|KEA CANADA

VALUES-BASED RECRUITMENT APPROACH

MONIQUE MINAKER, Country Talent Manager, IKEA Canada
CINDY FITZEL, Talent Specialist, IKEA Canada



Presenter
Presentation Notes
Thank you so much for the really warm welcome. We’re delighted to be here today to share more about IKEA and our values based recruitment approach.

We hope you leave here having a better understanding about IKEA, what we stand for and how we recruit based on our values. 



“To create a better
everyday life for the
many people”
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Now that you know a little bit about who we are, we want to share who IKEA is and tell you about our values which is at the heart or all that we do.

We are a values-driven company with a passion for life at home. Every product we create is our solution for making home a better place. 

Our vision is “to create a better everyday life for the many people” and this vision inspires and guides us. 

People’s needs and dreams of a better everyday life are at the heart of everything we do. 

We want to improve everyday life for all people touched by our business ­– from our co-workers and customers to the thousands and thousands of people who work in our extended supply chain. 

What does the “many” mean: in Swedish the term “many people” comes from a Swedish expression that means “ordinary people”. Like you and me.



FROM HUMBLE BEGINNINGS
IN SWEDEN
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Our roots are in Småland a place in Southern Sweden known for thin soil and harsh conditions.  

A place where people have to be resourceful and innovative to survive.



In 1943, Ingvar
Kamprad founded
IKEA when he
was just 17 years

old.
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Smaland is where Ingvar Kamprad grew up. 

In 1943, when he was just 17 years old, he founded IKEA. He sold household goods, like matches and pens, at reduced rates.

The IKEA business hasn't changed all that much since then, but we've come a long way from matches and pens.




Ingvar

Kamprad
Elmtaryd

Agunnaryd



The IKEA way of doing things is based on
our Swedish heritage and identity

Seen as an honest, modern, sustainable
and different company with strong
Swedish roots

Using Swedish names for our products

Integrating our Swedish identity into our
daily work helps IKEA recruit, retain and
develop co-workers
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IKEA Brand started in Sweden – this has helped shape who we are and our IKEA values. 

These values shape the way we do things, both internally and towards the people around us.

The positive link between the IKEA Brand and Sweden is nurtured

Associating the IKEA Brand with the overall positive perception of Sweden makes us stand out from the competition. Our competition can copy many things, but they cannot copy the IKEA Brand’s Swedish heritage, identity and way of doing things. 

The IKEA brand sometimes appears to be a bit odd or quirky but we like that. It makes us more more personal and unique.� 
Many of the IKEA values that are perceived as being Swedish are very attractive to co-workers. Integrating Swedishness into our daily work helps us recruit, retain and develop co-workers.���


Fika
Coffee break

WE SAY...

Tillsammans
Togetherness

Valkommen
Welcome

Choklad

Chocolate
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We are very proud of our Swedish heritage.

We incorporate our Swedishness in our everyday working ways

We use the Swedish language for such things as – Thank you and Hello

Did you know that Swedes eat more candy and chocolate per head of population than any other country



“We shall offer a wide range of well-designed,
functional home furnishing products at prices so low

that as many people as possible can afford them.”

 Our unigue range is our identity

« We design, price, manufacture and distribute all
of our home furnishing products

* We have more than 9,500 unique items in our range

 Every product has a story
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You heard about our Vision: to create a better everyday life for the many people. And here is our business idea which outlines how we support that vision: 

We are clear about our business: we are a home furnishing company

Creating a better everyday life

Good function

Low price

Quality and sustainability

How many times do we hear “I love IKEA!” Why is that? It’s because of our range!

We know that the IKEA concept is unique and our product range is our identity

We design, and produce and sell all our own products

You can see our Swedishness in our range

Unlike other retailers we only sell our own products.

Every product has a story




NORTH
AMERICA

56 Stores
6 Pick-up and Order Points
8 Store Distribution sites
8 Customer Distribution sites

EUROPE

242 Stores
15 Pick-up and Order Points
16 Store Distributionsites
18 Customer Distributionsites
26 ShoppingCentres

IKEA AT A GLANCE

14 Stores
1 Store Distribution site
14 Shopping Centres

ASIA

33 Stores
3 Pick-up and Order Points
5 Store Distribution sites
3 ShoppingCentres

AUSTRALIA

10 Stores
1 Store Distributionsite

355 IKEA STORES IN
29 IKEA GROUP
COUNTRIES!
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We are truly a global brand

We have over 355 stores in 29 countries – making us the world’s largest home furnishing retailer. 

Each year, we welcome 800 million visitors to our stores across the globe and we have more than 150,000 co-workers in our organisation.

We are a private company, which means we have control over our business

We believe that profits give us resources – so we are always reinvesting – so we can lower our prices and improve the meeting with our customers and continue to be a great place to work

We not only invest in our core businesses but also invest in renewable resources like sun, wind - and responsibly grown forests - contributing to the positive impact we want to have on people and the communities in which we operate. �
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But IKEA is much bigger than just our retail units!
Trading, Purchasing, Product Development & Design, Properties, to name a few
Engineering – top need! 


IKEA IN CANADA
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IKEA has been in Canada for more than 40 years. �
We have seen significant growth over the years. In 2017, we saw a 5.9% increase in sales resulting in annual sales of $2.17 billion.

We had 28 million visitors in store and our web and mobile platforms attracted 95 million visitors.

Today, we have 13 stores, an ecommerce platform, 6 Pick-Up and Order Points, Click and Collect and 13 Collection Points all serviced by 2 distribution centres (with a 3rd distribution centre opening soon in BC).

In 2015, we announced our ambition to expand coast-to-coast. We opened IKEA Halifax last September and will be opening a new store in Quebec City this summer. We also announced a new store for London, Ontario. 



A MODERN & HUMANISTIC WORKPLACE

A GREAT PLACE TO WORK
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We are co-workers, not employees – the word “co-worker” means a part of a team and working together – which is connected to our values and who we are at IKEA.

IKEA is a place where down-to-earth, hard-working individuals can thrive and be successful. 

Staying true to our strong Swedish culture and values, we want our workplace to be attractive, modern, humanistic and inclusive. 

Our 6300 Canadian co-workers are our best ambassadors and the key to developing our business and delivering strong results. 

Diversity and inclusion also continues to be a focus in our workplace, with a strong emphasis on gender balance – 50% of our co-workers and 55% of our managers are women.�
We believe in growth from within 



IKEA VALUES

A SHARED VALUES-BASED
CULTURE

Rooted in the farmlands of
Smaland, Sweden
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This takes us to the core of IKEA – our IKEA Values.

The stone wall captures the essence of IKEA culture which goes back to our Smaland roots.

In Småland the land is filled with stones and in more fertile regions, this rocky ground would be considered useless. 

But in Småland resourcefulness and hard work turned this rocky soil into productive fields. Working together, farmers knocked the large stones free and instead build stone walls to protect their fields. 

The Smålanders turned challenges into possibilities. This work brought people together and provided them with a shared sense of achievement.

That is why the stone walls of Småland have become a strong cultural symbol for the set of values that guide and unite us globally. 


»
OUR IKEA KEY VALUES

Togetherness Caring for Cost- Simplicity
people g

consciousness
and

Renew Different
and with a
|mpr0\fe meaning
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IKEA’s success is built on our loyalty to the IKEA values.  

They are the essence of the IKEA Concept and how we perform our business.
 
We have 8 core values.

Some resonate more with each of us than others.

We are all different, but all co-workers at IKEA are recruited because they reflect in part some of these values
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Togetherness, “Tillsammans”, is at the heart of the IKEA culture. 

Everyone is important, everyone is heard and everyone contributes.
 
Togetherness means each of us pulls our weight when the need arises, whatever position or function we have. This could be giving a helping hand in a busy period or supporting others to meet an important deadline.



« A more sustainable life at home
« Resource and energy independence
* A better life for people & communities
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We want to have a positive impact on people and the planet by offering large volumes of sustainably sourced products and using new production concepts, materials and technologies. We help people live a more sustainable life at home with products that save water and energy, preserve food and minimise waste.

At the same time we strive to improve the work environment for IKEA co-workers and the many people involved in producing IKEA products. By taking responsibility throughout the entire value chain we can help create a better life for people and communities. We support human rights and we always act in the best interest of children.



Completely energy independent

Own 2 wind farms in Canada

Solar panels on many of our units

IKEA Halifax — most sustainable store;
LEED certified
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We are proud to be energy and resource independent in Canada through the two wind farms that we own in Alberta. These wind farms generate 4x the amount of clean energy that it takes for us to operate in Canada. 

We are committed to building more energy-efficient stores through solar panel installations, geothermal heating and our Halifax store is also our first LEED certified store.  

We also have EV charging stations at all of our locations to encourage more sustainable modes of transportation to our stores.
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Our entire business model is built on the idea of low prices generating large volumes. This together with low costs creates a healthy long-term profit. Profit that gives us resources to invest in reaching even more people with our offer.
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Simple, straightforward and down-to-earth is a part of our Swedish heritage. We believe in people and respect each other regardless of position, gender or background.

We are informal, we avoid status symbols like fancy titles, we greet each other by first name, we wear the same uniform and we travel and meet in cost-conscious ways. All these things save time, energy and costs. They also create a shared sense of togetherness.���



RENEW AND IMPROVE
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We believe that whatever we are doing today, we can do a bit better tomorrow. A strong will to renew and improve, always for the many people, is one of the main driving forces behind our success.

We constantly look for new and better ways forward.  
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IKEA is not like other companies, and we don't want to be.

We challenge conventions and drive positive changes in our industry and sometimes even in the world. 
 
Different with a meaning is about having the courage to question existing solutions, think in unconventional ways, experiment and dare to make “entrepreneurial” mistakes.�
It’s important to create an environment of openness where everyone feels comfortable to experiment, try new ways and dare to ask: “What if…?”




GIVE AND TAKE RESPONSIBILITY
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It is a privilege to take responsibility and be accountable. It takes courage and leadership to give responsibility and delegate tasks to those who want to grow and take on more.

We make a point of giving people a lot of responsibility early on in their IKEA journey. We believe in empowering people. 

Making decisions sometimes leads to mistakes. And that’s OK! Fear of making mistakes is the enemy of development. Being accountable means we honestly admit, learn and grow with our mistakes.
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We see leadership as an action, not a position. We can lead by taking the initiative and being a great inspiration for others. But we are also leading by example when we do nothing, when we don’t speak up or when we don’t live our values.

We are at our best when we can be ourselves. That is why we first recruit on values, then on competence and diversity.

When we lead by example we nurture a strong and unique IKEA culture. Because we believe that “No method is more effective than a good example.”



We recruit people first, not just
CV’s or resumes!

We look for down-to-earth,
engaged, honest, innovative and
diverse people - who are
passionate about home
furnishings and fit our
values.
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Now that you know about our IKEA Values, let’s talk about how we recruit based on those values.

In each and every IKEA unit around the world, you will find co-workers who share the same values. And it is because we all share them, that we are able to keep our IKEA culture a strong and living reality and constantly reinforcing it. 

We always recruit on values first, then on competence and diversity as we believe that in many cases, the job can be learnt.

Every step in the process is a chance for us to tell the IKEA story, gaining one more ambassador with each candidate – regardless if they get the job or not. This way we create both engaged co-workers, who want to grow with us, as well as inspired customers.



AN, R N O N LA

We recruit based on values and a passion for home
furnishings

We recruit for diversity to understand our diverse
customers and to contribute their uniqueness to IKEA

We recruit for the future with the competence needed
for today and the potential to grow tomorrow — when
you grow, IKEA grows

We recruit from within as we are rich in talent and want
an internal job market

We recruit with respect to ensure a meaningful
process where IKEA and the candidate choose each
other

We recruit for ambassadors as every candidate is a
potential IKEA co-worker and customer



®

VALUES-BASED
RECRUITMENT
WORKSHOP

« Shows candidates who we
are as an organization

« Evaluate candidates in an
experiential setting

0}

o
o

See how the interact with each
other and with us

How they handle the change

How engaged they are with the
brand
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Developed our values-based recruitment workshop approach to support our expansion into brand new markets in order to anchor our culture and values as we built up a new unit and recruited co-workers who had never stepped into an IKEA store before.

Our hiring workshop provides a “true-to-life” opportunity to evaluate large groups of candidates in an experiential setting that profiles our culture of creativity. It gives candidates a first glimpse of our employer brand in a setting that is inspiring and engaging and provided them with knowledge about our history; culture and values; home furnishing and our business idea; and future ambitions.  

Through this approach, we are able to see how potential co-workers interact with one another and with IKEA co-workers in a group/team environment and provides us with a view of how interested candidates behave around others and how they may fit into our culture. 
��


JOB INTERVIEW WITH IKEA?



Working Together exercise - ‘Build a
Billy’

IKEA Values presentation — candidates
share the value that resonates with them

the most

Sustainable life at home ambassadors —
candidates share what they could do to

make their life at home more sustainable
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“l absolutely loved the energy. It gave me an opportunity to understand what
the company was all about. They kept us engaged. You just knew that these
were people you would love to work with.”

Sandra, IKEA Halifax
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BENEFITS OF VALUES BASED RECRUITMENT

Newly created brand
ambassadors through valued

candidates

Sense of community formed

amongst new co-workers

Hiring managers become more

strongly connected to each other

Diverse and inclusive process




VALUES BASED RECRUITMENT =
VALUES BASED ORGANIZATION

“This was a really new way of hiring
for me. | really loved all the
activities. | love the togetherness
and the family atmosphere. You can
feel it every day.” - Ali, IKEA Halifax



ATTRACTING YOUNG PEOPLE

* 2018 Deloitte Millennial Survey

Studies tell us that the most
important criteria for young
people when considering job

opportunities are a “sense of
purpose/impact on society”;
“reputation for ethical

behaviour”; “diversity &

i nCI US i 0 n 7 ; “O p po rtu n iti eS to What are your most important criteria when considering job
opportunities? (N=20070)

volunteer and make a -

difference in the community”.

] 30.7% *World Economic Forum

. . -~ Global Shapers Forum Annual Survey 2017
Aligned with the IKEA Culture I

& Values 0-

Salary/financial  Sense of prpossl  Grawth/caress Work-life
compensation  impact onsockety  advancement balance

Percentage of unigue votes. Respondents were allowed to choose up o 3 answer cholces.
Mezxt leading choices are "Flexibility'autonomy™ (28.1%), "Company culture / quality of
walleagues” {26, 8%)
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Studies tell us that the most important criteria for young people when considering job opportunities are a “sense of purpose/impact on society”; “reputation for ethical behaviour”; “diversity & inclusion”; “opportunities to volunteer and make a difference in the community”.

That sense of purpose is a key factor in their job satisfaction and reiterates the message that young people care for others and their environment – they care about impact – and they want work to afford them the opportunity to learn and grow both professionally and personally. 

In all, it reinforces the idea that they have a strong social consciousness and are perhaps the most socially conscious generation to date. 

This desire for a sense of purpose and making a impact on society is aligned with the IKEA brand and our Culture & Values 




e 81% of IKEA Canada co-
workers are engaged
around the IKEA Brand

« 85% are proud of working
at IKEA and would gladly
tell people about it

« 77% would stay with IKEA  Retention continues to be strong. Nearly
even if they were offered 50% of our co-workers have 5 or more
a similar job with years of service with IKEA.
approximately the same
pay and benefits at « Turnover is well below the retail industry

another company average.



A values-based culture continues to attract talent. Last year
we saw 72,000 applications for roles at IKEA Canada.

In 2017, IKEA Canada sales increased by more than 5 per
cent as we continued to focus on the co-worker and
customer experience.

eCommerce sales increased by 26.7 per cent and saw 95
million online visits.

IKEA Canada named one of Forbes Best Employers in
Canada



Swedish for “coffee break”
Swedes are one of the
largest coffee consumers
in the world

“Fika” is an important part
of Swedish culture as it
represents taking a break

and creating togetherness



THANK YOU

QUESTIONS
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And as we look to the future, we see the “Beautiful Possibilities” that lie ahead of us. Thank you. 
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