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STORES Ikea has opened its 19th UK store 
and this branch is designed 
to fit the needs of its catchment 
shoppers, lohn Ryan reports 

r 
I Because 
^ sometimes 

inspiration can 
S t r i k e at 3 a.m. Shop with us anywie 

O ne of the points about b i g 
box retai l ing is everything 
tends to be done according 

^ ^ ^ ^ to a f o r m u l a . W h e t h e r i t 
is B & Q or Toys R Us, an edge-of-town 
N e x t or one of the supermarkets, the 
shopper k n o w s pret ty m u c h w h a t to 
expect w h e n heading for the door. The 
reason is s imple: w h e n w o r k i n g on this 
sort of scale, getting things w r o n g can 
prove horr ibly expensive, both i n terms 
of potential lost turnover and i n put t ing 
things r i g h t w h e n i t is discovered the 
t i l l s aren't r i n g i n g out quite as m e r r i l y 
as anticipated. 

O n the face of i t , therefore, the wiggle 
r o o m for innovat ion or change is fa i r ly 
l i m i t e d for retailers trading f r o m sites of 
this k i n d . Yet differences can be made 
and w i t h a b i t of canny market research 
a s l a b - s i d e d b i g b o x can be m a d e 
appropriate to its location. 

F o r p r o o f o f w h a t is p o s s i b l e , a 
t r i p a long the M 4 to Reading m a y be 
i n s t r u c t i v e . O n the w e s t e r n f l a n k s 
of th i s b u s t l i n g Berkshire t o w n w i t h 
almost direct access to the motorway, 
is a new Ikea. I t is the first b ig box f r o m 
the S w e d i s h retai ler to be opened i n 
this country for seven years and as the 
approach is made, a lmost i n e v i t a b l y 
b y car, the store has a l l the ha l lmarks 
of a very large, edge-of-town store. 

Not your usual Ikea 
The r o a d l e a d i n g to the 1,000-space 
car park passes the f a m i l i a r Prussian-
b l u e w a l l s a n d y e l l o w logo k n o w n 
across t h e globe as the Ikea b r a n d . 
O n e n t e r i n g the store a n d h e a d i n g 
u p t h e esca lator t o t h e r e s t a u r a n t 

Ikea's latest 
big box 
has built-in 
local appeal 

Ikea, R e a d i n g 
Opened: July 14, 2016 
Size: 345,000 s q f t 
L o c a t i o n : Edge-of-city 
Point o f d i f f e r e n c e : 
The room-sets 
A m b i a n c e : Thames 
Valley weekend lifestyle 

i n t h i s 345,000 sq f t g iant , a l l looks 
f a m i l i a r . Yet o n a r r i v a l a n d p a u s i n g 
f o r a m o m e n t to take a l o o k a r o u n d , 
th ings do l o o k a l i t t l e di f ferent f r o m a 
standard Ikea. 

For starters, the area at the t o p of 
the escalator serves as an o p e n - p l a n 
a n t e c h a m b e r w i t h the store p r o p e r 

straight ahead, w h i l e to the r ight is the 
massive space that is the restaurant 
w i t h r o o m for u p to 500 diners . The 
eatery is f i l l e d w i t h n a t u r a l dayl ight , 
b u t t h e i m m e d i a t e l y e y e - c a t c h i n g 
e lement are the r o w s of w h i t e tables 
a n d c h a i r s , e a c h p a i r o f w h i c h 
i s s e p a r a t e d b y a w h i t e w o o d e n 
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• f ramework that looks a l i t t le l ike a 

child's d r a w i n g of a tree. 
W h i t e p e n d a n t l i g h t s h a d e s 

hang above, l i t b y L E D l a m p s , a 
p o i n t that store manager Johanna 
H e u r e n says is c o m m o n to a l l 
l i g h t s f i x t u r e s a r o u n d the store 
a n d w h i c h is p a r t o f a r a f t o f 
measures that make this the most 
sustainable U K Ikea store to date. 

W h a t is o b v i o u s f r o m w h a t 
has b e e n d o n e is t h a t a t r i p to 
Ikea Reading w i l l i n v o l v e a v i s i t 
to the restaurant for a very large 
n u m b e r of shoppers. Rather t h a n 
d i v i n g i n t o a p la te o f meatbal ls 
h o w e v e r , l o o k s t r a i g h t a h e a d 
a n d t h e a n t e c h a m b e r i t s e l f is 
f i l l e d w i t h w h i t e tables a n d l o w 
display uni ts o n w h i c h small Ikea 
products have been placed to give 
a n o v e r w h e l m i n g i m p r e s s i o n 
of green a n d w h i t e . T h i s is the 
A n v a n d b a r c o l l e c t i o n - w h i c h 
aims to offer shoppers ' A greener 
lifestyle for a kinder l i fe ' . Whatever 
y o u r thoughts o n things eco, th is 
seems bang on b r a n d for Ikea and 
the lean-l imbed Scandi types w h o 
generally seem to appear i n adverts 
and graphics for the retailer. 

Local demographics 
A l l o f w h i c h is v e r y g o o d a n d 
v i s u a l l y arres t ing b u t th i s store 
is supposed, i n part , to be about 
recognis ing that i t is located o n 
the Reading per iphery , a fact that 
m a y n o t be i n s t a n t l y o b v i o u s 
as the s h o p p e r w a l k s i n t o the 
heart of the f irst f loor - w h i c h is 
where the room-sets are. But Ikea 
has done a great deal of research 
i n t o t h e d e m o g r a p h i c s o f t h e 
area a n d come u p w i t h a series 
o f c o n c l u s i o n s tha t i t has t r i e d 
to i n c o r p o r a t e i n t o t h i s p a r t o f 
the store. 

People i n Reading , Ikea says, 
l i k e gardens ( there are a l o t o f 
houses that have t h e m i n the area) 
a n d , a p p a r e n t l y , l i k e l o o k i n g at 
t h e m f r o m their conservatories. 

A n d as t h i s is n o t L o n d o n , 
m a n y p e o p l e h a v e garages f o r 
t h e i r cars — except tha t because 
space is re la t ive ly expensive and 
o l d e r garages m a y n o t r e a d i l y 
accommodate a large m o d e r n car, 
a fair n u m b e r have been adapted 
i n t o w o r k s p a c e s w i t h d e s k s , 
chairs and computers . 

F o l l o w t h e w a l k w a y a r o u n d 
the store a n d sure e n o u g h there 
is a r o o m - s e t w i t h fake b r i c k 
w a l l s a n d a q u a s i - o f f i c e i n i t 
- t h i s is t h e c o n v e r t e d garage. 

A n o t h e r has faux w i n d o w s that 
l o o k o u t o v e r a g r e e n s e t t i n g , 
creat ing the i m p r e s s i o n of be ing 
i n a conservatory. For the average 
Reading d w e l l e r , a l l of t h i s m a y 
n o t be i m m e d i a t e l y clear b u t the 
p l a n is tha t m a n y of the store's 
52 room-sets w i l l c h i m e w i t h the 
day- to-day domest i c exper ience 
of somebody l i v i n g i n the Thames 

Va l ley a n d the shopper w i l l feel 
at home. 

Familiar but different 
T h e g e n e r a l l a y o u t o f the store 
w i l l a c t u a l l y be f a m i l i a r to 
a n y b o d y w h o has been to an Ikea 
b u t t h e r e are d i f f e r e n c e s , s u c h 
as S t y l e I s l a n d , a space i n t h e 
k i t c h e n area where shoppers can 

"The plan is that many of the 
store's 52 room-sets will chime 
with the day-to-day domestic 
experience of somebody living 
in the Thames Valley and the 
shopper will feel at home" 

create t h e i r o w n m o o d boards 
a n d can t h e n p r i n t t h e m off. The 
pro jec t ions are also n o t e w o r t h y . 
I n keep ing w i t h most other Ikeas 
there are l ight -boxes i l l u s t r a t i n g 
the uses to w h i c h the f l a t - p a c k 
furn i ture can be p u t i n a r o o m , but 
u n u s u a l l y the store also features 
projectors that t h r o w images onto 
m i d - s h o p screens - a d e p a r t u r e 
f r o m the retailer's n o r m . 

Downsta i rs is the M a r k e t H a l l , 
w h i c h is pre t ty m u c h l i k e any of 
the other 18 U K stores and t h e n it 
is back to the car park once again, 
after h a v i n g collected larger items 
i n the sel f -serve w a r e h o u s e en 
route to the checkouts. 

A n e w b i g b o x store f o r Ikea 
then and, a l though the differences 
are g e n e r a l l y q u i t e s u b t l e , t h i s 
is a m o v e o n f r o m , say, C r o y d o n 
or S o u t h a m p t o n . T h e standards 
of v i s u a l m e r c h a n d i s i n g are also 
s u f f i c i e n t l y h i g h to m a k e m a n y 
o f those w h o f o l l o w t h e p a t h 
t h r o u g h the store a c t u a l l y a v o i d 
the ' s h o r t c u t s ' tha t w e r e h a i l e d 
as a r e v o l u t i o n w h e n t h e y f i r s t 
appeared as part of the b l u e p r i n t 
for an Ikea store. 

I n t e r m s of access, t h i s m a y 
not be the greenest store that w i l l 
ever w e l c o m e s h o p p e r s - i t is 
hard to see h o w i t m i g h t easily be 
reached w i t h o u t a car - b u t i t is a 
p leasant s h o p p i n g e x p e r i e n c e , 
w h i c h is a lot more t h a n m i g h t be 
said of some big-box re ta i l u n i t s . 
A n d i f you don't ha i l f rom Reading, 
it's Junction 12 o n the M 4 . 


