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Facebook as a platform for corporate branding: How IKEA brand values are co-created in 

communication by users on Facebook 

Facebook som en plattform för varumärkesarbete: Hur IKEAs varumärkes värden skapas ge-

mensamt av användarna på Facebook. 

Pages: 39 

The aim of this thesis is to explore and illustrate empirically how brand values are co-created in 

communication by users on a corporate Facebook page. The text from two months of conversa-

tion on IKEA Sweden’s Facebook page has been analyzed using qualitative and quantitative meth-

ods. The concept of value co-creation has been excessively discussed in marketing literature during 

the last decades. In co-creation the customers, or stakeholders, create value together with the 

brands, but how this happens in communication on the social media remains to be further exam-

ined. This thesis takes a close perspective of the phenomenon and the result shows how a few 

brand values of the IKEA brand are recurrently reinforced in the text communication as IKEA 

and other users of their Facebook page share practical advices, emotions, and thoughts.  

The communication is surprisingly friendly and supportive, the atmosphere reminds of a big family, 

an IKEA family, even though users don’t know each other. The social values appear to be of fun-

damental importance as one of the world’s largest furnisher retailers uses the world’s largest social 

media, and these values are co-created between the users in the IKEA Facebook community. Fur-

thermore, there is a brand value of IKEA explaining that IKEA understands their customers living 

situations and needs. This value is continuously co-created as employees of IKEA talks with cus-

tomers and learn from what is said, commented and suggested on their corporate Facebook page. 
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1 Introduction 
This thesis hopes to contribute to the scientific area of Media- and communication studies and 

particularly to the communication between a firm and its stakeholders in social media. The aim is 

to explore and illustrate empirically how brand values are co-created in communication by users 

on a corporate Facebook page. A qualitative text analysis is used for this purpose, but also quanti-

tative data is used to display the significance of some discovered brand values. 

Over the last decade academic literature on brand management and marketing has discussed a 

new paradigm called co-creation (Prahalad and Ramaswamy 2004, Vargo and Lusch 2004; 

Ramaswamy 2009; Merz, He and Vargo 2009; Helm and Jones 2010; Tynan, McKechnie & 

Chhuon 2010). Co-creation offers a whole new perspective on how to see the firms’ fundamental 

ability to create long-term value and brand equity (Helm and Jones 2010). In co-creation, value is 

a function of experiences that take place outside the product itself, for example at web platforms 

where consumers interact within a community (Ramaswamy 2009).  

The model of exchange with its focus on production efficiency from the 19th century’s Industrial 

Revolution is obsolete. During the last several decades the perspective alters the focus to intangi-

ble resources, the co-creation of value, and relationships, which made service provision, rather 

than traditional, static and discrete tangible goods, central to economic exchange. Competences, 

knowledge, information and skills for the benefit of the user could be used as unit of exchange 

(Vargo and Lusch 2004). 

Earlier ways to understand brand value creation assumed this to happen inside the firm, in the 

production of goods, which was subsequently sold to consumers. Today business managers have 

recognized that they need to involve more persons in creating long-term brand value, which re-

quires extending the thought of value production to include more people outside the firm in the 

value-generating process, which include much more than the production of goods (Merz, He and 

Vargo 2009).  

For example, such value creation could in some way be a result of the communication that takes 

place between companies and their customers on social media sites, but how this phenomenon 

happens needs to be empirically examined, and further understood in the light of the fast grow-

ing theory sphere concerning brand value co-creation. This thesis seeks to add some new little 

valuable piece of knowledge to this inquiry.   

The value of values has become a fundamental philosophical question for academics and manag-

ers as the area of corporate marketing emerges, because it requires an integration of corporate 

identity, corporate branding, corporate communications and corporate reputation (Urde 2009). 

Helm and Jones (2010) argue that successful brands are often firms’ most valuable assets, and 

managing the creation and governance of that value and equity is a critical issue. 

Because academic research on this topic not only concerns communicative matters, but also 

managerial implications of communication on the new social web, a reader could be misled to 

think this thesis mainly deals with business administration. That is not the case. This is about the 

academic field of communication, which is vast and interdisciplinary to the nature and in order to 

fulfill the purpose here, this thesis takes a close and narrow perspective of phenomenon corpo-
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rate branding on Facebook. Berger and Chaffee introduced a frequently quoted definition that 

gives a picture of how broad the science of communication is: “Communication science seeks to 

understand the production, processing and effects of symbol and signal systems by developing 

testable theories, containing lawful generalizations, which explain phenomena associated with 

production, processing and effects” (Berger and Chaffee, 1987:17).  

Marketing theory joints communication theory and the two are undergoing fundamental changes, 

similar in origin, impact, and direction, which points to a more humanistic, relationship-based 

model. Communication is getting into the core of marketing activities, which involves a process 

of listening, aligning, and matching (Duncan and Moriarty 1998).  

It is the communication that is at focus as this research examines how brand values are co-

created by users on a corporate Facebook page. Managerial marketing objectives or brand strate-

gies are not considered here.    

1.1 Communication consequences of the Internet revolution   

In the year of 1995 there were around 40 million users of the Internet. In 1999 it had increased 

enormously to around 1,5 billion users (Castell 2010). On March 31, 2011, the Internet users 

Worldwide had grown into 2,1 billion, which is 30 percent of the world population. In Europe 60 

percent of the population used the Internet (internetworldstats.com). One of the consequences 

of the Internet revolution is that the consuming patterns of media in the western world have 

changed. We used to have an Internet society where published articles and materials merely were 

for the receiver to read. Today the Internet creates opportunities for ordinary people to make 

their voices heard and it creates a dialogue that does not have a clear end. Social media provide 

new opportunities to build dialogues and relations (Kaplan and Haenlein, 2010). 

Facebook has become the world’s largest social network, with 800 million users worldwide as of 

September 2011. The Internet giant, founded 2004 have spread itself across other Web sites as 

members push the “Like” button for something that they want to share with their network. Fa-

cebook is now said to challenge even Google with its Web vision that is connected by personal 

relationships and recommendations, rather than by search algorithms (nytimes.com).  

Facebook has affected people’s social networking as well as companies’ opportunities to com-

municate with stakeholders. At the moment there are great numbers of companies that either 

have newly started a corporate Facebook page or are planning to do so in their effort to adopt 

social media into their communication or promotion mixes and it is a new challenge to know 

how to act and what the consequences are.  

Increased competition among companies requires that brand values rather than merely physical 

products are communicated, and communication with customers must open up the creative use 

of social media, such as Facebook (Heide, et al. 2005). The future of competition is not so much 

about managing resources; rather the foundation of value creation is the capability to manage the 

customer experience. This requires that companies continuously learn from and with their cus-

tomers (Prahalad and Ramaswamy, 2004).  

Adamson, a New York brand consultant and the author of BrandDigital and BrandSimple, claims 

that a brand's Facebook page constitutes a public profile that can generate thoughtful conversa-

http://www.branddigital.com/
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tions going between a company and consumers, but also between consumers. Such conversations 

can yield enhanced insights about human thought and behavior. Learning about what people 

think, say and do about their brands is the first step to achieving brand success, and “the better 

the quality of the insights, the better the chance of establishing a brand promise that genuinely 

meets consumer needs and expectations”. Organizations must use any means available to listen 

and learn for differentiating their brands in ways that matter (Forbes.com, 2011-12-17).  

All this may seem obvious, of course companies must communicate with their stakeholders. But 

from the perspective of the corporate brand, what happens in the communication on a compa-

ny’s Facebook page? This is what this thesis is about.  

1.2 New perception of how corporate brand value is created  

If we go back twenty years in time, brands were merely perceived as a marker for the producer or 

the products origin. Today that view is changed. To the consumer, the brand is not only per-

ceived as the product consumed but rather as the total experience (Mårtenson 2009). To the cor-

poration, “the brand is conceptualized as the essence of the firm, its most crucial asset” (Salzer-

Mörling and Strannegård 2004, p. 224).  

When an ever greater proportion of companies’ assets and stock market worth resides in brands, 

future brand equity will depend on co-creation, which suggests that management take a more ho-

listic view of value-seeking and co-creation processes among company, consumers and stake-

holders (Helm and Jones 2010). 

The brand of a firm is a crucial intangible asset that needs to be properly managed in order to 

maximize its value to the firm. The value of a brand resides with the firm’s customers, in their 

mindsets, which actually includes everything that may exist in the customers’ minds with respect 

to the brand. It could be for example thoughts, feelings, experiences, images, perceptions, beliefs 

and attitudes (Keller and Donald 2003). Recently scholars have come to a new logic on brand 

value defining brand value, as all the stakeholders’ collectively perceived value-in-use. The brand 

is created through collaborative, value co-creation activities among firms and all their stakehold-

ers (Merz, He and Vargo 2009). 

Core values are values that summarize the brand. They are all-embracing and total the identity of 

a brand. These values are perceived and appreciated by customers over time and they are also 

internally rooted in the company. It is the core values that set the direction for processes of 

communication, behavior as well as product development Urde (2009). 

From the introduction the following summary can be made: 

 The Internet revolution has led to that huge amounts of people now communicate with 

each other and with companies, in new ways, on the social web. The empirical evidence 

and scientific knowledge of how companies and their stakeholders communicate on so-

cial media, and what brand values may be created from this, is still limited. 

 Many academic researchers have recently agreed on that consumer, together with other 

stakeholders of a firm, play a principle role in co-creating brand value. Therefore it is im-

portant for companies to learn about stakeholders’ thoughts, feelings, knowledge and ex-

periences related to the brand. 
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 The core values of a company summarize the brand and they set the direction for pro-

cesses of communication and behavior of the company. 

1.3 Outline 

The theoretical background, chapter 2, will follow directly upon this introduction. After the theo-

retical section, an approach to the problem is presented in chapter 3, which leads the reader to 

the purpose and research questions in chapter 4. Further on, the used method is described and 

discussed in chapter 5. In chapter 6, we provide the empirical findings and an analysis of them. 

Chapter 7 covers the analysis discussion, and last, but not least, the conclusion is offered, which 

makes chapter 8.  

2 Theoretical background   

The concept related to the purpose of this thesis can be understood in various ways. This theo-

retical background is meant to offer an overview of what these concepts are about and also how 

some of these concepts have evolved during time.  

2.1 Non-monetary value  

From a marketing perspective, the understanding of how value is created as buyers and sellers 

meet and interact is of fundamental importance. In classical economics, as advocated by econo-

mist Adam Smith and his descendants, value was the money that customers on a market would 

be willing to pay for an object. Value was seen as something that was added in manufacturing 

processes and embedded in goods that were monetized through exchange. Such an understand-

ing of value, called value-in exchange, limits the value concept into measureable dimensions con-

nected to tangible output (Ots 2010).  

But value also includes the demand-side and thus is created in consumption. Value-in-use refers 

to the consumption processes, and from the customer’s viewpoint, “it is the whole activity and 

experience of consumption that is interesting, and in this view on value creation, the physical 

product may play only a minor role” (Ots 2010, p. 38). Forsström (2003) argues that value can be 

in non-monetary form and may relate to communication, such as in the form of reputation, ref-

erence value, access, and market position. Learning in a business relationship is also a value and 

could be related to such things as technical competence, market intelligence or innovation.  

2.2 Co-creating value 

The concept of co-creating value in a business environment emerged some twenty years ago. The 

company-customer interaction became increasingly widespread as new conditions followed with 

the post-industrial era. Custom-made production emerged, and at costs close to those of mass 

production. A movement towards a closer relationship between consumers and producers started 

(Wikström 1996). There is “a sort of joint venture in the marketplace, in which the consumer in-

creasingly assumes the role of co-producer” (Wikström 1996; 360). “I define co-production (col-

laboration, consumer co-operation, etcetera) as company-consumer interaction (social exchange) 

and adaptation for the purpose of attaining value” (Wikström 1996; 360). 

Value is becoming more and more co-created by the firm and the customer rather than inside the 

firm (Prahalad and Ramaswamy 2000). “To effectively harness the competence of the consumer, 
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managers must: engage their customers in an active, explicit, and ongoing dialogue; mobilize 

communities of customers; manage customer diversity; and engage customers in co-creating per-

sonalized experiences”(Prahalad and Ramaswamy, 2000, p.79). 

The traditional system of company-centric value creation, which had served us over the past 100 

years, is changing into an economy in which competition centers on personalized co-creation ex-

periences (Prahalad and Ramaswamy 2004). Value must be seen as something truly unique to 

each individual. The consumer’s role has changed from isolated into connected, and from una-

ware to informed and from passive to active. Consumers want to interact with companies and 

thereby co-create value. Interaction makes a basis for co-creation; the co-creation experience of 

the consumer becomes the foundation of value. According to Prahalad and Ramaswamy (2004), 

companies must innovate “experience environments”, or “infrastructures for interaction”, or 

“flexible experience network”, between consumers and companies. By doing so, the firms’ sup-

pliers and employees can better understand consumer aspirations, desires, motivations, behaviors 

and agreeable trade-offs regarding features and functions (Prahalad and Ramaswamy 2004; 6).  

Also Vargo and Lusch suggest that the model of exchange with its focus on production efficiency 

from the 19th century’s Industrial Revolution is obsolete. During the last several decades the per-

spective alters the focus to intangible resources, the co-creation of value, and relationships, which 

made service provision rather than traditional, static and discrete tangible goods central to eco-

nomic exchange. Competences, knowledge, information and skills for the benefit of the user 

could be used as unit of exchange (Vargo and Lusch 2004). 

Implications of this view for communications with the market are that, contradictory to one-way, 

or mass-communication, whereby communication flows from the firm to the market segment, 

the service-centered view of exchange suggests that individual customers turn to their market re-

lationships for services that are outside of their own specialized competences. This is why pro-

motion must become a communication process that takes the form of a dialogue in which ques-

tions are asked and answered. The goal should not be communication to the market but develop-

ing ongoing communication processes, or dialogues, with micro markets, or ideally, markets of 

one (Vargo and Lusch 2004). 

Co-creation can energize the whole organization, but it requires that co-creative management 

processes of the firm be supported by interaction-centric capabilities. In co-creation, value is a 

function of experiences that take place outside the product itself, for example at web platforms 

where consumers interact within a community (Ramaswamy 2009). 

These theories are suggesting that value for a company must be created together with customers, 

in co-creation. Because this thesis is especially interested in how brand values are co-created by 

users on a corporate Facebook page, theories on brand and value-based corporate branding make 

up an important part of the framework and they are provided in the following section.  

2.3 W hat is a brand 

The concepts related to brand in the academic literature have changed over time. The meaning of 

brand and the essence of brand have developed from having been merely the product or the 

company to individual consumer experience (Tynan et al. 2010). The brand related concepts are 

sometimes elusive since they are dealing with intangibles. Intangibles are different types of brand 
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associations, as for example actual or aspirational purchase imagery, user or consumption image-

ry, but also history, heritage, and experiences (Keller 2001). One of the traditional ways to define 

the word brand is “a name, term, sign, symbol, design, or combination of these that identities the 

products or services of one seller or group of sellers and differentiates them from those of com-

petitors” (Kotler and Armstrong 2009; 255).  

Heide et al. (2005) inform that the question of becoming unique and favorable on the market is 

related to how well the company communicates intangible assets and brand values because these 

support the customer decision on what product and brand to purchase. Brand can be seen as a 

sign of a company that will distinguish and identify either a company's products and services or 

an entire organization. The main goal of a company's marketing communication is to create 

brand loyalty, which can be attained if organizations manage to convey some attractive emotional 

value with their product or service (Heide et al. 2005).  

Aaker (1996) suggest that a strong brand is built on brand name awareness, brand loyalty, per-

ceived quality and brand associations. Keller (2001) discussed that in order to build a strong 

brand with loyal consumers you have to establish brand awareness, create strong, unique and fa-

vorable brans associations, positive brand response and create brand relationships with your cus-

tomers. These four steps are according to Keller (2001) the foundation for understanding of how 

consumers construct brands. Keller’s customer-based brand equity model suggested that in order 

to build a strong brand companies must know what the brand stands for in the consumers’ 

minds, the brand imagery, which concerns brand associations from the consumers’ experience 

and contact with the brand. Companies should connect the brand with meaning that consumers 

can communicate. The consumers’ judgments and feelings about the brand should provide self-

respect and excitement to the consumers; the brand may be amusing and create a feeling of 

warmth and secureness (Keller 2001). For a successful brand to be created there has to be collab-

oration between the strategic vision of a company and the image consumers have of the company 

(Hatch and Schultz 2003).  

2.4 Historical evolution of the brand concept 

Merz, He and Vargo (2009) provide an historical account of how the perception of brand and 

branding among brand scholars has evolved during the past several decades by organizing the 

brand evolution in four overall dominant logic eras. First came the era that focused on individual 

goods, 1900s-1930s. Brands were understood as useful for customers in identifying goods, and 

the brands’ values were seen as embedded in the good, which created value as it was sold. This 

output orientation assumed that customers remained passive in the creation of brand value, 

therefore brands were operand resources providing value-in-exchange. 

Then, 1930s-1990s came the value-focus brand era. The role of brand images became increasing-

ly important as competition increased and the goods had similar functional attributes. Customers 

selected brands in order to solve externally, or internally, generated consumption needs. Also 

now brands were perceived as operand resources comprising value-in-exchange, creating value to 

the brand as it was sold, and the customers were still seen as passive in the process of creating 

brand value (Merz, He and Vargo, 2009).   

Thereafter, 1990s-2000s, the process oriented and relationship focus brand era took over as a 

dominant logic, which focuses on the customer’s relationship with the firm, the customer-brand 
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relationship, and the firm-brand relationship. Research during this time found that customers co-

create brand value through affective dyadic relationships that customers form with the brand. 

Total brand value is assumed to be all customers’ perceived value-in-use. Now service is the basis 

of exchange, while goods are merely a distribution mechanism for service provision. This period 

also emphasized brands as personalities, which makes it possible for customers to form dyadic 

relationships with brands. Brand values are co-created in relations that develop in processes, 

which also include employees as important brand value co-creators (Merz, He and Vargo, 2009).  

The most recent era, 2000 and forward, the scholars have focused on other stakeholders, such as 

brand communities, which are also seen as operant resources. Internal customers, employees, are 

assumed to provide a point of difference as they directly interact with the external customers. 

Employees constitute co-creators of brand value. Brand value creation is a process of a dynamic 

continuing social interactivity between the firm, the brand, and all stakeholders,” Merz, He and 

Vargo (2009) explain. The brand value is defined, as all the stakeholders’ collectively perceived 

value-in-use. Customers are capable of imaging and judging, they are not simply passive recipi-

ents of brand information (Merz, He and Vargo, 2009). 

Grönholm, a Swedish brand manager discusses: “Branding is changing to the ground. New tech-

nologies and media channels have moved society from mass production to mass contribution” 

(Carlsson 2009;70-71). We are in the middle of a convulsion of how brands are shaped, devel-

oped and owned. Belonging, social community, vision and something to sincerely trust have re-

placed yesterdays’ “selling propositions”. Such type of offerings can be recognized from religions 

and football teams. Branding is about touching people and that must be done on various levels in 

order to meet both material and mental needs (Carlsson 2009; 70-71). 

The notion of co-creation has been explained as the value for both firms and consumers, which 

is co-created in meaningful experience that consumers derive from the interaction between them-

selves and the brand. This is not really about goods or services, but instead about solutions that 

serve the customers value-generating processes. Competitive advantage comes from co-creation 

as brand experience is delivered better than by competitors according to criteria that customers 

and stakeholders themselves determine. Consequently, for co-creation to happen, organizations 

have to both understand and know what the customer criteria are, in order to be able to assess 

how well they have been delivered. Managers should take a more holistic view of managing value 

seeking and co-creation processes. The newly developed understandings about how value is co-

created require a more sophisticated conceptualization of brand experience that enables taking a 

view of brand experience that is fully customer oriented. Tools that can help to get deeper in-

sights into customers’ expectations and perceptions are needed in order to better understand 

what constitutes experience quality (Helm and Jones 2010). 

2.5 Core values and value-based corporate brand building  

According to Urde (2003) value can be seen from three viewpoints: values that are related to the 

organization, values that summarize the brand (core values) and values as customers experience 

them. True core values are perceived and appreciated by customers over time and they are inter-

nally rooted in the company (Urde 2009). Core values are all-embracing and totals the identity of 

a brand. They direct internal and external brand building processes. Even though a core value is a 

lasting factor, it is also dynamic and sets the direction for processes of communication, behavior 
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as well as product development. The requirements of the core values are frequently revised, they 

cannot be satisfied once and for all, but are achieved through action. True core values cannot be 

chosen or created without being firmly established in the organization. If they are not, they are 

just empty words. Furthermore, a core value must not be unique, but interpretation and expres-

sion requires being so. This is why the creative aspects should target the interpretation and usage 

rather than the creation of new core values (Urde 2009).  

Core-values constantly affect the company at every level according to Urde (2003), and therefore, 

consciously work with clearly defined core values should not be underestimated. The develop-

ment of core values is the same as development of the brand. An organization takes a fundamen-

tal step towards advanced brand orientation as it brings together the mission, vision and the or-

ganizational values in the form of core values (Urde, 1994, 1997, 1999; Hankinson, 2000). With 

time, such efforts may lead to that the core values are transformed into an approach that perme-

ates thinking, ways of working and behavior. In this way the core values become a mind-set, 

which is the internal brand identity, Urde (2003). The track record of a core value builds and rein-

forces brick by brick as customers’ expectations are met Urde (2009). Core values are guiding 

themes for long-term creation of value and meaning with their roots in the brand identity. Brand 

personality comprises of the human traits that reflect the core values. Also the choice of core 

values, and how these are expressed, reflects the personality of the brand. In order to personify a 

corporate brand, communication and other actions of the company must agree with the values 

that the company stands for Urde (2003). 

In communication, core values can be seen as common denominators that first are interpreted, 

coded and communicated by a sender and then interpreted and decoded by a receiver (Fiske, 

1990; van Riel; 1995). Over time, such a communication process may result in the brand obtain-

ing meaning and content that agrees with brand identity, Urde (2003). 

Core values should function as a link between an organization’s identity and the customers, 

which requires that everyone understands and agrees on the core values and what these represent. 

When this connection between a company and the customers works well, the company lives its 

core values and thus its brand (Balmer and Wilkinson 1991; Balmer 1995; Harris and De Cherna-

ton, 2001; Urde 1999; Ind 2001).   

2.6 Brand narrative and connecting emotionally 

Smith (2011) argues that brand equity is the most valuable intangible asset for firms and that such 

equity needs to be created and sustained through the power of brand narratives, which must be 

firmly rooted in the meaning of reality and social salience. In the narrative, the firm’s objectives 

and the customer’s life experience are negotiated in a manner that resembles a symbiosis, and the 

outcome is articulated social values and created brand myths (Smith 2011).  

Smith informs that a narrative works best when it is an act of co-creation by the company and its 

customer, and since ”our brains retain stories better than any other form of information, they are 

the most powerful aid to recall, recognition and, perhaps most importantly, relevance” (Smith 

2011; 27). Hill puts it this way: "If a brand delivers emotionally, its myth translates into reality for 

its tribe" (Hill 2008;. l15). 
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“Read faces and, by and large, it’s possible to know where people stand” (Hill 2008; 326). It is 

not easy to change what people already believe, but selling them on what they already believe and 

feel is far easier. For companies to achieve success, they must follow nature. The advice is to first 

connect emotionally and then provide rational support. While facts are malleable, gut instincts are 

unyielding (Hill 2008).  

According to Elliott and Percy (2007; 47) “there is always a social dimension to a brand; an indi-

vidual may love a brand’s image, but will want his/her important others to like it too”. The social 

practices of a consumer culture are complex to its nature and involve a mutual, dialectic relation-

ship between the consumer and the cultural milieu. Brands can help to construct, communicate 

and maintain an individual’s identity. In narratives socially shared meanings are constructed. Us-

ing recycled envelopes could symbolize “I care for the environment” these authors exemplify (El-

liott and Percy 2007).  

2.7 Summing-up co-creation, value-based brand building and narration  

So far the theoretical framework has attempted to provide some insights on co-creation, which 

can be understood as solutions that serve the customers’ value-generating processes (Helm and 

Jones 2010). Such value may result in brand value for the firm, and this theoretical background 

has also attempted to explain how brand values have been conceptualized in various ways in the-

ory. To shortly summarize what scholars recently suggest, brand value is a valuable intangible, 

non-monetary asset that is important to firms, as it creates value-in-use to their stakeholders. 

Value-in-use may concern any experience of a brand, which can result in positive, or negative, 

thoughts and feelings for the brand. Customers are not just buying a product; they are buying the 

brand and value of it. The company’s core values should function as a link between an organiza-

tion’s identity and the customers, and they are perceived and appreciated by customers over time 

and they are internally rooted in the organization. Furthermore, the firms cannot expect to con-

trol stakeholders experiences all by themselves, since personal experience from the product use 

and service or other involvement with the brand as well as the experience of others through 

word-of-mouth also determine what a customer thinks of a brand (Keller and Lehmann 2006).  
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2.8 Electronic-W ord-Of-Mouth 

The traditional offline Word-of-mouth (henceforth as WOM) has shown to play an essential role 

to consumers purchase decisions and is spread among consumers fast. WOM creates exchange of 

information among customers and has an essential role in changing attitudes and behavior con-

cerning companies’ products and services (Katz and Lazarfeld 1955). WOM motives was first 

identified by Dicher (1966), as he identified motives of consumer behavior towards word-of-

mouth spread which is the foundation of how word-of-mouth, and thereby electronic word-of-

mouth, is created and evaluated (Henning-Thurau et. al 2004). Chu and Kim (2011) conducted a 

study concerning what engages users to spread electronic-word-of-mouth (henceforth as eWOM) 

and why users feel the need to express them.     

The Internet and the new social media has created a new phenomenon and further developed the 

eWOM. It has the same base and construction as the offline WOM, but has come a step further 

in the progress and is used on the Internet platforms. eWOM is defined as a statement, negative 

or positive, made by several different consumers, potential customers, former consumers or actu-

al consumers about a product or service from a specific organization and this statement is availa-

ble to everyone via the Internet (Henning-Thurau et al 2004). eWOM create value for the specific 

company, sometimes good values but also negative ones. The study made by Henning-Thurau et 

al, (2004) combined with the study made by Chu and Kim (2011) shows several motives why us-

ers engage in eWOM on social-network-platforms, the most comparative to Facebook eWOM is; 

 Concern for other consumers 

 Desire to help company 

 Social benefits received 

 Exertion of power 

 Expression of positive emotions 

 Venting of negative feelings  

In certain circumstances, WOM has shown to have a greater impact and influence over consum-

ers’ behavior or their choice of products or services than personal selling or print advertisement 

(Henning-Thurau et. al 2004).   

This information is interesting for this study because when companies and organizations create 

web pages and accounts on social-integrated platforms such as Facebook, they automatically al-

low and encourage consumers and any other stakeholders to exchange both positive and negative 

opinions about the brands, products and services. As companies agree on that a corporate plat-

form for eWOM is necessary because such platforms may have a strong impact on customers, 

the companies also help to co-create value to the customers, in the specific ways mentioned in 

the theory by Henning-Thuran et al. (2004). The advantages are two-folded: Firstly, consumers 

purchase decisions, or even image of a company or brand, may be based to a large extent on what 

others think and express about it. Secondly, in the eWOM process the customers’ social needs 

mentioned in the theory by Henning-Thuran et al. (2004) are catered for. For example the cus-

tomers can associate themselves with the brand by becoming a fan or “like” the companies’ Fa-

cebook account. By pressing the “like” button the users are voluntarily exposed to the brands’ 

information and communication and get an opportunity to ventilate their experiences with 
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friends on the Facebook page. This may create value to stakeholders, which is also supposed to 

add to the brand equity.  

However, there are also evidence of that eWOM can be negative for companies. Svensson (2011) 

studied eWOM persuasiveness on the receivers and found that users on Facebook are processing 

eWOM, negative eWOM is more easily embraced. This means that Facebook may be valuable for 

consumers but instead it may be harmful for the companies, Svensson explains. Facebook creates 

a context in which eWOM can be highly influential (Svensson 2011).  

2.9 Social media and Facebook 

Kaplan & Haenlein (2010; 61) defines social media as “a group of Internet-based applications 

that build on the ideological and technological foundations of web 2.0, and that allow the crea-

tion and exchange of User Generated Content”. Edosomwan et al. (2011) argues that social me-

dia is not a new phenomenon on the Internet, but the last years it has been a rapid growth in the 

Internet world. Social media has changed the interaction form and communication channel for 

individuals. It has become a daily practice for some users and also changed the communication of 

information for businesses and organizations. One social media platform that increased phenom-

enally the last years is the website Facebook (Edosomwan et al. 2011).  

On 4 of February 2004, four Harvard University students from USA created the idea of a new 

social media platform; this platform would allow ordinary people to show who they are. Face-

book is a communication platform that helps you keep in touch with family and friends. The 

website has over 800 million active users around the world and is one of the most trafficked web-

sites in the world (www.facebook.com /facebook 2011-11-09). The Facebook teams’ vision is 

“Giving people the power to share and make the world more open and connected” (face-

book.com/facebook 2011-11-09). In May 2010 the website Google announced that Facebook 

had more visitors than any other website in the world (Edosomwan et al. 2011).  

On Facebook, users create personal profiles and add other users as friends. Interaction happens 

through messages, wall posts, chats, photos and post sharing. Users can also join different groups 

with users with the same interests (Edosomwan, et al. 2011). As mentioned in order to be a 

member on Facebook, an account has to be created with correct name and personal information. 

The Facebook team wants all to be honest and correct with the users information just to avoid 

creating fake profiles (Light and McGrath 2010). A person can become anonymous but some 

information will still be shared for others to explore. Members/users will have an personal page 

were they can post comments and status updates, also post comments on friends page and share 

comments with several others. There is a “like” button to press if an agreement of the post is 

liked. This “like” button is also the entrance to a company’s Facebook page. In order to take part 

of what the company is sharing on their page the user has to push the “like” button. This will 

mean that the user is becoming a fan of the companies Facebook page (Light and McGrath 

2010).  

On social media such as Facebook every user, customer and employee has a voice, which will be 

expressed by as comments, posts, likes and shares. The Facebook profile is showing your identi-

ty, interest and what is happening in your life at the moment of display. For many social media is 

about sharing own experience and personal thoughts, users want to feel that they are part and 

belong to something (Shih 2010). This forces companies on Facebook and other social media to 
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be transparent, collaborative with the user who “likes” their page and give them the response 

they need and demands in order for them to be satisfied and still “like” their page. Companies are 

taking big risks when they enter the social media world, a risk that they may not be prepared to 

handle. Companies are exposing their brand to be discussed, praised and even negative influence 

in comments. This can jeopardize the reputation of the companies’ brand and create negative as-

sociations with their brand values (Shih 2010).  

Social web platforms have changed the basic landscape of companies’ market communication 

channels and opportunities. A new form of communicating to its consumers and market their 

brand has developed, a new paradigm shift in how to communicate and what to expect from 

consumers. The consumers has more expectations and a stronger voice on Facebook since they 

can easily respond and leave a comment, positive or negative on the messages that the companies 

tries to present on their Facebook page (Shih 2010). Social media has not replaced the traditional 

communication channels; rather it has contributed with new forms of expressions and opinions 

by people who want to ventilate feelings and thoughts directly (Young 2011). Shih (2011) sug-

gests that Facebook has become the big success it is because it is constantly changing and updat-

ed. There are always some users that will post comments or sharing thoughts and experience. It is 

an active platform that the user most likely will not be tired of. Facebook is more than just be-

coming a friend with other users; it is about putting yourself out there and communicating 

thoughts, experience and whatever that is on your mind (Light and McGrath 2010). 

2.10 Summing-up eW OM, Social media and Facebook 

To sum up the previous section about social media, Facebook and eWOM, first we can say that 

social media has changed the fundamental foundation on how to communicate. Companies have 

the chance to market themselves through several media platforms. Facebook alone has become 

the most trafficked site in the world, and businesses are exploring their opportunities further and 

further. As users sign up and create personal accounts on Facebook they are able to interact with 

other users. The same applies for companies, when entering the world of Facebook they also cre-

ate a profile and become a user. For users to become a “fan” of a specific corporate Facebook 

page/profile they have to press the “like” button. Because the change on how to communicate 

and the new opportunities social media has brought, the traditional word-of-mouth has been fur-

ther developed into electronic-word-of-mouth. eWOM has had a great impact especially on cor-

porate Facebook pages, and users are not afraid to express their thoughts and experiences of the 

brand.  
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3 Approach to the problem 

The previous section constitutes a theoretical framework in this thesis, and as such it influences 

how the research process is being performed, and what research questions are used.  

This framework forms the assumption that there are values concerning a corporate brand that 

cannot be monetized, but are instead intangible and impact competitiveness of a firm. Such value, 

called value-in-use, is related to how people relate to a brand in daily life or in mind and thoughts, 

and it is that type of brand value that this thesis focuses on, which means that the monetary val-

ues, value-in-exchange, are ignored.  

Helm and Jones (2010) explain that customers derive meaningful experience from interaction be-

tween themselves and the brand. That is co-creation of value. And it is valuable for both the cus-

tomer and the company. Co-creation is value that takes place outside the product itself, such as 

on web platforms, where consumers interact within a community (Ramaswamy 2009). 

Moreover, the theoretical background suggests that brand value is created both inside and outside 

the firm, both by practitioners and by consumers. Brand value may be co-created by any stake-

holders of a firm.  

Several social reasons explain why people use eWOM, which can be valuable to the members of 

social networks or others that read what is said about a company. eWOM may impact stakehold-

ers’ opinions, which affects the brand as well.  

All the knowledge about how value may be attained is as thrilling as it is elusive. Since value, as it 

is understood in this framework, comes from both individual and collective experiences and is 

valuable in different ways to various stakeholders, it cannot be totally understood in an objective 

way. The concept of brand value may be understood in many, many ways depending on the con-

text and the applied perspective.  

Our aim is to interpret what type of possible brand values are co-created in communication on a 

corporate social web community. Brand values as seen in this context are values that have a con-

siderable meaning to stakeholders and the brand. They are supposed to endure over time and 

they are supposed to be co-created.  

The theoretical part about core values is particularly valuable for how we approach the problem. 

Urde (2009) argues that core values are values that summarize the brand. These are perceived and 

appreciated by customers over time, but they are also internally rooted in the company. Core val-

ues totals the identity of a brand, and affect how internal and external brand building processes 

take place in for example processes of communication, behavior and product development. 

Since the issue described is rather complicated and cannot be fully embraced or measured in 

quantitative terms, this study has chosen to take a micro perspective and try to get close enough 

to the phenomenon in order to analyze it with a qualitative method. By looking at what actually 

happens in the daily Facebook activity of one single company, the thesis hopes to find evidence 

for if, how, and what type of brand values are co-created in communication.  

The theoretical background has been meant to provide a basic overview of the phenomenon of 

our interest, but it is especially the theories concerning what core values are and how co-creation 
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can happen that have influenced how the research process is being performed. These theories 

have been valuable when we have developed the Tool of analysis, described in section 6.3. It 

comprises of a set of possible brand values that may be of great importance for the brand at fo-

cus. The Tool of analysis is used to interpret what happens as a company communicates with 

stakeholders on a social web community from a brand perspective.  

As mentioned in the previous theoretical section, marketing theorists have said that the field of 

marketing is converging into communication. Even if this investigation may be somehow valua-

ble for both these disciplines, it is the scientific area of Media- and Communication theory that is 

at focus, and in particular Market Communication and Public Relations.  

4 Purpose and research questions 
The aim of this thesis is to explore and illustrate how brand values are co-created by users on a 

corporate Facebook page.  

The fundamental questions asked are: Which brand values can be discovered on IKEA Sweden’s 

Facebook account, and how are these brand values created in the communication? 

5 Method 

5.1 A hermeneutic method: a semiotic text analysis  

In this thesis the aim is to explore and illustrate how brand values are co-created by users on a 

corporate Facebook page, which require that the research method use hermeneutics. The reason 

for that is that this is not about investigating the absolute truth, but it is rather about systematical-

ly reading and trying to interpret and understand the phenomenon of interest in relation to the 

purpose and research questions (Esaiasson and Oscarsson 2009). Since it is a complicated phe-

nomenon, the task requires that we take a close perspective. Furthermore, we need to apply the 

theoretical framework to empirical data from a real case. This must be done in a progressing re-

search process in which the comprehension of the subject deepens along the way, as one new 

insight or knowledge leads the development towards new levels of understandings. In this specif-

ic case, the information revealed as the empirical data is tested with the knowledge from previous 

research, leads to new understandings, which are derived with the help of qualitative text analysis 

of the text on Facebook. This is sometimes referred to as the hermeneutic spiral (Esaiasson and 

Oscarsson 2009; 252). What happens on the IKEA Facebook page when a user posts a comment 

cannot be understood without reference to the whole. The hermeneutic character of interpreta-

tion means that the meaning must be understood within the specific context, which includes for 

example culture and time (Esaiasson and Oscarsson 2009). In this case, the specific context is the 

IKEA core brand values and the phenomenon of co-creation.  

In order to carry through the analysis in this thesis, some previous knowledge and experience of 

the IKEA culture is necessary. “Meanings depend on a wider cultural and linguistic frame of ref-

erence” […]”texts represent processes of signification” […] ”sign systems can be decoded on the 

basis of knowledge of culture and sign system,” says McQuail (2010; 349). McQuail informs that 

semiological analysis can help to determine cultural meanings of media content, uncovering latent 

ideologies or bias. Signs in meaning systems have two elements, said de Saussure, first a physical 
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meaning and then one that is associated in the culture and in use (McQuail 2010). Media content 

consists of texts that are composed on the basis of conventions and codes that draw on familiar 

or latent myths and images from the culture of the makers or receivers of texts (Barthes 1972).  

The opposite to the hermeneutic method is the positivistic method, using a deductive approach, 

which means that the understanding is created by the study of theories, leading to the creation of 

a hypothesis that is tested on empirical data (Halvorsen 1992). In this thesis no hypothesis has 

been created before looking at the empirical data. That is because the reading and interpretation 

of the empirical data has to be done with as little prejudice as possible. The approach needs to be 

open-ended in order to adapt to fresh insights as the analysis work progresses. This is because the 

phenomenon of interest is not previously well known. No previous suggestions are available of 

what types of brand values could be recognized, or how they may be co-created, on the IKEA 

Facebook page. If there would have been such a pre-made hypothesis to test the empirical data 

on, the possibility to find new communicative parameters on the social media that leads to co-

creation of brand value would be limited according to the hypothesis. But still the theoretical 

framework is influencing the perspective we use, as we perceive brand value and co-creation of 

brand during the analysis and discussion in this thesis in relation to the presented previous re-

search. This reminds us of the importance of being aware of that "all meaning systems are open-

ended systems of signs referring to signs referring to signs. No concept can therefore have an 

ultimate, unequivocal meaning" (Waever 1996: 171). When people try to understand a certain 

reading of a text, they allege other readings as a basis for how to read it (Adler 1997: 321-322).  

Through induction general conclusions are drawn from empirical data, but this requires quantiza-

tion, and you can never be one hundred percent sure of inductive inference as long as the result 

does not use the whole population (Thurén 2007).  

In this study the aim is to illustrate how brand values are co-created by users on a corporate Fa-

cebook page, therefore the population can be set as all communication on firms’ social media 

platforms by all the users, worldwide, since the start of the very first corporate social media net-

work page until now. Because the available data in this study is limited to two months conversa-

tion on the Facebook page of one single company in only one country, obviously no general con-

clusions could have been drawn from this study, even if a valid quantitative approach would have 

been conducted. Anyhow, this thesis may still contribute with an array of examples of how such 

communication happens and how it contributes to co-creation of brand value.  

5.2 Facebook and IKEA as the context for this research  

When conducting this research with the aim to explore and illustrate how brand values are co-

created by users on a corporate Facebook page, first it should be clarified that Facebook was 

chosen as a social web community because Facebook is one of the largest social media platforms 

in the world and it is the one that is used frequently and explored prompt by companies (Ed-

osomwan et al. 2011).  

There are many possible companies to choose from as this thesis looks for empirical evidence for 

how communication happens on a corporate Facebook page. The reason for choosing to study 

the communication on IKEAs Facebook page is that IKEA is a value-based brand (Edvardsson 

and Enquist 2002), “the IKEA core values permeate the corporate culture”(Urde 2003;625). 
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IKEA is a well-known service-brand company; they are especially interesting because it is a Swe-

dish company that has become successful and respected globally. But of course with great suc-

cess also follows both positive and negative feedback. Practitioners within the field of marketing 

and communication have discussed in various academic literature IKEAs brand value. But we 

could not find any study of how IKEAs brand values are created and communicated on Face-

book, and that is also a decent reason why to explore, study and illustrate this topic.  

IKEA is a multinational corporation with its headquarters in the Netherlands, but still IKEA 

claims that the heart and foundation is still in Sweden were it all began (ikea.se 2012-01-03). 

Though IKEA has globalized its product strategy, the marketing communication still to a large 

extent must remain local. This is interesting because it may not be straightforward how to com-

municate the globalized brand, with a sense of Swedish personality, with its local customers.  

5.3 A systematic method for analyzing the empirical material 

As explained earlier, the fundamental questions asked during the analysis of the empirical data 

are: Which brand values can be discovered on IKEA Sweden’s Facebook account, and how are 

these brand values created in the communication? In order to manage this task, first two months 

text communication from IKEAs Facebook page was copied and pasted in an excel spreadsheet. 

The text was thereafter first examined in a test analysis in order to find examples of what possible 

brand values could be found. In doing this, previous research was used. The findings were gath-

ered in a Tool of analysis, which was subsequently used for coding all the text of the two months 

into different brand value themes and underlying values that are presented in the Tool of analysis, 

which is part of the findings. This method resulted in quantitative data, used to reveal significant 

brand values that are co-created on the Facebook page. After this the interesting analysis took 

over, in which the co-creation of outstanding brand values was investigated more closely, which 

follows in the section concerning empirical findings and analysis.  

5.4 The time period of analysis  

The two months examined, August and September 2011, are not seen as representative for what 

happens on IKEAs Facebook, rather they provide a micro perspective of how text communica-

tion on the Facebook could indicate co-creation of brand values. The time period selected for the 

analysis include August, the last month of the IKEA fiscal year of 2011 and the first month when 

the yearly IKEA catalogue is released. A substantial part of the Facebook comments during this 

month and the following concerns the distribution of the catalogue, but also the product news in 

it. During September 2011 two things happened which got much attention on Facebook. IKEAs 

branded food products that were especially loved by Swedes were replaced with new IKEA 

branded products. Furthermore IKEA donated a huge amount of money to charity.  

5.5 Critical discussion of the used method 

This study does not claim to explain how the people, or the users, in the specific context, the 

IKEA Facebook page, actually interpret or values texts written by other users or by IKEA. For 

such a purpose, interviews with users would have been important. Neither does this thesis try to 

suggest what intentions are behind IKEAs posts. Rather it is the authors’ own analysis of what is 

said in the text and how it may contribute to brand value for IKEA. Such interpretation is de-

rived from the theoretical background and from IKEAs brand, as the authors of this thesis un-

derstand it. The drawbacks from the method used are numerous. IKEAs brand is a very complex 
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phenomenon including countless variables, which may be valued by any or all of IKEAs stake-

holders. The conclusion cannot reach anything near objectivity, but is only a suggestion of one 

way to comprehend how brand may be built on Facebook. The value types in the tool of analysis 

cannot picture all aspects of the IKEA brand, since the authors of this thesis do not know what 

the customers and other stakeholders might value. Furthermore, there must inevitably be some 

subjectivity to this research depending on that the authors are Swedish and colored by life-long 

experiences of IKEA as the leading furnishing company. As an example, stories about the often-

admired founder Ingvar Kamprad may unconsciously bias our minds while conducting the re-

search. Moreover, the concept of co-creating value is elusive and is interpreted according to the 

latest research, as we understand it. Co-creation of value in this study refers to non-monetary as-

pects of value, but exactly what value could be, in relation to a brand, is not totally clarified in the 

literature. Furthermore, corporate core-values of IKEA are not fully explicated in previous aca-

demic literature, and the list of brand values that is used for the analysis is made within this the-

sis. A more thorough scholarly investigation about IKEAs core values could have included some 

relevant core-values and excluded others to the analysis tool, which would have changed the re-

sult. However, the brand values found to be co-created in this research still reflect one view of 

how corporate core values may be co-created by Facebook’s users, IKEA representatives, cus-

tomers and other stakeholders. But the task in this thesis is related to many difficulties that can-

not be handled in a straightforward manner in a bachelor thesis. However, our hope is that validi-

ty is enhanced as the methods used and the research process is made as clear as possible. Addi-

tionally, the quantitative elements presented contribute to give an overview of what is found 

from the empirical data, which may add to validity.    
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6 Empirical findings and analysis  

6.1 The IKEA brand  

The history of IKEA begins in a poor county in Småland, Sweden in 1943 when young Ingvar 

Kamprad founds IKEA. The flat packages idea that is worldwide known and used was first in-

troduced in 1953 and was to become the core concept of IKEA resulting in an effective trans-

portation to and from IKEA (ikea.se 2012-01-03).  

Through the IKEA Sweden’s corporate web page, the yearly presentation Welcome inside (2011-11-

24) is published, it informs us that IKEA is not just about sales and production of inexpensive 

furniture. IKEA wants to make a statement with its production process, a statement that will be 

working as a guideline for other companies in order to attain a fair view on suppliers and the 

world’s resources.  

IKEA has its roots in Sweden and in the countryside of Småland. The people of Småland are 

characterized as cost-conscious and hardworking, which symbolize the soul of IKEA. IKEA 

wants to maintain the connection to its Swedish heritage with the Swedish lifestyle and nature 

(ikea.se 2012-01-03). In the corporate vision: to create a better everyday life for the many people, IKEA 

wants to make sure that almost everyone can afford a better living in that IKEA provides cheap 

furniture and service that match the “thin wallet”. IKEAs business idea is to offer a wide range of 

well-designed functional home furnishing product at a price so low that as many people as possible will be able to 

afford them (ikea.se 2012-01-03). 

Kamprad and IKEA has developed an own niche, low price furniture’s with an appealing design, 

this is one of the key aspects why IKEA has become such a big company that it is and why they 

are market leading with a big advantage (Edvardsson and Enquist 2002). Also the strong culture 

of belonging and connection within the company has become one of the keys to success. IKEA 

is a value-based brand that has a strong culture among co-workers who spread the culture fur-

ther. This is a strategy Kamprad was quick to introduce, with guidelines and regulations on how 

thing are to be made and executed. The founder wrote the almost religious IKEA guideline on 

how he wants IKEA to breathe and live further on called Testament of a furniture dealer (Edvardsson 

and Enquist 2002). “The IKEA core values permeate the corporate culture” (Urde 2003:625).  

According to IKEA (ikea.se 2012-12-26), the core of the IKEA business and identity is its wide 

product range and the self-service idea, and is the key to its enormous success is that IKEA un-

derstands the different living situations and the needs their customers have. This combined with 

low prices, modern design and a quality that fits the price makes IKEA a world leading company 

in the category of home furniture. IKEA believes that its customers contribute with good and 

valuable knowledge and opinions; together with them IKEA can make a difference in the world 

concerning the environmental questions and lower prices (ikea.se 2012-01-03).  

IKEA is viewing the importance of co-workers growth within the company, both in their yearly-

published presentation of the previous year, Welcome inside (2010) and on their web page ikea.com 

(2011-12-26). IKEA states that education and investment in employees comes first. IKEA is 

claiming to have a strong social responsibility among suppliers, co-workers and production pro-

cesses. The IKEA Way on Purchasing Home Furnishing Products (IWAY) is a guideline with 

regulations of how the IKEA production processes are to be conducted, child work and devasta-
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tion of forests are strictly forbidden, which is an environmental responsibility (ikea.se 2012-01-

03). In order to have a low price, which also is a value communicated, the raw material has to be 

cheap and easily transported to the manufactories and warehouses. Also the co-operating respon-

sibility is highly communicated both on IKEAs web page (ikea.se) and the Welcome inside (2010) 

presentation, where IKEA stresses the importance to give back to the society and help the ones 

who need help in co-operation with for example Save the Children, UNICEF and WWF.  

The brand values derived from the sources above, summarized below, can be related to the core 

of the IKEA brand, and therefore they are included in the Tool of analysis, presented further be-

low.  

 Low price 

 Democratic Design 

 Social responsibility (among suppliers, co-workers, customers) 

 Co-operating responsibility (with e.g. Save The Children, UNICEF, WWF) 

 Sustainability 

 Environmental responsibility (IWAY) 

 Self-service idea 

 Co-workers growth 

 Swedish heritage and connection 

 Friendly and family spirit 

 Understand customers who contribute with knowledge and experience 

 

6.2 IKEA Sweden’s Facebook page 

By pressing the “like” button on the IKEA Sweden’s Facebook page, anyone can become a 

member in the IKEA Facebook community. In that way anyone can post and share information 

on the Facebook page. However, IKEA informs on their page that they do not allow any posts 

that are offensive to others, or communication that include hate, incitement, pornography, vio-

lence or copyright infringement. Such posts will be removed by they IKEA team (Face-

book.com/ikeasverige 2012-01-03). IKEAs information page provides information about the 

company in general, such as their business vision and why the Facebook page is created. It is cre-

ated to the ones who want to follow what is happening about IKEA Sweden, and the Facebook 

page encourages to post and share experience and thoughts, but it also warns that user be serious 

and be aware that all posts can be seen by everyone (Facebook.com/ikeasverige 2012-01-03). 

IKEA Sweden’s Facebook page has at the moment 74,341 “likes” (2012-01-03), which also can 

be seen as members and fans to their Facebook community. Furthermore, there are 792 users 

who talks about the page on their own personal account, they are either sharing a post that IKEA 

Sweden has posted, or they comment IKEA Sweden by linking to their own personal page for all 

their friends to see. As mentioned before, a Facebook page is constantly changing, as a living 

platform. New posts are published, comments are erased, and the Facebook page of IKEA Swe-

den is frequently updating as users express their thoughts and experiences, both negative and 

positive (Facebook.com/ikeaseverige 2012-01-03).  
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6.3 The tool of analysis 

In order to analyze the communication on the IKEA Facebook page we had to create a tool. 

This Tool of analysis was conducted through a two-step analysis. First step was to identify possi-

ble IKEA core brand values. They were found through a test analysis on the IKEA Sweden Fa-

cebook page, to see what types of brand values were communicated. In doing this, we used em-

pirical findings from IKEAs communicated material and previous academic research on IKEA. 

Together with the theoretical background, all this information made up a perspective from which 

the phenomenon could be viewed. Out of this we created the Tool of analysis (see table 1 below) 

with four different value themes and several underlying values.  

The second step in the analysis was to use the prepared tool of analysis for discovering and iden-

tifying the different brand values created by the Facebook users, in this context IKEA is also 

considered as a user. Values were coded and assembled and we could present how the brand val-

ues were created and conceivably co-created. It should be mentioned that a few values are de-

fined entirely from reading the Facebook comments during the test analysis; they include values 

that may not have been explicitly related specifically to IKEA before. On the following page the 

different brand values in the Tool of analysis are presented in table 1. Appendix table 6, First page 

of Tool of analysis  shows how the analysis of values are displayed and how we assembled the data.  

   

  



 21 

 

6.3.1 Table 1: Tool of analysis 

Value types:      

1. Sense of community & symbolic resource for identity   

a. Swedish or Småland connection    

b. Friendly Customer in the IKEA community (customer helps customer) 

c. Happiness for and approval of IKEA.     

d. IKEA helps to show identity (is validated through social interaction) 

e. Brand mythologies (Kamprad's story etc)   

f.  Community suggestions and ideas to IKEA from Facebook community users 

2. Corporate Social responsibility (CSR, about society at large)   

a. Environmental care (suppliers, transportation, improvement)  

b. Human care (Corporation with, save the children, Unicef, WWF)  

c. Culture care (Swedish heritage)    

d. Co-workers growth     

e. Sustainability (quality products)    

f. CSR suggestions and ideas to IKEA from Facebook community users 

3. Products            

a. Low price      

b. Democratic design (IKEA and the products are for everyone)  

c. Utilities & Quality     

d. Aesthetical      

e.  Product suggestions and ideas to IKEA from Facebook community users 

4. Services           

a. IKEA is friendly and cares for IKEA Facebook community users & customers 

b. IKEA helps customers to solve issues    

c. IKEA business idea is self-service (customers are part of the production chain) 

d.  Service suggestions and ideas to IKEA from Facebook community users 

6.3.1.1 Explanation of the four value themes with underlying brand values 

The first theme, Sense of community and symbolic resource for identity, includes six underlying 

values. The first, Swedish or Småland connection, 1a, is about IKEAs soul and identity as being 

cost-conscious and hardworking, but it also reflects the Swedish lifestyle and nature.  

Next theme, Friendly customer in the IKEA community, 1b, is derived directly from the com-

ments on IKEAs Facebook page in the test analysis. We have not found any previous evidence 

of that the customers of IKEA are remarkably friendly to each other. However, from the empiri-

cal findings, this seems to be an overarching value among users on IKEAs Facebook page, which 

is explained in the analysis. This value is about sharing personal experiences and thoughts that 

users feel that they are part of, and belong to (Shih 2010).  

Happiness and approval of IKEA is, value 1c, and is also about the social dimensions of the 

brand. “There is always a social dimension to a brand; an individual may love a brand’s image, 

but will want his/her important others to like it too” Elliott and Percy (2007;47). This brand val-

ue is about any kind of expressions of the love of IKEA. This brand value became obvious in the 

test analysis. 
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1d, IKEA helps to show identity, again concerns social needs of individuals. Brands can help to 

construct, communicate and maintain an individual’s identity, and in narratives socially shared 

meanings are constructed (Elliott and Percy 2007). This is co-created for example in that Swedish 

people in foreign countries discuss that they love the Swedish food at IKEA since it manifests 

the Swedish heritage.  

1e, Brand mythologies have to do with the Kamprad stories that have become narratives, told 

repeatedly (Smith 2011). The last value in the theme called 1d is Community suggestions and ide-

as to IKEA from Facebook community users, and this is related to what is said in IKEAs state-

ments. IKEA believes that its customers contribute with good and valuable knowledge and opin-

ions, and moreover, IKEA expresses that one key to its success is that IKEA understands the 

different living situations and the needs their customers have.  

The second value theme, Corporate Social Responsibility (CSR) includes six underlying brand 

values that concern responsibilities to society at large, and they are all retrieved from the IKEA 

documents (Welcome inside 2010; ikea.se 2012-01-03). The last value, CSR suggestions and ideas to 

IKEA from Facebook community users, called 2f, can be explained in the same way as 1d.  

The third value theme, Products, includes five underlying brand values. The first 3a, is Low price, 

and it is communicated by IKEAs in the business idea: “to offer a wide range of well-designed 

functional home furnishing product at a price so low that as many people as possible will be able 

to afford them” (ikea.se 2012-01-03).  

3b, Democratic design is about that IKEA and the products are for everyone. 3c, Utilities and 

quality are related to how IKEA explain that their products are tested to achieve good quality.  

3d, Aesthetical, is concerned with that IKEA has developed a business idea with its own niche, 

low price furniture designed to appeal as many as possible (Edwardson and Enquist 2002). 3e, 

Product suggestions and ideas to IKEA from Facebook community users are again about the 

similar value as 1d and 2f.  

Theme four is about Service, and it has four underlying brand values. The first one, 4a is: IKEA 

is friendly and cares for IKEA Facebook community users & customers. This brand value was 

directly derived from the test analysis, which showed that IKEA responded to users comments 

quickly and in a friendly and caring tone. This does not concern practical matters but is related 

only to the social dimension of the brand.  

The second, 4b, is IKEA helps customers to solve issues, is just as it sounds, about solving prac-

tical matters and issues. Also this brand value was found when conducting the test analysis. 

4c, IKEA business idea is self-service relates to that customers are part of the production chain. 

This brand value can be found on IKEAs homepage and inherently included in their business 

idea. 

4d, Service suggestions and ideas to IKEA from Facebook community users somewhat repeats 

the brand value 1d, 2f and 3e, which all concern different kinds of suggestions and ideas to 

IKEA from the community users.  
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6.4 Quantitative information on the Facebook communication 

The analysis included a total of 1639 comments, in which IKEA started the comment threads 50 

times, and the users started 179 times. In total IKEA contributed with 217 comments during the 

two months examined, and users posted 1422 comments. Out of these comments, value connec-

tions were found 2364 times, and these were coded into the Tool of analysis, which was designed 

for also revealing comments and values of a negative character. Out of the total of 1639 com-

ments, 211 were found to be concerned with negative value, which is about 13 percent. 

Below in figure 1, it is apparent that a large part of the total brand values that were recognized 

and coded from the IKEA Facebook page concerned 1b, called “friendly customer in the IKEA 

community”, and 1c, called “Happiness and approval of IKEA”. More than half of the values 

that were found from the analysis showed to be related to these two parameters.  

6.4.1 Figure 1: Recognized brand value types expressed in numbers   
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6.5 Analysis result and discussion 

6.5.1 Sense of community & symbolic resource for identity - Friendly talk in the 

IKEA community 

The first value theme concerns Sense of community and symbolic resource for identity. This is 

about how IKEA may help in constructing and communicating identity for the individuals who 

use the Facebook page, but it is also about IKEAs identity. The corporate core values are: The 

IKEA family – welcome to the IKEA family.  

This is mainly derived from the theoretical framework, section three, concerning brand narrative 

and connecting emotionally. A large part of the Facebook communication is social talk to 

“friends” in the IKEA community, what is categorized 1b in the analysis tool. Often IKEA trig-

gers such talk, since IKEA regularly posts new questions about topics that interest many people. 

Thereafter the posts are mostly perceived as “pleasantly personal” as the users share with others 

on the web page their thoughts and ideas in friendly ways. The communication threads are some-

times lengthy and provide a narrative of the subject discussed. One example is when IKEA asks  

“How are your plants in your home doing? Do you have any tips to 

share of weather you have managed to make them survive summer 

and vacations?” (Appendix table 1) 

There were 29 answers included in the thread, and these are comments meant to share tips, 

thoughts and ideas to other users in the community. Already the question indicates that IKEA is 

aware of that community users need to share thoughts and ideas. As IKEA both drops a ques-

tion that may inspire sharing of tips and ideas and also provide a platform for IKEAs fans to 

communicate to each other, IKEA serve as a trigger of value creation. The community users may 

feel good in being able to share their experiences with others who also like IKEA and may buy 

their plants at there. Numerous detailed descriptions of how to succeed with plants during sum-

mer are provided by the comments. This may very well be valuable both for the persons who 

contribute with posts and comments and others who read the content, because it can add feelings 

of belonging and social friendliness among IKEAs Facebook users. This way such emotions are 

also valuable to IKEAs brand, because brand is really in the stakeholders’ minds, we have learnt 

from the theoretical background (Keller and Donald 2003). Hence this is an example of value co-

creation. Even though IKEAs post first may be strategically and tactically planned, what follows 

from it is still unintentional value co-creation between community users. The extended thread 

about plants is about belonging to a community of people who share the same interest, and who 

somehow connect this interest with IKEA, which recalls the fans of a football team. IKEA may 

be well aware of that posting a question about plants someway touches the community members 

and other readers as well, and that branding is about touching people in positive ways, but the 

communication that follows upon IKEAs post happens unintentional, at least in relation to the 

IKEA brand.  

“Have hung out all my orchids in the chestnut tree, in that way it will 

be as in the wilderness. When winter comes and they are brought in-

doors again, they bloom like crazy” says Katarina (appendix table 1). 

“Good tips, thank you” Annemo replies. “Succulent plants are good; 
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they can do 1-2 weeks without water, smooth and easy”, Sofia suggests 

(appendix table 1). 

The nice comments create a story as the comments, feedback and creative solutions on plant 

problems develop during the two days that the thread lasts. Users may strengthen the IKEA 

brand in co-creation as they connect the social belonging and positive feelings about the discus-

sion thread with IKEA. Only one of the answers in this specific thread goes further and inten-

tionally connects this discussion to IKEAs products:  

“Bought orchids at IKEA in September for 49 SEK, flowered until 

August, now with lots of new buds and twigs. Expensive ones are not 

always best” Gerd declares (appendix table 1).  

To summarize how value is created by 1b, most of such value is co-created, as it has to do with 

feelings of belonging, of being understood, of sharing mental thoughts and ideas to others that 

use the IKEA community. These all concern mental needs rather than material needs, and co-

creation of value happen, both between users and between users and IKEA. Providing a social 

platform and an interesting topic to discuss is shown to result in value co-creation that indirectly 

adds to the corporate brand’s personality. IKEAs personality gets friendlier and comes closer to 

the small things in people’s real life. 

Negative feelings are also debated at IKEAs Facebook page. Someone called Rickard says: 

 “No I won’t back (finance) the nazi swine Kamprad” Rickard says. IKEA answers: Hi 

Rickard, IKEA is for the many people and everyone shall feel welcome, both customers 

and co-workers. The company is value-based, therefore plurality and equality are natural 

and important parts of the business…” (appendix table 1.1).  

After this someone called Ulrica continues the discussion:  

“How many 17-year olds don’t do stupid things? Lack of life experi-

ence and nuance of things…should you be punished for the rest of 

your life for things that was done before you were of age, even though 

you have come to understand and apologized…sometimes people are 

very fast to judge before reconsidering, just like a 17 year old 70 years 

ago…”(appendix table 1.1).  

Camilla finishes the thread and comments: 

 “I wonder how many places you can shop at if you think like that, 

Rickard…Kamprad is probably not the only one who has done stupid 

things in his life” (appendix table 1.1).  

This thread clearly concerns IKEAs brand values. It has to do with the many myths that sur-

round the founder Ingvar Kamprad. But it is also about the value 1b, friendly customer in the 

IKEA community. As one Facebook user reveals his disgust of what he understood was a con-

nection between Kamprad and the Nazis, reactions from IKEA and other Facebook users did 

not take long. The users of IKEA Facebook page back-up the founder and the company.  
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All in all the quite short thread ventilated a complicated matter in a smooth way. An issue that 

may have troubled many people was discussed with the result that a few different ways to look at 

the problem were discovered. This may also be co-creation of value, or maybe co-creation of 

non-bad-will, or even possibly goodwill, as IKEA took the opportunity to explain that IKEA is 

value-based with plurality and equality being important parts of IKEA at the same time as a few 

users added their thoughts. These thoughts may help to change peoples’ minds as it comes to 

judge of bad things that have happened long ago. Also this is an example of a narrative. Maybe 

such a story makes more sense to people who join the IKEA Facebook community than do 

journalistic articles in daily newspapers, because this narrative stems from their own network.  

The value category called 1b, Friendly customer in the IKEA community, concerns customers’ 

social needs, which are catered for through the communication on IKEAs Facebook page. The 

theory by Henning-Thuran et al. (2004) suggests some reasons for why people employ eWOM, 

and the social benefits are obvious. People concern for other consumers, or they desire to help 

the company, and they need to express positive or negative emotions. It seems genuinely human, 

but why do these personal social needs somehow connect to a brand? Maybe it is not as strange 

as it sounds. IKEA means something to many Swedes, and the meanings evolve like a story. The 

narrative may well be extensive and far-reaching in how it spreads through stakeholders’ minds, 

values and purchase intentions. In this way, two-way communication, eWOM or other types of 

human communication between people who share a similar story of IKEA is indispensable. The 

values co-created out of social needs are indirectly adding value to the IKEA brand.  

Also, the findings about IKEA suggest that Kamprad’s Testament of a furniture dealer (Edvardsson 

and Enquist 2002) comprises a guideline that include suggestions for how the culture of belong-

ing and connection within IKEA shall be spread by co-workers to other stakeholders. This in-

formation indicates that the sense of community and connection has actually been spread outside 

IKEA and now includes users on the IKEA Facebook community.  

Elliott and Percy’s (2007) explanation of how the social dimension of a brand get individuals who 

love the brand’s image to spread this to others is strongly supported by the analysis concerning 

value 1b and 1c. As Elliott and Percy suggest that using recycled envelopes could for example 

symbolize “I care for the environment”, telling others in the community that the IKEA catalogue 

is appreciated may symbolize that “I care for my home and the interior”, which is probably 

known to be a typical Swedish characteristic. 

A great deal of the communication that was coded as 1b, had to do with the new IKEA cata-

logue, which was warmly welcomed by many users on the Facebook page.  

“A cozy weekend with the new catalogue and a visit to Gävle (IKEA 

store) is coming up, a super-weekend in other words!” (appendix table 

1.3), says Maj, august, 19. “That would fit me perfect”, replies Cathari-

na twelve minutes after. “Nice picture, I want!!!!!” says Camilla two 

minutes after that. “Got the catalogue yesterday at the VIP show, but 

also in the mailbox today”, Per comments. Want the catalogue now!!!” 

Ulla-Karin complains (appendix table 1.3). “Right now I and the dog 

are tucked in the sofa under blankets and I’m enjoying the new cata-

logue. This time you made it! See you soon in the shop”, Jenny says. 
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“Remove the sign “no commercials” otherwise you won’t get it, if the 

postman does his job as he should”, Inger advices others on the com-

munity.  

Comments like this goes on and on, some of them are purely expressions of the love of IKEA, 

and some of them are about sharing ideas or suggestions with others. Quite often the comments 

are coded as both 1b and 1c because they express enthusiasm and approval of IKEA and at the 

same time they share thoughts and ideas in a friendly way with other Facebook users. Such 

thoughts and ideas often seem to concern small things, probably most relevant to the persons 

who share them with others.  

“Eivor Lena!!! Totally fell in love!” says Maja about a new IKEA fabric 

(appendix table 1.2). “My mother Eivor would have been very proud of 

the fabric. Want it!” Agneta answers after a while.  

This could have been a discussion between two work-mates or friends that know each other.  

By some reason, these communications among members in the IKEA Facebook community 

goes on with a quiet agreement of raising human behavior to a friendly level in the community. 

The communication breathes friendliness, an intangible value far from monetary terms. Accord-

ing to this study, a substantial part of the communication between members on IKEAs Facebook 

page enjoys the experience of a room filled with friends. This leads our thoughts to the IKEA 

family concept. Prahalad and Ramasway (2004) stressed that the foundation of value creation 

comes from the capability to manage customer experience, which requires that companies learn 

from and with their customers. From this analysis, we would say that experiences are hard to 

manage, but by understanding them, and learning from them, much is gained. As time goes by 

IKEAs co-workers may become more and more skilled in participate at the corporate Facebook 

page, which can enhance the users experiences of the IKEA corporate brand as a friendly family 

in which they are included. Ramaswamy (2009) emphasizes the interaction-centric capabilities 

called the “co-creative management processes”. Again, it is probably not even logic to call what 

happens on the IKEA Facebook page a management process. But in the value type called 1b, 

friendliness among the users, may be seen as such an interaction-centric capability, because it en-

ables the Facebook page to attract people to voluntary participation in the friendly milieu, even 

though such capability cannot be seen as managed by IKEA alone, rather it is co-created.  

6.5.2 Sense of community & symbolic resource for identity - Happiness for and 

approval of IKEA 

It is not only evident that Facebook members want to share thoughts and meanings in friendly 

ways with other users, they also want to support IKEA, and show appreciation to the company. 

One of the reasons for backing this Swedish giant may possibly be that it feels good to be friend 

with a winner, IKEA is a winner in the eyes of many Swedes, for many reasons. IKEAs business 

idea have a long tradition of caring for “the many people”, they are prosperous and successful. 

Seen in this way, it is first the identity of the Facebook users that is strengthened as they express 

their love of IKEA. But in the same moment, IKEAs brand value is naturally also reinforced. 

The platform, provided by IKEA, is an important instrument enabling pronunciation of the love 

of the brand. Telling everyone and anyone that you love IKEA on a public website must some-

how be valued by the one who does it, otherwise you just wouldn’t do it. Therefore this is utterly 
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evidence of that social talk and expressions means something to the users or stakeholders. This 

social talk and a suitable electronic platform for publishing create value for stakeholders and the 

brand, and again this happens to a large extent in co-creation by people far from the strategic 

management.  

Some of the love-expressions relate from individual customer experiences, but some are initiated 

by intended information by IKEA. One of the threads involving the value 1c, happiness for and 

approval of IKEA, concerned the large IKEA foundation to FNs UNCHR for helping people 

suffering from starvation in Africa. As IKEA informed about this donation, many replies coded 

as 1c followed.  

“Many children are suffering from the growing starvation at the Horn of 

Africa, IKEA Foundation gives UNICEF a contribution so that 130 000 

malnourished children get help” (appendix table 2). “These kinds of news 

makes you proud of working for IKEA”, says Anneli.  

This is an example of that various stakeholders participate on the Facebook page, helping to co-

create value for the IKEA brand.  

The value 1c is concerned with connecting emotionally, as Hill (2008), suggests needs to be done 

before rational support should be provided. Hill also explains that selling them on what they al-

ready believe and feel is far easier than changing such attitudes. The communication in 1c may 

develop and boost previous love of IKEA as a user expresses the love or reads the positive emo-

tions others share about the brand. This is evidence of that IKEA follow nature, as Hill puts it, in 

that this communication touches feelings and thoughts that create unyielding gut instincts. Hill 

means that what people feel is true to them while facts may be malleable. Therefore this type of 

communication may very well represent a co-creation of a brand value that may seem vague, but 

still it can mean a lot to the IKEA brand.  

This is also an example of how the communication both adds to brand values that relates to the 

general happiness and approval of IKEA, 1c, and at the same time to brand values that are relat-

ed to corporate social responsibility, and specifically human care, coded as 2b.  

6.5.3 Corporate Social Responsibility- Human care and Sustainability 

The second theme in the analysis tool concerns corporate social responsibility, CSR, and include 

six variables, which are mainly derived from information on IKEAs corporate web page. Only 

two of these are frequently and significantly seen in the analyzed text, CSR in the form of human 

care, 2b, and CSR in the form of sustainability from quality products, 2e. Both of these are initi-

ated in communication threads started by IKEA. The first one, which has to do with the IKEA 

donation to UNICEF, is already mentioned in the section above, as it also included much of 1c, 

approval and love of IKEA. The IKEA post about sustainability that inspired much attention to 

this value from users follows here:  

“One-fifth of the Swedish people say they have IKEA furniture that is 

between 21 and 50 years, this we know from our survey conducted by 

YouGov on behalf of IKEA in August 2011. The Swedish people keep 
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their IKEA furniture long and we are happy for this! How old is your 

oldest IKEA furniture?”(appendix table 3).  

This post by IKEA led to over 100 answers within a few days. Most of these shared with others 

on the Facebook page that they have had their IKEA furniture a long time:  

“I have a lovely bed for small children, which I’ve slept in and so did 

both my kids :) about 40 years and still just as nice” says Amelie (ap-

pendix table 3.1). “I still keep the chair Öglan which I got 33 years ago, 

it’s just a little bit weak in color but nothing else…” says Jessica. “I 

have a bench that is almost 50 years”; Ingrid proudly shares with other 

users. 

 A lot of comments like these show how IKEAs consumers experience sustainability of IKEAs 

quality products. Co-creation of IKEA as a brand that cares for sustainability happens. As the 

thread gets so long as it does, it achieves a narrative about IKEAs products, which may also sus-

tain in the users memory. Smith, 2011, explained that when brand narratives are firmly rooted in 

the meaning of reality and social salience, the firm’s objectives and the customers’ life experience 

are negotiated in a manner that resembles a symbiosis, and the outcome is articulated social val-

ues and created brand myths (Smith 2011). This seems to be such an example. Again this comes 

back to intangible values. This is also a eWOM process in which the customers’ social needs, 

mentioned in the theory by Henning-Thuran et al. (2004) are catered for, as customers can asso-

ciate themselves with the IKEA brand. 

6.5.4 Products – Aesthetical matters, Product suggestions and ideas to IKEA 

from Facebook community users 

The following example contains communication of value creation within the topic Products and 

the values Aesthetical and Product suggestions and ideas to IKEA from Facebook community users (see also 

table 1 above.). These values concerns how well the IKEA products is appealing in terms of aes-

thetical matters and design, but also product suggestions from the users on the IKEA Facebook 

page. Many of the last values presented were with a negative attitude, as the ones that follows fur-

ther.  

One user, Pernilla Larsson is complaining about the aesthetics and design on IKEAs bed covers, 

she mentions that the bed covers IKEA has, is missing holes in the corners, they had holes be-

fore, and she is wondering why a company would stop producing such design. She complains 

furthermore that it is much more difficult to clean the bed.  

“I don’t like that your bed covers miss holes in the corners! It gets a lot 

more difficult to clean the bed. It used to be holes in the corner, why 

quit a winning concept?”(appendix table 4) 

On the specific comment Pernilla received six “likes”, meaning that there are six more users that 

share the same opinion. Further in the comment thread about the missing holes in the bed cover 

there is two more who is concerned about the new design of the product. These two more nega-

tive comments is creating a negative value on the IKEA product, sure there are some users that 

agrees with Pernilla and her problem. If you read between the lines of the comments Pernilla and 
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the following comments just want to express their thought, is seems that they are still buying the 

product even if there is no hole in the corners. Further down in the comments in the same thread 

another user has commented on the tree previous comments and is wondering why they do not 

cut the holes themselves if they think it is such a big problem. Also another user is making a 

comment that it is really smart to buy the cover and make one hole in them by your own. This is 

a typical co-creation in our analysis, two sides of one problem, some users are complaining about 

the design, and there are some users that do not think this is a problem and if they want to solve 

this they can just cut it themselves. After five comments IKEA Sweden is making a comment in 

the discussion,  

“This, with holes or not, to get the covers for a quick good way, is very 

culturally! We in the Nordic countries are very practical while e.g. 

France think this does look poor when you can see the blanket through 

the hole. We then decided to remove the holes because we act in so 

many different markets that do not like our Nordic solution/Tina” 

(appendix table 4) 

IKEA steps in and tries to give the users a clear answer about the problem, but this irritated one 

new user that leaves a comment; 

“Though you are acting in Sweden and the north and also because I 

think IKEA is a Scandinavian company so could the others comply 

with our wishes! or?” (appendix table 4). 

This user is upset about that IKEA is not making it decisions based on its tradition and cultural 

belonging to Sweden, she want the rest of the world to follow IKEA from a Swedish perspective.  

Once again there is a negative value influence in the comments left on IKEAs Facebook page, 

and the values that can be analyzed is also the Swedish connection combined with the product 

aesthetical matters and design The brand value of this comment thread is much about that the 

users want IKEA to still remain Swedish and will get upset if they are recognizing that IKEA is 

trying something else. IKEA wants to communicate that they are connected with Sweden and 

especially Småland where it all began, but whenever IKEA is trying out something new that is not 

typically Swedish or with a Swedish output there will be some complains, it seems from this con-

versation that the users will still like IKEA. The last comment of this example thread is one user 

that ends the conversation with,  

“Really a third-world-country problem! Make a hole for yourself if you 

do not like IKEA solution. Or just stop buy the quilt then! =)” (appen-

dix table 4). 

It is clear from this thread of comments that users have different opinions and this creates differ-

ent values for IKEA. IKEA does not have to comment all the users comments; instead they are 

commenting the real facts, and leave the rest up to other users to comment. This is a co-creation 

of brand value between users and IKEA. Users are trying to convert the negative users and their 

comments by comment and try to come up with new solutions of products. A eWOM like this 

kind is worth full for any company to obtain, when costumers tries to convert others to like their 

brand creates brand value without almost any offer from the company it selves, they are just 
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handing out the opportunities for costumer to express their feelings and discuss. Brand values are 

communicated at first by the company, but co-created together with their costumers and users in 

the further communication. Also when the company, in this case IKEA Sweden is stepping in 

and commenting in the discussion when needed this creates a value for the users/costumers, they 

get a respond and is more or less satisfied with getting their voice heard, which is a value for the 

customer to be recognized.   

There is a new paradigm shift of how brand value is created, previous it was a sender who com-

municated something to a receiver, currently the receiver creates values of that information, gives 

feedback and spread thorough eWOM their experience and thoughts.  

Furthermore Prahalad and Ramaswamy (2000) are suggesting that brand value is becoming more 

co-created by the firm and the customer, rather than inside the firm. And also that in order to 

maintain the creation, marketing managers or similar is being required to “engage their customers 

in an active, explicit, and ongoing dialogue; mobilize communities of customers; manage custom-

er diversity; and engage customers in co-creating personalized experiences” (Prahalad and 

Ramaswamy 2000).  

In this case, IKEA is aware of the problem as it is shown throughout the comments, they are 

waiting to leave a comment until it is necessary to give clear facts about the problem and then let 

the users comment on the response. IKEA posts a comment that the users can follow up with 

other comments, like they are encourages them to still comment and express their thoughts, 

maybe unconsciously or maybe on purpose.  

6.5.5 Service - IKEA is friendly and cares for IKEA Facebook community users 

and customers, IKEA helps customers to solve issues 

The fourth value topic is Service and concerns how the user IKEA is helping other us-

ers/costumers to solve their problems or service experience connected to IKEA. The underlying 

values that were significant communicated and created within this topic was IKEA is friendly and 

cares for IKEA Facebook community users and customers and IKEA helps customers to solve issues.  

On the 9th of August a user named Elle Körsbäret Manninen is posting a comment on the IKEA 

Sweden Facebook page with an anxiety if IKEA has got rid of all Malm series of bed furniture’s, 

she expresses that she would like to have a hint from IKEA before these would disappear, be-

cause she cannot find them on IKEAs homepage; 

“Nooooo! Have you got rid of all bedfurnitures in the malms se-

ries???!!!! Could not see any Malm on your home web site, no bedfurni-

tures at all to be honest. A heds up would be nice.” IKEA Sweden an-

swers polite; “Hey Elle, definite all bed furniture’s in Malm series is still 

available, but one piece of furniture is out of order. “Elle responds 

quickly to IKEAs answer and are saying; “why can I see them on your 

webpage then? Maybe there is something wrong on your homepage 

IKEA? “(appendix table 5) 

IKEA understands the problem Elle is having with their homepage and but IKEA does know 

why the products has disappeared from their homepage, IKEA thanks Elle who discovered the 
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problem and lets her know that they are sending the problem further to their technicians for 

them to solve. IKEA is then asking Elle if there is any specific size or color she was looking for 

and in which warehouse she is planning to buy the Malm furniture. Elle answers, 

 “no problem! :) 180cm, oak, Kungens kurva (IKEA store)”. And IKEA is an-

swering; “Hey Eller there is eight Malm bed furniture’s available in oak 

180x200cm, in the self-service-department aisle 14 and place 24.” Elle 

responds with a friendly “Thank you :).” (appendix table 5) 

The values to be discovered in this comment thread between IKEA Sweden and Elle is IKEA is 

friendly and cares for IKEA Facebook community users & customers and IKEA helps customers to solve issues. 

It is clear that IKEA is aiming to help Elle to solve her issue concerning the bed furniture that 

she thought IKEA had removed completely, as it turns out, Elle is also helping IKEA to solve a 

problem with their official home page instead. IKEA is showing gratefulness and thanks Elle for 

discovering the problem, and then helps Elle to solve her problem through Facebook instead of 

passing her on to the customer service to handle. Values such as these found from the comments 

above are important for IKEA to maintain. It is also important to stay friendly and help to solve 

issues for the customer. This will transfer to other users to see that if it is any problem, IKEA are 

there to solve or suggest. This becomes a strong brand value of service through a co-creation be-

tween one user and IKEA that they can have as a benefit for the long run. As Helm and Jones 

(2010) mentions, co-creation is offering a new way on how to see companies’ underlying capabil-

ity to create long-term value and brand equity. 

Shih (2010) is signifying that the consumers has more expectations and a stronger voice on Face-

book, this is because it is easy to respond and leave a comment, a comment that may be positive 

or negative. Customers who reports problems that IKEA might not find as easily and costumers 

who is eager to find a specific IKEA bed furniture and gets disappointed when they think that 

IKEA has removed it without any notice. These customers can be seen as a kind of loyal to the 

company, they want to buy the furniture and are screening it public to others to see, and they 

want IKEA to help them through Facebook. These comments and answers combined is a co-

creation of service brand value, Elle is having a problem with web service, IKEA is responding 

gratefulness when noticing the problem, IKEA helps Elle through Facebook to solve her prob-

lem to find what she is looking for, Elle is thankful that she were able to help IKEA with their 

problem and she got her problem solve at the same time. A co-creation of the core brand value 

of IKEA, the self-service business idea, with a little help to get on the right track by IKEA on 

Facebook (ikea.se 2012-01-03). According to Ots (2010) the concept of value creation can be 

seen from different perspectives. The values that occur for the user Elle is more psychological 

than economical value. In the future she may have in mind that she got the help she wanted, and 

also were able to help such a big company as IKEA with one of their problems, this will in return 

be a strong brand value for IKEA. The values IKEA receives through the comments on Face-

book can be seen first as an economical value, but should also be seen as a strong brand value, 

that they are able to help users and costumers to solve their problem but still not withdraw from 

the self-service business idea.  

The comment that the user Elle posted on IKEA Sweden Facebook account is also a way of 

venting her negative feelings, expressing her thought and disappointment and desire to help 
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IKEA understand the problem, this all can be related to the eWOM study made by Henning-

Thuran et al. (2004), that showed the same motives why users engage on social-network-

platforms such as Facebook.  

The new paradigm called co-creation, Ramaswamy (2009) is suggesting that value is a function of 

experiences that takes place outside the product itself. It is not just all about the product, is the 

service and how to get knowledge about the product and company on for example a web plat-

form where consumers cooperate and communicates with each other. In this particularly example 

between Elle and IKEA, Elle is seeking for a product, but she receive more than were to find the 

specific Malm product, she receive values in terms of gratefulness from the IKEA service, satis-

faction that she was answered and also got to help IKEA with a problem. Several values both 

benefited the user Elle and value co-creation of service that benefited IKEA. Helm and Jones 

(2010) propose that co-creation is not in fact about explicit goods or services, it is about solutions 

that provide the customers value. The conception of co-creation is explained as values for both 

firms and consumers, which is co-created in significant experience that consumers obtain from 

the relations linking themselves and the brand.   

6.6 Limitation of analysis 

As mentioned before in this thesis, we are not to analyze any pictures or other content on the 

IKEA Sweden Facebook page except for the text content such as comments, whole threads and 

“likes”. The limitation of the analysis was made this was in order to capture the essence on the 

page, not to be distracted of other elements not concerning brand value creation and co-creation. 

Our limitation does not harm the overall research of the Facebook page, it is rather presenting a 

hint of what is happening and what is communicated and what values are created and co-created, 

therefore it does not matter if pictures or other content was included or not. Also as mention be-

fore but is worth mention again is that the result of the analysis gave us some value topics that 

were significant communicated and these were the ones in the example above in the presentation 

of analysis and findings, nevertheless, the other values that we did not present is not less im-

portance to bring up, but a limitation of presentation is crucial.  
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7 Result discussion  
Social media and Facebook have changed the way people communicate. This study aimed to be a 

contribution to the Media and Communication field of knowledge, as it has tried to explore and 

illustrate how communication happens between a firm and its stakeholders in social media, and 

how such communication becomes co-creation of value for the brand.  

7.1 The methods used and why IKEA was chosen 

We have explored and illustrated how this phenomenon happens with genuine empirical exam-

ples from two months of conversation from IKEAs corporate Facebook page. This was done 

through a qualitative text analysis, and by displaying quantitative data revealing some significant 

IKEA brand values that recurred in the communication. Thus theorists’ suggestion, that corpo-

rates’ brand values are co-created between the company and their stakeholders, (Vargo and Lush 

2004; Merz 1999; Prahalad and Ramaswamy 2004) is demonstrated empirically in the result of 

this study. The uniqueness with this study is that it shows how this happens in communication. 

The reason for choosing IKEA as the case for this research is that IKEA is actively using its 

Swedish Facebook page, and IKEA has been explained as a value-based brand (Edvardsson and 

Enquist 2002), “the IKEA core values permeate the corporate culture”(Urde 2003:625).  

The purpose of finding empirical evidence of how IKEAs brand values are co-created in com-

munication on Facebook first requires a thorough understanding of what brand values are and 

what co-creation is about. The theoretical background provides some valuable insights on these 

concepts that have had implications for the research questions; which brand values can be dis-

covered on IKEA Sweden’s Facebook account, and how are these brand values created in the 

communication? 

7.2 A company’s core values summarize the brand 

First, a company’s core values are persistent and overarching and relate both to the employees’ 

mindsets about the company as well as other stakeholders’ perceptions about the company. Such 

core values summarize the brand (Urde 2003) and eventually lead to the success of a firm. When 

core values function as a connecting link between the firm’s identity and the customers, everyone 

agrees on the core values and what these represent. When this connection works well, the com-

pany lives its core values and thus its brand (Balmer and Wilkinson 1991; Balmer 1995; Harris 

and de Chernatony 2001; Urde 1999; Ind 2001).   

7.3 Co-creating brand values 

The theoretical framework suggests that value co-creation has emerged as a new perspective on 

how to see the companies’ fundamental ability to create long-term brand value. In co-creation, 

value is a function of experiences that take place outside the product itself (Ramaswamy 2009). 

Co-creation is solutions that serve the customers’ value generating processes, and therefore a 

more holistic view of co-creation processes and value seeking is needed (Helm and Jones 2010). 

Consumers want to interact with companies and thereby co-create value, and such interaction 

makes a basis for co-creation. The co-creation experience of the consumer becomes the founda-

tion of value (Prahalad and Ramaswamy 2004).  
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The most recent era, from year 2000 and forward, the scholars have focused more on other 

stakeholders, such as brand communities, and employees, who are assumed to provide a point of 

difference since they directly interact with external customers. Employees constitute co-creators 

of brand value. Brand value creation is a process of a dynamic continuing social interactivity be-

tween the firm, the brand, and all stakeholders (Merz et al. 2009). The brand value is defined, as 

all the stakeholders’ collectively perceived value-in-use. Customers are capable of imaging and 

judging, they are not simply passive recipients of brand information (Merz et al. 2009). 

7.4 IKEAs core values 

The purpose required an explanation of IKEAs core values, because without knowledge about 

these, we could not have suggested how they were co-created. Information of what possibly 

could be part of IKEAs core values was gathered from IKEAs homepage, and from the docu-

ment Welcome inside (2010). Also such information was collected from the scholars Edwardson 

and Enquist (2002) who had investigated the IKEA brand narratives. This information, together 

with the analysis of IKEAs Facebook page, resulted in a creation of the Tool of analysis that 

combined previous explanations of possible brand values with our new findings from the IKEA 

Facebook page. Through this Tool of analysis we were able to carry through a systematic text 

analysis of two months of communication on the IKEA Sweden’s Facebook page. The method 

resulted in evidence of how employees of IKEA talk directly in dialogues with the customers or 

other stakeholders about anything that comes up in the discussion threads. Moreover, the analy-

sis shows that IKEA Facebook fans, or users, talk with each other. As these discussions often 

both reveal and highlight IKEAs brand values, as we understand them in the Tool of analysis, 

such dialogues are examples of co-creation of brand value.  

7.5 Sense of community and symbolic resource for identity 

One of the most striking findings from the analysis is the friendly and family atmosphere that 

distinguishes the conversation on IKEA Facebook page. In one way this may not seem strange, 

since Facebook actually is a social network. But we think this is remarkable because one cannot 

expect people who don’t know each other to talk with each other as if there were close friends.  

As can be seen in the analysis, as well as in the quantitative explanation of the research, a substan-

tial amount of the content on IKEAs Facebook page is Friendly talk between Facebook users. 

This is interesting because this dimension of IKEAs Facebook communication reflects what we 

believe is one of IKEAs core values.  

The core values set the direction for different processes of communication and behavior as well 

as product development Urde (2009). The particular core value that we refer to is previously de-

scribed, as both IKEA and scholars have explained that the strong culture of belonging and con-

nection within the company has become one of the keys to success (Edvardsson and Enquist 

2002). The strong culture among co-workers spread the culture further. This strategy, introduced 

by the founder Kamprad, was made explicit by a guideline with regulations on how thing are to 

be done and executed. The guideline, Testament of a furniture dealer (Edvardsson and Enquist 2002) 

has been understood as nearly religious, and it concerns how Kamprad wants IKEA to breathe 

and live.  
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Maybe our findings is a piece of evidence of that IKEAs culture of belonging and connection has 

become such a strong core value in the mindset and identity of the company (Urde 2003) so that 

it stretches out to almost each and every one who is a fan on IKEAs Facebook, who voluntarily 

engages themselves in the co-creation of a surprisingly friendly community. The social dimen-

sions may be of paramount value to the IKEA brand. Using Facebook for the purpose of co-

creating more social values, such as belonging and connection among users, or stakeholders, may 

pay back in a fortified IKEA identity and a strengthened brand, since such values could remain 

over time.  

Through the analysis we found that the explanations of why people use and spread eWOM also 

explain the underlying social values that are overwhelmingly apparent on IKEAs Facebook page. 

These values can be narrowed down to; Concern for other consumers, Desire to help company, 

Social benefits received, Exertion of power, Expression of positive emotions, and Venting of 

negative feelings (Henning-Thuran et al. 2004). These values are concerned with social needs.  

All the social talk in the community has to do with feelings of belonging, of being understood, of 

sharing mental thoughts and ideas to others that use the IKEA community. These all concern 

mental needs rather than material needs, and co-creation of value happen, both between users 

and between users and IKEA as these needs are fulfilled. Providing a social platform and an in-

teresting topic to discuss is shown to result in value co-creation that indirectly adds to the corpo-

rate brand’s personality. By Facebook, IKEAs personality gets even friendlier and comes closer 

to the small things in people’s real life. 

A large part of the total brand values that were recognized and coded from the IKEA Facebook 

page concerned 1b, called “Friendly customer in the IKEA community”, and 1c, “Happiness and 

approval of IKEA”. More than half of the values that were found from the analysis showed to be 

related to these two parameters.  

The large part of the comments that were pure expressions of the happiness for and approval of 

IKEA is strongly related to the eWOM theory, which explains that people may need to support 

the company (Henning-Thuran et al. 2004). Sometimes approval of, or happiness for IKEA, is 

also concerned with brand values related to corporate responsibility, such as human care. In one 

example IKEA posted information on that the company donated a huge amount of money to 

UNICEF. argue that brands can help to construct and communicate an individual’s identity. In 

narratives socially shared meanings are constructed. Using recycled envelopes could symbolize “I 

care for the environment” Elliott and Percy exemplify. In this manner it is not difficult to realize 

that as IKEA adds a post describing how they care for children who suffer from starvation, so-

cially shared meanings are created between IKEA and their fans. One of them answered this way: 

“YES IKEA!!!!!! ;o)))))))))))))) ♥♥♥”. When people in this communication thread let others know 

how much they appreciate IKEA, it is also a manifestation of their own identity. Facebook be-

comes a platform for corporate branding but also these persons get an opportunity to communi-

cate their identity (Elliott and Percy 2007). IKEAs corporate brand value Co-operating and social 

responsibility gets co-created. 
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7.6 The brand value “Understanding customers who contribute with 

knowledge and experience” 

The core value described in the previous section concerned IKEAs culture of belonging and 

connection. That value can be linked to another value of the company; IKEA claims that one key 

to their success is that they understand their customers’ living situations and their needs (ikea.se 

2012-12-26). This implies that IKEA must actively communicate directly with customers, and 

listen and learn from them. This thesis demonstrates that IKEA does so. From this research we 

can recommend that IKEA continue to actively communicate with their stakeholders on the 

IKEA Facebook page, and that they let there be transparency, so that both negative and positive 

feelings and thoughts are revealed. As IKEAs employees continuously increase their skills in 

communication with customers on the Facebook page, the brand value Understanding customers 

living situations and needs, is co-created and reinforced.    

Value can relate to communication, and learning in a business relationship is also a value and 

could be related to technical competence, market intelligence or innovation (Forsström 2003). 

From this standpoint also negative eWOM is important, because it increase the knowledge about 

the customers, which enables IKEA to adjust products and services or related aspects of the 

brand in order to better meet consumer expectations (Svensson, 2011). The result shows plenty 

of examples of suggestions and ideas to IKEA from Facebook community users, which can be 

seen in the quantitative analysis. This can be connected to IKEAs statement, which expresses 

that IKEA believes that its customers contribute with good and valuable knowledge and opinions 

(ikea.se 2012-01-03).  

In one of the examples from our analysis (see chapter 6.5.4); the Facebook user, Pernilla, had a 

problem about the IKEA design on the bed covers. Her comments expressed negative feelings 

on the IKEA Sweden Facebook page. She was wondering why IKEA had removed the holes in 

the corners, and why they had stopped producing such a winning concept. There were a few Fa-

cebook users that agreed with Pernilla, and they shared their thoughts by new comments on the 

thread, or they just “liked” her comment. But there were also some users who contributed with 

comments that suggested that the corner problem is not a true problem at all.  

This case can be seen as a co-creation of product experience that ends up in increased sense mak-

ing concerning the aesthetical matters and utility of the IKEA products. And even though Pernil-

la spreads negative experience about the IKEA bed covers, she continues to be a fan on their of-

ficial Facebook page; she still is taking the effort to express her thoughts and concerns on the 

Facebook page. Therefore, even though Pernilla vented negative feelings about an IKEA prod-

uct, she can still be understood as being loyal to IKEA. Also, as users suggest that the matter of 

holes or not holes in the corner of the bed covers is not a big problem, they direct the focus away 

from this problem. Pernilla should concentrate on bigger problems, they suggest, and in that way 

the users are converting the negative comments to a more positive attitude, and thereby IKEA 

gets back up from their fans on the IKEA Facebook page.  

In the middle of this comment thread, the user IKEA Sweden steps in and leaves a comment and 

an explanation about the problem with a sense of respect for the problem, which inspires the 

other users to come up with new suggestions on how to solve Pernilla’s problem.  
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This Facebook thread is a characteristic co-creation of brand values created between IKEA and 

the users. Wikström (1996) early suggested that co-creation and co-producing of brand values is a 

collaboration that happens when a company interacts and social exchanges with customers with 

the purpose of attaining value. According to theories on co-creation of brand value (Vargo and 

Lush 2004; Merz 1999; Prahalad and Ramaswamy 2004), the brand values of a company are be-

coming more and more co-created and it is highly important for companies to attain knowledge 

about what customers and stakeholders’ value or dislike in order to communicate brand values. 

Maybe IKEAs is outstanding as it comes co-create an understanding of their customers’ needs 

and expectations. If both employees and customers believe so, if customers really think that 

IKEA listens and learns from them, it indicates that this is may be a core value, which, together 

with the other core values, helps to summarize the IKEA brand.    

8 Conclusion 

To conclude, the results of this thesis suggest that co-creation of brand value happens daily in 

communication between IKEA and other users on the corporate Facebook page. Thereby, the 

IKEA brand values are recurrently reinforced in the text communication, which share practical 

advices, emotions, and thoughts.  

Many different brand values are co-created in the communication on IKEAs Facebook page, but 

we have found that, first and foremost, it is the brand values that relate to the social part of the 

IKEA brand that are co-created and strengthened. The communication is surprisingly friendly, 

the atmosphere almost reminds of a big family, even though users don’t know each other at all. 

The social values appear to be of fundamental importance, and from our analysis we draw the 

conclusion that these can be linked particularly to IKEAs core value that concerns IKEAs cul-

ture of belonging and connection.  

Furthermore, there is a core value previously stated by IKEA, which explains that IKEA under-

stands their customers living situations and needs. This value is continuously co-created as em-

ployees of IKEA talk with customers and learn from what is said, commented and suggested.  

The result provide some evidence of that IKEA lives its brand, together with their fans, as the 

company’s brand values are repeatedly vented and co-created in communication. 
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8.1 Suggestions for future research 

In this thesis about co-creation of brand values we have not explored the customers’ perspective, 

such as what drives costumers to express their thoughts and experiences on corporate social 

community sites. We only examined what fans of a corporate Facebook page wrote, and how that 

can be turned into co-creation of brand values.  

Future research on this topic could continue the knowledge gained in this study by conducting 

interviews with corporate Facebook users in order to find out what actually drive them to write a 

comment or complain on a company’s Facebook page. How do they assess the value generated 

from the Facebook communication? Do they relate that value to the brand and in what way?  

It would also be interesting to investigate the topic from the company’s standpoint, for example 

in terms of what policy and which directives are used when entering the social media world. Do-

ing so comes with great responsibility, since the communication is both about positive and nega-

tive aspects of the company and the brand. Furthermore, it would be interesting to get infor-

mation about if there are underlying brand strategic reasons to why a company actively com-

municates with fans on social media sites.  

Also, of course it would be interesting for this field of knowledge to investigate if co-creation of 

brand value on corporate Facebook pages is more evident for companies that are considered to 

be value based.  

And it would be interesting to investigate if IKEAs Facebook communication differs from other 

companies’ Facebook communication in that the communication has a friendlier tone between 

the users. Such could indicate that the social belonging and the friendly and family spirit, claimed 

by IKEA to be a core value, really reaches out and becomes a shared experience between the 

IKEA Facebook users.  
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10 Appendixes 

 

Table 1, concerning the Sense of community & symbolic resource for value analysis 6.5.1 

 den 3 augusti kl. 11:06 ·  IKEA Sverige 119 

  
Hur mår dina växter hemma? Har du några tips att förmedla om du lyckats få dom 

att överleva sommar och semester? 
  

      

den 3 augusti kl. 11:07 Theresia Jansson 1 

   Ut med dom på altanen!   

      

den 3 augusti kl. 11:08  Charlotte Lotta Ohlsson 1 

  komma ihåg att vattna... ;o)   

      

den 3 augusti kl. 11:09  Daniel Wörlin  3 

  Vattna?   

      

den 3 augusti kl. 11:11 Ulla Bergfors  2 

  

på semestern vattnade min granne dom!! annars sköter jag dom som vanligt 

mycket vatten när solenhar gått ner! aldrig vattna när solen ligger på! balkong 

blommorna blommar som aldrig förr! ängla trumpeten behöver ju extra näring! 

  

      

den 3 augusti kl. 11:11 Rina Torseld Andersson 2 

  ställa växterna där de inte är så varmt   

      

den 3 augusti kl. 11:18  Karin Ekbom  1 

  
På natten sover blomman och då dricker dom inte vatten utan man ska vattna 

blommorna så tidigt man kan på morgonen 
  

      

den 3 augusti kl. 11:21 Elenor Nyrönen  1 

  vatten å skugga   

      

den 3 augusti kl. 11:23 Elin Kihlgren  2 

  
vatten, vatten, vatten? eller har evolutionen kommit med nåt nytt på sistone som 

jag missat? 
  

      

den 3 augusti kl. 11:33 Sonja Boija  3 

  Orkidéer är ett tips, blommar ännu mer när de får lite vila. Underbara blommor.   

      

den 3 augusti kl. 11:39 Anna Svensson 1 

  

 Fönsterfilm! Frostad plast man fäster på rutan så att inte blommorna blir helt 

sönderstekta. ^^ Sen hjälper det förstås att ha en vänlig bekant som vattnar om 

man är bortrest ;) 

  

      

den 3 augusti kl. 11:49  Sandra Romby 1 
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Plastblommor! Fick höra här om dagen av en granne att vi hade så fina blommor i 

köksfönstret, medan hennes bara dag (söderläge). Fick ju erkänna att det är 

plastblommor - från IKEA förstås. 

  

      

den 3 augusti kl. 12:01  Ulla Bergfors 1 

  

även mitt syren träd trivs utmärkt på balkongen,mycket vatten bara så 

klart,tomaterna växer så det knakar snart dags o skörda! har även dill!gräslök! 

m.m.! 

  

      

den 3 augusti kl. 12:03 Ulla Bergfors  1 

  till sonja ovan! orkider ska man inte vattna!!   

      

den 3 augusti kl. 12:03  Linda Hellmark  1 

  Håller med Sandra, kör IKEAs plastblommor :)   

      

den 3 augusti kl. 12:21 Anna Gilius  1 

  
Plastblommor dissar jag helt. God grannsamverkan, hjälpsamma vänner å familj 

är underbart! Sen är borta bra men hemma bäst slående. ;-) 
  

      

den 3 augusti kl. 12:47 Johanna Boman 1 

  Inte så bra glömmer att vattna jämt   

      

den 3 augusti kl. 13:27 Annabelle Sjöbom  1 

  

Växtnäring gjorde susen för mina växter som förlorat den gröna fina färgen, sen 

när jag väl fått in rutinen med att komma ihåg att vattna dom blev dom istället 

ihjälvattnade.. Så kom ihåg att inte vattne för mycket/ofta... 

  

      

den 3 augusti kl. 13:56 Jenny Rydin  1 

  Plastblommor från IKEA...   

      

den 3 augusti kl. 14:07  Ulrika Wahlström 1 

  

 De blommor som tål torka låter jag vara framme. Känsliga blommor ställer jag så 

att de inte står vid soligt fönster. Vattnar precis innan jag åker och är sällan borta 

mer än 1 vecka i taget. 

  

      

den 3 augusti kl. 14:16  Elina Sandström  2 

  
 Mina plastblommor har verkligen hållt sig bra och jag vattnar dom aldrig, det 

måste vara den bästa blomsorten för oss som tar död på allt levande :) 
  

      

den 3 augusti kl. 15:20  Gunilla Hiller 3 

  
 Ställ vattenflaskor intill blommorna och lägg i snören och stoppa sedan ner dom i 

jorden, då suger blommorna i sig vattnet. 
  

      

den 3 augusti kl. 16:04 Annikka Kalla  1 

  
Ta en pet-flaska. Gör några hål i korken, fyll med vatten o stick ner korken i jor-

den. Liten pet klarar min stora dracena i ett par veckor... 
  

      

den 3 augusti kl. 17:21  Katarina Andersson  3 
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Har hängt ut alla 10 orkidéer i korgar i kastanjen. Då blir det som i det vilda. Sen 

till vintern när dom kommit in igen blommar dom som bara den. 
  

      

den 3 augusti kl. 17:24 Annemo Larsson  2 

  Bra tips , tack   

      

den 3 augusti kl. 17:40  Sofia Lindqvist    

  
Suckulenter är bra. Fetbladsväxter som klarar sig 1-2 veckor utan vatten. Smi-

digt!!! 
  

      

den 3 augusti kl. 18:46 Caroline Jonsson 3 

  

Orkidéer fungerar väldigt bra att odla i hydrokultur, dvs direkt i vatten! Fyll en fin, 

hög glasskål/glasvas med ordentligt rentvättade lecakulor, planerar orkidéen och 

fyll vatten till ca 3 cm från kanten. Orkidéernas rötter är ljusberoende så detta 

sätt att odla ger det välbehövliga ljuset! Annars är alla former av porslinsblom-

mor, Hoya, lättskötta och behöver inte alls mycket vatten under sommaren. 

  

      

den 5 augusti kl. 10:05 Gerd Gutehall  1 

  
Köpte Orkideer iseptember på Ikea a 49:- blommade till augusti , nu med många 

nya knoppar och grenar.Dyra är inte alltid bäst. 
  

      

den 5 augusti kl. 10:51 Eva Fledgling Englund  1 

  Vackert   
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 Table 1.1, concerning the Sense of community & symbolic resource for identity value analysis 

6.5.1

 

 

Table 1.2, concerning the Sense of community & symbolic resource for identity value analysis 

6.5.1 

 den 26 augusti kl. 
11:32 ·  

IKEA Sverige   

  
EIVOR heter en av våra nyheter! Läs mer om textilkollektionen här 
http://livethemma.ikea.se/inspiration/nyhet-textil-berattarkonst Har du någon 
favorit bland årets nyheter i IKEA katalogen? 

  

      

den 26 augusti kl. 
11:42 ·  

Kajsa Nisse Nilsson åh♥   

      

den 26 augusti kl. 
11:53  

STORTMODE.se    

  Härligt med nya tyger!   

      

den 26 augusti kl. 
12:06  

Kim Greve    

  Jättefint! Man blir ju glad av dom :-)   

      

      

den 26 augusti kl. 
12:09 ·  

Maria Sundberg Fd Giannoccaro    

den 23 augusti kl. 23:10 Rickard Larsson

Nej, jag tänker inte sponsra Nazistsvinet Kamprad!

den 24 augusti kl. 10:12 IKEA Sverige 7

Hej Rickard, IKEA är ti l l  för de många människorna och alla ska känna sig 

välkomna, både kunder och medarbetare. Företaget är värderingsbaserat därför 

är mångfald och jämlikhet naturliga och viktiga delar av verksamheten. Ingvar 

Kamprad kal...

Visa mer

den 24 augusti kl. 12:41 Ulrica Stålhand 4

Hur många 17-åringar gör inte dumheter? Brist på levnadserfarenhet och 

nyansering av saker och ting.......Ska man straffas resten av sitt l iv för några man 

gjort innan man är myndig om man sedan tagit sitt förnuft ti l l  fånga och gjort 

avbön från det..........vissa gånger är folk väldigt snabba att döma utan att tänk sig 

för, precis som en 17 årig kil le för 70 år sedan.......

den 25 augusti kl. 12:15 Camilla Olesen 2

 Undra hur många ställen man kan handla på om man tänker så Rickard... Det är 

nog inte bara Kamprad som gjort dumheter i  l ivet.
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  Varför har jag inte fått den nya katalogen ? :-(   

      

den 26 augusti kl. 
12:12 ·  

Maria Johansson   

   jag har heller inte fått nya katalogen, varför ?   

      

den 26 augusti kl. 
12:15 ·  

Laila Samuelsson    

  Heter Eivor som andra namn ska köpa   

      

den 26 augusti kl. 
12:18 ·  

IKEA Sverige    

  
Hej Katalogen delas ut den här veckan, kanske den ligger i brevlådan idag. Det går 
att beställa en adresserad katalog från nästa vecka på vår hemsida. 

  

      

den 26 augusti kl. 
13:23 ·  

Karin Johansson    

  Den damp ner igår!   

      

den 26 augusti kl. 
13:49 

Therés Eriksson    

  

Fint tyg och roligt att låta studenter från Beckmans Designhögskola vara med att 
tillsammans skapa nya designmönster i årets kollektion. Jag tror många kommer 
sy gardiner att ha i barnrummet av det tyg som visas på bilden. Färgglatt och bu-
sigt! :-) I årets katalog finns det med något som jag saknat på IKEA tidigare, vita 
öljettgardiner. De heter MERETE och dämpar ljud, ljus och insyn. :-) Dessa kom-
mer passa perfekt i mitt sovrum. Heja IKEA! :-D 

  

      

den 26 augusti kl. 
14:35 ·  

Emma Hägglund   

   Tack! Fick katalogen idag..tygerna är fina å färggranna.   

      

den 26 augusti kl. 
15:55 ·  

Anna-Maria Nilsson    

  Vet inte, för jag har inte fått katalogen...   

      

den 26 augusti kl. 
19:23 ·  

Ann Welther   

   Snyggt!!!   

      

den 26 augusti kl. 
23:05 ·  

Maja Sjödahl   

   Eivor Leva!!! Blev helt förälskad!!   

      

den 26 augusti kl. 
23:52 ·  

Agnetha Landberg    

  Mamma Eivor skulle ha varit mycket stolt över det tyget. Vill ha!   
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Table 1.3, concerning the Sense of community & symbolic resource for identity value analysis 

6.5.1 

 

Table 2 , concerning the Sense of community & symbolic resource for identity value analysis 

6.5.2 

den 4 augusti kl. 12:00 
·  

IKEA Sverige   236 

  
Många barn drabbas av den växande svälten på Afrikas horn, IKEA Foundation ger 
UNICEF bidrag så att 130.000 undernärda barn får hjälp. www.ikea.se/press 

    

        

den 4 augusti kl. 12:01 Lusi Tana   4 

   YES IKEA!!!!!! ;o)))))))))))))) ♥♥♥     

den 19 augusti kl. 14:02 Maj Filppu

 Nu blir det en myshelg med nya katalogen och besök i Gävle på söndag, en 

toppenhelg mao!

den 19 augusti kl. 14:14 Catharina Nordlander 

Skulle sitta som en smäck!

den 19 augusti kl. 14:16 Camilla Barthelson

 Fin bild, vil l  ha!!!!! :)

den 19 augusti kl. 14:25 Per Hellman 

Fick katalogen igår på VIP visningen, samt idag i postlådan!

den 19 augusti kl. 

14:49 ·
Ulla-Karin Lundberg 

Vill  ha katalogen nuu !!!

den 19 augusti kl. 14:56 Helene Eliasson

 måste vara ett väldigt l itet sovrum?!

den 19 augusti kl. 14:57 Helena Eriksson 

fick katalogen idag med posten

den 19 augusti kl. 15:32 Jenny Lycksten 

Nu ligger jag och vovven nerbäddade under fi ltar i  soffan och jag njuter av den 

nya katalogen. Den här gången har ni lyckats! Ses snart i  affären.

den 19 augusti kl. 16:27 Barbro Ahlström 

Den katalogen har jag fått med posten för ett par dagar sedan.

den 19 augusti kl. 16:30 Inger Åbonde

 Ta bort "ingen reklam tack" skylten annars kommer den inte, om brevbäraren gör 

som brevbäraren ska!



 51 

 

        

den 4 augusti kl. 12:02  Angelique Maria Zelin    2 

  RIKTIGT BRAAA :)     

        

den 4 augusti kl. 12:05 Rama Younan   2 

  
 Det är jätte bra men, Hur håller ni reda på att pengarna kommer fram till de be-
hövande???? 

    

        

den 4 augusti kl. 12:06 Malin Blomman Kvisten    5 

  
det är jättebra att pengarna går till rätt ställe . alla barn borde ha rätt att bli mätta 
i magen varje dag ! 

    

        

den 4 augusti kl. 12:09 Sudabeh Zahmatkesh   1 

   Tack IKEA!     

        

den 4 augusti kl. 12:13 Stefan Fallbjörk    1 

  
Skall besöka IKEA:s nyöppnade butik i Ankara på måndag, får se om jag hittar nå-
got att ta med mig till Sverige? ;) 

    

        

den 4 augusti kl. 12:21 Susanne Ritter-Nilsson   1 

  
 Ikea har råd att göra en rejä satsning, en dags omsättning av försäljning världen 
över som annonseras att den går till Afrikas svältande barn via UNICEF skulle ge 
ett resultat som ger en förändring och få folk att bidra . 

    

        

den 4 augusti kl. 12:30  Cecilia Löwen   2 

  
 Jag tror många tycker det är skönt att applådera storföretags donationer ef-
tersom det lindrar det kollektiva dåliga samvetet lite.Bra,IKEA,men om var och en 
gav en tia var i landet skulle det bli en rätt ansenlig summa till. 

    

        

den 4 augusti kl. 12:49 Peggy Chishimba Larsson    1 

  tack Ikea:-)):-)):-))     

        

den 4 augusti kl. 13:04 IKEA Sverige      

  
Hej Rama! En av anledningarna till att vi arbetar med stora etablerade organisat-
ioner som UNICEF är för att trygga att pengarna kommer till de som behöver dom 
mest!/Ylva 

    

        

den 4 augusti kl. 13:06 IKEA Sverige    1 

  
Hej Cecilia! Vill man som privatperson ge bidrag till Afrikas horn kan man gå in på 
www.unicef.se /Ylva 

    

        

den 4 augusti kl. 13:37  Anneli Magnusson   1 

   Såna har nyheter gör ätt msn blir stolt att jobba vid IKEA     

 

Table 3 , concerning Corporate Social Responsibility value analysis 6.5.3 

 den 2 september kl. 
10:22 

IKEA Sverige   171 

  

En femtedel av svenska folket anger att de har en IKEA möbel som är mellan 21 
och 50 år, det här vet vi genom vår undersökning genomförd av YouGov på upp-
drag av IKEA under augusti 2011. Svenska folket behåller sina IKEA möbler länge 
och det är vi glada för! Hur gammal är din äldsta IKEA möbel? 

    



 52 

 

        

den 2 september kl. 
10:23 

Anna-Karin Fridh    1 

  fem år     

        

den 2 september kl. 
10:25  

Virginia Miranda   1 

   Sex år...     

        

den 2 september kl. 
10:25 

Anna Tholin   2 

   När är bilden ifrån?     

        

den 2 september kl. 
10:25  

Jeanette Jinnestrand     1 

  8 år.     

        

den 2 september kl. 
10:25 

Erika Van Den Steen     

   en arton år gammal Billy bokhylla     

        

den 2 september kl. 
10:25  

Ann-Christine Lindberg     

    20 år ca     

        

den 2 september kl. 
10:26 

Catharina Ögren      

  Min son har fått "ärva" några köksstolar som jag tror att jag köpte 88 el 89.     

        

den 2 september kl. 
10:26 

                   

  30 år! :-)     

        

den 2 september kl. 
10:26 

Mats Swala   3 

 

 Table 3.1, concerning Corporate Social Responsibility value analysis 6.5.3 

den 2 september kl. 

16:33 Ameli Frostell      

  
Har en jättefin småbarnsäng som jag sov i, och som båda mina barn sovit i :) Ca 40 
år och lika fin fortfarande! 

    

        

den 2 september kl. 
16:34 

Carina Waern Bergdahl      

  En sådan jeansfåtölj/stol har jag haft :)!     

        

den 2 september kl. 
16:48 

Birgitta Reimert      
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Jag känner igen fåtöljen. Man kunde fälla ut den och använda den till madrass har 
jag för mig. Vi hade en sån i slutet av 70 talet 

    

        

den 2 september kl. 
16:59 

Jessica Käll      

  
Har kvar stolen öglan som jag fick för 33år den är bara aningen sliten i färgen men 
inget annat.. 

    

 

Table 4, concerning the Product value analysis 6.5.4 

den 20 au-

gusti kl. 

20:01 ·  

Pernilla Larsson 6 

  
Gillar inte att era påslakan inte har hål i hörnen! Blir mycket jobbigare att renbädda. Förr var det 

öppning så varför sluta med ett vinnande koncept? 
  

      

den 21 au-

gusti kl. 

08:17  

Jenny Aspvik   

   Tänkte precis skriva ang just detta, men nöjer mig med att hålla med riktigt mycket!! :)   

      

den 21 au-

gusti kl. 

09:01  

Lena Kostamovaara    

  Gillar inte hellar att det saknas hål i hörnen.   

      

den 21 au-

gusti kl. 

09:05 

Anna A-fors  2 

  Ett riktigt I-landsproblem, men oj vad jag håller med! Hål tack!   

      

den 21 au-

gusti kl. 

09:22 

Sandra Askebris Karlsson  2 

  bara o klippa det ;-)   

      

den 21 au-

gusti kl. 
Helena Pettersson    
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09:42 

   :D :D :D......gôrsmart!   

      

den 22 au-

gusti kl. 

10:18 ·  

IKEA Sverige  3 

  

Detta med hål eller inte, för att kunna få täcket på ett snabbt bra sätt, är väldigt kulturellt! Vi i Nor-

den är väldigt praktiska medan t.ex Frankrike tycker att detta ser ju fattigt ut, när man kan se täcket 

genom hålet. Vi beslöt då att ta bort hålet eftersom vi agerar på så många marknader som inte 

tycker om vår nordiska lösning./Tina 

  

      

den 22 au-

gusti kl. 

10:25  

Barbro Nelson  6 

  
fast ni agerar ju i Sverige och norden också och eftersom IKEA tror jag är ett nordiskt bolag så kunde 

ju de andra rätta sig efter våra önskemål!!! eller? 
  

      

den 24 au-

gusti kl. 

09:15 

Yvonne Grunelius  1 

  
Verkligen ett I-landsproblem! Gör hål själv om man inte gillar Ikeas lösning. Eller låt bli att köpa de 

påslakanen då! =) 
  

 

 

Table 5 , concerning the Service value analysis 6.5.5 

den 9 augusti kl. 23:06   Elle Körsbäret Manninen   

  
Neeeeej, har ni tagit bort sängstommar ur serien Malm ?????!!!!! Kan inte finna 
dessa på hemsidan, inte mycket andra sängstommar heller för den delen. Lite 
förvarning hade varit bra. 

  

      

den 10 augusti kl. 
09:45 

IKEA Sverige   

  
 Hej Elle, sängstommarna i serien MALM finns kvar, huvudgaveln däremot ha ut-
gått. 

  

      

den 10 augusti kl. 
10:19 

Elle Körsbäret Manninen   

  
 Varför kan man då inte se sängstommarn på hemsidan, dock gaveln? Kan det ha 
blivit något fel på nätet bara? 
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den 10 augusti kl. 
18:00 

IKEA Sverige   

  

 Hej Elle, ja det stämmer att MALM sängstommar finns kvar i sortimentet men vi 
vet inte varför de inte dyker upp på ikea.se. Tack för att du gjorde oss uppmärk-
samma på detta, vi ska tipsa våra tekniker. Är det någon särskilt storlek och färg 
du är ute efter? Och i vilket varuhus vill du köpa den? 

  

      

den 10 augusti kl. 
21:16  

Elle Körsbäret Manninen   

   Nemas problemas.. =) 180 cm, ekfaner, kungens kurva.   

      

den 11 augusti kl. 
10:08  

IKEA Sverige   

  
 Hej Elle! Just nu finns det 8 st MALM sängstomme i ekfanér, 180x200 cm, i lager 
på IKEA Kungens Kurva. De ligger på Tag-Själv-Lagret gång 14 plats 24. 

  

      

den 11 augusti kl. 
10:47  

Elle Körsbäret Manninen    

  Tack! =)   
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