecilerden farkh kilan 6zelliklerini
incelemektedir. Bu calisma kapsaminda, IKEA-Turkiye departman mdadarleri ile
yapilan goriismeler ve Bayrampasa (istanbul) magazasinda miisteriler ile yapilan
anketlerin amaci, Tiketicilerin IKEA ve UrGn gami hakkinda gorislerini 6grenmek ve
Tark pazarinda IKEA’nin gUglu bir rakip olmasinda etkili olan nedenleri arastirmaktir.

Elde edilen verilere goére, IKEA ve urin gamini Turk pazarinda farkl kilarak
tuketiciye cazip gelen O&zellikleri tasarim, cesitlilik ve dusuk fiyat o&zellikleridir.
Kisisellestirilebilen seri Gretim déneminin tanimi ve stratejileri dikkate alindiginda, bu
Ozelliklerin Tldrk pazarinda yeni olan kisisellegtirilebilen Griin ve hizmetler
yaratabilmek igin 6nemli elemanlar oldugu gorilmektedir. Uriin gami ve
magazalarinda ilham verci ve fonksiyonel sunumlar yapan IKEA, pazarda farklilik ve
rakabeti artirmaktadir.

Vi



IKEA IN THE TURKISH FURNITURE INDUSTRY AND ITS INFLUENCES WITH
REFERENCE TO DESIGN AND CUSTOMISATION

SUMMARY

Different needs and demands of customers in the global market have led industrial
products and/or services to be customisable. Some alternative strategies of the
market for achieving these customisable goods and services in high volume have
recently developed into a new period called mass customisation, which brings about
flexibility in design and production. Modularity, variety and low price in products
have been the goals for the strategies of mass customisation, and usually work with
design templates or online tools enabling customers to create their own product
combinations. IKEA, the Swedish home furnishing retailer, works with similar
strategies focusing on variety and low price in its product range in order to satisfy
different needs and requirements of customers worldwide. Especially in furniture
design and manufacturing, modularity and variety are significant features, because
home decoration requires different dimensions and functions for customers with
different necessities.

The furniture industry in Turkey, affected by IKEA rising the competition in the
market, is mainly based on small enterprises like ateliers, carpenters and small
factories that are usually family businesses manufacturing for the local market and
also for furniture repairs and restoration. The major enterprises of the industry like
Istikbal, Kelebek and Cilek, improve their design approach, manufacturing methods
and marketing strategies and have succeeded also in some other countries.

This study, concerning about influences of the IKEA concept and the product range
on the Turkish furniture industry and the Turkish customers, has explored the
comments of IKEA customers on IKEA, its product range in comparison with the
other home furnishing retailers in Turkey. The survey including the interviews with
the managers of IKEA-Turkey and a questionnaire carried out with IKEA customers
in the Bayrampasa store helped in gathering the data required to find out about the
comments of customers and the main reasons that make IKEA a tough competitor
in the market.

According to the findings of the survey, IKEA and its product range catch the
attention of customers by its design, variety and low price features in the range.
Considering the definition and strategies of mass customisation, these features are
essential components of customisation, which is also new in the Turkish market.
Moreover, inspiration and functionality are the characteristics of its product range
and stores distinguishing IKEA from the other retailers in the market.

Vii



1. INTRODUCTION

Furniture industry in Turkey, essentially based on small and medium sized
enterprises, is working with traditional production and lack of innovation besides
using almost no technological tools in manufacturing (Kayacikli and Emil, 2003).
On the other hand, the major enterprises are the ones manufacturing in larger
quantities with a limited innovation in design and in an effort to succeed at exports. It
is required to discover and develop the strengths and the opportunities of the
furniture industry in Turkey, since the competition in the international markets is
increasing with the effects of the globalisation. According to Kayacikli and Emil
(2003), newly industrialised countries tend to be developing a greater market
because of their sector characteristics and also due to the nature of their markets’
demand, despite the fact that USA and EU countries seem to be the leading ones in

manufacturing, importing and exporting furniture.

IKEA, the Swedish home furnishing retailer, offers a wide range of furniture and
accessories for home and office use, in its large stores all around the world. Similar
to the competition that IKEA affects in each furniture market of various countries, it
is essential for Turkish furniture enterprises to realise the features of IKEA, its wide
range of products and its strategies, which make the concept of the company
succeed. Er and Er (1997:117) have defined the distinctive characteristics of the
Swedish company and they have argued that these characteristics are the major
reason that makes IKEA “a tough competitor for the companies of the markets it

enters, but also a model these local companies should lose no time to emulate”.

The reason for studying this particular subject with a thesis title of IKEA in The
Turkish Furniture Industry and Its Influences with reference to Design and
Customisation is that it is crucial to find out about influences of the IKEA concept
and the product range on the Turkish furniture industry and the customers in Turkey.
In addition, it is essential to explore the significant role of mass customisation in
developing a wide range of products with low price, modularity and variety that

increase customers’ satisfaction.

1.1 Aims of the Study

Mass production has led the manufacturers to increase their production volume and

also reducing costs, while the customers could purchase and consume more



products and services with affordable prices. By the technological improvements in
the processes of mass production and standardisation, customers tended to ask for
product variety as well as the quality and the affordable prices that were also
standardised. They have demanded products allowing self-expression and the
opportunity to satisfy their personal needs. These changes in 1980s have
introduced a new concept of design and production management, which is called
mass customisation. This new concept combining variety and modularity in product
design with low price and customisation in production has been improving the

market in recent years.

IKEA, the Swedish home furnishing retailer, has developed the IKEA concept and its
product range with a wide variety, innovative design and low price in the global
market. Since its foundation in 1943, IKEA introduced its product range in the world
with more than 235 stores in more than 35 countries. In 2005, its first store in Turkey
was opened in Istanbul, and its unique concept and products have been introduced
into the Turkish furniture market.

This study aims:

1) to gain an understanding of the IKEA concept and the development of its
product range,

2) to point out the essential role of product design and customisation in the

development of the IKEA concept and its product range,

3) to explore the reasons that make IKEA a tough competitor among the other
home furnishing retailers in Turkey.

1.2 Structure of the Study

This study consists of six chapters, beginning with an introductory chapter in order

to clarify the aims and the scope of the study.

The second chapter on design and customisation explores the relationship between
customers, designers and customisation. First, an overview of the customers’ need
for customisation is given. Second, emerging attitudes in product design as a
response to this need of customisation are explained to define the link between
customisation and product design. Next, the concept of mass customisation is
described and the formation of the concept by considering the features of mass
production is given. Furthermore, discussions on mass customisation are given in
order to show the variety in implementation of the strategies in the market. Next, the

relationship between customers and mass customisation is explained by concerning



the advantages and disadvantages of these strategies. Finally, some examples of

mass customised products and services are given.

The third chapter begins with a brief description of the Swedish home furnishing
retailer IKEA, offering a wide range of furniture and accessories for home and office
use, and also explains about its history and the development of its concept. Second,
IKEA product range and the essential role of product design and customisation in
the development of the IKEA concept and its product range is described. Next, an
overview of the Turkish furniture industry is given. Last, the relationship between
IKEA and the other home furnishing retailers in Turkey is given in order to describe
the adaptation of the IKEA concept and its product range into the Turkish market,

and the potential influences of IKEA on the other retailers in the market.

The fourth chapter explains the methodology of the study using literature review,
interview and questionnaire methods in order to achieve the objectives of this study.
First, the aims and the main issues of literature review stage are given. Next,
interviews held with the managers of IKEA-Turkey are explained and the major
discussions of these interviews are defined. Last, the survey carried out with the

IKEA customers is described and the nature of the questionnaire is explained.

The fifth chapter consists of the findings of the interviews and the questionnaire,
besides discussions on the opinions of IKEA customers about IKEA and its product

range in comparison to the other home furnishing retailers in Turkey.

The last chapter comprises the conclusion as a brief summary of the study and

suggestions for further studies on the subject.



2. PRODUCT DESIGN AND CUSTOMISATION

This chapter, which explores about product design and customisation, explains the
relationship between customers, designers and manufacturers considering the need
for customisation. The development of mass customisation is described in order to
point out the strategies that increase variety and modularity in product design and

satisfy various requirements of customers.

2.1. Need for Customisation

Slater (1997) defines a consumer as the one who makes choices among goods and
services by considering how to spend his/her own money to get these choices. On
the other hand, Miller (1995:16) defines a “consumer” as “opposed to being a
producer implies that we have only a secondary relationship to goods”, and calls
attention to this secondary relationship since it occurs “when people have to live
with and through services and goods that they did not themselves create”. Both
definitions include an individual who makes own choices, whereas Miller (1995)
emphasises some lack of personalisation. This need for personalisation has
become a common issue of mass consumption, since “where mass production and
distribution occur, some consumers feel forced to accept the preferences of the
mass rather than pay a high price for individuality” (Britannica, 1957:328). In order
to avoid this forced purchasing of consumers, there must be some improvements for
consumption. As it is described in the Encyclopaedia Britannica, the definition of
“‘consumption” for any society in order to save this individuality and freedom of

consumers must include these major issues:

“...(1) the organization of the society for the purpose of sharing consumer goods; (2) the
system of choice making which determines the kind and quantity of consumer goods to be
produced; (3) the bearing of consumption on the level of productive activity; and (4) the actual
volume and character of consumer goods purchased or used during a given period of time,
how these are distributed among the population and the extent to which various consumer
needs are met.” (Britannica, 1957:328)
This definition recommends meeting the various needs and demands of consumers,
since consumption depends on choice making among goods and services in order
to match needs with own taste. Slater (1997:28) calls attention to the “consumer
choice” as a private act: “We do not consume in order to build a better society, to be

a good person and live the true life, but to increase private pleasures and comforts.”



“Every consumption event involves an interaction between a subject and an object”
(Holbrook, 1999b cited in Addis and Holbrook, 2001:56), where the subject
refers to a consumer or customer and the object refers to some good, service,
event, person, place, or other kind of thing. This interaction is essential for the

consumption event, as Addis and Holbrook (2001:57) explain:

“The product embodies certain features or objective characteristics (such as colour, price,
weight, shape, and so forth), while the consumer embodies a personality equipped for
sensitivity to various sorts of subjective responses (where use of the term ‘responses’ refers
to various facets of own psychology such as beliefs, feelings, or loyalty related habits).”

In order to match the features of the products with the personal requirements,
customers need customisation as well as the interaction in each consumption
process. Customers have begun to consider not only a product but also the services
around it; therefore, “the consumption of the product becomes part of a holistic
experience” (Addis and Holbrook, 2001:54). As Cagan and Vogel (2002:41)
explain about the facts that have generated entirely new types of consumers, they
emphasise the influences of “civil rights, women'’s rights, and environmentalism” on
consumer behaviours. Consumers have expected more from the goods and
services that they chose and bought in order to satisfy their particular demands and

new range of interests that exceeded their own personal needs, wants, and desires.

What every consumer is searching for is a sense of integrity and their own version of value
and quality that can help them fulfil their lives. Today’s consumers have a much clearer sense
of their own identity and who they want to connect with (market segment) and they are also
well aware of the range products available. Customers are looking for products that are well
made, safe, and match their lifestyle. Everyone has a number of product categories, where
they expect a product to make a statement about who they are and how they want to live their
lives. (Cagan and Vogel, 2002:42)

During the shopping experience, each customer is comparing goods and services,
choosing among them, and if necessary, combining the features they prefer. Davis
(1996:169) explains this process as “every buy is customised, every sale is
standardised”. Finally, customers’ need of customisation matches with the notion
defined as ‘consumer sovereignty’. It is “the tastes of consumers rather than the
preferences of producers, which determine what goods are provided” (Black,
2002:82).

2.2. Design and Customisation

Considering the customers’ need for customisation, designers and manufacturers
need to change the traditional strategies of mass production. Miller (2007) explains
about this change required in design and manufacturing, pointing designers need to
accept their new role in creating ideas since most of the products are bought by
considering the customer’s own intelligence and personal features, not according to
the designer’s creativity and preference. Also, Levien (1999) has pointed out the
significant role of design in humanising mass-produced products, similar to the



understanding of customising them. Hence, as well as meeting functional needs, it
is important to bring warmth, personality, sensuality in everyday products which are

defined as human characteristics.

“Designers of the future will no longer produce collections of specific product designs from
which consumers select their favourite. Nor will they add a few superficially customisable
features to such limited product ranges. Rather, designers will develop complex design
vocabularies and grammars that consumers can explore, probably through interactive
evolutionary software, to realise products that best express their personal ‘identities’ and
‘styles’...” (Miller, 2007:93)

Designers are expected to achieve variety and innovation in products that are the
new tools of satisfying the customer rather than just being functional instruments. As
well, designers need to review their applications of basic design in products, since
“in a society of mass customisation, only the simple can become the ‘my’ (Wallace,
2006:21)". The fact of becoming the “my” is also defined by Schreier (2006:317) as
“the pride of authorship effect” considering the value of purchased goods. When
customers “take pride in having created something on their own (instead of
traditionally buying something created by somebody else)”, the product or service
they bought tends to become “the my” more easily. This new concept of product
design emphasises “a new challenge for retail and product designers” (Amerongen
et al, 2003:177-178):

“Instead of focusing on narrowly defined product categories, the new perspective asks what
product and services fit into what kind of consumption situation. We are moving away from
thinking about an isolated product to arrive at a broader space of meaning for the customer.”

2.3. Mass Customisation

By the technological improvements in the processes of mass production and
standardisation, customers tend to ask for more product variety rather than the
quality and the affordable price. They have demanded products allowing them to
express their identities and satisfying individual needs. These changes have led the
manufacturing industries into a concept of new strategies defined as mass
customisation that enables variety and modularity in product design with low price

and customisation in order to satisfy various needs and demands of customers.

2.3.1. Definitions

Neither ‘mass’ nor ‘customisation’ is newly generated notions in the literature of
industrial production and management; but the definition of ‘mass customisation’
has not been clarified yet. Emerged recently in the last decades, mass
customisation has been mostly defined easier, when it is in comparison to the well-
known concept of ‘mass production’. For instance, Tseng and Jiao (2001:2)
describe mass customisation as "producing goods and services to meet individual

customer's needs with near mass production efficiency.”



Davis (1987), who has first coined the term in his legendary book Future Perfect,
describes mass customisation as the ability to provide individually designed
products and services to every customer through high process agility, flexibility and
integration. Moreover, it refers to achieve reaching the same large number of
customers as in mass markets of the industrial economy, and simultaneously
satisfying each customer individually as in the customised markets of pre-industrial
economies. Pine (1993) defines mass customisation as providing tremendous
variety and individual customisation, at prices comparable to standard goods and
services to enable the production of products and service with enough variety and

customisation that nearly everyone finds exactly what they want.

The hesitation in defining the term has been emphasised by Davis (1996:15): “Mass
customising is an oxymoron, the putting together of seemingly contradictory notions,
like jumbo shrimp and artificial intelligence.” Therefore, mass customisation tends to
be defined by statements explaining what it is not rather than what it is. First of all,
variety does not mean customisation, although mass customisation is based on
providing product variants. For instance, “offering hundreds of bicycles with different
colours and features does not mean being able to identify the exact bicycle need of
the customer” (Duray et al., 2000 cited in Atrek, 2004). Similarly, it is so common
to bring handcrafts and mass production together in the definition of mass
customisation. As handcraft is based on customisation, it seems as if handcrafts
returned back into production process. Teresko (1994:45) explains this confusion of

the term:

“Mass customisation is more than some oxymoronic marriage of craft-based production to
mass-production techniques. Instead, the term refers to a new way of conducting business to
gain the ultimate competitive edge. Mass customisation reaches the goal of customer
satisfaction by harnessing the latest business methods and technology.”

Enabling successful mass customisation does not only represent modularity, but
also some other strategies, processes and methodologies. For instance, supply
chain management has a significant role in coordinating the resources, and

developing an information network within suppliers (Atrek, 2004).

Marketing strategies also play a significant role in exploring the needs and demands
of customers in order to take action for each requirement, however classification of
these strategies may result in misunderstanding the concept. For instance, direct
marketing is not customisation, as customisation needs a sort of mutual relationship.
If the differences between direct marketing and customisation are distinct, the gap
with brand-based marketing is even wider (Thackara, 1997). Since brands are
based on values, not on the material quality of products or services, brand-based

marketing has no use in mass customisation.



Finally, it is reminded by Davis (1996) that mass customising is not restricted to
products and services. As it also includes the applications about customers, as well
as market segmentation and distribution, mass customisation tends to offer a

flexible concept rather than to limit the strategies.

2.3.2. Emergence of Mass Customisation

The confusion in defining the notion indicates the significance of examining the
emergence of mass customisation in history. However, by various researchers,
mass customisation is declared as a sort of transformation from mass production by
new technologies, as well as a return of crafts production with all the facilities of
improved technologies in manufacturing. Addis and Holbrook (2001:51) explain
that mass customisation “increasingly allows customers to ask for new personalised
products at a level of individualised tailoring that was never before possible”. They
point out that this new strategy with the potential to bring individualised products of
craft production and some features of mass production together. According to Pine
(1993:9):

“For centuries, economic production was based on the notion of craftsmen. Everything was
crafted by the hands of someone who had the requisite materials, tools, and most important,
skills. ...The Industrial Revolution brought a general replacement of hand tools with
machinery and mechanisation as the primary instruments of production.”

Table 2.1: Evolution of production paradigms (Boér and Dulio, 2007:6)

Paradigm Craft Mass Flexible Mass Sustainable
production production production customisation production
Started ~1850 1913 ~1980 2000 20207
Society Customised Low cost Variety of Customised Clean products
needs products products products products
Market Very small | Demand>supply | Supply>demand | Globalisation Environment
|
volume per Steady demand | Smaller volume Fluctuating
product
per product demand
Business Pull Push Push-Pull Pull Pull
|
mode Sell-design- | Design-make- Design-make- Design-sell- Design for
make- assemble-sell sell-assemble make- environment-sell-
assemble assemble make-assemble
Technology | Electricity Interchangeable Computers Information Nano/bio/material
enabler parts technology
Technology
Process Machine Moving Flexible Reconfigurable Increasing
enabler tools assembly line Manufacturing Manufacturing manufacturing
System System
robots




Boér and Dulio (2007:5) define manufacturing as “the prime driver in the evolution
of society from one that is agriculturally centred to one that is industrially centred”

and outline the evolution of production through time as shown in Table 2.1.

By this replacement of crafts with mechanisation in production, reducing the cost of
manufacturing goods has been achieved but this led to the need for developing
standards in products in order to avoid difficulties in production process. Lampel
and Mintzberg (1996) describe the standardisation era as a series of strategies:
standardisation of choices leads to standardised design, then standardisation of
design tolerates mechanised mass production, and finally standardisation of
products allows for mass distribution. As a result, price has been affordable and
quality of goods has been standardised in the mass market, but quite ignoring the

various needs and demands of customers.

New technologies improving the manufacturing processes have also generated the
opportunity to produce in various colours and sizes for standardised products.
Thackara (1997) comments on this improvement by calling quality of products and
services as the beginning, not the end. Since it has been systematised, quality no
longer differentiates products from each other. Customers have become spoiled for
alternatives among perfectly performing products.

Table 2.2: The old ways contrasted with the new (Pine, 1993:162)

The Old Ways of Mass Production The New Ways of Mass Customisation
* Low-cost, consistent quality, * Affordable, high quality, customised
standardised products products

* Homogeneous markets * Heterogeneous markets and segments
of one

e Stable demand * Demand fragmentation

* Long product life cycles e Short product life cycles

* Long product development cycles e Short product development cycles

» Official efficiency premier * Total process efficiency premier

* Economies of scale * Economies of scale and scope

* Longruns * Lotsizes of one

* Inflexible production * Flexible production

* High overhead necessary * Low overhead

* High inventories: build to plan * Noinventories: make to order

* High cost of variety * Low cost of variety

* Separation of thinking and doing * Integration of thinking and doing

* Lack of investment in worker skills * High utilization of and investment in
worker skills

* Poor management/employee relations *  Sense of community

* Breakthrough innovations * Breakthrough and incremental
innovations

* Separation of innovation and production | ¢ Integration of innovation and production

* Poor supplier relations * Supplier interdependence

* Disregard for many customer needs and | ¢ Quick response to changing customer

wants desires

e Short-term managerial decisions * Sound long- and short-term decisions by

managers and workers




Mass production has been so efficient in manufacturing large volumes of goods in a
short time, whereas it has failed in adapting the changing demands and needs in the
market. Pine (1993) points out one of the primary reasons for mass production to
develop that extensively in the United States as the more homogenous structure of
the American market than of the industrialised countries of Europe. Therefore, the
homogeneity of demand is interrelated with the standardization of output. Reversing
the dependence of economies of volume on the standardisation and homogeneity of
mass production, this new strategy of mass customisation has gained force from an
increase in the flexibility of the productive cycle of modularity. This modularity, the
central concept of post-Fordism, has been improved by the new technologies in
order to offer a unique product to each customer according to the particular
necessities and specifications, “including products that were traditionally considered
undifferentiated commodities” (Addis and Holbrook, 2001:52).

Comparing the strategies in transition from mass production to mass customisation
makes the features of both concepts more comprehensible, as shown in the Table
2.2, listing the distinguishing ways of both concepts. It is also important to realise
the similarities between mass production and mass customisation, as well as the

differences between them.

Through the mass production model, “you could have either low-cost, standardised
goods, and services or high quality and customised ones, but not both
simultaneously” (Davis, 1996:15). However, continuous improvement has changed
the situation into getting low-cost and high quality at once, even while mass
customising has proved that it is achievable to produce, distribute, and deliver
customised goods and services.

Mass production and mass customisation are not distinct concepts, as Mintzberg
and Lampel (1996:21) explain: “Customisation and standardisation do not define
alternative models of strategic action but, rather, poles of a continuum of real-world
strategies.” Similar to its new structure and various strategies, the term itself is

defined in a flexible way matching with its flexible implementations.

2.3.3. Discussions on Mass Customisation

Similar to the different statements for describing the term itself, there are various
researches and studies that define some classifications about strategies of mass
customisation. It is significant first to define the different requirements of individual

customers, and there is no standardised method for applying mass customisation.
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Lampel and Mintzberg (1996) call attention to the misunderstanding of the link
between mass and individual, by claiming that production managers often see
“aggregation” as the best way to increase efficiency, whereas sales managers often

consider ‘individualisation’ as the surest approach to increase sales.

Pure Segmented Customized Tailored Pure
Standardization Standardization Standardization Customization Customization

Design Design Design Design

. . . 1 T

Fabrication Fabrication Fabrication @

I 1

l 4 v 4 v

Standardization [: Customization O

Figure 2.1: A continuum of strategies (Lampel and Mintzberg, 1996:24)

Lampel and Mintzberg (1996:25) have developed a continuum of strategies with
four stages in its value chain: design, fabrication assembly, and distribution as
shown in Figure 2.1. According to their study, “some firms tilt one way or the other
because of the needs of the customers they serve”, whereas others prefer
transitional positions.  These five different strategies of customisation and
standardisation that comprise the operating processes of manufacturing from design

to delivery are described as follows (Lampel and Mintzberg, 1996):

Pure standardisation is based on such a strategy having no distinction among
different customers that has no external influence over the processes of design,

production, or even distribution.

Segmented standardisation refers to a strategy keeping the standardisation of
products within a narrow range of features, also modifying to generate variety, but
not at the request of individual customers. However, depending on the large
segmentations of customers, distribution stage has a greater tendency to be
customised than variety of products.

Customized standardisation offers standardised components in addition to products
usually designed as a central standard core, like an automobile body. Each

customer has the chance to combine his/her own preferences among the range of
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available components. This strategy is mostly based on modularisation enabling
customers to customise the assembly stage and to configure the product according
to their necessities.

Tailored customisation is working with prototypes and/or design templates while
presenting the standardised design of any product to a potential customer.
Customising process starts in the fabrication stage by adapting the standardised
design to the needs or demands of each customer individually.

Pure customisation allows the whole process for being customised, so the product
or service is directly made to order. For instance, a jeweller or a residential architect
designs in order to satisfy the exact needs and wishes of customers. As well, Apollo

project of NASA or the Olympic Game are major examples of pure customisation.

These strategies confirm the possibilities in implementing customisation. The
difficulties in satisfying each customer lead companies to try some alternatives.
Gilmore and Pine (2000:115) draw attention to these difficulties:

“...to become customer driven, many companies have resorted to inventing new programs
and procedures to meet every customer’s request. But as customers and their needs grow
increasingly diverse, such an approach has become a sure-fire way to add unnecessary cost
and complexity to operations.”
There is no obligation in implementing mass customisation since each company has
its own concept, vision, market segmentation, customer requirements, and so on.
Therefore, it is significant to be aware of own features, strengths and weaknesses

for each company intending to develop mass customisation strategies.

Table 2.3: Strategies of customisation defined in the literature (Bardakgi, 2004:5)

Terms preferred Terms used in the literature

Collaborative - Pure customisation (Lampel & Mintzberg, 1996)
customisation - Cosmetic customisation (Gilmore & Pine, 1997)
Adaptive

o - Developing customisable products and services (Pine, 1993)
customisation

- Customised standardisation (Lampel & Mintzberg, 1996)
- Tailored customisation (Lampel & Mintzberg, 1996)

- Modular product design (Feitzenger & Lee, 1997)
Modularisation - Modular process design (Feitzenger & Lee, 1997)
- Point of delivery customisation (Pine, 1993)

- Providing customisable services around a standard product (Pine,
1993)

- Modularised components (Pine, 1993)
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Bardakgi (2004) also mentions that strategies of implementing mass customisation
are defined as various terms despite of the very few differences among them. In his
article, these various terms of strategies are categorised into three main groups:
collaborative customisation, adaptive customisation and modularisation. These
terms preferred as the main categories of customisation strategies (Table 2.3) are

comprised of various terms defined in the literature by different researchers.

To begin with collaborative customisation, it is based on the communication
between the customer and the firm, and offers no finished product before this
communication is completed (Bardakegi, 2004). The end product is produced by
integrating some standardised ready-made modules or by designing a new one for
each customer. Next, adaptive customisation depends on a standardised product
satisfying various needs and demands of customers. This product requires
adjustable components in order to be customised by the user and a well-developed

design process rather than the choice of manufacturing methods.

On the other hand, modularisation is the most common method in manufacturing
goods for variety and customisation (Bardakgi, 2004). Modularity in design and
manufacturing allows products to be combined according to the needs and
demands of customers just before purchasing in the store or online as well as to be
customised by adding or removing some modules according to the changing needs
and demands of the customers whenever they want. This possibility, promising
long-term usage and customisation of products, represents some sort of guarantee
since the customers know that they can have additional or changeable pieces for

their combinations if any problem or need occurs.

2.4. Modularity for Customisation

Baldwin and Clark (2000:63) define modularity through combining two ideas: the
first one is “the idea of interdependence within and independence across modules”
and the latter one is the idea summarised by “abstraction, information hiding, and
interface”. The first idea mentioned is more appropriate for the subject of this study,
since modularity in furniture design is more related to modules and combinations
rather than abstraction or interface.

“Modules are units in a larger system that are structurally independent of one another, but
work together. The system as a whole must therefore provide a framework —an architecture—
that allows for both independence and integration of function.” (Baldwin and Clark, 2000:63)

Stoll (1999:311) defines a module as “a self-contained component that is equipped
with standard interfaces that allow it to be integrated into a larger system” and calls
attention to the variety of different definitions for modules. Each individual part of a

product is a module whereas the product itself can be defined as a module like light
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bulbs, batteries, etc. “Building blocks” of modules, illustrated in Figure 2.2, can be

used interchangeable for different products and product variants.

Assorted combinations of building block modules, illustrated as Product A in the
Figure 2.2, can be used to focus on a product in order to meet particular customer
specifications. Next alternative, illustrated as Product A, B, and C, is using different

modules interchangeably in several combinations to create different final products.

] A A s R

Building Block Modules

Module 4 #  Variant 1
B ey -

a0 Mot

Product A

Product B Product C
Module 1
f Module2 / \| Module 3 / Module 1
Module 1
Module 6 Module 1
Base Module
Base Module

Figure 2.2: Examples of modular design (Stoll, 1999:312)

Another alternative process in modular design, illustrated as Product C in the Figure
2.2, is repeating the modules within a product “allowing a larger system to be built
from repetitions of smaller components” like applied to modular furniture and
cabinets (Stoll, 1999:311). Modular kitchen units and cabinets (Figure 2.3) allow
customers not only to create the choice for their specific needs but also to add more

pieces whenever they call for changes.

Select a front...

In a variety of styles and materials, our fronts allow you to . |
personalise the look of your kitchen. Some fronts can also be

mixed and matched for unique contrasts in style. It' sup to you.

f
00 000 = 0]
How much will your new kitchen cost? Here' sa little help. We' ve
. ) X ) ) 60cm 40cm 60cm 60cm &0am
based the door price on a standard kitchen, as pictured, including
FAKTUM cabinets, worktops, interior shelving and hinges®.
280cm

What's in the kifchen price? The folol price includes cabinets, worktops,
@ Goto page 86 for the FAKTUM cabinets buying guide. inferior shelving and hinges. Your choice of sinks, taps, knobs/hondles
appliances and lighting are sold separately.

Figure 2.3: IKEA Kitchen units and cabinets (IKEA Kitchens, 2008:60)
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Berman (2002) highlights the significant role of the flexibility in producing a
customised good rapidly at a cost comparable to that of a mass-produced one. He
argues that efficient production in mass customisation is typically based on two

stages comprising modularisation. According to Berman (2002:55):

“In the first stage, the firm develops modular subassemblies composed of parts that are
common to all mass-customised products. In the second stage, these modular assemblies are
customised by including additional parts on the basis of a costumer's unique order. This
second stage is referred to as postponement of product differentiation.”

This second stage of modularisation leads the manufacturer to improve the product
and add more possible components whenever needed, whereas leads the customer
to find new modules or products whenever they need changes in their choice of
combinations. Berman (2002) points out the importance of flexible manufacturing
among the components of mass customisation by emphasising differences from
mass production processes and explains that consumer is able to choose among a
very large number of options through the former one, whereas he/she is able to
choose one of the several alternatives through mass production. In other words, this
is the statement that mass customisation creates variety for individual consumer
and requires flexibility in manufacturing, while mass production’s limited variety for

market segment or average consumer is required due to fixed production set-ups.
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COMPONENT-SHARING MODULARITY COMPONENT-SWAPPING MODULARITY
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BUS MODULARITY SECTIONAL MODULARITY

Figure 2.4: Modularity types for mass customisation (Pine, 1993:201)

Pine (1993) defines six types of modularity and explains that simple forms of
modularity allow a wide range of variety without changing the nature of the end

products (Figure 2.4). First, component-sharing modularity uses the same additional
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component across several products, whereas component-swapping modularity is
defined to be the complement of the previous one and uses different modules to
match with the same basic product. Third, cut-to-fit modularity is described as the
most useful one for any product that has a specific component to be repeatedly
varied and enables to match the needs of hard-to-fit individuals at the extremes.
Then, mix modularity does not differentiate in the process but in the end product that
the components are quite mixed together to become something else. Next, bus
modularity uses a base component allowing a number of various components to be
attached and variation in the type, number and/or location of its related modules that
can plug into it. Last, sectional modularity has the advantage of standard interfaces
matching any components together and is defined to be providing the greatest
degree of variety and customisation since it provides the change in the structure of
the product itself. According to Pine (1993:212):

“The greater the number of products, and particularly as that number approaches the number
of individual customers, the greater the cost and performance advantage of modularity.”

2.5 Customers and Customisation

It is essential that mass customisation has emerged in order to satisfy customers’
need for personalisation, not to experiment some new concepts in manufacturing
goods. Blecker and Abdelkafi (2006:4) define the customer as “the main driver for
the implementation of mass customisation”. If there is no customer need or demand
for individualised goods and services, there will be no opportunity to enable success
for this strategy. It is so evident that customer is the determinative element in mass

customisation.

Requirements and wishes, leading the consumption of customised goods, define the
value level of products perceived by the customer. Schreier (2006:317) points out

this value of consumed goods as:

“Customers may also be likely to value the output of self-design more highly if they take pride
in having created something on their own (instead of traditionally buying something created by
somebody else). This is referred to as the 'pride of authorship' effect.”
In addition to this enthusiasm of customers about building their own products or
services, they have gained a better understanding of products and market options.
They have become better able to make informed preferences and more dominant in
their discussions with various sellers (Addis and Holbrook, 2001). Therefore,
considering the goods and services before and after shopping is so common that

the consumption becomes a holistic experience for the customers.

Customers are defined in various images according to their way of consuming such

as “the dupe”, “the rational hero”, and “the post-modern identity-seeker” and “the

craft consumer” (Campbell, 2005:23-24). The first one is passive and easily
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manipulated by market forces, whereas the second one is active and careful about
goods and services in order to increase the utility obtained. Third, the post-modern
identity seeker is the one who manipulates the symbolic meanings attached to
products and prefers the goods as the self-expression of an identity or lifestyle.
Finally, the craft consumer refers to the one who buys mass produced goods, uses
them as ‘raw materials’ for creating personalised, humanised or customised objects.
This process may involve distorting, combining, painting, etc. in order to generate a

new item allowing efficiency as well as self-expression.

The first type of customer, defined as the dupe, does not tend to have any
requirements about the goods and services offered by the market, whereas the
rational hero, the post-modern identity-seeker and the craft consumer insist on
quality, value and variety in products in order to be able to find out the best choice,
to personalise the good for self-expression, and to customise the necessary articles
or materials for own purpose, respectively. Consequently, mass customisation
seems to be a sort of essential strategy in the market that has the ability to satisfy

any type of customer and has the potential even to wake the passive consumers.

However, variety in goods and services offered by mass customisation is suggested
as a risk factor for some confusion in the study of Huffman and Kahn (1998:491):

“Large assortment strategies can backfire, however, if the complexity causes information
overload such that a customer feels overwhelmed and dissatisfied, or chooses not to make a
choice at all.”

Although customisation is usually based on modularity and variety, presenting all
the possible combinations has the potential to lead customers to confusion instead
of satisfaction. It is significant to maintain the balance of offering proper amount of

variations and pay attention to the ways of displaying these variations.

2.6 Firms and Customisation

Many companies considering customers’ needs and demands have implemented
mass customisation; therefore, there is a wide scope of examples including credit
cards, food, electronics, automobiles and so on. Some examples are described here
in order to give an explanation of strategies experienced in the markets abroad and
in Turkey. Most of the examples rely on some web-based processes in order to offer

customers a visual trial of customisation. According to Franke and Schreier (2008):

“The core idea of mass customisation is to provide a web-based user toolkit that allows the
individual customer to design a product, which suits her individual preferences and is then
produced exclusively for her. Many companies—including Dell, General Mills, Nestlé and
Nike—have set up mass customisation systems.”

Each example given in this chapter has online interaction tools available for the

customers who are interested in customising the products offered especially on the
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websites. Each presents similar strategies of mass customisation in various markets
of goods and services. For instance, the genius of Dell's use of mass customisation
is defined to be realising the potential of the Net to make the customer an active
partner in creating economic value (Berman, 2002). The customisation of “open-
source laptops” of Dell allows customers to find the proper components and features
of the end product (Figure 2.5).

Latitude D530N Latitude D630N Latitude D830ON Latitude D430N Latitude ATG D630N
Essential features, Perfect balance of Perfect balance of Dell's lightest Designed for tough
with D-family performance and performance and laptop, with long environments to
compatibility and mobility mobility battery life and withstand dust,
docking advanced security humidity and
and wireless potential drops
options
Starting Price §753 Starting Price  $1,054 Starting Price  $1,133 Starting Price  $1,484
Instant Savings . $184 Instant Savings ... $305 Instant Savings .. $304 Instant Savings .. $305
Starting
Subtotal $569 | subtotal $749 | subtotal $829  subtotal  $1,179 | Price $2,098
Limited Time Offer. Limited Time Offer. Limited Time Offer. Limited Time Offer. Limited Time Offer.
» Add to Cart » Add to Cart » Add to Cart » Add to Cart » Add to Cart
Figure 2.5: Open-source laptops (Dell, 2008)
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F12 DRAGNET FRONT VIEW CUTIT FOR YOU ON: F12 DRAGNET FRONT VIEW CUTIT FOR YOU ON:
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Figure 2.6: Design your bag (Freitag, 2008)

Freitag, which is owned by two Swiss brothers, produces bags from recycled
materials like used truck tarpaulins, used car seat belts, used air bags and used

18



bicycle inner tubes (Freitag, 2008). The company, founded in 1993, has 3 own
stores and over 350 point of sales worldwide. In addition to these stores selling the
products of Freitag, there is an online shop that offers customers to design their own
bag (Figure 2.6). Customers are allowed to choose among twelve different truck
tarpaulins and create their own combination of cuts for their bag. Freitag
encourages the customers for original bag designs but also reminds them that they
are responsible for the design: “If it looks ugly, it is your own fault.” (Freitag, 2008)
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Figure 2.7: Adicolor shoe box (Adicolor, 2008)

Adidas offering a box of shoes and tools for the customers courageous and creative
to customise an original Adidas like an artist painting on these shoes (Figure 2.7).
This range of customisable products, named as ‘Adicolor White Series’, consists of
jackets, shoes, and caps. Besides these boxes, an online manual of hints and tips is

available for the customers who need guidance (Figure 2.8).
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Figure 2.8: Adicolor manual (Adidas, 2007)
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Figure 2.9: Design your T-shirt (Tish-O, 2008)

Tish-O, founded in 2007, is a new generated brand of Demal Tekstil and the first
online T-shirt design brand in Turkey (Tish-O, 2008). Tish-O offers design templates
including various types, sizes, and colours of T-shirts and a wide range of pictures
to be added in the design of customers (Figure 2.9). Furthermore, customers are
allowed to load their own picture from their computer, add writings on the T-shirt
design by the guidance of a web-based tool, change the size and location of the
pictures, and save their design samples in their accounts. After the design process,
ordering the original design is possible. Tish-O produces the T-Shirt individually for
the customer and posts it directly to the given address in three days.

Flexi Card'i Taniyin  Flexi Flexi Kullanin  Destek  Basvuru
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Figure 2.10: Design your own credit card (Garanti, 2008)
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Garanti Bank of Turkey offering membership and credit cards similar to many other
banks has a credit card customisable for each customer according to their needs
and wishes (Figure 2.10). This credit card named ‘Flexi Card’ is built in three steps
such as choosing a rewards promotion, setting an interest rate and bonus rate, and

choosing a template or creating a design for the credit card (Garanti, 2008).

Automobile design requires customisation of the features and accessories in order
to respond to the special requirements and demands of the customers. Toyota is
one of the samples offering customisation for customers’ own preferences and
necessities. Customers are guided to choose their own requirements among various
alternatives step by step, and also informed about the prices for each choice (Figure
2.11). Customisation helps the customer in shaping the product as well as saving

money by removing the features unnecessary for the user.
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Figure 2.11: Build your own Toyota (Toyota, 2008)

Automobile industry needs component modularity and customisation in order to be
able to offer reasonable prices for each customer with various requirements. Mass
customisation is also necessary for food market. Just ordering ready and fast food is
an ordinary process; therefore, customisation in food ordering makes the process
more attractive by involving customer into the preparation of the food. For instance,
Subway Restaurants in Canada offer a variety of ingredients for sandwiches and
salads (Figure 2.12). In the menu, various alternatives for breads, sauces, chips,

cookies, and so on.
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Figure 2.12: Customise your meal (Subway Menu, 2008)

Similar to the menu of Subway Restaurants, Otantik Kumpir in Turkey has a menu
offering various ingredients for ‘Kumpir’ (Figure 2.13). ‘Kumpir’ is the baked potato
usually mixed with butter and cheese. All the other ingredients like sauces, salads,
etc. are additional ingredients. Most of the customers enjoy the process of choosing
their favourite ingredients whereas the others have the opportunity to order a
‘Kumpir’ from the templates including the popular mixed ingredients.

22



Sade Kumpir

(Tereyag, kagar peyniri)
Plain with Butter

(Butter, cheddar cheese)
Kartoffel mit Butter
(Butter, koscher)

%afzeme[er 2

Kagar Peyniri

(Cheddar Cheese /Kise

Rus Salatast

(Russian Salad /

Russischer Salat)

Sosis

(Sausage / Wurst)

Tavuk

(Chicken / Hithnchen) Y€§ﬂ. T g

Mt (Green Olives / Griine Oliven) £

(Mushroom / Pitze) | =

Ton Balig Siyah Dilimli Zeytin £

(funa Fish / Thunisch) (Black Olives / Schwarze Oliven) %

Kitir Tavuk >

Ko, Masir %‘

Fritiertes Hihnchen) (Com / Mais) 5:

Karides Tursu E” y

(Shrimps / Krevette) Pickles / Essiggarken) E

Barbekii Tavuk = ) . B

Barbecue Chicken i J alcp(:nOS Blben E"

Haslanmus Tavuk 2 (alapeno Paprica / Jalapenio Pfeffer) £

Boiled Chicken . ) s/‘ }

Meksika Fastlyesi Feslegenh Aa Sos §’

Mexican Bean (Scharfe Pfeff ) B

Kavrulmug Acih Kiyma E‘.._

Hot Fried Meat Mayonez ?

Kavurma (Mayonnasie / Mayonaese ) A

Fried Meat Ket ~
cap

(Ketchup / Ketchup)

Figure 2.13: Ingredients for Kumpir (Otantik Menu, 2008:8)

The ingredients are mass-produced and also customers are allowed to choose the
ones and customise their food order. Ingredients or recipes are also the mass
produced components of the end product. In other words, products and services
have no specific features to become to be able for customisation; however, a sort of

variety and modularity as well as harmony among the components is required.

Customisation, implemented in various markets, intends to lead customers to
involve in the process. Therefore, customers are allowed to dominate the end
product according to their requirements and also encouraged to make their own

decisions as well as their own faults.
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3. IKEA, PRODUCT DESIGN AND CUSTOMISATION

This chapter begins with a brief history of the Swedish home furnishing retailer IKEA
and the development of IKEA concept. Next, the role of product design and
innovation in the development of IKEA product range and the significance of
customisation in improving the concept and the product range of IKEA are
explained. Last, the structure of the Turkish furniture industry and the adaptation of

IKEA into the Turkish market are given.

3.1. IKEA History and the Development of IKEA Concept

In 1943, Ingvar Kamprad establishes and registers his firm IKEA, “selling such items
as pens, wallets, jewellery and picture frames” (Zentes et al., 2007:131). Five years
later than the opening, furniture is included into the product range of IKEA, whereas
the first IKEA catalogue is published and distributed as free of charge in 1951 (Inter
IKEA, 2008). The first furniture showroom of AlImhult (Sweden) is opened in 1953,
allowing customers to examine the furniture in details. By the development of the
IKEA concept in 1955, IKEA starts to design its own furniture in order to provide
functional, stylish and affordable home furnishings, also for avoiding some problems
with the suppliers. In 1958, the first IKEA store is opened in Almhult, with more than
100 IKEA co-workers. The idea of self-assembly furniture and flat packages
develops in 1959, and allows IKEA to reduce transport costs and so prices of the
products. In 1961, IKEA has the first non-Scandinavian suppliers, based in Poland,
with 20,000 chairs delivery. The first store outside Sweden, in Oslo (Norway), is

opened in 1963.

In 1965, the largest IKEA store is opened in Stockholm and introduces the Cook
Shop with a range of kitchen products in addition to the furniture range (Inter IKEA,
2008). By the success of the opening, the IKEA concept developed into opening the
warehouse and allowing the customers serve themselves. In 1973, IKEA opens the
first store outside of Scandinavia in Switzerland. Afterwards, concentration on
innovative ideas in design and also in strengthening the IKEA concept develops the
IKEA range and services. “IKEA’s growth was quite spectacular during the 1970s
and 1980s, thanks to a strategy based on offering products with a certain quality
level at a relatively low cost” (Canals, 2000:68). In order to achieve this strategy,
IKEA starts a policy that has three legs. First, buying raw materials with quality at

low prices, and replacing expensive ones with similar quality but cheaper materials
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helps in reducing prices of the range. Next, IKEA develops long-term relationships
with the suppliers of these materials, even provides them information about
materials required and helps in improving their manufacturing processes. The third
policy is maintaining continuous production in these factories throughout the year by
ordering a constant level of product or material.

Innovative ideas by IKEA designers encourage design quality and support low price
concept. For instance, a plastic chair called SKOPA is developed in 1973, by a
supplier usually produces plastic buckets (Inter IKEA, 2008). Similarly, TAJT
multifunctional seating unit represents one of the good examples, since it is made
by using a low-cost raw material (denim) from another industry in order to create a
hard-wearing and low priced product (Figure 3.1).

Figure 3.1: SKOPA chair & TAJT seat/recliner (Inter IKEA, 2008)

The range of furnishings called as STOCKHOLM is created in 1984, in order to offer
the expected features of a classic high quality product, but not a high price. This
range receives the ‘Excellent Swedish Design Award’. Especially, the MOMENT
sofa wins a prize for the innovative design in 1985, since a supermarket trolley
manufacturer helps IKEA with the frame (Figure 3.2). The IKEA PS collection,
allowing designers be in charge of the design process and shape the latest
creations, is presented in 1995.

Figure 3.2: LACK coffee table & MOMENT Sofa (Inter IKEA, 2008)

IKEA product range stands for innovative and modern design and redesigning of
some Scandinavian furnishings and accessories is also significant for IKEA. For

25



instance, an 18" century Scandinavian furnishing is launched in 1996, and the
DALA horse, a historic Swedish souvenir is transformed into a contemporary design
object in 2002 (Figure 3.3).

Figure 3.3: 18" Century furniture & DALA horse (Inter IKEA, 2008)

Children’s IKEA range, including products developed and designed especially for
children, is introduced in 1997. IKEA stores, offering such various ranges for home
furnishing, are supported also by online facilities. Since 1997 IKEA can be accessed
through the Internet.

IKEA has developed a well-defined concept, leading the company to become the
world’s largest furniture retailer. This concept, especially avoiding common
statements of any market, is based on “offering a wide range of well designed,
functional home furnishing products at prices so low that as many people as
possible will be able to afford them” (Inter IKEA, 2008). Since its foundation in
1943, the IKEA concept has been improved and introduced to more people around
the world. It has been so efficient and internationally reasonable that has enabled
facing “no direct competitors with an equivalent global scope” (Zentes et al.,
2007:131). All the processes, including the way that IKEA products are designed,
manufactured, distributed, displayed, sold and assembled, are defined by the IKEA

concept.

The founder of IKEA and the concept, Ingvar Kamprad has developed the idea of
offering functional and stylish home furnishing products by avoiding expensive ways
of manufacturing but keeping the high quality of goods and innovative design (Inter
IKEA, 2008). He has considered introducing Swedish culture and style to the world,
since even the name IKEA is composed of the initial letters referring to the founder’s
name, his parents’ farm and his hometown in the Southern Swedish region of

Smaland: Ingvar Kamprad, EImtaryd and Agunnaryd.

The core principles of the company are quality and economy, in order to achieve the
goal offered by the IKEA concept (Prime, 1999). The principle of quality is

significant in three periods of product life, which are design, range and use. First,
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each product in the range is designed by and for IKEA, enabling the company to
keep quality high and under control, rather than dealing with the other designers and
manufacturers. Second, each article for sale in the stores belongs to IKEA range,
which is a coherent whole. The range is designed according to some specific
classifications like young-old, high-low income or modern-classic. Third, quality of
the usage period is tested for checking the aspects of products concerning strength
and workability as well as surface and resistance. All IKEA furniture tested has the
quality label of Moébelfakta, which is adapted from Swedish standards system,
identifying materials, construction and durability of the products. The principle of
economy in IKEA, associated with the quality principle, involves various methods for
saving money especially by the involvement of customers. Among those methods,
there are developing own products, focusing on flat-packs and buying in quantity,
while customers help themselves in taking away their own purchases and

assembling their own furniture.

Stichting INKGA
Foundation

INGKA
Holding B.V.

| IKEA Services B.V.
IKEA Services A.B.

Inter IKEA Systems B.V.

IKEA Group

Range IKEA
of Sweden

Distribution & Wholesale Retall

Purchasing

Industry Swedwood
Group

Figure 3.4: Ownership and organisation structure (Zentes et al., 2007:132)

The development and achievement of all the activity from product design to after-
sales service need a good management as well. The founder of the innovative
concept, Ingvar Kamprad is not the only manager in charge of all the process going
on. Stichting INGKA Foundation, registered in the Netherlands, is the owner of the
whole IKEA group (Zentes et al., 2007). As the Figure 3.4 shows, INGKA Holding
B.V. is the leader company of all the companies including the IKEA Group. IKEA
Services B.V. (Netherlands) and IKEA Services A.B. (Sweden) own a total of nine

staff delivering support for the work within the companies of the IKEA group. The
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IKEA concept and trademark belong to Inter IKEA Systems B.V., also has

franchising agreements with the IKEA stores worldwide.

In addition to the IKEA concept, this well developed ownership structure of IKEA has
helped the company in growing as “the leading home furnishings brand in the world
with more than 235 stores in more than 30 countries and more than 110,000 co-
workers” (Inter IKEA, 2008).

The IKEA concept is based on the ideas away from the traditional viewpoints of the
furniture business and exactly opposite of conventional furniture retailing (Zentes et
al., 2007). For instance, IKEA has located large stores on the outer edge of the
cities, whereas traditional home furniture stores are located as boutiques in city
centres. Instead of shop assistance, IKEA encourages customers to serve
themselves. Moreover, IKEA has shifted the traditional focus, which is on middle to

upper-middle-aged customers, to younger people.

3.2. IKEA Product Design and Modularity

IKEA works generally with standardised product range, store and services all
around the world, but also some features of the products, stores and services are

customised depending on the culture and lifestyle in many countries.

EKTORP — Mix, match, create

The EKTORP range makes it easy to mix and match so you can be confident that the combination you

to get the look you want. There's lots of choice: create will look great. And when you feel like a
different covers and different types of seating from change, the removable covers make it so easy. Buy
chaise longues to sofa-beds and even different some extra covers with your sofa or armchair and
shaped armchairs that all go well together. We've you'll be prepared whenever the make over bug strikes!

tried countless combinations of pattern and colour,

Find out more about EKTORP at www.IKEA.co.wk/EKTORP @

EKTORP right-hand
chaise longue in

Hovby white and black

Figure 3.5: IKEA Sofa combinations (IKEA Sofas, 2008:7)
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Innovative and modular design is the significant tool in developing the IKEA range of
furniture and accessories, allowing customers enjoy the variety and create their own

combinations (Figure 3.5).

“The basic assumption was that most of the Habitat stock — wood, plastic, ethnic basket-work,
chromium plate and giant floor cushions — would somehow mix and match in all possible
combinations to make an acceptable background for the modern middle-class way of life. This
concept has since been marketed to an even wider audience by the Swedish firm lkea.”
(Lucie-Smith, 1993)

IKEA has a range of products offering practical solutions for fundamental activities
such as eating, sleeping, socialising, studying and storing items, also for people who
have limited budget and limited space in their houses or offices (Inter IKEA, 2008).
This range of products reflects the IKEA concept since they are simple, stylish and

functional as well as affordable for many people.

Each IKEA store worldwide has the same articles, not the whole range but the ‘core’
products defined among the range, in order to avoid any distortion in the IKEA
concept and image (Giirel, 2008). These ‘core’ products in the range, called as
‘SBAS’, are more than 4,000 basic articles for each new IKEA store (Figure 3.6). In
addition to these articles, ‘BAS’ articles, more than 8,000, that are supporting and
improving the ‘core’ product range of IKEA, whereas ‘EXTRA’ articles refer to the
free range of products, which are produced in a temporary supplier and a lower
amount for an approximate period of sale. However, these 'EXTRA’ articles have the

potential to transfer into the basic range or to end in a short period.

P E

EXTRA

Figure 3.6: Structure of the IKEA product range

All IKEA products have the label “Design and Quality, IKEA of Sweden”, except the
ones which have the name of the original designer as their label, and are sold in the
IKEA stores (Inter IKEA, 2008). IKEA designers work for each product by starting
with a functional need and a predefined price. Their innovative ideas and knowledge

of low-cost manufacturing processes lead in creating functional, stylish and low-
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priced products. Furthermore, IKEA purchases large volumes of these products in
order to reduce the cost. By the fact that most of the IKEA products designed as to

fit in flat packages, IKEA ensures the low price offer of its concept.

Next, the IKEA store also has a well-developed and well-designed structure as part
of the IKEA concept. It is quite organised in order to display all the furniture and
accessories in the range as well as to lead the customers to experience self-
shopping. The IKEA store, improving since the first store in 1958, is quite large in
order to introduce a wide range of products as well as to give innovative and
inspiring solutions presented in its realistic room settings and homes inside the
same store (Inter IKEA, 2008). IKEA visitors are allowed to examine any product in
the store, and even encouraged to sit, lie down, open and close drawers, mix and

match accessories, and compare styles and prices.

In order to present the range, each IKEA store is organised in two floors called
‘showroom’ and ‘market hall’. A wide range of furniture is displayed both individually
and as combinations of room settings and homes in the showroom, whereas home
accessories including various products other than furniture are displayed in the
market hall. These floors also have some specific areas like living room, kitchen,
bathroom, textile, lighting, and so on. The specification helps customers in finding
the products they need and comparing the specific group of products in an easy and

efficient way.

The IKEA store works for improving the shopping experience of customers and also
encourages them for shopping on their own by providing many necessary tools such
as pencils, notepads, tape measures, store guides, IKEA catalogues, shopping
bags, strollers and trolleys (Inter IKEA, 2008). In addition to an organised shopping
experience, IKEA stores offer some other facilities and activities especially for the
visitors who would like to enjoy a day in the store. The IKEA restaurant serves local
favourite food depending on countries and introduces unique Swedish dishes, while
the exit café serves ‘hot dog’, various sandwiches, and ice cream. IKEA Swedish
food market offers a range of biscuits, crackers, cakes, jams, seafood, sauces and
so on. Moreover, IKEA stores have a ballroom, a cinema for children, and a
separated room for baby care. “The kid’s corner allows parents to fully experience
the IKEA world without disturbance” (Zentes et al., 2007:138). On the other hand,
children are welcome in the store even when they jump on sofas or beds, run or

shout around the store, and so on.

IKEA offers some services like sewing, delivery, and assembly for an additional
price, not included in the product price, when any customer asks for support. “Post-

sale, the direct involvement on the part of the customer becomes apparent when he
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has to transport and assemble his furniture himself’ (Zentes et al., 2007:138). This
after-sale process is the most distinguishing feature of the IKEA concept besides
being an advantage or disadvantage for the customers depending on their own

opportunities like a large car enables carrying the products to home.

Finally, the catalogue and the website are other significant components of the IKEA
concept and supporting design and inspiration ideas. The most interesting and
important feature of the IKEA catalogue to be highlighted is that it is not only a
partial index of the IKEA range, but also an inspiring guide offering innovative
solutions for home decoration. Furthermore, the catalogue has prices “valid for a 12-
month period” (Inter IKEA, 2008), and it is distributed for free.

Following the first advertisements of IKEA only in some local newspapers, appeared
in 1940s, Ingvar Kamprad begins to deal with individual sales calls. The first edition
of the IKEA catalogue, published in 1951, increases the demand and leads to the
first furniture showroom of AlImhult (Sweden) in 1953. Today, the IKEA catalogue is
produced in more than 25 languages for about 34 countries (Inter IKEA, 2008).

The IKEA Website, similar to the catalogue, displays almost all the range supported
by inspiring ideas and allows online shopping in some countries and for some
products in the range. Customers enjoy the online tools and programmes and are

encouraged to practise home furnishing and combinations of their own.

3.3. IKEA and Customisation

By using the strategies that help in strengthening the communication with the
customer and also suppliers, IKEA competes in the market through an original way.
These strategies, based on customising the business, lead IKEA into adapting
various cultures and lifestyles around the world. According to Thackara (1997:80):

“Customisation is a range of responses to new market and technological conditions. These
responses include increasingly specialised products or services; flexible and targeted
distribution systems; new ways of organising work that bring consumers and producers closer
together; and information networks that dissolve boundaries between the firm, its suppliers,
and customers.”
Thackara (1997:95) describes a checklist for customisation, mostly implemented by
design and manufacturing companies. This checklist consists of the followings,

which are generating some hints in order to develop a successful organisation:

- Connectivity among players

- Consumers are active participants in development processes
- Technologies and processes are adaptive

- Flat organisation; few steps between supplier and user

- Fast, effective service, not price

- Integrated operational management to optimise processes
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- Design and manufacturing know-how

- Close mesh with suppliers

- Smart distribution and logistics

- Retail alternatives to reduce transaction costs

- Time-based skills

Although it is not always possible to achieve all these indications at once, it builds a
sort of guide in developing strategies for customisation and companies often prefer
to focus on some of them as a beginning attempt.

These hints also assist in finding out the properties of a developed system like IKEA
experiences for more than 40 years. To begin with the phase of ‘connectivity among
all players’ refers to various features of IKEA system. First of all, it is possible to
name the departments of each store as players, and these departments have similar
level of importance in IKEA. Next, each store is a player of IKEA worldwide,
therefore it is necessary to share and consider any problems, achievements as well
as experiences. Finally, the connectivity among IKEA, designers, suppliers, and
customers is so essential that it is the requirement for improving and maintaining

continuity of the concept.

Since the IKEA vision is based on “creating a better everyday life for the many
people” (Inter IKEA, 2008), it is only possible if ‘consumers are active participants in
the development processes’. Comments, complaints and demands of customers are
considered by IKEA so carefully that it is the most important data to ensure the
efficiency of the system. Furthermore, the starting point of the IKEA system is
customers as active participants especially in the store: "You do your part. We do
our part. Together we save money" (Inter IKEA, 2008).

Considering the innovative ideas like the LACK coffee table, made from a strong,
light material that is usually used for interior doors as well as the MOMENT sofa,
which has a frame manufactured by a firm producing supermarket trolleys (Inter
IKEA, 2008), it is obvious that ‘technologies and processes are adaptive’ for IKEA
and IKEA designers.

IKEA pays attention to the quality and safety of the products as well as the
satisfaction of customers about these products and the IKEA concept. Therefore,
any comments and complaints of the customers directly influence the improvement
of products and services. Since IKEA is in charge of all the processes including
design of the products, finding the proper suppliers and locations of the stores, it is

only ‘few steps between supplier and user’ in the IKEA system.

After shopping in IKEA, customers can take their products to home and begin to use

in the same day. If the customer needs delivery support or sewing for any textile
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shopping, IKEA offers ‘fast, effective service, not price’ dominated. This service
opportunity adds value in shopping experience, and supports customisation, as it is

additional service not included in the price of products.

Since IKEA controls the efficiency of the system and customer satisfaction by its
‘integrated operational management to optimise processes’ including suppliers,
logistics, sales, communication and interior design working for realising the IKEA

concept.

Designers and suppliers of IKEA are encouraged with an advanced ‘design and
manufacturing know-how’ by the company. IKEA designers work in a process by
starting with a functional need and a predefined price for each product (Inter IKEA,
2008). Their innovative ideas and knowledge of low-cost manufacturing processes

lead in creating functional, stylish and low-priced products.

IKEA has ‘close mesh with suppliers’ in order to keep communication and support
updated, therefore it becomes possible to achieve reducing costs for raw materials,

manufacturing technologies, and required volume of production.

It is essential to work on effective strategies for ‘smart distribution and logistics’ in
IKEA that logistics department organizes the process to transport articles not only
between suppliers and stores but also in each IKEA store. Smart logistics is a must
in the warehouse and the stores, because IKEA works with huge amount of articles.
Thackara (1997:84) emphasises the importance of new distribution concepts in
managing innovation: “Logistics is one of the least glamorous but most potent

support systems for continuous innovation and customisation.”

IKEA works with alternative suppliers instead of ‘retail alternatives’ to reduce
transaction costs, as a home furnishing retailer worldwide. However, each IKEA
store is working with the range individually, it is possible to reduce costs for each
store by managing the preference and promotion of the products except the core

range (see Figure 3.6).

The system of IKEA develops by the assistance of the company’s ‘time-based skills’
during more than 50 years. All the experience in retailing worldwide, the innovative
ideas in design and manufacturing know-how are features requiring some time to be

gained and used efficiently.

The issues discussed through matching the points of Thackara’s checklist with the
features of the IKEA system encourages this study in defining IKEA as a company
successful in implementing mass customisation. However, it is significant to

distinguish the point that IKEA is successful in its own way of mass customisation,
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since there is no best way but good strategies that may lead each company to

achieve mass customisation.

As mentioned in Lampel and Mintzberg’s study (1996) considering mass
customisation, standardisation and customisation do not refer to two different
groups of strategies. According to their segmentations of strategies (see Figure 2.1),
the IKEA system can be defined in both strategies of ‘segmented standardisation’
and ‘customised standardisation’. It is ‘segmented standardisation’, since IKEA has
standardised products and customises its distribution between its suppliers and
stores all around the world, and also it is ‘customised standardisation’ when IKEA
allow customers customise products of any combinations and assemble these

products, in addition to customise the distribution process.

Mapping Activity Systems

|
|
[
Activity-system maps, such as this one for lkea, show how a strategic position, a number of higher-order strategic themes (in |

company's sirategic position is contained in a set of tailored dark purple| can be identified and implemented through
activities designed to deliver it. In companies with a clear clusters of tightly linked activities (in light purple)
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Figure 3.7: IKEA activity system map (Porter, 1996:71)

In the map of strategies for IKEA (Figure 3.7), links between the activities and
strategies of the company are shown. Limited customer service, self-selection by
customers, modular furniture design and low manufacturing cost are the higher-
order strategic themes of IKEA, which are linked to the activities in this map.

There is no obligation to customise many features of the firm strategies, therefore

standardising as much as possible and adapting only what is necessary is more
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reasonable (Zentes et al., 2007). IKEA standardises many strategies but also
customises for adapting different situations as well as responding to various needs
and demands of the customers, since the IKEA concept serves for “the many” not
for a specific group of people. For instance, IKEA has “only one set of instructions
for the assembly of a piece of furniture, regardless of country, because it contains
no written language, but only visual instructions” (Levy/Weitz, 2007 cited in Zentes
et al, 2007), as seen in Figure 3.8.

E )
B ofe

Figure 3.8: IKEA Instructions (IKEA Manual, 2007:3)

The wide range of IKEA products is one of the characteristics making the company
attractive for customers, since variety and low price are brought together for them.
However, it is essential to control both how this range of products is presented and
“the nature of the input the customer is asked to provide” for any retailer like IKEA,
since “a sales interaction has the potential to become too complex and frustrating
for the customer” (Huffman&Kahn, 1998:509). All the choices for each particular
product in the range, especially the feature of modularity in IKEA kitchen furniture,
bookcases, wardrobes, and other storage units, require to be displayed in a way
that will ensure avoiding any confusion of the customer (Figure 3.9).

“Hence, the main dimensions of retailing which establish IKEA’s positioning are clearly price,
variety of merchandise, and store atmosphere. IKEA offers the same product range on an
international scale, and adapts the store layouts, presentation of the products, home services
offered, and prices only where necessary in accordance with national economic and cultural
conditions and circumstances. This enables IKEA to transfer its profile appropriately
worldwide.” (Miller, 2004 cited in Zentes et al., 2007)
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Figure 3.9: IKEA Wardrobe units (IKEA Wardrobes Brochure, 2008:38)

Moreover, IKEA tends to create some sort of data warehouse from the customer
interface and feedback for the product development and other parts of the
organisation (Wikstrom, 1995). On the other hand, Davis (1996:169) states that
“‘every buy is customised, every sale is standardised” and explains that “to buy a
plain vanilla couch, for example, from the Ikea Svenska A.B., and then choose from
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a wide variety of fabrics and pillow styles” result in “a customised purchase for the

cost of a mass-produced item”.

The role of customers in choosing and buying the exact product or service they
need is essential for increasing the value and satisfaction of the process including
before and after shopping. Schreier (2006:317) describes the reason behind this
influence as “the pride of authorship effect” and explains that “customers may also
be likely to value the output of self-design more highly if they take pride in having
created something on their own (instead of traditionally buying something created by

somebody else)”.

Furthermore, there are some promising differences between “the old concept of
industrial production and the new concept of emotional production” such as the
transition “from consumers to people”, “from products to experience”, “from function
to feel”, and “from communication to dialogue” (Amerongen et al, 2003:177-178).
In this transition from consumer to people, there is a new concept based on a

mutual relationship:

“Instead of focusing on narrowly defined product categories, the new perspective asks what
product and services fit into what kind of consumption situation. We are moving away from
thinking about an isolated product to arrive at a broader space of meaning for the customer.
Ikea, the Swedish furniture company, lives from cross-selling based on the notion of the
consumption situation. In its stores, furniture items and accessories are displayed as part of
consumption situations, this creating an imaginary lifestyle for the customer.”

Customers are encouraged to make their own decisions considering their specific
needs and priorities while using their creativity by the variety of IKEA product range
and the supporting IKEA system. Sanchez (2002:217) describes the IKEA way of

mass customisation:

“Ikea, the Swedish furniture maker and retailer, has harnessed the modular idea for both its
product and process architectures, giving it considerable strategic flexibility. Ikea creates
modular designs for its Scandinavian furniture products. It carefully designs and specifies the
components in its products (such as table tops, table legs and hardware) so that they can be
combined in different ways to create a range of new products. But the company has also
developed modular process architecture to coordinate the global sourcing and shopping of
components for its furniture.”

Considering the structure and the problems of the Turkish furniture industry besides
its structure, its concept and the system of IKEA, it is essential for the Turkish
furniture enterprises to gain the understanding of the way IKEA works. Giirpinar
(2008) explains that the Turkish enterprises that will be competing with IKEA in the
market have started to change strategies and rearrange prices. Moreover,
influences of IKEA on the Turkish furniture industry are claimed to be encouraging
the local enterprises for developing their strategies in the market, although it seems
to be destructive for the industry and especially the major furniture enterprises.
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3.4. IKEA in the Turkish Furniture Industry

IKEA, with more than 235 stores in more than 30 countries, entered the Turkish
market in 2005. MAPA Home Furniture and Accessories Trading Co. Inc., affiliated
by MAYA in 2003, has become the franchisee of Turkish IKEA (MAYA, 2008). On
May 5" 2005, the first IKEA store opened in Umraniye, Istanbul, and after a year in
Bornova, lzmir the second store opened on April 6" 2006. The third IKEA store
opened on November 8" 2007 in Bayrampasa as the second store of Istanbul, while

the construction of the fourth store continues in Bursa.

3.4.1. Structure of the Turkish Furniture Industry

Furniture manufacturing in Turkey is based on ateliers and factories. The ateliers,
small enterprises mostly working as carpentries, are difficult to be studied since the
total number of them is over 70.000 (Kayacikhh and Emil, 2003). They produce
often for the local market and also work for furniture repair and restoration. These
small enterprises, generally based on family business, produce handcrafted pieces
and work with the specific orders of customers. Besides, they make the necessary
components in the range of factory-based enterprises. It is complicated to outline
the structure with features and problems of the industry, as small and medium
enterprises are mostly out of record while there are quite few factory-based

manufacturing enterprises in Turkey.

Ankara %27.2

Others Istanbul %18.1

Ankara

Izmir %9

Adana %9
Bursa %5.4
Eskisehir %4.5
Kayseri %4.1

Others %22.7

Figure 3.10: Turkish furniture industry (Kayacikli and Emil, 2003)
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Medium enterprises, trading and manufacturing for the local market, produce
generally in relation to the traditional style and the needs of customers (Kayacikh
and Emil, 2003). Since these enterprises produce through both handcraft skills and
technology, they are not able to implement an expected quality production strategy
and to sign up for exportation. The major enterprises, in an effort to improve exports,
are the minority in the Turkish furniture industry, and as a result this improvement is
not expeditious enough to create confidence in the market.

Ozkaraman (2004:241) explains about the structure of the Turkish furniture industry

in 2000s and outlines five groups in this structure:

- The manufacturers who work through traditional production: Carpenters and others
- The ones transferred from any other industry to the furniture industry: Kelebek, etc.
- The franchised ones in Turkey: La Casa, etc.

- The ones working together with foreign companies in partnership: Tepe-Mobili, etc.

- Home improvement retailers: Bauhaus and others

Considering the locations of furniture enterprises, Kayacikli and Emil (2003)
highlight the dominating influence of crowded towns like Istanbul, Ankara, Izmir and
some others. These locations are preferred to be established by the enterprises to
do the manufacturing because of the customer potential in these locations (Figure
3.10), although enterprises of other industries prefer to locate around regions

according to their proximity to resources.

Table 3.1: Problems of the Turkish furniture industry (Aksayar, 2006; Akyuz, 2006;
Giirpinar, 2007; Kayacikh and Emil, 2003; Ozkaraman, 2004)

Production - Need of high volume production and quality in raw material

- Lack of standardisation and need of technology/equipment

Marketing - Lack of market awareness

- Need of advertising/promotion

Finance - Cost of effort, energy, materials, etc.

- Need of regular income/support

Employment - Lack of qualification as it is all family business

- Need of qualified employers and education/profession

Lack of - Weak communication among the enterprises

organisation | ooy of sharing/developing know-how

Design - Not concentrated in unique/well developed products
- Need of designers/engineers and innovation and flexibility in design

- Lack of awareness for copyright rights
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The improvement of the Turkish furniture industry depends on the development of
the exports (Gurpinar, 2007). However, it is a priority to deal with problems of the
industry. These problems are defined to be concerning qualified employers, raw
material, finance, technology and design, while Ozkaraman (2004) describes
certain problems concerning production, marketing, finance, employment, and lack
of organisation among the enterprises. Problems defined by various researchers are
shown in the Table 3.1, bringing together the common issues in these studies.

Aksayar (2006) explains the latent features of the Turkish furniture industry and
highlights the importance of developing the issues that has kept enterprises away
from the expected success in the European Union market. However, Germany and
Italy are defined to be the major manufacturers worldwide, whereas Italy is the
major exporter and USA is the major importer worldwide. Newly industrialised
countries and peripheral markets are expected to lead the competition as a
consequence of the characteristics of the industry and the demand of customers,
although it seems that European Union and USA dominate the production and trade

as the leading markets (Kayacikli and Emil, 2003).

3.2. Furniture Design and Customisation in Turkey

Furniture is usually referred to the goods, stable or mobile, used for sitting, sleeping,
dining, resting, working, organising, and supporting all other activities of everyday
life in a house, office, school, garden, restaurant, and so on (Kayacikli and Emil,
2003). Therefore, it is defined to be in several groups like upholstered and non-
upholstered seating units, bedroom furniture, kitchen furniture, dining and living
room furniture, bookcases, office furniture, separate furniture, and seating furniture
for vehicles. On the other hand, it is possible to label furniture according to the user,

the area of use or the style group.

Since furniture is defined as the pieces used for home furnishing and supporting the
activities in the living spaces, it has had structural changes and different stages
depending on the various life styles, understanding of culture and aesthetics of

societies all through ages (Ozkaraman, 2004).

King (2006:51) explains a variety of furniture types and terms commonly used in the
furniture industry. These are modular, casegood, seating, movable, built-ins, COM,
and RTA furniture. First, modular furniture is “an unlimited number of pieces that can
be used in a number of different configurations” and often upholstered and
sectional. Due to its repeated movement and weight on the furniture, it is essential
to choose upholstered pieces with good frame padded with cotton or polyester
batting. Then, casegood furniture, named after the box-like shape of pieces in this
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category, refers to any piece of storage furniture. “Chests, dressers, and other
cabinets fall into a category of boxlike structures that usually have drawers,

sometimes in combination with doors or lids” (Hingley, 1998:88).

Next category, seating has both upholstered and non-upholstered pieces like sofas,
armchairs and chairs (Figure 3.11), whereas movable furniture refers to the pieces

able to be moved easily and mostly the ones with rollers and casters (King, 2006).

Figure 3.11: Upholstered furniture (King, 2006:52)

Then, built-ins include wall-to-wall shelving, cabinetry with furniture-style feet,
banquettes, and also fold-away beds (King, 2006). Other furniture category, named
COM, refers to custom-ordered pieces and this type of furniture let the customer
choose among the options of finishes and fabrics, even sometimes options of feet,
trim, shape and wood for building up their own furniture. Since it is quite alike
carpentry type of manufacturing, it requires an interval before receiving, usually 6 to
12 weeks. Last, RTA refers to ready-to-assemble furniture, which comes in pieces

and is assembled after delivery.

Kayacikli and Emil (2003) describes the recent preference in furniture to be space
saving and multifunctional besides being aesthetic, user friendly, and strong, such
as sofa beds, wardrobe-beds, beds with storage, and so on. In addition, Akyliz
(2006) explains the increase of demand in the Turkish furniture market, parallel with

the increase in population as well as welfare in recent years.

Akyuz (2006) defines the main aspects of furniture design as individuals,
technology and economics. The factors related to individuals can be described as
ergonomical, psychological, sociological, cultural and aesthetic. These are all
connected among each other. Next, technical factors including material and
construction alternatives lead the designer to identify a certain design that
corresponds the demand and use of furniture. On the other hand, this technical
process of material and machine, requires updated know-how, has the potential to

restrict the design effort. Last, economics in furniture design is essentially related to
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the process and therefore, furniture designer shall manage a well-developed cost

and price balance in order to satisfy both the manufacturer and the customer.

According to Margon (1954:13), the priority in furniture design is given to the needs

and demands of customers:

“A furniture designer may be rightfully compared to an actor, who is dependent upon his
audience for acceptance or derision. He can create the most beautiful pieces of furniture, but
if the public feels that his work does not fit their needs and thus does not buy it, then all his
labour is of no avail. How then is the public to be expected to appreciate what is good design
in furniture? Only by having a knowledge and reverence for tradition, an understanding of the
needs of the present, and a vision of the future will, a conscious public help to develop
modern design in furniture.”

Unique and contemporary furniture design has a significant role in the competitive
market worldwide (Gurpinar, 2007:111). Furthermore, design is considered to be
fulfilling some expectations including individual and social. However, this important
task of design is not identified in the Turkish furniture industry, except the major
enterprises of the industry working by an effort of design and brand management
since 2000s. For instance, most of the manufacturers in Siteler (Ankara) are likely to
copy European design, whereas few generate unique design pieces and work with
designers in-house (Oz, 2004 cited in Giirpinar, 2007). More to the point, Eroglu
(2007:57) explains about the significance of design in his research on small and

medium enterprises in Ankara:

“Enterprises make use of catalogues and magazines (%74), Internet (%12), customer
demand (%57) and design department (%36) in order to generate models and designs.
Presence of design department has an effect on the trading of these enterprises. Considering
the influences of educated team working in the design department on the vision of the
enterprise, the taste of customers, the communication between the enterprise and customers,
and the cultural level of the organisation, it might be essential for other enterprises to work
through this approach.”

Aksayar (2006:79) emphasizes the significant role of furniture design in the market
of European Union and explains that it has been well developed since the Industrial
Revolution. In the European Union countries, design has the major support of the
governments, whereas awareness of the importance of product design and brand

identity emerges recently in the Turkish furniture industry.

Education level is the most important factor manipulates the customer’s choice for
high standard and quality. The more customers are aware of goods and quality, the
more they demand during their shopping experience. However, this becomes the
weakness of the Turkish furniture industry and decreases customers’ satisfaction in
Turkey (Alan, 1998).

Giirpinar (2007) highlights the rising importance and role of furniture design for
Turkish enterprises willing to succeed in the global marketplace as well as the local
market. Aksayar (2006) also recommends applying modularisation into furniture

design and production in order to manufacture each piece separately by sharing
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these pieces among several small furniture enterprises, and then it becomes

possible to develop the equipments and know-how for these enterprises.

3.4.3. IKEA and the Home Furnishing Retailers in Turkey

The rising competition in the Turkish furniture market has affected the local
enterprises and encouraged them for developing their products and strategies. IKEA
has also influenced the market by its various and low priced products. Most of the
home furnishing retailers, especially in Istanbul, have changed their advertisements,
products, services and so on.

Some enterprises like Dogtas, Bellona and Kelebek offer free guidance in planning
combinations and rooms for their customers. They also encourage customers to
choose among the product range and make combinations (Figure 3.12 and 3.13).
Similar to the IKEA way in combinations and suggestions, they offer “mix & match”
opportunity for sofas and armchairs (Figure 3.5). There are also similarities visible in
the presentation of products that focuses on low price and variety (Figure 3.14 and
3.15). Some enterprises are revitalising their catalogues, brochures, web sites and
advertisements, while the others concentrate on developing innovative and unique

products.

evinize iyi gelecek...

Modern hayatin tiim ihtiyaclar, rahatiniz ve evinizin giizelligi diiiinilerek tasarlanan
yepyeni mobilya ve aksesuar koleksiyonumuzla tekrar sizlerleyiz.

Dinamik gehir hayatindan yola ¢ikarak “mix&match” (kanstir ve yakistir) anlayisiyla
hazirladigimiz tasarimlarimizla, herkesin kendi zevkini evine yansitmasini amacladik.

Siz de; form, renk ve fonksiyon olarak mikemmel bir uyum sergileyen koleksiyonumuzdaki
her pargay kendi mekaniniza ve zevkinize uygun olarak istediginiz gibi kombine edebilirsiniz.
Hem size hem de evinize iyi gelecek, yepyeni hir anlayisla tanisacaginiz magazalanmizda
misafirimiz olmamzdan mutluluk duyacagiz.

Figure 3.12: Kelebek home furnishing retailer’s catalogue (Kelebek, 2008:2)

Modoko, which is a group of several small enterprises in Istanbul, has emphasised

their distinguishing features and services in their recent advertisements (Modoko,
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2008). Various design products for different combinations, helpful staff in the stores
of Modoko, free delivery and assembly service of these enterprises have been
highlighted in these advertisements (Figure 3.16).

IKEA introduces design and customisation into the Turkish furniture market, that's
why the rising competition in the market brings about an advantage for the local
enterprises to improve their strategies concerning products and services.

O takimin kanepesi, bu |
takimin berjeri! |

Dogtas Mobilya'da hicbir oturma odast
modelini grup olarak almak zorunda
degilsiniz: Diyelim ki bir takimin iicla
kanepesini cok begendiniz; bir baska
takimin da tekli koltugunu ya da berjerini
sevdiniz. istediginiz tim dranleri modul
modal alarak evinize en uygun takimi
dilediginizce olusturabilirsiniz. Kisacasi
hayal giiciiniizi kullanip evinizde harikalar
yaratabilirsiniz. Dekorasyon projelerinizde
iyi eglenceler dileriz.

DOGTAS

Jcretsiz PrOJeIendlrme
\obilya segme siirecinin ne kadar zorlu olabilecegini bilen Dogtas, Ucretsiz
Projelendirme Hizmeti'yle de Dekore etmek i iginiz odanin
soyutlarini not alin, evinizin genel dekorasyonunu da distinerek segiminizi
pm Sonra tercihlerinizi bilgisayar ekraninda odanizin igine iicretsiz olarak yerlestirelim. Boylece mobllyalann
da nasil gunu, odaya sigip d ve ne kadar yer kapladigini 6nceden 6grenin..

Kumas Tasarim Programi

Kumas Tasarim Programi bulunan Dogtas,
bu sayede sectiginiz kumaslari, bilgisayar
ortaminda istediginiz modellere uygulayarak
son karari vermeden once sonucu kendi
gozlerinizle gorebilmenize imkan taniyor.
Bundan sonraysa size 6zel trtiniin kaplamasi
yapiliyor. Unutmadan, kumas dizayn
programi yenilenen yuzuyle ¢ok yakinda
www.dogtas.com.tr'de...

Figure 3.13: Dogtas home furnishing retailer's catalogue (Dogtas, 2008:72,73,103)
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Figure 3.15: KLIPPAN sofa in the IKEA catalogue (IKEA Catalogue, 2008:70)
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personelyardim.

Modoko'da personel pesinde
kogmaniza gerek yok. Burada sizi
bekliyor olacagiz...

Modok

Yizlerce magozo, binlerce mobilya

alternatiftasarim.

©
Master hatt: 444 88 55

Modoko da yizlerce magaza,

binlerce mobilya esidinden yararlanarak
farkl kombinasyonlarla Istege zel
tasarimlar olusturabilirsiniz.

Modoko

Yizlerce magozo, binlerce mobilya

©
Master hatt: 444 88 55

ucretsizmonta.

Mobilyanizin montaji ile ugrasmayin,
montaj bizim isimiz. Ustelik Ucretsiz. ..

Medeke

Yizlerce mogozo, binlerce mobilya

ucretsiznakliye.

Mobilyanizin nakliyesi ile ugrasmayin,
nakliye bizim igimiz. Ustelik dcretsiz. ..

() it
Master hat: 444, 88 55

Modoko

Yizlerce mogozo, binlerce mobilya

Figure 3.16: Modoko Advertisements (Modoko, 2008)



4. METHODOLOGY OF THE STUDY

Maxwell (2005:15) defines “goals for a study” as the guide including “motives,
desires and purposes”, while distinguishing them from “the usual meaning of
purpose which refers to the specific objective of a study”. He emphasises the

significant role of goals in developing and designing the research:

“These goals serve two functions for your research. First, they help to guide your other design
decisions to ensure that your study is worth doing, that you get something of value out of it.
Second, they are essential to justifying your study, a key task of a funding or dissertation
proposal.”

According to Punch (1998:199), objectives are the essential tools in a qualitative
research and in the development of its methodology. He describes how to analyse
the qualitative data and emphasises its richness and complexity that result in

different ways of analysing those data:

“Despite this variety and diversity in approaches underlines the point that there is no single
right way to do qualitative data analysis — no single methodological framework. Much depends
on the purposes of the research, and it is important that the method of analysis is integrated
from the start with other parts of the research, rather than being an afterthought.”
Throughout the development and design of this study, the following objectives have

been stated as the main issues for the research:

1) to gain an understanding of the IKEA concept and the development of its

product range,

2) to point out the essential role of product design and customisation in the
development of the IKEA concept and its product range,

3) to explore the reasons that make IKEA a tough competitor among the other

home furnishing retailers in Turkey.

This study utilised mainly the interview and questionnaire methods in order to satisfy
these objectives, besides the literature review. First, the literature review concerning
product design, customer satisfaction, customisation and IKEA developed the
background and revealed a clear understanding of the subject (aim-1 and aim-2).
Second, interviews were carried out with the managers of IKEA-Turkey and helped
in gathering the data on the adaptation of the IKEA concept and its product range
into the Turkish furniture market (aim-3). Last, the questionnaire was held among
the customers in IKEA (Bayrampasa, Istanbul) store in order to explore the opinions
about IKEA and the other home furnishing retailers in Turkey (aim-3).
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Fink (2003:8-19) outlines a checklist for deciding a survey’s context:

- Identifying specific purposes

- Preparing appropriately worded, meaningful questions for participants

- Clarifying research and other objectives

- Determining a feasible number of questions

- Standardising the questioner

- Standardising the response choices

These steps have been used in order to develop survey questions in this study.

4.1. Literature Review

Throughout the research, a range of literature concerning product design and

customisation, customers’ need for customisation, mass customisation, modularity

in product design, IKEA concept, product design in IKEA, customisation in the IKEA

concept, the IKEA system, and Turkish furniture industry has been studied in order

to achieve the following objectives:

to gain an understanding of the customers’ need for customisation and the

customisation idea in product design,
to gain an understanding of mass customisation concept and its strategies,

to gain an understanding of the relationship between the customisation

concept and customers’ attitudes,

to gain an understanding of the IKEA concept and its product range

structure,
to gain an understanding of the product design and customisation in IKEA,

to gain an understanding of the product design and customisation in the

Turkish furniture industry,

to gain an understanding of the interaction between IKEA and the other
home furnishing retailers in Turkey.

In addition to the books, journals and articles involving these keywords, academic

research and essays considering the Turkish furniture industry, furniture design,

customisation and modularity in furniture design have been studied.

4.2. Interviews

Semi-structured interviews, held with the managers of IKEA-Turkey, were studied in

order to achieve the following objectives:
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1) to find out about the customers’ comments on IKEA and its product range,

2) to find out about the adaptation of IKEA and its product range into the

Turkish market.

The managers of different departments in IKEA-Turkey were chosen for the

interviews because they were experienced about the IKEA concept and the

positioning of IKEA-Turkey in the Turkish market. These managers chosen for the

interviews and the major topics of these interviews are listed in the Table 4.1.

Table 4.1: The IKEA-Turkey managers and the interview topics

IKEA- Turkey managers
chosen for the interviews

Major discussions of the interviews

The manager of the IKEA
range department

- Customers’ comments on the IKEA product range
- Comparison between IKEA and other retailers

- Adaptation of the IKEA range into the Turkish market

The manager of the IKEA
sales department

- Customers’ comments on the IKEA product range and the
IKEA system of shopping experience

