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1.&Abstract&
This thesis investigates what IKEA hacking is and what motivates consumers to hack 

IKEA products and further how IKEA may include the practice in their design, 

marketing and branding strategies. In this context “hacking” refers to the practice of 

modifying and personalizing consumer products. The research is based on findings 

from four interviews and conversations as well as in depth research on theories and 

literature within the subject. 

 

The thesis describes IKEA’s current position and strategy within design, marketing 

and branding, which are all closely connected to cheap production, raw materials and 

internal competition. Further there is a focus on affordable, self-assembly products, 

which can be bought at IKEA’s large warehouses placed outside major cities and 

short-term transactions. IKEA’s brand is found to be strong and firmly centered 

around founder Ingvar Kamprad’s manifest on ‘The IKEA Way.’ 

 

The thesis then explains the phenomenon of IKEA hacking as a way for consumers to 

embody embeddedness by modifying IKEA products to fit their personal needs. This 

practice makes the consumer experience ‘the IKEA effect’ and thus transforms the 

value of the product from functional to hedonistic. The findings of this paper further 

explain that the process of IKEA hacking is more important than the finished products 

to the hackers and that this process provides an identity of competence and creativity. 

The IKEA hackers can be viewed as a subcultural community in which the Internet 

and social media play a massive role for exposing, sharing, and connecting. With 

IKEA hacking, comes challenges such as companies sprouted from the phenomenon 

and legal issues. 

 

On a normative level, this thesis concludes that IKEA should not include IKEA 

hacking in their future design strategy. Instead it addresses that IKEA may include 

IKEA hacking in their marketing and branding strategies by implementing a more 

relationship-based focus and an emphasis on social integration and word-of-mouth – 

optimally achieved through the Internet and social media. It is further suggested that 

IKEA should encourage engagement in the process of hacking but not interfere with 

the creative process of the post-modern consumers, who are not satisfied with the 

available standardized products.  
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2.&Prologue&
Two men are unpacking flat-packs bought at IKEA. “I feel good about it. I feel 

subversive and a little bit bourgeois,” says one to the other. They are getting their five 

KALLAX bookshelves ready to be assembled – not into bookshelves but into “…one 

big Frankenstein queen-sized storage bed frame”. After placing the five bookshelves 

in connection with each other on the floor, he states “Ok, this is the best part – we’re 

about to drill unsanctioned holes into IKEA furniture!”1  

&
!
!
!
!
!
!
!
!
!
!
!
!
!
!

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1!Quotes!taken!from!conversation!aired!in!the!podcast!“99%!invisible!G!128:!IKEA!hacking”.!Mars,!R.!(Director).!(2014,!
August!19th).[Video/DVD]!Berkeley,!California!
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3.&Introduction&&
In the creative industries it is now more than ever important to be able to differentiate 

and increase competitiveness. 2  The differentiation can be achieved through 

innovations that create value for existing customers and enhance shareholder value.3 

What happens when the average need of consumers is no longer an average? How do 

companies appropriate such diversities and demands? These are questions I wish to 

answer in the following paper. 

This thesis will approach this issue through the following research question:   

 

What is IKEA hacking,  

and what motivates consumers to hack IKEA products? 

How may IKEA include the practice of IKEA hacking 

in their design, marketing, and branding strategies?  

!
!

3.1&Preliminary&problem&identification&
Before this thesis took form, I initially set out to investigate IKEA’s position and 

strategies within design, marketing and branding in Denmark.  As I looked into these 

three factors of the company I came across an interesting phenomenon, ‘IKEA 

hacking’. The practice seemed to stem from the three elements, yet at the same time it 

was a divergent and contradictory movement. It further seemed that it was an 

emerging phenomenon with large significance for a certain group of people, the 

‘IKEA hackers’, which will be the main area of focus for this thesis. The following 

reading guide takes departure from this preliminary problem identification.  

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
2!Caves,!R.!E.!(2002):!“Creative!industries!G!contracts!between!art!and!commerce”!Harvard!University!Press,!p.!6!
3!Ford,!Robert!C.!et!al!(2012):!”Managing!the!innovation!coGcreation!challenge:!Lessons!from!service!exemplars!Disney!

and!IKEA”,!Organizational!Dynamics,!41(4),!p.!281!
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3.2&Reading&Guide&
In order to answer my research 

question I have structured my paper as 

seen in Figure 1. After accounting for 

my framework of the case, theory and 

literature review and methods, I will 

present my findings. I will use my 

findings to layout a framework of 

IKEA’s current design, marketing and 

branding position and strategies. From 

this I will look into the phenomenon of 

IKEA hacking and describe the 

practice. This will form a basis from 

which I will explain the motivations 

behind the IKEA hackers for engaging 

in the practice.  

Following the presentation of my 

findings, I will analyze the prospects of 

IKEA implementing the IKEA hackers 

and IKEA hacking in their future 

design, marketing and branding 

strategies. This will lead up to a 

discussion including strategic 

recommendations, limitations and 

suggestions for further research. 

Finally I will round the thesis with a 

conclusion.  

!
 

Fig. 1 Reading guide
!
!
!
!
!

!
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4.&Case&description&
In the following chapter I will present IKEA through the history of the company and 

briefly touch upon the organizational structure of IKEA. I will also present IKEA 

hacking by describing the phenomenon’s short history through the founding of the 

website www.ikeahackers.net. Lastly, I will explain why I have chosen IKEA and 

IKEA hacking as a case for this research paper.  

4.1&The&history&of&IKEA&
IKEA was founded by Ingvar Kamprad in Sweden in 1943 at the young age of 16. 

IKEA stands for Ingvar Kamprad Elmtaryd Agunnaryd. Elmtaryd is the name of the 

farm where Kamprad was brought up and Agunnaryd is the name of a nearby village. 

Initially IKEA (or IKÉA as it was spelled back then) was a mail-order business 

selling pencils, postcards and other small items. Kamprad shipped out these items 

himself from his childhood home in Småland, Sweden. In 1948 IKEA started selling 

furniture and home goods via mail order and by 1953 the first IKEA showroom 

opened in Älmhult. A couple of years later, IKEA started designing their own 

furniture, which further generated the idea of the flat-pack, self-assembly products 

that IKEA pioneered and to this day are known for.4  This led to the opening of the 

first IKEA warehouse in Älmhult in 1958.5 

In the 1960’s IKEA expanded by opening stores in all of Scandinavia. Since then the 

easily recognizable IKEA stores, which are shaped like a blue box with IKEA’s logo 

in bright yellow Verdana font have opened across the world. 

As of September 2014, IKEA owns and operates 351 stores in 43 countries.6 The 

company employs 139,000 people worldwide7 and their annual catalogue is printed in 

198 million copies distributed in 38 countries.8  

 

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
4!Torekull,!B.!(1999):!“Leading!by!design!G!the!IKEA!story!“,!HarperBusiness,!p.!52!
5!Inter!IKEA!Group!(2015):!“Milestones”,!!http://inter.ikea.com/en/aboutGus/milestones/!

6!IKEA!(2014):!”Bringing!the!IKEA!Concept!Worldwide”,!http://franchisor.ikea.com/FranchisingtheIKEAway/Pages/AllG
IKEAGstores.aspx!

7!The!Statistics!Portal!(2015):!“Number!of!employees!of!the!IKEA!Group!worldwide”,!

http://www.statista.com/statistics/241825/numberGofGemployeesGofGtheGikeaGgroupGworldwideGbyGfunction/!

8!IKEA!(2015):!“About!the!IKEA!way”!,!http://www.ikea.com/ms/en_IE/about_ikea/the_ikea_way/faq/!
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4.1.1&The&organization&of&IKEA&
The organizational structure of IKEA is complex and will only briefly be touched 

upon here. Appendix 1 shows the overall organizational chart of IKEA the way the 

company is structured today. It consists of Sticthing INGKA Foundation, which may 

only use their funds for either re-investing in IKEA Group or charities through 

Stitching IKEA Foundation. The board on Ingka Holding B.V. (which among others 

consists of founder Ingvar Kamprad, who is the senior advisor of the board) is the 

parent company of IKEA Group. CEO Peter Agnefjäll runs IKEA GROUP, which 

operates within the whole value chain from strategies of product lines and production 

to distribution and retail. Finally Inter IKEA Systems B.V owns the rights to the retail 

systems and methods of IKEA on a franchise basis.   

4.2&IKEA&hacking&
IKEA hacking is the practice of buying products from IKEA and then modifying it – 

hacking it – into personalized products.9 It is hard to say when the phenomenon 

started, since it is an individual practice that could possibly have been around since 

the founding of IKEA. It is further hard to establish when the term “IKEA hacking” 

was coined, however in 2006, the term became widely accepted as descriptive of the 

practice, as Mei Mei ‘Jules’ Yap founded the website www.ikeahackers.net.  

 

The website is a showcase for the IKEA hackers, where they can gather tips from 

other hackers, post pictures of their own hacks and even create a step-by-step guide to 

how they made them. It works as an online community where consumers across 

nations, cultures and backgrounds meet and share ideas and instructions on how to 

modify IKEA products and transform them into personalized items. The website 

consists merely of hardware hacks that include IKEA products. It is important to note 

that Yap is not the inventor of IKEA hacking. She is solely the person that connected 

many of these ideas, instructions and hacks that were available online into one place. 

Www.ikeahackers.net has become the main source and platform for IKEA hackers. 

Yap also administrates and IKEA hackers Facebook page, which is currently being 

followed by close to 242,000 people.10    

 

 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
9!99%!invisible!(2014)!
10!Facebook!(2015):!https://www.facebook.com/IkeaHackers,!retrieved!February!10th!2015.!!
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4.3&IKEA&and&IKEA&hacking&as&a&case 
“An analysis of IKEA can bring to light issues of immense social,  

cultural and political importance.”11 

IKEA is an interesting case because it is an international company, 

which provides mass produced objects to a wider citizenry, be it informed by class, 

culture or the conflation between the two.12 On a worldwide basis, IKEA represents 

value for money especially for the growing middleclass.13 IKEA comes out of a 

modernist-design furniture tradition that is normally connected with high costs and 

hence has been the reserve of the elites. Yet IKEA’s “democratic design” offers 

cheap, mass-produced modernist-design furniture making the company a major 

representative of the mass commodity culture.14  Further by supplying both the 

building elements and demonstrations to inspire a personal approach, IKEA 

empowers the masses.15  

 

 

 

 

 

 

 

 

 

 

 

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
11!Rosenberg!(2005),!p.!13!
12!Ibid.,!p.!3!
13!Kristensen,!T.!e.!a.!(2010):!“Whose!design!is!it!anyway?”!International!Journal!of!Market!Research,!52(1),!p.!106!
14!Rosenberg,!(2005),!p..!6!
15!Kristensen,!T.!(2009):!“The!microGand!macroGlevels!of!coGcreation:!How!transformations!change!people's!preferences.”!

Open!Source!Business!Resource,!(November!2009)!
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5.&Theory&review&
The following is a summary of the theoretical framework of this paper and the 

underlying reasoning for my choice of literature, which provides an academic point of 

departure for this thesis.  

5.1&Design&
The field of design research is broad and varies. In order to discuss how IKEA may 

include IKEA hackers in their future design strategy, I must set up a framework 

consisting of a theoretical definition of design.  

5.1.1&Humanistic&design&studies&
For this paper I have chosen a modern humanistic approach to design studies, which 

dissociates itself from the traditional studies of design that were focused on unique 

artifacts’ placement in a stylistic historical context with the designer as a sovereign 

artistic genius as represented by Pevsner, among others.16  

Instead the modern humanistic approach to design studies focuses on design as part of 

the everyday life material culture, the reality of consumers, as well as the process of 

design; how designs are created in a historical and culturally specific context and 

conditions. This is exemplified by the Production-Consumption model of John A. 

Walker, who addresses how design covers a continuum of meaning from the actual 

design to production and further from distribution to reception/consumption as 

exemplified in the figure below.17  

 

!
!

Fig. 2, Design studies according to John A. Walker 

!
The model was created with the modern Western society of the era of the capitalist 

mode of production in mind, which is also the framework I will base my research on 

design within.18  

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
16!Dunlap,!W.!(1834):!“History!of!the!Rise!and!Progress!of!the!Arts!of!Design!in!the!United!States”!George!P.!Scott!and!
Company,!Printers,!p.!84!

17!Walker,!J.!A.!(1989):!“Design!history!and!the!History!of!Design”,!Pluto!Press!(UK),!p.!70!

18!Ibid,!p.!68!
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5.1.2&Definition&of&Design&
Within this field of design studies we find John Heskett, who defines design as “…the 

human capacity to shape and make our environment in ways without precedent in 

nature, to serve our needs and give meaning in life.”19 He further explains the 

importance of studying design by stating: “Design is one of the basic characteristics 

of what it is to be human, and an essential determinant of the quality of human life. It 

affects everyone in every detail of every aspect of what they do throughout the day”.20 

According to Heskett, in order for something to be defined as design, it must consist 

of two characteristics; Utility and significance. Utility is defined as “…the quality of 

appropriateness in use”21, while significance means “… how forms assume meaning 

in the ways they are used (…) often becoming powerful symbols or icons (…)”22. 

5.1.3&Modern&design&and&the&consumer&
It is not possible to discuss modern design without including the consumer and the 

consumer’s changing role in the complex dynamics of mass consumption. This 

dynamic assumes that products serve as signs for desires that go beyond the need or 

function of a product. Consumers use design in their homes as a symbolic 

representation of how they wish to be perceived.23 Further the modern consumer buys 

design to create meaning for the designed good purchased. This means that the same 

piece of design can have different meaning depending on the consumer and their 

economic, social, and psychological motivations for the purchase. 24  From this 

perspective, objects are indicators of social and cultural status.25 The objects become 

vessels for creation of meaning as much as a product solving a pertinent issue.  

 

 

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
19!Heskett,!J.!(2002):!“Toothpicks!and!logos:!Design!in!everyday!life”,!Oxford!University!Press!Oxford,!p.!6!
20!Ibid,!p.!4 
21!Heskett!(2002),!p.!39!
22!Ibid,!p.!40!
23!Raizman,!D.!(2003):!”History!of!Modern!Design”,!Laurence!King!Publishing!Ltd,!p.!12!!

24!Ibid!
25!Heskett!(2002),!p.!60!
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5.2&Marketing&
There are many concepts and theories within marketing research. The following 

chapter will present the framework of marketing I have chosen to work within for this 

thesis. 

5.2.1&Definition&of&marketing&
The American Marketing Association defines marketing as “…the activity, set of 

institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for customers, clients, partners, and society at 

large.”26 Professor Christian Grönroos of the Hanken Swedish School of Economics 

in Finland further elaborates on the definition:  

 

“Marketing is the customer focus that permeates organizational functions and 

processes and is geared towards marketing promises through value proposition, 

enabling the fulfillment of individual expectations created by such promises and 

fulfilling such expectations through support to customers’ value-generating 

processes, thereby supporting value creating in the firm’s as well as its customers’ 

and other stakeholders’ processes.”27 

5.2.2&Transaction&marketing&and&relationship&marketing&
In the latter years there has been criticism of the using the 4Ps as it relates to the 

school of transactional marketing and not so much the new school of relationship 

marketing.28 However for the framework I wish to use for the analysis of this paper, it 

works well. As I will prove later, IKEA is somewhere between the two schools of 

marketing. Before doing so I will explain the differences between transaction 

marketing and relationship marketing as stated by Christian Grönroos.29 

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
26!American!Marketing!Association!(2015):!!https://www.ama.org/AboutAMA/Pages/DefinitionGofGMarketing.aspx!
27!Kotler,!P.,!Keller,!K.,!Brady,!M.,!Goodman,!M.,!&!Hansen,!T.!(2009):!“Marketing!management”!Pearson!Education!
Limited,!p.!6!
28!Grönroos,!C.!(1994):!“From!marketing!mix!to!relationship!marketing:!Towards!a!paradigm!shift!in!

marketing”.!Management!Decision,!32(2),!p.!7!
29!Grönroos,!C.!(1991):!“The!Marketing!Strategy!Continuum:!A!Marketing!Concept!for!the!1990s”,!Management!Decision,!

Vol.!29!No.!1,!1991,!pp.!7G13.!
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Fig. 3, Transactional marketing and relationship marketing 

 

With transaction marketing, there is a short-term focus on a one-off exchange 

between the company and the customer. The communication is focused on mass 

markets and the growth potential is seen in gaining new customers. This form for 

marketing is static as it is perceived that consumers only get involved at the end of the 

process – the point of exchange – and that is where the relation ends.30 It implies that 

firms can act almost autonomously with little or no interference from the consumer.31 

The concept of the market and creation of value is company-centric.32  

 

Relationship marketing on the other hand has a major focus on ongoing exchanges, 

making the time perspective of the transactions long-term and on-going instead of 

single and short-term. The school of relationship marketing encourages creating an 

ongoing dialogue with your customers, which means including them more in your 

future marketing strategy. 33  In other words the transition from transaction to 

relationship marketing means going from focusing on single transactions to focusing 

on continuing a relationship with the individual customer.  
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
30!Prahalad,!C.!K.,!&!Ramaswamy,!V.!(2004):!“CoGcreation!experiences:!The!next!practice!in!value!creation”.!Journal!of!
Interactive!Marketing,!18(3),!p.!6!
31!Ibid!
32!Ibid!
33!Kotler!!(2009),!p.!19!
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5.3&Branding&
The main concepts touched upon in the following chapter are the definition of a brand 

and two different models based on co-creation of value through branding. 

5.3.1&Definition&of&a&brand&
The American Marketing Association’s definition of a brand is: “(…) to enable a 

person to identify one alternative from a competitor.”34 This is achieved by having the 

brand differentiate a product or service from others satisfying a given customer 

need.35 Kotler and Keller further observes:  

“These differences may be functional, rational, or tangible – related to 

product performance of the brand. They may also be more symbolic, 

emotional or intangible – related to what the brand represents.”36 

Companies that excel in branding distinguish themselves from average companies by 

focusing on values more so than logical, value-for-money outcomes and cognitive 

assessments.37 Values are co-produced with the customers as well as with other 

stakeholders.38 

 

The information that a consumer receives from a brand comes from marketing 

communication, which gives meaning to the brand. The consumer develops a brand 

attitude towards the brand, which further can build brand loyalty and brand equity.39 

&

&

&
!
!
!
!

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
34!RosenbaumGElliott,!R.,!Percy,!L.,!&!Pervan,!S.!(2007):!“Strategic!brand!management!“!(2nd!ed.),!Oxford!University!Press,!
p.!110 
35!Edvardsson,!B.,!Enquist,!B.,!&!Hay,!M.!(2006):!“ValuesGbased!service!brands:!Narratives!from!IKEA.”!Managing!Service!
Quality,!16(3),!231 
36!Kotler!(2009)!,!p.!425!

37!Edvardsson,!(2006),!p.!231!
38!Ibid,!233!
39!RosenbaumGElliott!(2007),!p.!110!
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5.3.2&CoLcreating&value&through&branding&
Through my research I will use the theory of co-creation of value based on the 

research done by Prahalad and Ramaswamy.40 Their research initially started out 

based on innovations within new product development but later proved valuable 

within marketing and branding research.41 According to Prahalad & Ramaswamy, co-

creation is:  

“…about joint creation of value by the company and the customer [and] 

creating an experience environment in which consumers can have active 

dialogue and co-construct personalized experiences.”42 
 
 
Co creation of value blurs the line between the supplier and the customer and the 

latter becomes part of creating the actual value of the product.43 Many brand co-

creation researchers conceptualize the phenomenon as a new branding paradigm that 

breaks free from the industrial age paradigm of branding.44 Prahalad & Ramaswamy 

even go as far as stating: “The future belongs to those that can successfully co-create 

unique experiences with customers.”45 

Prahalad & Ramaswamy use four building blocks to create a joint product of co-

creation: Dialogue, access, risk assessment and transparency:46 

 
 Fig. 5 – Prahalad & Ramaswamy’s four building blocks of co-creation – DART47 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
40!Prahalad!(2004)!
41!Hatch,!M.!J.,!&!Schultz,!M.!(2010):!“Toward!a!theory!of!brand!coGcreation!with!implications!for!brand!

governance”,!Journal!of!Brand!Management,!17(8),!p.!591!

42!Prahalad!(2004),!p.!8!!
43!Kotler!(2009),!!p.!627!
44!Hatch!(2010),!p.!592!

45!Prahalad!(2004),!p.12!
46!Ibid,!p.9!
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Hatch & Schultz have appropriated those four building blocks in their article “Toward 

a theory of brand co-creation with implications for brand governance” from 2010. 

They conceptualize the four building blocks in relation to brand strategy. They state 

that the more a company dialogues and gives access to stakeholders, the more 

transparent the organization will become, and with transparency comes risk.48 
 

 

 
Fig. 5 - Hatch & Schultz implications of brand co-creation 

!

5.4&IKEA&
Quite a few books have been written about IKEA’s history and in particular Ingvar 

Kamprad’s life and creation of the company. My main literary references for this type 

of factual information are two books; Bertil Torekull’s “Leading by design – The 

IKEA story”49 and “Historien om IKEA: Ingvar Kamprad fortæller Bertil Torekull”50 

by the same author. Further Ingvar Kamprad has written two manifests in his own 

words: “The Testament of a Furniture Dealer”51 and “A Little IKEA Dictionary”.52 In 

addition to this I have used IKEA’s and Inter IKEA Group’s websites for additional 

information.53 

5.5&IKEA&hacking&
As mentioned previously IKEA hacking is a relatively new phenomenon and so there 

is not a vast amount of academic research done within this specific field. The 

literature specifically written on IKEA hacking focuses primarily on defining what 

IKEA hacking is.54 In order to be able to go a step further with my analysis, I have 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
47!Ibid!
48!Hatch!(2010),!!p.!601!
49!Torekull,!B.!(1999)!

50!Torekull,!B.!(2007):!“Historien!om!IKEA:!Ingvar!Kamprad!fortæller!til!Bertil!Torekull”,!Sweden:!Bengt!Nordin!Agency.!
51!Kamprad,!I.!(1976):!“The!testament!of!a!furniture!dealer”,!Inter!IKEA!Systems!B.V.!

52!Kamprad,!I.!(1996):!“A!little!IKEA!dictionary”,!Inter!IKEA!Systems!B.V.!

53!www.ikea.com!and!www.inter.ikea.com!!

54!Such!as:!Rosner,!D.,!&!Bean,!J.!(2009):!“Learning!from!IKEA!hacking:“Iʼm!not!one!to!decoupage!a!tabletop!and!call!it!a!

day.”!and!further:!Elliott,!R.,!Eccles,!S.,!&!Ritson,!M.!(1996):!“Reframing!ikea:!Commodity!signs,!consumer!creativity!and!
the!social/self!dialectic”:!Advances!in!Consumer!Research,!23.!
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assembled literature on ‘the IKEA effect’, identity created through consumption 

within the individual, groups and subcultures.  

5.5.1&The&IKEA&effect&
One theory that will prove important for my research is Norton et. al’s study of the so-

called ‘IKEA effect’. According to Norton et. al. once the consumer has physically 

participated in a haptic interaction with the product such assembling it, they value the 

product higher and are in fact willing to pay more for their product than one that has 

been pre-assembled. This is defined as the IKEA effect; “(…)consumers’ increased 

valuation for goods they have assembled when compared to objectively similar goods 

not produced by the self ”.55 It proves that when people imbue products with their 

own labor their effort can increase valuation. This effect makes people willing to pay 

more for a product when they assemble it themselves than if it was preassembled.56 

The IKEA effect is a retrospective phenomenon because participants value the 

product of their labor more highly after successfully building it.57 Once the consumer 

has interacted successfully with assembling the product, The IKEA effect kicks in.  

 

This effect happens even though consumers are convinced they would pay more for a 

pre-assembled product. According to a survey conducted by Mochon et al., 92% of 

respondents said they would pay more for pre-assembled products.58 However the 

IKEA effect proves to be stronger than the self-perception of the consumer when it 

comes to valuing furniture – pre-assembled or not.  

5.5.2&Creating&identity&through&consumption&
In order to understand why the IKEA hackers are involved in the practice I will use 

theories explaining how modern consumers use the goods they buy to signal who they 

are or who they want to be. McCracken explains:  

“Consumer goods, in their anticipation, choice, purchase and possession, are 

an important source of meanings with which we construct our lives.”59  

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
55!Norton,!M.!I.,!et.!al!(2012).!“The!IKEA!effect:!When!labor!leads!to!love.”,!Journal!of!consumer!psychology!22,!p.!454!
56!Ibid,!p.!453!
57!Mochon,!D.,!et.!(2012):!“Bolstering!and!restoring!feelings!of!competence!via!the!IKEA!effect”!International!Journal!of!
Research!in!Marketing,!29(4),!p.!368.!

58!Ibid,!p.!367!

59!McCracken,!G.!(1986):!“Culture!and!consumption:!A!theoretical!account!of!the!structure!and!movement!of!the!cultural!

meaning!of!consumer!goods”,!Journal!of!Consumer!Research,!p.!71.!
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For every consumer transaction the consumer does, he or she produces signified 

meanings that build on how he or she wishes to portray him or herself: “The self is not 

something ready-made, but something in continuous formation through choice of 

action”60 

Consumers seek to buy products that represent significance and meaning that indicate 

their own uniqueness of identity. Distinctive designs therefore become transformative 

indicators of social and cultural status for everyday consumers.61 These consumers do 

not only behave in accordance with existing identities, but also actively use their 

behavior to send evidence to themselves that they posses desired identities.62  

5.5.3.1%Group%and%subcultural%identity%through%consumption%
This thesis will further elaborate on consumption creating identity by explaining how 

this creation of individual identity can culminate a group identity and potentially what 

constitutes as a subculture. This will be informed by Wang & Kaye’s research in 

“Understanding hacking communities as sites of sharing and Innovation”63 as well as 

Dick Hebdige’s “Subculture: The meaning of Style”. Hebdige’s research on 

subcultures shows that they are a subversion to normalcy that brings together like-

minded individuals who develop a sense of common identity.64  A subculture is a 

significant deviation from the mainstream representing the interests of the dominant 

groups of society in an obscure and contradictory fashion.65 The members of the 

subculture base their common understanding of consumption-based symbols on an 

overt relocation of symbolic meaning. 66  The symbolic repossession of cultural 

meaning is in fact the most potent form of maintaining a subcultural identity.67 

 

 

 

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
60!John!Dewey!quoted!in!Gao,!L.,!Wheeler,!S.!C.,!&!Shiv,!B.!(2009):!“The!“shaken!self”:!Product!choices!as!a!means!of!
restoring!selfGview!confidence”.!Journal!of!Consumer!Research,!36(1),!p.!29 
61!Kristensen!(2010),!p.!89!

62!Mochon!(2012),!p.!364!
63!Wang,!T.,!&!Kaye,!J.!(2011).!Inventive!leisure!practices:!Understanding!hacking!communities!as!sites!of!sharing!and!
innovation.!CHI'11!Extended!Abstracts!on!Human!Factors!in!Computing!Systems,!pp.!263G272. 
64!Hebdige,!D.!(1979):!“Subculture:!The!meaning!of!style”,!Routledge.!
65!ibid,!p.!15!

66!Ibid,!p.!18 
67!Ibid,!p.!19!
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6.&Method&
In the following chapter, the methods used for this thesis will be presented including a 

more in depth look at the overall research question, methodology and a clarification 

of concepts and terms. Through a closer look at the research design, I will touch upon 

my personal motivation as well as a theoretical justification for this thesis. This will 

lead to a presentation of the selection of the case and the reasoning for doing a case 

study. Finally I will present my strategy for data collection and coding and further 

present the limitations for the research presented in this thesis.  

6.1&Research&Question&
The overall research question of the present thesis was framed as follows: 

 

What is IKEA hacking,  

and what motivates consumers to hack IKEA products? 

How may IKEA include the practice of IKEA hacking 

in their design, marketing, and branding strategies? 

 

As can be seen from the question, the study applied a partly descriptive, partly 

explanative approach as to how the practice of IKEA hacking could be described and 

subsequently explained and comprehended. The descriptive element aimed at 

accounting for both IKEA and IKEA hacking. The explanatory element sought to 

deliver a theoretically informed analysis on what motivates the consumers to hack 

IKEA products.  

 

On top of that a normative dimension was included in the form of concluding 

recommendations to IKEA on how the company henceforth may include the practice 

in their design, marketing and branding strategies. The natural progression of these 

three dimensions was be the base of the structure of this paper.  
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Fig. 6, Levels of taxonomy 

6.1.1&Methodology&
Methodologically this paper took its point of departure within the framework and 

context of IKEA and IKEA hacking. An understanding of company and the practice 

was thus incrementally reached through the iterative matching of data to existing 

theory and preconceived understandings. The findings and analysis are thus analytical 

constructions that I have deducted from the data collected and triangulated. Even 

though the research has been conducted by myself, I have used the triangulation of 

my data to obtain the highest degree of objectivity in this paper. However another 

researcher at another time or in a different context could have arrived at another 

conception and conclusion of the data.  

6.1.2&Concepts&and&terms&
Since IKEA hacking is an emergent practice there is not one overall way to access 

and analyze the phenomenon. I have approached the phenomenon through the people 

who practice it rather than imposing a preconceived frame of analysis during my 

interviews.  
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6.1.2.1%The%definition%of%a%hacker%%
It was important to distinguish from the original meaning of hacking to how it is used 

in connection with IKEA hacking. According to the Merriam-Webster Dictionary, a 

hacker is “a person who secretly gets access to a computer system in order to get 

information, cause damage, etc.(…)”.68 Hacking software has a negative connotation; 

taking advantage of weak systems for your own advantage.69 The meaning of hacking 

transforms from when it is used within the realm of digital computing to an 

appropriation the material world. Hacking material objects has a positive connotation; 

improving a system to make tailored solutions that fit you better than mass marketing 

could.70 They both however share the norms of what has been described as a ‘hacker 

ethos’: Sharing and problem solving.71   

6.1.2.2%What%constitutes%an%IKEA%hack?%
Throughout my research I have found many different definitions of what constitutes 

an IKEA hack. The words ‘IKEA hacking’, ‘IKEA hack’ and ‘ IKEA hacker’ are all 

members’ terms, employed by those in the practice themselves.72 The founder of 

www.ikeahackers.net, Mei Mei ‘Jules’ Yep, defines an IKEA hack as “…a 

modification/repurposing of an IKEA product.”73 

Since IKEA hacking is an emergent practice, I have used the terminology coined by 

the practitioners themselves, instead of imposing my own preconceived frame of 

terms, throughout this paper. I chose to use the term broadly, to include all aspects of 

the practitioners of the practice. Terms like customizing, personalizing, modifying 

and transforming were used interchangeably when explaining the IKEA hacking 

practice.  

6.1.2.3%CoEdesign%
Through my research I have found a reoccurring term in the literature of consumers 

hacking products, namely ‘co-design’. I have attempted to avoid this term for my 

paper, because it indicates a conscious and facilitated exchange between the company 

and the consumer in developing new products. 74  I will elaborate on, why this is not 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
68!Merriam!Webster!Dictionary!(2015):!http://www.merriamGwebster.com/dictionary/hacker!

69!Rosner!(2009),!p.!2!
70!Wang!(2011),!p.!266 
71!Levy,!S.!(2001).!Hackers:!Heroes!of!the!computer!revolution!Penguin!Books!New!York. 
72!Wang!(2011),!p.!263 
73!http://www.ikeahackers.net/startGhere!

74!Sanders!(2008),p.!6!!
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the case for IKEA hacking in my findings. Much of the literature written on this 

theme however was relevant and applicable when studying IKEA hacking and has 

therefore been appropriate to use for this paper. See more on this in my theory review 

section on page 19.  

6.2&Research&design&
There were practical, personal and methodological reasons for why I chose IKEA 

hacking as the case for my research. 

6.2.1&Personal&motivation&
I have a professional background in the technology and innovation industry and an 

academic background in design, branding and communication. IKEA hacking was a 

case, where I had the opportunity to immerse myself in a subject that would combine 

my professional and academic background.  

6.2.2&Theoretical&justification&
Since IKEA hacking is an emerging phenomenon, there was a great opportunity to 

delve into a subject, which was reasonably undiscovered from an academic point-of-

view. At the same time, researching the case demanded an overview of established 

fields of theories and. This presented the opportunity for me to discover new grounds 

by combining already existing fields of theories and studies with my data, arriving at 

new academic findings and conclusions.  

6.2.3&Case&selection&and&scope&for&generalization&
The scope of this paper is concerned with IKEA and IKEA hacking from which I will 

rely on the advantages of analytical generalization.75 By presenting a case study 

through analytical generalization the opportunity to do a comparative study with 

another case presents itself. IKEA is one of the largest furniture manufacturers and 

distributors in the world as described in chapter 4 – Case description.76 This makes 

this case study a form for extreme and should be considered when trying to generalize 

the findings and conclusions of this paper. The practice of IKEA hacking is derived 

from the company and products of IKEA and must therefore also be viewed in 

relation to researching one of the largest companies in the world within its field.  

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
75!Miles,!Matthew!B.,!&!Huberman,!A.!Michael.!(1994):!“Qualitative!data!analysis:!An!expanded!sourcebook”,!Sage,!p.!279!
76!See!this!paper!pp.!9G11!
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6.2.4&Case&study&
The main advantage of a case study is to investigate an organization or concept in 

depth. A case study makes it possible to implement existing theories and develop new 

knowledge exemplified through the framework of an actual case. Eisenhardt describes 

a case study as “…a research strategy which focuses on understanding the dynamic 

present within single settings.”77 Among the academic advantages of using a case 

study it is worth mentioning: The likelihood of generating novel theory, creating 

theory that is testable on other cases and that the results of the study when done 

correctly, is likely to be empirically valid.78 There are also pitfalls when using the 

case study method: One must use the empirical evidence wisely to avoid creating 

theories and conclusions that are too complex and specific and thus not able for 

generalization. One must avoid making too narrow and idiosyncratic conclusions 

based on the case.79 As touched upon in the theory review section, using a case like 

IKEA provides you with a selection of literature that has been written with IKEA as 

the sender.80 It is therefore important that the literature by the company used as a case 

is treated as objectively as possible. 

6.3&Data&collection&
Two interviews and two conversations were conducted over the course of January 

2015 for this paper. During this time I continued to research studies conducted by 

others researchers relevant for my paper.  

6.3.1&Qualitative&data&&
In accordance with the research design, the ambition was to study IKEA hacking and 

how IKEA can use these hackers and hacks as a resource for their marketing, 

branding and design strategies. The method of qualitative research interviewing 

therefore proved especially suitable. The purpose of interviewing was to obtain “(...) 

descriptions of the life world of the interviewee with respect to interpreting the 

meaning of the described phenomena”81, in this instance being IKEA hacking.  

In all, two interviews and two conversations were conducted. Each of the interviews 

was conducted individually between the interviewee and I. The framework of the 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
77!Eisenhardt,!K.!M.!(1989):!“Building!theories!from!case!study!research”.!Academy!of!Management!Review,!14(4),!p.!534!

78!Ibid,!p.!547!
79!Ibid!
80!See!this!paper!p.!17!

81!Kvale,!S.!(1996):!“InterViews:!An!introduction!to!qualitative!research!interviewing”,!SAGE,!p.!5G6!
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interviews and conversations were semi-structured, as I had prepared pre-defined, 

open-ended questions and a direction for the interviews and conversations. However 

there was room for adaptability to the situation with regards to framing, inputs from 

the interviewee and follow-up questions.82  

It was important for this paper to find a diverse and specially selected group of 

informants to give the most representative insight of IKEA hacking and its 

opportunities for IKEA. The selection of informants was partly based on theoretical 

assumptions, but also relied on convenience sampling strategy and the chance of 

serendipity.83  

 

Since my framing of this paper was the Danish market and the Danish consumers, I 

have only conducted interviews with Danish interviewees. The interview with IKEA 

hacker IKEA hacker A was conducted in Danish in person at a coffee shop in 

Copenhagen. I have translated the material that I have used for my paper from Danish 

to English myself. The interview with IKEA hacker B was conducted in English via 

Skype. The conversation with the ArtRebels team was conducted in English at their 

office in Copenhagen. The conversation with The Strategic Planner at IKEA 

Communications in Malmö from IKEA Communications was done in Danish over the 

phone.   

 

I have used qualitative studies and interviews done by other researchers in addition to 

the empirical studies I have conducted myself.  The data from interviews conducted 

by Elliot et. al,84 Rosner et al.85 and Kling et. al.86 have been specifically helpful for 

my research.  

!
!

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
82!Ibid,!p.!124!
83!Patton,!M.!Q.!(2002),!“Qualitative!research!and!evaluation!methods”,!(3rd!ed.),!SAGE,!p.!241G242!

84!Elliott,!R.,!Eccles,!S.,!&!Ritson,!M.!(1996):!“Reframing!ikea:!Commodity!signs,!consumer!creativity!and!the!social/self!
dialectic”,!Advances!in!Consumer!Research!23!
85!Rosner!(2009)!
86!Kling,!K.,!&!Goteman,!I.!(2003):!“IKEA!CEO!anders!dahlvig!on!international!growth!and!IKEA's!unique!corporate!
culture!and!brand!identity”,!The!Academy!of!Management!Executive,!17(1)!
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6.3.1.1%Selecting%lead%users%as%informants%%
In gathering data for this paper it was important to talk to users of IKEA products and 

in particular people who have been involved in IKEA hacking. More specifically I 

was looking for interviewees that could be defined as lead users of IKEA hacking. 

Von Hippel defines a lead user as a user 

 

 “…of a novel or enhanced product, process, or service [who] face needs that 

will be general in a marketplace – but face them months or years before the bulk of 

that marketplace encounters them, and lead users are positioned to benefit 

significantly by obtaining a solution to those needs.”.87  

 

Lead users are people who have explored innovative ways to get things done and are 

willing to share their experiences with others.88  

 

Since IKEA hacking is an emergent practice that is not yet a part of the common 

marketplace, finding lead users representing the above in connection with the practice 

was a good place to start. I turned to the social media site Twitter asking for Danish 

IKEA hackers, since many of the IKEA hackers are known to share their hacks and 

ideas online. My tweet was retweeted many times and reached people outside of my 

personal network. I heard back from five people that were interested in participating 

in an interview. From these I chose two interviewees that each represented two 

different backgrounds and approaches to IKEA hacking. For this paper both 

interviewees have been anonymized and will from hereon be referred to as ‘IKEA 

hacker A’ and ‘IKEA hacker B’.   IKEA hacker A has an educational background as a 

software engineer and thus many of his hacks include some sort of technical solution 

that for instance can be controlled by a cellphone. He enjoys taking mundane products 

and amplifying them with a technical function.89 IKEA hacker B’s love for rock & 

roll, being the lead singer in a rock band, is expressed in his use of vinyl records in his 

different hacks.90  

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
87!Hippel,!E.!v.,!&!Urban,!G.!L.!(1988):!“Lead!user!analyses!for!the!development!of!the!new!industrial!
products.”!Management!Science,!34(no.!5),!p.!569!

88!Sanders!(2008),!p.!8!
89!Appendix!2!

90!Appendix!3!
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6.3.1.2%Selecting%experts%as%informants%%
Through my personal and professional network I was able to find relevant experts to 

conduct semi-structured conversations with both within the IKEA organization and 

people involved with IKEA professionally on an external level.  

 

The professional within the IKEA organization, who works for IKEA 

Communications in Malmö brought inside knowledge and a deep understanding of 

the organization from a communications point-of-view. The choice of the ArtRebels 

team consisting of three was made based on the fact that they recently were hired as 

an external ‘innovation lab’ for IKEA Inter Systems B.V. They are to innovate and 

come up with new ideas for the IKEA franchise over the course of the next three 

years.  

 

Both meetings were conducted with a loose agenda of sharing knowledge and 

findings. I was able to bring my research done thus far and have them reflect and 

comment on my findings. I have reached out to the founder of www.ikeahackers.net, 

Yules Yep on several occasions but unfortunately without any response.  

6.3.2&Quantitative&data&
I have not conducted quantitative empirical studies myself for this paper my research 

question is not looking to answer a question of representativety but more so a 

qualitative, in-depth study of IKEA hacking, the motivation of the IKEA hackers and 

the possible prospects of implementing the practice in IKEA’s future strategies within 

design, marketing and branding. Quantitative data was not needed for this study since 

the research was essentially explorative and sought to establish a possible 

explanation. If the research question of this paper had aimed at a concluding 

generalization I would have needed to conduct quantitative studies. In that case, 

quantitative data could help to avoid the pitfall of a lack of transparency, which would 

present itself as a lack of scope for generalization.91  

I have not completely out ruled quantitative data for this study as I have relied on 

studies and research done which I have deemed relevant for my choice of subject. It is 

here worth highlighting the studies done on The IKEA Effect by Norton et. al.92, 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
91!Bryman,!A.!(2012):!“Social!research!methods”,!Oxford!university!press.,!p.!406!
92!Mochon!(2012)!and!Norton!(2012) 
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statistics on Generation Y by Fromm93 and the qualitative studies on smart-shopper 

feelings by Schindler.94 

6.3.3&Coding&
Both interviews conducted were transcribed and can be found in the appendixes.95 

The phone conversation with the Strategic Planner at IKEA was summarized by 

myself and approved by the interviewee to be used in this paper. The conversation 

with the ArtRebels team was used as a means for triangulating my research thus far 

and I have therefore not transcribed the conversation, as it was not directly referred to 

in this paper. 

After transcribing and summarizing, the coding began. Qualitative coding shapes an 

analytical frame providing the link between the data collected and theory.96 I coded 

the data by using overall categories based on the structure and themes of my paper. 

Coding the data made it possible for me to gather what each section of data was about 

and further to compare it to other sections of data.97   

6.4&Data&analysis&
Through my empirical research I have triangulated my data consisting of data 

collected from lead users, experts and the research community represented by the 

above-mentioned theories. By triangulating the findings of the three I will be able to 

do an informed analysis followed by a discussion and consequently strategic 

recommendations concluding the answers to my research question. 

6.4.1&Validation&of&theory&
As this paper uses the case of a relatively new phenomenon, IKEA hacking, the 

amount of academic research done within this field is limited. On the contrary the 

academic research within marketing, branding and design strategies is vast. There has 

thus not been a single right way to approach gathering the right theory and literature 

for this paper. I have therefore made an effort to sort through the amount of 

information and utilize only what is relevant for my research question.  

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
93!Fromm,!J.!(2014):!“Generation!Y!has!become!generation!DIY”.!Retrieved!12!December,!2014,!from!
MillennialMarketing.com!

94!Schindler,!R.!M.!(1998):!“Consequences!of!perceiving!oneself!as!responsible!for!obtaining!a!discount:!Evidence!for!

smartGshopper!feelings”,!Journal!of!Consumer!Psychology,!7(4),!p.!371G392. 
95!Appendix!2!and!3!!

96!Charmaz,!K.!(2014):!“Constructing!grounded!theory”,!Sage,!p.!149!

97!Ibid,!p.!132!
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The definition of modern humanistic design studies where the whole process from 

design and production to distribution and consumption created a framework of design 

as a process more so than a simple physical object, which is the case for IKEA’s way 

of approaching design. The theory covering the paradigm shift between transactional 

marketing and relationship marketing would prove itself important, describing the 

transition that IKEA could currently be facing in relation to IKEA hacking. Further 

the theories of co-creating brand value were important in establishing both benefits 

and risks in including IKEA hacking in the future strategies of IKEA.  

 

Most of the literature on IKEA used for this paper stems from the same source; IKEA 

and in the end, founder of IKEA, Ingvar Kamprad. This means that there could be 

biases in the information, which could put IKEA in a favorable light. I have 

approached all sources objectively and academically in order to avoid such biases.  

 

McCracken’s concept of creating identity through consumption in connection with 

Hebdige’s theories of subcultures creating group identities proved to be the right 

framework for explaining the motivations of the IKEA hackers. This was further 

supported by the theories on the IKEA effect created by Norton et. al.  

6.4.2&Validation&of&data&&
I have only been able to conduct a conversation with one representative of IKEA and 

further three experts who are working externally but closely with IKEA. However 

since IKEA is a massive corporation with over 140,000 employees, I must stress that 

these few informants cannot speak on behalf of the many other people involved with 

IKEA. The same goes for the two interviews conducted with the IKEA hackers A and 

B. There are potentially thousands, maybe even millions of IKEA hackers out there. I 

have chosen these informants as they represent different specters of involvement and 

knowledge of IKEA and IKEA hacking and they broadly cover the issues I am 

addressing in this paper.  

A consideration of the overall validity of the data collected for this paper is thus 

appropriate.  
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6.5&Limitations&
Writing a thesis comes with its limitations. Firstly there is a time constraint that I have 

abided by. Without the tight time constraint more research could have been done. 

However the deadline agreed upon also set up a framework that has helped me 

structure my work and research.  

 

Secondly there have been certain geographical constraints to my research. Since I am 

located in Copenhagen, Denmark, it has been optimal for me to focus on the Danish 

market, but since IKEA is a global company and IKEA hacking is a global 

phenomenon, I have used data and research made across the globe and connected it to 

my own empirical studies done within Denmark. 

Thirdly I realize that I could have done more empirical studies. Interviewing more 

IKEA hackers as well as regular consumers of IKEA products could have provided 

me with a deeper insight.  

 

Further conducting my own quantitative study through a survey of a large amount of 

IKEA hackers might have provided me with statistics and quantitative data fitting my 

exact needs in regards to my research question. This could have helped me conduct 

marketing research with my own data instead of being dependent on others. Further it 

could have aided me in creating a better scope for generalization, which is hard for 

me to do with the quantitative data and empirical information collected.  
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7.&Findings&
In the following chapter I will present my findings divided into different categories. 

Firstly I will present IKEA’s current position and strategies within design, marketing 

and branding. Secondly I will explain the phenomenon of IKEA hacking and why the 

IKEA hackers are hacking IKEA products.  

7.1&Design&
In this sub chapter I will present IKEA as a producer of Scandinavian modern 

designs, representing democratic designs through a de-central design process closely 

related to the production and availability of raw materials in close agreement with 

IKEA’s overall business model.  

7.1.1&IKEA&in&the&history&of&design&
IKEA started designing its own furniture in 1955.98 At the time, the big Scandinavian 

designers, such as Hans Jørgen Wegner, Kaare Klint and Arne Jacobsen paved the 

way for Modern design. They created great quality designs intended for the masses of 

the people, but it was everything but affordable for the average person.99,100 Ingvar 

Kamprad asked himself: “Why must well-designed furniture always be so expensive? 

Why do the most famous designers always fail to reach the majority of the people with 

their ideas?”.101 Kamprad decided to create well-designed products affordable for the 

multitude of people with less money. Since the founding of IKEA, the aim of the 

company has been to “(…) combine design, function, and price”102 and to “(…) 

create a better everyday life for the many people”.103 

 

IKEA thus stayed true to the modern, Scandinavian design traditions that were 

established in the 1950’s; a large emphasis upon innovative but functional design, 

mass production, the use of new, cheaper materials, and offering its products to all 

social classes, particularly the ever-expanding mass-middle-class. By these standards 

IKEA is a modernist-design company par excellence.104 IKEA’s “democratic design” 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
98!Torekull!(1999),!p.!52!

99!Raizman!(2003),!p.!204!
100!Rosenberg!(2005),!p.!5!

101!Edvardsson!(2006),!p.!235!

102!Torekull!(1999),!p.!53.!

103!The!IKEA!Group.!(2013).!“The!IKEA!group!yearly!summary”,!The!IKEA!Group,!p..!3!
104!Rosenberg!(2005),!p.!4!
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helped make modern furniture available and affordable to other segments than the 

elite furniture consumers.  

 

Consequently, modernism as an aesthetic style and a sign of distinction became 

democratized, available to the majority of society. 105  A Swedish industrialist-

politician has even said that IKEA has meant more for the process of democratization 

than many political measures put together.106 Add to this an exemplary attention to 

cost control, operational details on continuous product development and firm grip on 

marketing and branding across cultures and you can understand why IKEA as of 2008 

has become the largest furniture retailer in the world.107 

!
The designs of IKEA products are based on simplicity, which is a thorough theme 

throughout the design process. Eventually the finished products express this 

simplicity aesthetically. The key words behind this simplicity are: “(…) efficiency, 

common sense and doing what comes naturally.”108 By doing what comes naturally, 

IKEA “(…) will avoid complicated solutions.”109. The complicated solutions are 

avoided both from an aesthetic point-of-view as well as business-wise.  

7.1.2&Design&and&production&
Unlike many other furniture companies, IKEA is responsible for their products 

throughout the whole chain of production. From designing to producing and 

supplying raw materials, to manufacturing, distributing and selling their products. All 

of this has an impact on the consumption of their products. To understand the designs 

of IKEA it is thus important to look at the other factors of the system. 

 
 
IKEA is not dependent on subcontractors to provide them with finished products. The 

company does not own the means of productions, except for Swedwood, which 

constitutes 10% of IKEA’s purchases.110 Yet, IKEA’s massive size makes them a 

large and an important client for the suppliers, sometimes taking 90-100% of a 

production. This gives them indirect control as well as the opportunity to maintain full 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
105!Ibid,!p.!6!

106!Kamprad!(1976),!p.!6.!
107!Zuvela,!Maja!(January!8th!2008):!“IKEA!mulls!joint!venture!with!Bosnia!furniture!maker”!Reuters 
108!Kamprad!(1996),!p.!27!

109!Ibid!
110!Kling!(2003),!p.!33!
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flexibility.111 With the constant goal of keeping costs low, IKEA’s design process is 

closely connected to the production process. It is a practical, financial aspect that 

culminates in an aesthetic and functional product. 112 

 

This line of thought has been based on Ingvar Kamprad’s founding principles of 

cheap and efficient production and distribution and still to this day is the foundation 

for many of IKEA’s design decisions.113 The foundation of the success of IKEA’s 

designs lie in efficient purchases and constantly being stubborn in regards to cost 

savings of all kinds.114 By controlling the whole supply chain, they can control costs 

on all levels of the manufacturing process. IKEA creates larger productions, which 

gives them advantages on their home ground as well as more markets to mitigate 

risk.115 The range of products and different designs must never grow so large that they 

will jeopardize IKEA’s low prices.116 Design is therefore a de-central factor for 

IKEA. Their designs are to a large extend based on and adjusted the availability of 

raw materials and production and thus keeping costs down. 

7.1.3&Design,&costs&and&internal&competition&
Ingvar Kamprad’s concept of designing furniture sold as flatpacks, which must be 

picked up and assembled by the consumer himself is a design strategy based on costs.  

It makes it easier and cheaper for IKEA to produce, store, sell and distribute their 

products. This does not imply that IKEA are not concerned with good design, but the 

definition of good design is specific for IKEA: “Any designer can design a desk that 

will cost 5,000 kronor. But only the most highly skilled can design a good, functional 

desk that will cost 100 kronor”.117 A design strategy based on making the product as 

cheap as possible, takes some of the best designers in the world and the value of a 

design solution is established based on the costs.118 

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
111!Ibid!
112!See!appendix!4!!

113!Ibid!

114!Kamprad!(1976),!p.!12!
115!Ibid,!p.!6.!
116!Ibid,!p.!9!
117!Ibid,!!p.!13!
118!Ibid!
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The reasoning for making these products so cheap and accessible is not just to 

IKEA’s advantage. Through communications efforts, IKEA reaches a market of 

consumers who are indeed looking for cheap, affordable and chic furniture and IKEA 

continues to set the bar for affordable, quality furniture designs that are highly 

popular with their audience.119  

 

The organizational structure of the IKEA Corporation makes for complicated design 

processes. The many different design divisions are not necessarily working together. 

To the contrary they are set up to compete each other in creating the best, cheapest 

solution. Even though IKEA is a streamlined company, the processes within the 

organization are built to be competitive. The design departments compete to create the 

winning design that will end up in the shops.  

 

This takes place down to the level of different departments of designers designing 

products for the new bathroom or kitchen line. There is thus no one strategy that the 

designers are following – other than keeping costs low.  

 

Kamprad himself encourages decisions to be made at a local level that is in the 

smaller, competing design teams, instead of having to discuss it throughout the 

system.120 This creates an amalgamation of many silos that compete against each 

other within the same company or even department. The internal competition between 

the divisions helps optimize all processes and in the end guarantee a better product 

and price for the consumer.  

 

This does not mean that the designers at IKEA are constrained from coming up with 

unconventional ideas. In fact, Kamprad encourages everyone who works at IKEA to 

dare to try them out. However he stresses that this must be done under “(…) 

controlled conditions within the framework of our concept, and it is certainly no 

excuse for foolhardiness.”121. It seems that he is encouraging his employees to think 

outside of the box – as long as they think inside of the box.  

!

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
119!Torekull!(2007),!p.!109!

120!Kamprad!(1996),!p.!37!
121!Ibid,!p.!31!
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Even though IKEA’s designs are created in context with the rest of the IKEA 

production it is still a major player in deciding how the home of the masses should be 

decorated.122 With its role as the leading furniture manufacturer of the world, IKEA 

continues to set the agenda when it comes to how the homes of the many look.  

7.1.4&Sub&conclusion&I&
IKEA’s designs come from a Scandinavian modern design tradition. Through 

functional designs, mass production and cheap materials, IKEA became a modernist 

design company par excellence and has since represented “democratic design”. 

IKEA’s design processes are a de-central factor for the company. Their design 

decisions are closely related to the production processes and the accessibility of raw 

materials.  IKEA’s business model is based on keeping costs down. This includes 

designing modular furniture that the customer picks up in flat-packs and assembles 

himself. IKEA’s organizational structure further encourages competition between the 

different design departments to create the best designs for the lowest costs. Ingvar 

Kamprad does encourage the IKEA designers to come up with unconventional ideas – 

as long as they are within the constraints of the IKEA business model and brand. 

7.2&Marketing&
IKEA’s marketing strategy is focused on IKEA’s profile and brand.123 It will be laid 

out in the following chapter based on my findings within IKEA’s target groups, 

marketing mix and relation with customers.  

7.2.1&Target&Groups&
IKEA defines their primary target group as being women between the ages of 25-49 

years old.124 Anders Dahlvig, former CEO of IKEA Group further explains that their 

communications efforts are focused on families with children, students, and young 

people.125 He states: “It is (…) important to choose your target group and not try to be 

everything for everyone.”126 By doing so, he claims, IKEA remains “hot” and relevant 

for a “hot” and relevant target group – and that that will attract other consumers over 

time. IKEA does attract many more customers than their primary target group. 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
122!Rosenberg!(2005),!p.!1!

123!Kamprad!(1976),!p.!17.!!!
124!Andersen,!O.!E.!(2011):!“Forstå!forbrugerne”!Samfundslitteratur,!p.!201 
125!Kling!(2003),!p.!32!
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920,000 Danes possess the loyalty card “IKEA Family”, which gives access to small 

discounts and special events, making it the biggest loyalty card club in Denmark.127 

7.2.2&The&marketing&mix&of&IKEA&

In the following paragraphs!I will look at IKEA’s marketing mix through my findings. !

7.2.2.1%Product%

IKEA offers a wide variety of products for home furnishing - from kitchen hardware 

to children’s toys. There is a selection of options within each of the product 

categories, giving the consumer the opportunity to pick and choose exactly what is 

needed for his or her needs. IKEA’s products are key for IKEA – closely connected to 

the price of these products. The products of IKEA are the same throughout the 

different markets of the world with rare exceptions like ArtRebels’ limited edition 

product line Bråkig128 or minor adjustments such as making larger drinking glasses 

available for the American market. IKEA’s products are simple, functional and 

affordable representing the Scandinavian Modern design tradition.  

Most of IKEA’s larger products are sold in flat-packs that the consumer must 

assemble him- or herself after getting the flat-pack home. Through the modular pieces 

that require self-assembly, many consumers experience the IKEA effect when 

assembling it; they value the product higher after a successful assembly than buying a 

pre-assembled product.129 

7.2.2.2%Price%
Kamprad states: “Low price is written into our business idea as an essential condition 

for our success.”130. Everything done within IKEA – from internal meetings to 

marketing efforts and to the final products on the shelf – is done with a focus on costs.  

It is viewed a virtue to concentrate marketing efforts to make the largest possible 

impact with small means.131 Kamprad describes this method with a common term 

from his native Småland: “lista”, which means “making do” – doing what you have to 

do with an absolute minimum of resources.132 IKEA hacker B supports this from a 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
127!Retail!News.!(2014):!“IKEA!family!går!nye!veje”,!
from!http://www.retailnews.dk/article/view/121669/ikea_family_gar_nye_veje#.VO3CXbPF8mc!
128!IKEA!(2014):!http://www.ikea.com/dk/da/campaigns/saerkollektionGBRAAKIG.html!

129!Mochon!(2012),!p.!365!
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consumer point-of-view: “[An IKEA products does] not look like a million but it also 

costs a lot less than a million. That pleases me.”133. The inexpensive products of 

IKEA are not considered as “precious”, which makes the threshold for buying them 

(followed by hacking them) very low.134  

In Ingvar Kamprad’s manifest from 1996, “A Little IKEA Dictionary”, he states 18 

words or phrases that have significant meaning to the way IKEA is run. These 18 

words or phrases are diverse and include everything from “Humbleness” to “Never 

say never”, and “Togetherness and Enthusiasm”.135 One theme seems to reoccur 

throughout the chapters: the constant focus on costs. No matter what theme Kamprad 

touches upon, the fact that it must be cost-efficient is paramount.  

7.2.2.3%Promotion%
IKEA focuses on the experience of IKEA and strengthening their brand when they 

promote themselves. Their promotions are rarely focused on a single product but 

more so on how their products can help create a certain atmosphere within your home. 

This is seen at the IKEA warehouses, where all products are displayed within settings 

of a cozy living room, a small student living space or a functional bathroom. The 

IKEA catalogue literally brings this concept to people’s homes.  

 

The annual IKEA catalogue is a big asset for IKEA, where they communicate the 

value and experience of IKEA for their (potential) customers - it is an extension of the 

IKEA brand. The catalogue is a presentation of the IKEA products all neatly laid out 

like an interior design magazine. In 2013 1,790,000 catalogues were distributed to 

Danish households and an additional 440,000 catalogues were printed and available in 

the Danish IKEA warehouses. 136  Whether promoting IKEA via catalogue or 

physically in the shops, price is an important factor. Kamprad states: “Producing a 

product or service without a price tag is always wrong.”137 The price must always be 

visible, when promoting IKEA products.  

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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IKEA are actively promoting themselves on social media mainly through Facebook. 

The ‘IKEA DK’ Facebook fan site has close to 70,000 followers.138 However they do 

not have a specifically Danish Instagram account nor a Pinterest profile.  

7.2.2.4.%Place%
The place aspect of IKEA’s marketing mix, sets the company apart from many of its 

competitors. The first IKEA warehouse was opened in Älmhult, Sweden in 1958, not 

far from where Ingvar Kamprad was born.139 Since then IKEA’s well known “blue 

box” warehouses have been located a good stretch outside of major cities across the 

world. Avoiding central locations means cheaper prices per square meter, when 

building new warehouses.140 This requires a lot from the consumer that wishes to 

shop at IKEA; He must find a way to get to IKEA himself, buy products, pick up the 

flat-packs and transport the items back home himself. The locations of the IKEA 

warehouses may not be convenient, but since the warehouses can be built much larger 

than it would be feasible in a city, it is possible to have a vast assortment of products 

in one place. You can get everything you need for your household in a single shop. 

IKEA hacker B describes it as a “(…) one-stop-shop for anything in your home.”141, 

and elaborated how, even though it was outside of the city, it was convenient to go 

there when his girlfriend and himself had to relocate and acquire all of the basics for 

their new home. He even stated that it gives him: “(…) a sense of calmness just 

knowing that [he] can get everything at IKEA.”142 This is a good example of IKEA 

living up to their own words of: “We do our part, and you do yours – and together we 

make it possible to offer great quality products at a low price”143. That is: We’ll have 

a vast assortment in one place, but you must go out of your way to come get it – 

together we can cut all expenses down to the bare minimum.  

 

 

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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7.2.3&Relationship&with&the&consumers&
IKEA establishes that there is indeed a relation between the company and its 

customers by stating their slogan: “You do your part, we do our part, together we save 

money”.144 IKEA is dependent on consumer and vice versa. IKEA declares that they 

will guarantee to deliver on their own behalf: “We do not do shoddy rush-jobs, or 

hand over projects that are only half finished.”145.  

However the relation with the consumer only goes so far. The slogan is a statement 

that focuses on single transactions and thus can be used to communicate with 

customers broadly. After the consumer has picked out, driven home, and assembled 

the furniture following IKEA’s instructions, that is the end of the relation. This goes 

well with IKEA’s marketing mix that is grounded in common sense for the consumer 

and the company here and now. It is a short-term perspective with a focus on building 

market share and acquiring new customers; Both parts must engage in the single 

transaction in order to reach optimal outcome – to save money. Paradoxically this 

common understanding of the short-term relation between IKEA and their customers 

has created a loyal customer base that keep returning to IKEA to do another yet 

another transaction.  

7.2.4&Sub&conclusion&II&
The main target group of IKEA is women between 25-49 years as well as families 

with children, students and young people, but IKEA transacts with a much broader 

group of consumers on the whole. IKEA offers a wide array of products. The 

consumer himself must assemble all larger products. Everything done within IKEA is 

done with a major focus on price and costs. When promoting IKEA, they do not just 

highlight the products and their low prices, they focus on the experience of IKEA and 

strengthening their brand. IKEA has decided to place their warehouses outside of 

central locations of major cities across the world. Consumers must make the effort to 

travel to and from the warehouse to get their goods. IKEA’s slogan “You do your 

part, we do our part, together we save money” explains the relation between IKEA 

and its customers. Both parts must engage in the single transaction in order to reach 

optimal outcome – to save money. This is the end of the transaction and thus the 

relation between the company and the consumer.   

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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7.3&Branding&
In the following I will describe IKEA’s brand through a historical run-through of their 

brand history and the meaning of Ingvar Kamprad’s personality and his concept of 

The IKEA Way.  

7.3.1&IKEA’s&brand&history&
IKEA’s brand has not changed a great deal over the years since the opening of the 

first warehouse in the late 1950’s. 146  The brand was initially based on doing 

everything different than what everyone around them were doing; Instead of having 

boutiques in the city, the opened warehouses in the outskirts of the cities. Instead of 

having someone serve you right when you come through the door, it was expected 

you service yourself. Other furniture stores would source their products domestically, 

whereas IKEA started sourcing globally from an early stage. Their target group was a 

lot younger than other furniture manufacturers, and instead of selling heavy duty, 

pricy furniture, IKEA introduced the lighter, cheaper Scandinavian furniture in flat-

packs to be assembled at home. Whatever the traditional businesses did, IKEA did it 

the other way around. 147  

IKEA became a global brand in the 1970s, before globalization was even known as a 

phenomenon.148 That is how IKEA initially set themselves aside from any other brand 

around and that is what the IKEA brand is still based on to this day almost 60 years 

later. 

IKEA has the same positioning worldwide, which is being a high style, low-cost 

furniture provider.149 The IKEA brand is so easily translatable that today, opening 

stores in a new market is “…pretty much business as usual.”150 The concept is the 

same all across the world, which instantly makes IKEA stand out compared to the 

domestic competition that might be in the global markets. Even though the IKEA 

brand has not changed much, they are much more aware of how they position 

themselves and their brand today than they have ever been.151 In 2014, IKEA’s brand 

value was $18.5 billion and was ranked 53rd among the top 500 Global brands.152 
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7.3.2&Ingvar&Kamprad&
The founder of IKEA, Ingvar Kamprad’s personality and story encapsulates the IKEA 

brand, even though he has retired to being a chairman of The Stitching INGKA 

Foundation and does not have everyday responsibilities at the company any more. To 

this day, IKEA represents the simple, Smålandsk common sense that Ingvar Kamrad 

founded the company on in 1943.153 In spite of the massive success of IKEA, 

Kamprad continues to stress how humbleness got them there and how humbleness 

will keep them there.154 Kamprad states that during the founding years IKEA, the 

company had a “(…)cost-consciousness to the point of being stingy”.155 To this day 

Kamprad is known for flying economy and doing business meetings at IKEA’s 

restaurants over a 29 DKK meal of the famous IKEA meatballs. 

7.3.3&The&IKEA&Way&
IKEA’s brand identity shines through their basic range of products. It reflects the 

“IKEA way of thinking” by being simple and straightforward.156 The IKEA Way is 

integral to IKEA’s brand strategy. Founder Ingvar Kamprad describes The IKEA 

Way as “(…) the sum total of all our values: the amalgamation of everything we 

believe in.”157 Founder Ingvar Kamprad stated IKEA’s core value proposition on 

December 20th 1976. Still to this day they are words that IKEA live by:  

“To create a better everyday life for the many people by offering a wide range 

of well-designed, functional home furnishing products at prices so low that as 

many people as possible will be able to afford them.”158  

 

IKEA achieves this by offering: 

“(…) a wide range of well-designed, functional home furnishing products at 

prices so low that as many people as possible will be able to afford them.”159 
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IKEA thus thrives to create well-designed, functional and first and foremost cheap 

products. These values are engrained in every product IKEA sells. Their product 

range is their identity.160  

 

The quality is also an important factor but: “(…) quality must never be an end in 

itself: it must be adjusted to the consumer’s needs”.161 The consumer’s needs being 

well-designed, functional and first and foremost affordable products. The ground rule 

is to maintain extremely low prices and by that serving the many people, who usually 

have limited resources.162 In addition to their image of providing affordable, quality 

designs, IKEA promotes an image of creativity, playfulness and fun.163 

7.3.4&Brand&awareness&and&loyalty&
IKEA’s brand awareness is an extremely important part of the IKEA business.  

According to former CEO of the IKEA Group, Anders Dahlvig IKEA’s brand 

awareness has always been higher that the company’s actual size and sales volume.164 

Interbrand’s “Best Gobal Brands” of 2010 supports this: “[IKEA’s] awareness levels 

are incredibly high for a business of its size, which speaks to the affinity for the 

brand.”165 In January 2014 IKEA was ranked the strongest brand according to Danish 

consumers by the Danish media and communications agency Mindshare.166 The same 

study shows that IKEA’s brand awareness in Denmark is 99% and that the amount of 

Danish consumers who are willing to act as ambassadors for the brand, in the study 

called “level of commitment”, is 33%.167  

7.3.5&Sub&conclusion&III&
Since IKEA opened their first warehouse in the late 1950’s, they have based their 

brand on the principles established back then. They included doing everything 

differently than their competitors; having warehouses outside of major cities, self-

service, global sourcing and targeting a younger and less wealthy group of consumers. 
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Since becoming a global brand in the 1970’s, IKEA has become the 53rd best brand 

in the world and has an estimated value of $18.5 billion. Founder of IKEA, Ingvar 

Kamprad, encapsulates the IKEA brand with Smålandsk common sense. He stated 

their core value proposition; “To create a better everyday life for the many people by 

offering a wide range of well-designed, functional home furnishing products at prices 

so low that as many people as possible will be able to afford them”.  IKEA’s brand 

awareness, loyalty and thus brand as a whole is very strong in the Danish market.  

7.4&IKEA&hacking&
In the following I will elaborate on the concept of hacking consumer products and go 

further into hacking IKEA products. This includes an insight into the IKEA effect, the 

actual process of hacking and the creation of identity, both individually and as a group 

through hacking.  

7.4.1&An&introduction&to&hacking&consumer&products&
Hacking consumer products is not a new concept. Before mass production entered the 

field of design in the early 1900’s and was highly optimized by Henry Ford’s 

factories in the 1920’s, each design was created individually.168 Each piece of 

furniture created was handcrafted and therefore had its individual minor deviations, 

which could be categorized as random. However some of these random deviations 

would prove useful. The people using the design would appreciate and prefer designs 

with a particular deviation and therefore order a design with this particular deviation 

the next time they needed a new product. Eilert Sundt exemplifies this in his study 

“På Havet” from 1861, where Norwegian fishermen developed the best possible 

fishing boats over a longer period of time:  

“…even a small deviation may be detected when sailing, and it is not 

accidental that the sailors will detect a boat that is better or more convenient 

than the others (…)”.169  

The responsibility of the consumer to engage with their products in such a way 

became less pertinent when mass production emerged. Designers came into play and 

their role was to design products for the broad masses.   
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Since then, the general approach to designing a new product has been to create a 

response to an average need of a specific target market. This creates general products 

satisfying average needs.170 However the consumers, target markets and demands are 

changing. Emerging technologies, new opportunities for on-demand shopping, 

entertainment and connectivity has become a part of everyday life for the Western 

consumer. The world is growing ever more connected as the consumers grow more 

diverse and demanding. The choice of products and services is bigger than ever and 

yet the consumer still seems dissatisfied.171  

7.4.2&IKEA&hacking&
There are many different definitions of what constitutes an IKEA hack according to 

the IKEA hackers interviewed for this paper and other researchers on the 

phenomenon. An IKEA hack could be anything from a small customization like 

cutting an inch off your IKEA shelf so it fits in perfectly for your particular closet. It 

could mean turning an IKEA salad bowl into a lamp, where you are not changing the 

look of the bowl but merely changing its function. Or it could be in the other end of  

the spectrum like Dutch artist Sander van Bussel who created conceptual art piece - a 

gynecologist examination chair – out of IKEA furniture. There are even instructions 

on how to make your own IKEA love toy made from the IKEA OMSORG shoe tree 

and the IKEA PRODUKT milk-frother.172   

 

Some of the more popular posts on www.ikeahackers.net are somewhere in between 

the minor and major customizations, which are accessible and doable for most people. 

They include converting the KNUFF magazine files into a coffee table or making a 

decorative Chevron pattern on your otherwise bland, white ERSLEV rug.  

7.4.3&Embodied&embeddedness&
IKEA hacking as a phenomenon must be seen as a practice in which the brain, body 

and world interplay and form the behavior of the IKEA hackers. The phenomenon can 

therefore be viewed as an embodied and embedded practice.173 This is a break from 

the former concept of the brain simply processing input and creating output in a 
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world, which is merely a playground in which the individual acts. IKEA hackers are 

not just accepting input (the products offered by IKEA), and generating the required 

output (IKEA products assembled according to IKEA’ instructions) disregarding a 

critical view of the world around them.  

 

Andy Clark argues instead that the world of artifacts, texts, media and cultural 

practices surrounding human beings, make it possible for advanced problem solving 

that factor in these external resources to utilize the properties most optimally for an 

embodied solution.174 

IKEA hackers approach the task of hacking by multiple, on-going, real-time 

adjustments, which becomes a co-ordination between the inner and the outer, 

embedded in their physical environment.175  IKEA hacking is thus a physically 

embodied, environmentally embedded practice, where the conceptual and the physical 

melt together. IKEA hacking is a curious mix of a highly embodied and embedded 

practice in which the physical products created become an external symbolic 

manifestation of the bridge between the inner and the outer world.   

7.4.4&The&IKEA&Hacking&Effect&
Norton et. al.’s study on the IKEA effect and how labor leads to love, proves the 

effect self-assembly has on the perceived value of a product, when the consumer 

successfully engages in the tangible process of assembling it.176 This is inherent in 

most of the products from IKEA, as they require the consumer to engage in self-

assembly. The IKEA effect gets pushed a step further with IKEA Hacking. It adds 

another aspect to the IKEA effect as it takes more than the consumer following the 

instructions that come with the product. The hackers voluntarily engage in a more 

complex interaction with the modular products. They use their own creativity and 

imagination to further develop and share their hack.  

 

The IKEA effect is particularly present when people successfully complete a labor-

intensive task. The more labor-intensive the task the more the consumer comes to 

value the fruits of that labor and the products they have created.177 Hence the IKEA 
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effect is magnified when consumers engage in IKEA hacking putting in additional 

labor than simply following required instructions. 

Goods that have been through a personalization process such as IKEA hacks represent 

personal time, labor, effort and creativity. These factors affect the relation to the good 

and transform a house into a home for the consumer.178 People, who might not 

consider themselves as builders, can experience a haptic satisfaction of creating 

something out of the ordinary through IKEA hacking.179 The added value is not 

created by the product itself but by the experience of interacting with the product. 180 

7.4.5&The&transformation&from&functional&to&hedonistic&value&
Tore Kristensen defines a transformation of the symbolic meaning of an object as 

follows: “A transformation is a change in the basic set of personal criteria due to a 

process where the single individual interacts with a cultural system of meaning.”181. 

The interaction between the subject and the object is the main area of focus. The 

person who co-creates, in this case the IKEA hacker, adds or creates value in relation 

to the specific context and object he or she is interacting with.182 

 

A common motivation to start an IKEA hack is a specific need for a specific product, 

which is not available to buy through the standard solutions offered by regular 

suppliers. This product usually needs to have a specific function that will fulfill the 

hacker’s need. This can be minor changes to small products or bigger hacks to large 

pieces of furniture. The product must somehow be improved after it has been hacked 

before it can be deemed a successful hack. The hacker must see a possibility to 

improve a product before he or she begins the process of hacking.  

 

The IKEA hacker IKEA hacker B, expressed that to him IKEA hacking is about: 

 “(…) taking everyday objects and creating them into something else (…) You 

can get the basic functionality from anything you buy at a store, but you can add 

something to it that actually makes it more useful or more valuable to you.”183.  

 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
178!Rosenberg!(2005),!p.!8!
179!Rosner!(2009),!p.!2!
180!Ford!(2012),!p.!281!
181!Kristensen!(2009)!
182!Ibid!
183!Appendix!3!



! 46!

Something happens during this process of creating a satisfactory functional object. 

The function of the final object becomes less of an objective. IKEA hacker B explains 

how he feels about a hack he made – loudspeakers made out of old vinyl speakers: 

“They sound like crap [laughs] but they look great!”184. The initial need for the hack – 

creating new loudspeakers – has changed. The loudspeakers are now more of a 

decorative piece than a functional product. As a matter of fact, the loudspeakers are 

not even plugged in, but they have a prominent place in his living room and are 

proudly shown off to guests in his home as well as on his personal blog.185 Its value 

has shifted from being functional to being hedonic.  

7.4.6&The&process&of&hacking&
The process of IKEA hacking involves a process of trial-and-error. A process many 

hackers finds as enjoyable as the actual finished product.186 The actual process of the 

creating the hack is equally as, if not more, important as the initial need for a 

functional product. Hacking prioritizes skill development, which comes through the 

hacker’s practice of their activity.187 Planning out the project and gathering the right 

parts and tools can be a process that lasts months.188 IKEA hacker B states:  

“I think to me it’s not always a question of what do I need. It’s also a question 

of, what could be a really cool and fun project to make (…) I love sitting with the 

result but when a project is done it’s… done! And a lot of the fun of it is getting the 

idea [and] trying to evolve the idea into a meaningful concept (…)”189 

 

Another hacker stated: “…the actual act of it is pretty satisfying too – the measuring, 

the cutting… there is definitely and added dimension of satisfaction if there is no 

template.”190 

 

IKEA hacker A explains that to him, the process is the most important motivation for 

doing IKEA hacks. He explained that hacking IKEA products and other products in 

general is a hobby for him. Not a month goes by where he does not finish around five 
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different hacks. He has previously given away finished hacked IKEA products to 

friends or family, because he did not even need the finished result. 191 

“You are developing something (…), you start a process and you finish it and 

you see a result and maybe it was not the result you were expecting, but you can learn 

something from that too. Next time you [hack] something you’ll be better at it. You 

gain experience.”192 And further: “It is the process that I enjoy. That is were I 

relax.”193 

7.4.7&Creating&an&identity&through&hacking&
Since modern consumers use the goods they buy to signal who they are or who they 

want to be, it is interesting to look into the reasoning of modifying the products that 

the IKEA hackers interfere with.194 They spend time and effort on modifying the 

product they have bought in order for the object to fit their exact needs and wants and 

thereby send out a signal of their exact personal identity. The symbolism of exhibiting 

a personalized IKEA hack is not just about displaying status symbols, but rather: 

“…how the three elements of practice (image, skills, and stuff) are integrated into a 

larger system of practice.”195 A successful IKEA hack can be used to signal a 

competent and creative identity to the self.196  

 

By adapting instructions from www.ikeahackers.net or guidelines or suggestions on 

how to hack a product from IKEA does not actually equal a unique product. It could 

be that many people have followed the same instructions and created the same hack.  

However with the consumer taking an active part in constructing and modifying their 

product they will enjoy an experience of perceived uniqueness that will increase their 

satisfaction with themselves, the product and ultimately the brand behind the 

product.197!

 

This formation of subjective meaning is thus created by three factors: First is the 

personal experience, which is the actual personalized hack that the consumer creates. 
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Secondly, the opinions of local experts, which in this case are experienced IKEA 

hackers sharing experience and helpful advice. Thirdly the prejudices of friends and 

so on help support the ideas and understandings of the displayed self.198  

!
These thoughts of identity through consumption and further through hacking IKEA 

products not only lead to a higher estimation and value of the product for the 

consumer, but according to studies done it creates a greater willingness to pay to 

posses them. 199  In other words the hacker experiences many positive feelings 

associated with hacking consumer products. IKEA hacker B tells me the following 

about a laptop stand he created out of a scrap piece of plastic (not an IKEA hack):  

“(…) I brought it to the office one day and everybody was laughing and 

saying: “You know that people make those professionally, right? You can get one that 

doesn’t look crappy”. And was like: “But I made this myself!””200 

 

An IKEA hacker expressed that the homogeneity of IKEA’s furniture line represents 

“(…) a lack of style [because] style is lost when too many people buy the same 

brand.”201. Having IKEA furniture thus becomes an expression of a homogenous 

identity. Having hacked IKEA furniture on the other hand becomes an expression of 

your personal identity: “Once you modify something, you personalize it. And I mean 

‘personalize’ in a rather true sense. It’s no longer the creation of some ‘other’ but 

one’s self.”202. 

7.4.7.1%SmartEshopper%feelings%
A motivation for the hackers to hack into IKEA is that it evokes so-called smart-

shopper feelings. Smart-shopper feelings are present when the consumers experience 

positive feelings when being responsible for obtaining a discount.203 The perceived 

discount obtained for IKEA hackers lies in having bought cheap materials at IKEA 

and creating the product yourself, instead of paying more money at a higher-end 

design company to receive a tailor-made solution. IKEA hacker A supports this:  
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“IKEA is just so wonderfully cheap and wonderfully easy and there are so 

many more options working with it than going out and buying something expensive 

somewhere.”204  

 

The case of the IKEA Hackers recognizing themselves as smart-shoppers shows that 

there is discrepancy between the perception of hackers and reality. A study conducted 

by Mochon explains that even though consumers’ feelings of being a smart-shopper 

increases, so does their willingness to pay.205 Some of the hackers explained how over 

time, their projects demanded more time, tools and materials than they had 

anticipated.206 The IKEA effect thus becomes a blinding mechanism, convincing that 

the practice is still well worth the time, money and effort207 

7.4.7.2%IKEA%hacking%without%knowing%it%
Studies have shown that up to 30% of consumers report to have hacked a product for 

personal or in-house use.208 IKEA Hacker B shares his thoughts on IKEA hackers 

doing what he calls “everyday hacks”: 

“(…) taking a little hook and screwing it to the bottom of a shelf to hang your 

cups from is an everyday hack, but people don’t tend to think about it. To them it’s not 

a hack it’s just a practical solution. So I am not sure I am much more of a hacker than 

a lot of other people are.”209 

 

This sparks the question: Are IKEA’s consumers in fact already hacking their IKEA 

products into designs that fit their personal needs, without being aware of that they are 

in fact IKEA Hacking? In that case there is a large group of consumers that could 

potentially be involved differently than they currently are.  

7.4.8&IKEA&hacking&as&a&subcultural&community&
The symbolic meanings formed and created through consumption and thus hacking 

IKEA products do not only refer to the individual. They can also create meaning in 

relation to others. The emergence of social groups around the shared practice of 
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hacking is an important aspect of the practice itself.210 Through a shared use and 

common understanding of specific consumption-based symbols, in this case IKEA 

products, the consumer can see him or herself as part of a group. This group is not 

merely an IKEA fan club however. They hack into the use and meaning of the IKEA 

products and by that differentiate themselves from the hegemonic ideology of the 

cultural whole and thus constitute what can be defined as a subculture.211 When 

consumers hack their IKEA products, they use these mass-produced items to express 

individuality and togetherness. IKEA hacking thus becomes a cross-cultural, cross-

socio economic and cross-demographic mass consumer subculture.212 The IKEA 

hackers themselves illuminate an emergent practice that provides insights into 

contemporary changes in consumerism and creativity.213    

 

The IKEA hackers alter the symbolic meaning of IKEA and by that they create a 

subcultural group identity. Based on the practice of IKEA hacking each individual 

then reframes the altered symbol by creating a self-constructed identity – making a 

personalized hack.214 Thus any new, personalized meaning of self derives from a 

representation of an existing group-constructed meaning.215  Meanings are derived 

from IKEA, sub-culturally shared by the group and subjectively interpreted by the 

individual.216   

 

The newly appropriated signs of the IKEA hacks are common only who know of 

IKEA hacking and this ‘secrecy’ adds identity to the subcultural group.217 However 

the subculture is not closed off. To be a member of the IKEA hackers subculture, you 

do not need to be an active member. There is no pressure on how you participate. You 

can be part of the community by simply checking out other people’s hacks – you do 

not have to hack anything yourself. 218 This is what is called a ‘lurker’ in new media 
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language.219 The IKEA hackers thus represent two types of communities at the same 

time; the first one being a tight community, where people spend hours creating and 

sharing hacks, like IKEA hacker A. A way to maintain the engagement of these 

members and thus the identity of a subculture is by doing subcultural rituals.220 IKEA 

Hacker A exemplifies this by attending what he calls “Geek weekends” twice a year 

where he and fellow hackers meet up over a weekend to share their passion for IKEA 

hacking.221 Secondly, it is a loose collective, where people can follow the hacks on 

the sideline.222 Anyone is welcome to join, but by joining you become a part of the 

understanding of going against the mainstream – by relocating symbolic meaning, 

which was not initially intended, to a mass-produced commodity.   

7.4.9&Sub&conclusion&IV&
Hacking consumer products is not a new concept. IKEA hacking is a physically 

embodied, environmentally embedded practice, where the conceptual and the physical 

melt together. The term covers small customizations to big conceptual art pieces – all 

created from IKEA products. The IKEA effect is inherent in IKEA’s self-assembly 

products and the effect is enhanced within IKEA hackers, as they voluntarily engage 

with creativity and imagination to develop their hacks. The more labor-intensive a 

hack, the higher the IKEA hacking effect will be. During the trial and error process of 

hacking, the product transforms its value from functional to hedonistic. This process 

is more important than the actual finished product itself. IKEA hackers create an 

identity through being IKEA hackers and creating modified, personal products. The 

IKEA hackers experience smart-shopper feelings when they hack, believing that they 

are saving money on what they do, even though this is often not the case. The 

symbolic meanings created through hacking help construct an identity of the 

consumer as an individual as well as a group identity. Through the symbolic meaning 

of hacking, the hackers differentiate themselves from the hegemonic ideology of the 

cultural whole, creating a subcultural group identity. The common language of the 

IKEA hackers creates a sense of secrecy and adds to the common subcultural 

understanding. Within the subculture, the members can be either an active member, 

hacking, sharing and engaging as well as a passive member, lurking, observing, and 
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finding inspiration. The perceived value and understanding of being a smart-shopper, 

a creative person, and as a part of a community are all motivators for the hackers to 

engage in the practice.  

7.5&Why&IKEA&hacking?&
In this chapter I will firstly present my findings on the resent resurgence of the DIY 

culture within Millenials. From this I will delve into what makes IKEA hacking stand 

out as a practice and explain why this is not the case for the practices of hacking 

LEGO products and high-end design products.  

7.5.1&Generation&Y&has&become&Generation&DIY&
The so-called Millennials, also known as Generation Y, consists of young adults born 

in the Western world after 1980. Over the last years, they have started to dominate the 

crafting industry. Their ability to bring together technology, creativity and 

entrepreneurship gives new life to Doing-It-Yourself and crafting, which has 

previously been activities reserved for an older segment.223 Further this segment 

consists of a large amount of young men – a target group that has previously been 

hard to reach when it comes to home furnishings and decorations.224 The new and 

young generation of DIY’ers bring an attitude that is  

“…one of play, experimentation, and an appreciation for an intellectual 

landscape of possibility and undefined paths. It is visionary in its ability to maintain 

its rose-colored viewpoint and look beyond the nuts, bolts, and masking tape to the 

essence of something new.”225 

7.5.2&From:&“What’s&on&the&menu?”&to&“I’ll&make&what&I&want!”&
The grandparents of the Millennials are a generation before IKEA and other furniture 

manufacturers were a regular part of everyday life and so having to build a piece of 

furniture was often out of necessity more so than a mere hobby project for them. The 

sons and daughter of that generation, the Baby Boomers, grew up with this 

background, yet at the same time were the first generation to take part in the mass 

consumption movement that we now know. During this time, consumption in 
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Denmark has gone from being a thing of survival to being a thing of abundance.226 

The Millennials are the furthest removed from having to build and construct anything. 

Everything they would have a need for is literally a click away, readymade for them 

to use. So why do we see so many Millennials wanting to take part in DIY’ing and 

hacking?  

The major difference is the motives behind the crafting. It was a necessity for 

previous generations to take the tools in their own hands to build what was needed. 

The items they needed were not available to buy and they had to construct them 

themselves. Now a days, the motives behind a practice such as IKEA Hackers might 

stem from a functional need but is as much a need for personal and hedonic 

expression – a branding of oneself. One IKEA hackers stated: “For once I wasn’t just 

saying: “What’s on the menu?” I was making what I wanted”227 The DIY’ers express 

that not only are they creative and handy. They also express having time on their 

hands to engage in an activity of self-expression. Since time is a scarcer resource than 

ever for many consumers in the Western world, this has become an important point of 

image creation for consumers when they express themselves through crafting, 

DIY’ing or hacking.   

7.5.3&DIY&vs.&IKEA&hacking&
There are many websites, magazines and TV-shows that share instructions and ideas 

for DIY projects. One of the more popular websites for sharing general DIY projects 

and hacks is www.instructables.com. 228  www.instructables.com is a web-based, 

community-driven repository of how-to documents that maintains consistency 

through its structure of “step-by-step collaboration” on different DIY and hacker 

projects.229 Indeed there are many similarities between www.ikeahackers.net and 

www.instructables.com, but the main difference is the hardware used as the point of 

departure of the hacking. It is possible to buy plywood and screws across the world 

too, but the selection of products in the Danish hardware store Silvan is not 

necessarily the same as in an American Home Depot. IKEA, however guarantees the 
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same basic, affordable inventory of products across the world, making the modular 

pieces in the flat-packs an optimal meeting point for DIY’ers and hackers.230 

As IKEA hacker B explained:  

“Of course the IKEA furniture is not created to be tampered with. It’s not 

meant to be hacked. But it’s just… It’s so easy because all the structures are 

amazingly simple (…) It just makes for perfect hacking materials because it is really, 

really easy to work with.”231 

 

IKEA hacker A supports this:  

“You can improve the quality and functionality of IKEA products more so 

than any other product. To me IKEA is a basic good that I can build upon (…) 

[IKEA’s] products are so simple in their construction (…). It is easy to add something 

to make it personal (….).”232 

 

Instead of seeing the standardized IKEA products as a creative constraint, they 

become a common language – a form of communication – from which endless 

amounts of inspiration and creativity can flow from.233 This further speaks to the 

IKEA hackers as a subcultural community discussed in the previous chapter.  People 

who DIY and craft are not directly rebelling against anything.234 Many hackers 

characterize their practice as involving resistance against some authority, which is not 

the case for simple DIY’ers or crafters.235 

7.5.4&Hacking&into&the&brand&of&IKEA&
The homogeneity of IKEA – an almost McDonald’s like sameness – makes the 

phenomena of IKEA hacking thrive across the world. But it is also this homogeneity 

that IKEA hackers wish to rebel against. They are not just hacking materials. They are 

hacking IKEA. They are hacking the brand and what that brand symbolizes. They are 

mocking the modularity of IKEA – another way of saying: “This stuff is so tinker-toy, 

just wait till I turn it into something valuable!” It becomes an identity: “I am a person 
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who transform ordinary things into extra-ordinary things.” As one IKEA hacker put it: 

“It’s like being a punk member of the mainstream.”236 

 

IKEA hacking is not just a way of expressing oneself. It is a way of trying to outwit 

IKEA – making an even more functional, cheaper and well-designed (that is: well-

designed for your exact needs) product than IKEA has – with IKEA’s own product. 

As one IKEA hacker expressed:  

“To me [IKEA hacking means you] take something ‘off the shelf’, alter it to fit 

your needs – to be more ‘personal’, to make a statement, to improve it better than 

mass marketing could(…)”237  

 

IKEA hacker B explains in his own words IKEA hackers are in fact hacking into the 

marketing mix of IKEA:  

“(…)I think it wouldn’t be bad if we came to sort of a collective understanding 

of a world where we can use and reuse our things and make them better and not 

always obey to what was the cheapest way to make and ship a piece of furniture.”238 

 

The hackers are rebelling against merely obeying to the “lista” line of thought that 

Ingvar Kamprad manifested in 1976.239 And they are doing it with IKEA’s own 

products.   

7.5.5&Why&not&LEGO&hacking?&
One of the reoccurring cases used for researching consumers hacking products is the 

Danish toy manufacturer LEGO.240 LEGO is often used as a prime example of 

hacking physical, tangible products because the toy itself is made from building 

blocks that the user has to assemble himself either following instructions or his own 

imagination. The toy manufacturer has further been highly skilled in implementing 

the ideas from their users to their future marketing, branding and design strategies.241 

LEGO is therefore a relatively comparable case to IKEA. There is however one major 

difference between the two cases: An inherent part of using LEGOs is the actual part 
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of designing and building your toy. The same does not go for IKEA furniture. It is not 

a major part of owning a closet to have to assemble it yourself. LEGOs hold inherent 

hedonic values, whereas IKEA products have utilitarian purposes as well.  

Since LEGO’s products hold inherently different values and functionalities than 

IKEA’s, their design processes are also fundamentally different. It is easier for a 

company like LEGO to open up their design processes than what has been described 

of IKEA’s design processes. LEGO is in fact already embracing consumers that are 

hacking their products. One of their initiatives is LEGO Ideas – a website where 

LEGO hands over as much the design process as possible to the consumers. LEGO 

consumers come up with hacks – ideas for new products – by physically building 

them from LEGO blocks. The ideas are uploaded to the LEGO ideas website after 

which other users can rate them. When an idea reaches 10,000 votes, an official team 

from LEGO consisting of only 12 people will review the project and decide whether 

to put it into production. If this happens the hacker receives recognition as the creator 

of the product as well as royalties from sales.242 The manager of LEGO Ideas, Peter 

Espersen explains:  

 “We let the users to the heavy labor. Instead of just throwing ideas at us, they 

get to tell the story of what it is. They make a prototype and they have to market it to 

other users. It is efficient for us and if we chose to proceed with it, we have a lot of 

data to support the business case”243 

 

LEGO is embracing the consumers and hackers in their design, marketing and 

branding strategies to an extend which would be hard to attain for IKEA. The literal  

building blocks of LEGOs are small and easy to hack into something else. They are in 

their nature meant to be hacked. The same cannot be said for IKEA’s products.  

7.5.6&Why&not&highLend&design&hacking?&
There are many other design companies that, like IKEA, sell their furniture designs 

across cultures and markets. However there is a reason that one rarely sees high-end 

pieces of design hacked or tinkered with. One major reason is the price of the 

productss. It is an expensive and risky attempt to hack Arne Jacobsen’s design classic 
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“The Egg”, when you have paid 36.000DKK for it.244 It is a more affordable and easy 

risk to undertake a hack of IKEA’s PELLO chair, which you can buy for 299DKK.245 

This does not mean that hacks are not created on an upper level of designs. The 

Danish furniture manufacturer distributing many of the modern classics of Danish 

design, Fritz Hansen, hired the world-renowned Danish/Israeli artist Tal R to 

reupholster Arne Jacobsen’s modern classic “The Egg” in 2011. 50 editions were 

made and the “Tal R Eggs” now tour galleries, museums and fairs across the world as 

an object floating in the space between art and design.246 In other words, IKEA’s line 

of furniture seems to be more fair game when it comes to laymen changing and 

hacking designs. It simply would not be possible for the ordinary consumer to do the 

with more elite, designer furniture firms.247 

7.5.7&Sub&conclusion&V&
Millenials have started to dominate the crafting industry, combining technology, 

creativity and entrepreneurship. Compared to older generations who were engaging 

with DIY projects because of necessity, IKEA hackers do it as a mean of personal and 

hedonic expression. This tendency spills into IKEA hacking, which has the benefit of 

the using the same framework for their hacks. The IKEA products become a common 

language instead of a creative constraint. IKEA hacking is not just about hacking 

IKEA products. It is about hacking into the brand of IKEA and rebelling against the 

homogeneity that IKEA represents. It makes the hackers feel that they make extra-

ordinary things out of ordinary things. The toy company LEGO is often highlighted 

when talking about hacking consumer products. LEGO and IKEA are however not 

comparable as toys are hedonistic and not functional objects. Further, there is not a 

similar hacking movement within high-end design companies as the prices of the 

furniture are too high to make it accessible.   

7.6&The&Internet&and&social&media&
Since the world-wide dissemination of the Internet, it has been expected that it would:  

 “… transform daily life, reveling in the hazily celebratory reverie of innovation, 

novelty and authenticity. [It has been] posited that the explosion of communication 

online would create an infinite number of taste cultures, leading to a market 
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characterized by a “long tail” with positive economic results.”248  

Indeed the Internet has transformed our daily lives and helped disseminate niche 

cultures and communities. Interestingly however, we have not seen an explosion of a 

million micro-markets. Instead we see consolidations of smaller preferences into 

larger and more consistently organized practices – such as IKEA hacking.249 New 

media and new technology is “…pushing towards a world of meaning that is both 

uniform and authentic, both global and local”250 Companies have the option to create 

more transparency and dialogue through social media – if they use it correctly.251  

7.6.1&IKEA&hackers&on&social&media&
For Millenials in particular, social media has become a part of their everyday life. 

They share, participate and engage in many things online with everyone from family, 

friends, brands and perfect strangers. Through my interviews with lead users of IKEA 

hacking, I learned that this is a natural part of hacking; Sharing pictures, instructions 

and ideas with your peers both before, during and after doing the actual hack.  

 

The aspect of sharing within the IKEA hacker movement is crucial. Everything within 

the movement is open and sharable, which is a big change in how consumers have 

been acting before. The hackers share tools, materials, knowledge, and experience 

freely with peers across the globe.252 

 

Social media makes it possible for the user to express his individual identity through 

his personal hacks and at the same time be a part of a community with people that 

may only have this one particular hobby in common; Hacking IKEA furniture.  

IKEA Hacker B uses Twitter to see if he can borrow a specific tool, he shares his 

process on his blog and proudly posts pictures of the result on Instagram or Facebook. 

He explains that he enjoys the process of doing something, documenting it and 

sharing it at the end. He then gets feedback from people who follow him or randomly 

find the description of his process.253 
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IKEA hacker A also uses Twitter to share his hacks – both the finished results both 

also during his hacking processes. IKEA hacker A is part of a community that meet 

up in real life and hack products but also follow each other on social media to keep up 

with each other’s projects.  

“Everything I do, I put up [on Twitter]. It might inspire someone and 

everything they put up might inspire me.”254   

 

Part of the enjoyment of creating a great hack, is to be able to share it – not just to 

your close network but potentially to the whole world via for instance websites like 

www.pinterest.com or indeed www.ikeahackers.net. 255  Signaling competence to 

others is an important motivation for IKEA hackers.256 Reputation is important to 

hackers, but there is a level of complexity to the relationship. Managing a reputation 

is critical for maintaining and being part of the community. This is done by 

negotiation between members and founders/managers of the different online 

communities.257 The more personally and temporally involved a hacker becomes, the 

more important his or her reputation becomes, both online and offline.258  

With the deep, inherent and natural understanding of the Internet and social media, 

the Millenials know that getting picked up by the right blog or shared on the right 

Facebook page is enough to make a trend happen and potentially showcase your hack 

to millions of people.259   

 

The hack itself is an individual expression of the consumer as a unique person, but at 

the same time, the hack is a staged transformation where the community and 

surroundings are critical. 260 Even though hacking IKEA products is an individual 

pursuit in expressing identity, creativity and wit, it is paradoxically a practice that 

requires and strives from sharing with other peers online.261 
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IKEA Hacker B states:  

 “This mediation of technology and prototyping, concept development. I’ve 

always tried to, (…) convey (…) what I’ve been doing because a lot of people 

obviously find it interesting (…). It’s also because I myself think they are cool, so 

hopefully others will think they are cool too.” 262 

 

The Internet and social media provide the consumer with access and transparency to 

information about IKEA products, instructions and hacks. This disrupts the traditional 

advantage of the companies; the information asymmetry.263 An IKEA hacker does not 

have to contact IKEA for information about their products. Instead they go straight to 

another hacker for the specific information they need.  

7.6.2&Expressing&originality&and&creativity&online&
Unlike other DIY sites where there are several options for solving a particular issue, 

originality is an important factor for IKEA hackers.  If the information already exists, 

it is not an original hack – it is a copy of someone else’s creativity.264 And as a hacker 

you are not creative unless you are recognized as being creative.265 IKEA hacker 

IKEA Hacker A explains that his motivation for sharing his hacks depends on the 

complexity of the hack: “Some things I do not mind writing longer [instructions] for, 

but all the little things… Anyone can paint a bookshelf”266 

 

IKEA Hacker B elaborates:  

“I’ve known about Ikea Hackers and visited [www.ikeahackers.net] for years 

but since I’ve had the idea of doing my shelf hack I haven’t visited it because I was 

afraid that someone else had made it [laughs]. I don’t care if anybody else says “Oh, 

did you see that on IKEA Hackers? Great that you took another guy’s idea.” That’s 

not the problem. I just really wanted to have this little win, you know for myself. I 

really wanted it to be my idea.”267 
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Interestingly, after my interview with IKEA Hacker B, he was inspired to go on 

www.ikeahackers.net anyway. He not only saw that no one had created his hack 

before him, he also decided to submit his hack. He sent in pictures, instructions and 

directions. His submission was picked out by Mei Mei ‘Jules’ Yap and uploaded to 

www.ikeahackers.net, after which it was shared through their channels on several 

social media sites. It was with a fair share of pride, IKEA Hacker B shared his IKEA 

hack, which had now received the ‘stamp of approval’ by the leading representative 

of the movement on his own Facebook and Twitter account.  As of writing this, IKEA 

hacker B’s hack has been ‘liked’ by over 100 people and it has been ‘shared’ more 

than 18 times. Eight people have commented on the hack, most of which IKEA 

Hacker B has replied and interacted with happily. Receiving the positive reaction and 

feedback from this community of people that he had never even met before, gave 

IKEA Hacker B a feeling of accomplishment and confidence and made him even 

more excited about his hack.   

7.6.3&Sub&Conclusion&VI&
The world-wide dissemination of the Internet has not created a million micro-markets. 

Instead we see smaller preferences being consolidated into organized practices, like 

IKEA hacking. Sharing is a major factor within the practice of IKEA hacking. This is 

made easy for the millenials online and on social media, which have become regular 

tools for the hackers. The hackers share their requests for inspiration, tools, processes, 

and their finished products online. By sharing, the hackers gain a reputation and 

respect from peers. Being recognized for originality and creativity are important 

factors within IKEA hacking. Even though the hack itself is an individual expression, 

the need to share it online is paradoxically communal.  
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7.7&Professional&IKEA&hackers&
It is not just consumers who have embraced the practice of hacking IKEA products. 

The creative phenomenon has spread to other areas too: “We are in the midst of a 

tinkerer-maker revolution where everyone from amateur geeks to world-class artists 

are sharing a common spirit of creative energy.”268 In the following chapter I will 

present a group of IKEA hackers that I have chosen to call “professional IKEA 

hackers”. The professional IKEA hackers are taking the hacks out of the workshop 

and putting them on the market. In the following paragraphs I will touch upon how 

some of these groups have embraced IKEA hacking within their businesses.  

7.7.1&Making&a&business&based&on&IKEA&hacks&
IKEA hacking has become more than just a fun pastime for a selected group of 

consumers. Companies like Mykea, Reform and Bemz all specialize in special 

designs made to give new life to IKEA furniture.269 The three companies respectively 

produce adhesive foil to cover furniture, fronts and tabletops for kitchens and 

upholstery for sofas and chairs – all especially tailored to fit IKEA products.270 This 

allows the consumer to buy the basis of a kitchen at IKEA for a relatively low price, 

while the fronts and the tabletops – the pieces of a kitchen that are visible – are of a 

better quality than the selection available at IKEA.  

 

This is a step between an actual IKEA hack and buying a finished product. The 

consumer has the option to personalize his or her own IKEA item without having to 

put in the time or actual effort to hack the IKEA product. However the process of 

buying a solution through professional IKEA hackers still has the user as the decision 

maker in how they want the finished result to look. They can make sure it suits their 

specific requirements and wants. It gives them the option to present the fact that their 

kitchen is not just an IKEA kitchen. It is their personalized IKEA kitchen.    

 

These IKEA offspring are not trying to pry away customers from IKEA. To the 

contrary, they encourage consumers to go to IKEA and find the basic solution they 

need – after which they will supply the finishing touches usually for a price around 

twice the amount of what IKEA offers. 
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Since it is not possible for smaller companies to compete with IKEA’s prices, they 

can compete on quality and uniqueness, which are both important aspects to the 

hackers.271 Not only are these companies hacking the IKEA products. They are also 

hacking the IKEA business itself. By having the consumer go to IKEA first, IKEA 

provides more than just the basis of the product. They provide customer service, 

advice and showrooms, which means that the companies providing special designs for 

IKEA products can make do with a simple web shop, where the products matching 

the specific needs of the consumer can be bought. Further, the markets for such 

businesses are already lined up; anywhere in the world that there is an IKEA 

warehouse, there is an option to provide additional products to make your IKEA 

products unique and special.272 The biggest challenge here is to reach the consumer 

and convince them to invest in a unique solution before settling for buying the full 

package at IKEA.273  

 

The option to order a customization of an IKEA product brings IKEA to a new 

audience. People who might not have wanted to be associated with an IKEA kitchen 

before, now sees the opportunity to get a specially customized kitchen made by a 

carpenter for 25% less than what they would normally pay – and the perceived smart-

shopper feelings ensue.274 275 These are also consumers who might not venture into 

hacking IKEA products themselves. They would rather pay for a tailor-made solution 

and thus the professional IKEA hackers are a great option.   

 

IKEA has welcomed the companies that have based their business models on hacking 

IKEA products professionally, as long as the professional IKEA hackers are not using 

IKEA’s registered trademark and that it is clear that the consumers understand that 

they are not making business with the IKEA brand when interacting with the 

companies.276  
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7.7.2&Making&art&based&on&IKEA&hacks&
Other people have embraced IKEA hacking professionally but at the other end of the 

spectrum, such as previously mentioned Sander van Bussel, who created an art 

installation out of IKEA products; a gynecologist chair with stirrups made out two 

SNILLE office chairs. This hack was never meant to be functional or to be put to use. 

It is an IKEA hack, which has one function; to provoke and stir up discussion.277 This 

is however a great example of how IKEA hacks are more than just hacking the 

product. You are hacking into the IKEA brand and everything it stands for. 

 

When you add these professional IKEA hackers to the mere hobby hackers of IKEA 

products, the amount of creativity and design happening outside of IKEA’s design 

studios is massive. It may not be:  

“…design in a traditional sense (…), but in some ways it actually embodies 

the exploratory spirit of design better than our own professional practice. Are these 

emerging hacker-explorers starting to out-create the creatives?”278, Carla Diana of 

Georgia Institute of Technology asks rightfully. 

7.7.3&Sub&conclusion&VII&
It is not just regular consumers that have embraced the IKEA hacking practice. 

Professional IKEA hackers have made a business from hacking into IKEA products 

and selling them to consumers, placing them on a step between the IKEA hackers and 

IKEA itself. The professional IKEA hackers are not trying to pry away customers 

from IKEA. They encourage them to buy their basics at the warehouse first after 

which, they will provide specialized solution. These companies cannot compete with 

IKEA’s prices but they represent the option of better quality and uniqueness making 

presenting IKEA’s brand to a new audience who might not have engaged with IKEA 

earlier because of the lack of the two factors. IKEA has welcomed these companies as 

long as they do not infringe the IKEA trademark. Some artists have embraced IKEA 

hacking as a medium for their art, making art pieces from IKEA products that do not 

possess functional value.  
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7.8&Legal&risks&
The practice of IKEA hacking could potentially involve legal risks that IKEA should 

consider. I the following I will present the legal dispute between the owner of the 

website www.ikeahackersnet and IKEA and further present the two main legal issues, 

IKEA hacking represents: Trademark infringement and product liabilities.  

7.8.1&www.ikeahackers&and&the&cease&and&desist&notification&
As the interest for and the popularity of the website, www.ikeahackers.net rose, Mei 

Mei ‘Jules’ Yap decided to devote all of her time keeping the site updated. This meant 

quitting her job and instead having adds on her website which would pay for her time 

and efforts spent. In June 2014, Yap received a cease and desist letter from IKEA’s 

Legal Department because of what IKEA claimed was “(…) infringing use of the 

IKEA trademark.”279 

From a legal point of view IKEA decided that, hacking IKEA furniture and making 

money off of advertisements on www.ikeahackers.net using IKEAs name and logo 

can be viewed as an infringement. IKEA insisted that she would hand over the 

domain name (www.ikeahackers.net), stop using the IKEA logo and anything 

trademarked by IKEA, which includes all IKEA products. Further they would force 

her to close down her Facebook and Twitter activities connected to the site.280  This 

action was to the contrary of what Kamprad states as the right thing to do in his 

manifest from 1976:  

“The finest victories are those without losers. If somebody steals a model from 

us, we do not sue them, because a lawsuit is always negative. Eventually we solve the 

problem instead by developing a new and even better model”.281  

Once again the organizational structure of IKEA and the many silos the company 

works within, came into play. What seemed correct in one end of the organization 

was damaging to other departments such as the communications department that 

would have, and essentially did, attack the issue from a very different angle. 

IKEA withdrew the cease and desist, and made a public statement to apologize after 

public outrage and lack of understanding from customers, users and hackers.282 
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Anders Westny, Project Manager of Risk & Compliance at Inter IKEA Systems B.V., 

called up Jules apologizing, saying that he did not recognize IKEA in the cease and 

desist letter and that it was indeed not “(…) the spirit of the [IKEA] brand”.283 He 

then made further amends by inviting Yap to visit the IKEA headquarters in The 

Netherlands and Sweden and work out “an even better model”, as Ingvar Kamprad 

would phrase it.284  It has not since been made public, what happened at Yap’s visit at 

the IKEA headquarters and what has happened between the two parties since. 

However www.ikeahackers.net is still up and running like it was before the legal 

issues arose, so a settlement must have been made somewhat in Yap’s favor.  

7.8.2&Trademark&infringement&
In spite of IKEA letting go of the cease and desist against www.ikeahackers.net there 

are risks of infringing IKEA’s trademark and IKEA. A trademark has four important 

factors: It is a badge of origin, it indicates the quality of the good, it works as an 

advertisement for the product and it can be seen as an investment in consumer 

awareness made by the sender.285 

As stated previously, IKEA’s brand and thus their trademark is highly successful. 

There is good reason to be protective about it.  When people hack IKEA products and 

thus the IKEA brand, it is a practice which is occurring out of IKEA’s hands. IKEA 

cannot control the process that happens in people’s homes. This means that IKEA 

cannot guarantee the quality assurance of the products after a hack has been executed. 

They can only stress the importance of following the tried and tested instructions that 

come with the flat-packed products.  

This poses a risk, as the hacker will still to some extend connect the hacked product 

with the IKEA brand. Markus Ekewald, Sales Executive of IKEA states:  

“We appreciate the interest in IKEA and our assortment, just like we 

appreciate the growing interest of being creative and personalizing (…) our furniture. 

(…)”. He continues: “We will always make sure that (…) the IKEA trademark owned 

by IKEA Systems B.V. is not infringed.”286  
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7.8.3&Product&liabilities&
Another potential legal issue is if people get hurt when hacking an IKEA product or 

while using a product that has been hacked. As IKEA Hacker B mentioned that he cut 

his thumb many times during his IKEA hack – not on the knife he was using but on 

the sharp edges of the IKEA shelf that he was hacking and thus cutting into. IKEA 

Hacker B showed me his “battle scar” halfway joking but also with a fair share of 

pride.287 However not all people would react the same way. There is potential for 

consumers to really hurt themselves when they steer away from the suggested, tried 

and tested instructions. IKEA cannot maintain an assurance of quality of their 

products once they are hacked. When consumers hack IKEA furniture, people will 

still associate the product with the IKEA brand and if this product does not live up to 

the demands of IKEA according to for instance safety measures, then who bares the 

responsibility?288  

This could end up in complaints or even lawsuits that could be damaging to IKEA. 

Including IKEA hacking in IKEA’s future strategies would require communication 

and clear guidelines between the marketing, branding and design departments and the 

legal department of IKEA are therefore crucial in order to avoid potential legal 

loopholes.  

7.8.4&Sub&conclusion&VIII&
In June 2014 the founder of www.ikeahackers.net, Mei Mei ‘Jules’ Yap received a 

cease and desist letter from IKEA’s legal department as they claimed her activities 

were infringing the IKEA trademark. This is not consistent with Ingvar Kamprad’s 

manifest from 1976. IKEA withdrew the cease and desist order after public outrage 

from customers, users and hackers. There are risks of trademark infringement within 

the IKEA hacker practice. IKEA cannot guarantee quality assurance and standards 

when consumers deviate from the instructions and directions stated by IKEA. Product 

liabilities are also a legal risk IKEA must take into consideration, when looking at 

IKEA hacking. Since many of the hacks created serve a functional purpose, people 

could potentially hurt themselves during process of hacking or while using their self-

made hack. This calls for clear legal guidelines as well as clear communication 

between the departments of IKEA as well as from IKEA to the potential hackers.   
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8.&Analysis&
In the following chapter I will approach the normative level of my paper, answering 

how IKEA may include the practice of IKEA hacking in their design, marketing and 

branding strategies.  

8.1&Including&IKEA&hackers&in&IKEA’s&design&process&and&strategy&
Since the founding of IKEA, the company has had a modern approach to design, 

being a part of the whole process from design and production to distribution and 

consumption. Mass production and mass consumption have been both enablers of and 

enabled by IKEA throughout history. However there are limitations to taking the 

design strategies and processes a step further in the latest tendency within design and 

new product development – including the consumers in the design processes.  

 

Based on my findings, including IKEA hackers in the processes would be 

complicated to say the least. Changing IKEA’s design strategy would mean changing 

IKEA’s overall strategy as well as the structure of the company.  

 

The constant focus on keeping costs low is one of the major hindrances of including 

IKEA hacking in IKEA’s design processes. Implementing the “hacker way of 

thinking” in the design process is expensive. It would require opening up the modular 

products even more, making it possible to mass customize IKEA products. To make 

more options to hack into, every step of the supply chain from producing specifically 

demanded raw materials to storing the many extra flat packs in the warehouses would 

be a costly affair and it would be a far stretch from Ingvar Kamprad’s initial idea for 

the IKEA designs. I was even informed, jokingly, that the research I was doing for 

this paper on including IKEA hacking in the design strategy of IKEA, was disruptive 

and counteracted Ingvar Kamprad’s founding principles ideas that IKEA is still living 

by today.289 

 

Interestingly, the same tendency of hacking products has been seen with the toy 

company LEGO’s building blocks and they have managed to include the LEGO 

hackers successfully in their design processes developing new products in 

collaborations between the users and the company. However as LEGO and IKEA are 
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not comparable cases because of the company structures and the functionality of final 

product they sell, it would not be the same uncomplicated effort for IKEA to include 

the IKEA hackers in their design processes as it has been for LEGO.  

The reasoning behind IKEA’s designs is not that they must be modular and flexible 

enough for potential IKEA hackers to hack into them. It is simply not an aspect in 

their design strategy and based on my findings I would deem it hard for it to become 

part of the strategy. The fact that their consumer’s modify and change their IKEA 

products once they get them home is not of relevance to IKEA’s designs. The 

company should continue their focus on core value of creating democratic design that 

should be affordable for everyone. IKEA are thus doing the right thing design-wise by 

continuing to make affordable, functional, modular products delivered in flat-packs, 

while still being on top of trends, tendencies and options for production – the way 

they have done it for almost 6 decades.  

8.1.1&From&modern&consumers&to&postLmodern&consumers&
Conducting research for this paper has proven that the real lessons to be learned are 

not from IKEA as a company but rather from the IKEA consumers and in particular 

the IKEA hackers.  If IKEA represents democratic design, IKEA hackers take the 

democracy one step further. It is taking the designs of IKEA to another level. They 

represent consumers that have unique needs, which leave many displeased with 

standard products.290 The modular, modern, mass-produced furniture, which has 

become symbolic of the construction and presentation of the middleclass, is 

transformed in the homes of the consumers. These displays of individuality and 

personal expressions become a post-modern counter-reaction to the mainstream 

culture of mass-consumption.  

 

Yet these fragmented symbols of individualism become part of a larger scheme as the 

IKEA hackers take pictures, instructions and videos of their personal hacks and share 

it online for an audience of potentially thousands and even millions of other 

consumers looking to individualize their homes to express themselves. IKEA hackers 

are therefore a prime example of the demanding modern day consumer that wants 

more than “one size fits all”-solutions. Interior decoration is giving way to interior 

design and there are valuable lessons for a company such as IKEA to be learned 
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here.291 IKEA hacking is an embedded practice that uses IKEA’s brand as an 

embodiment of themselves and their surroundings.  

 

It is natural for companies to celebrate a subculture like the IKEA hacker practice as 

some curiosity to be lurked at from afar. It may take some effort to embrace the 

people and the practice of IKEA hacking but the knowledge gained will be well worth 

it.292 There is no other way to approach it – direct interactions with consumers and 

their communities are critical.293 Making it possible for the consumer to co-create 

value through hacking means individualized interactions and experiences that 

involves more than a company’s á la carte menu.294 

8.1.1&Sub&conclusion&IX&
Including the IKEA hackers in IKEA’s design process and strategy would require 

IKEA to change its whole strategy as well as the structure of the company. The focus 

on keeping costs low is a hindrance, as including the hackers early in the design 

process would be costly. Even though LEGO has successfully achieved to include the 

consumers hacking LEGO products in their design strategy, it is not comparable for 

IKEA to do the same. The fact that consumers hack into their IKEA products is not of 

relevance from IKEA’s design strategy point-of-view. IKEA is thus doing the right 

thing by continuing their design strategy as it has been successfully carried out over 

the last 60 years. If IKEA represents democratic design and modern consumers, IKEA 

hackers represent democracy in its fullest potency as well as postmodern consumers. 

The fragmented, individual expressions of identity presented through hacks becomes 

part of a larger scheme, when they share their hacks within the community and 

subculture of the IKEA hackers. The hackers represent the demanding modern day 

consumer that wants more than “one size fits all”. The embedded practice is an 

embodiment of themselves and their surroundings. The easy thing for IKEA to do is 

to appreciate this from afar, but they should engage with these consumers through 

direct, individual interactions and communication.   
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8.2&Including&IKEA&hackers&in&the&marketing&strategy&
My findings show that if IKEA wishes to include IKEA hacking and hackers in their 

future strategies, it is a task for the communications departments of IKEA – not their 

design department. At the communications department of IKEA they are looking at 

the needs of the consumers. This is where they convey how to solve the challenges 

the consumer is facing through IKEA’s collections. This could potentially include 

IKEA hacking too.295 This is where the relationship with the consumer is established 

and supported. It is also here that the option to implement the IKEA hackers in the 

future strategy.296  

In order to include IKEA hacking in the marketing efforts, IKEA must understand 

that every encounter between the company and customer relies on collaboration of 

knowledge, skills and capabilities.297 This means that IKEA must educate and train 

their employees to accommodate the new expectations of interaction of the consumers 

willing to participate.  

8.2.1&IKEA&hackers&are&a&hot&and&relevant&target&group&
By addressing the IKEA hacker movement, they are addressing a “hot” and relevant 

target group, like former CEO of the IKEA Group, Anders Dahlvig has emphasized as 

crucial for the IKEA brand.298 Acknowledging the IKEA hackers and their practice 

will create an opportunity to utilize the added value that the IKEA hackers bring to 

the brand. Further a large quantity of the IKEA hacking community consists of young 

men, which is a target group that can be hard to reach when it comes to interior 

decoration and home furnishings. IKEA has the option to reach these men by 

speaking to them in a language that they understand – hacking.  

8.2.2&Promoting&at&www.ikeahackers.net&&
The pending lawsuit against www.ikeahackers.net founder Yap was a big marketing 

mistake. Threatening her to close down www.ikeahackers.net could not be a worse 

signal to show the IKEA customers. The fact is that the website is essentially a fan 

base, where people from all over the world share their excitement about the IKEA 

brand and products should encourage IKEA to support Yap and her efforts. 
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From a marketing point-of-view, IKEA could push the envelope even further. Since 

the website is essentially a fan base for devoted IKEA consumers willing to spend 

time and effort not just researching, buying and assembling their products, but further 

develop and add value to the products, www.ikeahackers.net has become a hub for 

loyal customers. Everything that goes on at the site is word-of-mouth, or perhaps 

more adequately ‘word-of-mouse’ appraisal and suggestions on how to get the most 

out of your IKEA product. It is simply not possible for a company like IKEA to 

achieve this sort of publicity through their own marketing channels.  

8.2.3&Building&a&longer&lasting&relationship&
IKEA hackers are following the IKEA mentality of “We do our part, you do your 

part, together we save money”. IKEA expects the relationship with the consumer to 

end there. Stating: “You do your part” equals stating: “You do, whatever you need to 

do. It is out of our hands and how you go on from here is up to you.” However IKEA 

hackers do more than their part. They develop the products in a personal, creative and 

innovative way. IKEA Hackers thus present a challenge for IKEA – the consumer 

wants more of a relation after the transaction has been completed.299  

 

Including co-creation of value in their marketing strategy would force IKEA to move 

away from viewing the market as a simple target of the firm’s offerings.300 There is an 

opportunity here for IKEA to include the hackers and move into a more customer-

centered style of communication by building on to the relationship with the IKEA 

hackers. This would mean a more personal form for communication and creating an 

ongoing dialogue. It would require reaching out to the consumers after they have 

picked out, driven home and assembled the furniture and thus supporting that the 

relationship does not end there. It continues in the homes of the consumers and not 

least online.  Focusing on relationship marketing would require challenging the 

traditional distinct roles of the consumer and the company.301  

 

IKEA must realize that whether they want it or not they are a major part of IKEA 

hacking. They could choose to ignore the movement and continue to think, “We do 

our part, you do your part…” but in reality, when the hackers are doing their part, 
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they are prolonging the relation between themselves and IKEA. Any major company 

deciding to ignore a large group of consumers craving more of a relation with your 

brand, is missing out.  

 

IKEA has the opportunity to embrace their position in the IKEA hacking practice. 

Their judgment, approval and emphasis on specific hacks or hackers could be the 

most important voice in the community. Further, this would make IKEA enter the 

dialog with the IKEA hackers, which is happening right in front of them anyway, and 

it might even help them take part of creating access and transparency from the source, 

the company, itself instead of it coming from a third party – another hacker.  

 

Creating a relation based communication strategy with a focus on co-creating value 

between the consumer and IKEA, means converting the market into a forum where 

dialogue can stream back and forth – not just one-way from IKEA to the consumer.302 

IKEA must welcome transparency, access and openness, which must be supported by 

infrastructure for dialogue.   

 

IKEA can make consumers co-create value by creating an experience environment, 

within which individual consumers can create their own personalized experience.303 

This further stresses how it is in fact not about the product itself but the experience of 

interacting with the product.    

8.2.4&Involving&existing&hackers&and&encouraging&new&
Encouraging IKEA hacking is a promising way to exploit seemingly mature markets 

such as IKEA Denmark.304 Through their marketing channels, IKEA must reach out 

to people who are already doing these hacks, applauding them and encouraging them 

to do more and support their confidence and their pride in their work. This focus is 

consistent with the focus of relationship marketing – paying attention to the already 

existing customer and market. This includes reaching out to the IKEA hackers that are 

hacking without knowing it and making them aware of the movement they are in fact 

part of. Getting new users to engage in IKEA hacking and voice their opinions can be 
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complicated.305  The social processes must be build up through marketing efforts – 

preferably “buzz-marketing”, word-of-mouth and events.306 

8.2.5&Sub&conclusion&X&
Within marketing there are many benefits in looking to the IKEA hacking 

community. To do so, IKEA must educate and train their employees to create the 

dialogue needed to co-create value with the IKEA hackers. The IKEA hackers are a 

hot and relevant target group for IKEA. Thus IKEA should look into using 

www.ikeahackers.net as a platform for advertising and promotion – a better way of 

engaging with the IKEA hackers than threatening to sue them. Including the IKEA 

hackers in IKEA’s marketing strategy would include moving from transactional 

marketing to relationship marketing. This would require a customer-centered style of 

communication and an ongoing dialogue with the consumers in the homes of the 

hackers and in particularly online. Whether IKEA wants to or not, they are an integral 

part of IKEA hacking. They can embrace this position and be an important voice in 

the IKEA hacker community or they can choose to ignore it. IKEA should involve 

existing hackers and encourage new hackers to participate.!

8.3&Including&IKEA&hackers&in&the&branding&strategy&
From a branding perspective there are a lot of possibilities when looking into IKEA 

hacking. Branding is about co-producing value, which is an inherent practice within 

IKEA hacking. And it is already happening right under IKEA’s noses. With the rapid 

growth of the use of social media, there is an unprecedented opportunity for 

consumers to engage in your brand, and they will, whether you like it or not. It is 

hard, not to say impossible, to control the engagement but if you do not take part in it, 

you will have no influence what so ever.307 

 

The IKEA hackers represent a group of consumers who loyally swear to not just 

buying IKEA products, but subsequently spend hours interacting with the products, 

adding value and affection to what IKEA has provided. The process does not stop 

here. The consumer then spends hours uploading documents, pictures, and 

instructions to other peers – sometimes even with full lists with the exact names of the 
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IKEA products used and direct links to IKEA’s website so other people can find the 

products easily. It is a loyal customer base that is willing to share their excitement 

about buying products from IKEA.  It is the kind word-of-mouth – or word-of-mouse 

– that companies cannot buy for money. If IKEA does not look into utilizing the 

possibilities here, they are missing out on a great branding opportunity. IKEA hacking 

speaks to IKEA’s brand on many levels. It creates the perception of saving money for 

the consumer speaking to the smart-shopper feelings of the individual as well as 

evoking the IKEA hacking through promoting the creative, playful and fun side of the 

IKEA brand.308  

 

By not including the consumer in co-creating value you are forcing them to buy the 

cheapest option available, which is what IKEA has turned into their core value 

proposition. This implies that IKEA has implicitly made the decision of what is of 

value for the customer and this is what the IKEA hackers are rebelling against.309 

They wish to create their own value – and why not let them? If IKEA were to include 

IKEA hacking in their communications efforts they would offer the opportunity for 

the consumer to add more value to the product they have purchased instead of having 

simply saved money. It would force IKEA to move away from simply looking at their 

consumers as a target for the firm’s offerings but merely including them in creating 

more valuable experiences.310 

 

In order for a brand like IKEA to tap into the culture of IKEA hacking, they must 

understand the desire for active participation, individual customization and 

experiential value. 311 It is no longer sufficient to create a well-branded product that 

the consumer buys and then have the cycle end there. The consumer expects to work 

with and connect to the brand after the actual exchange/purchase has happened.312 

This process may seem complex and un-necessary. Why bother spending money, 

energy and efforts on the consumer after the product has been sold? However this is 

where the real branding value can be created through IKEA hacking. 
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8.3.1&Benefits&concerning&branding&
The actual action of IKEA hacking can result in positive brand awareness if the 

consumer finds the participation itself enjoyable. This shines back positively on the 

brand.313 For IKEA to show their customers that they pay attention to their actions is 

an asset for their brand.  

 

Getting a ‘pat on the back’ from friends, peers or professionals helps the hacker take 

the pride in what has been created, which further shines back positively on the IKEA 

brand.314 By encouraging consumers to hack their IKEA products through their 

communication channels, IKEA would run the risk of having them attribute a 

successful hacking experience to their own efforts, while attributing hacking failures 

to IKEA, which will negatively affect the consumer’s perception of IKEA.315  

8.3.2&Co&creating&brand&value&
The findings of this paper showed that IKEA’s brand is doing well in Denmark. IKEA 

is popular with most Danish consumers. The IKEA hackers represent a particular kind 

of consumer of IKEA products. They are a loyal group of customers as they swear by 

using IKEA products for their hacks and further spread their excitement of the hacks. 

In spite having created a subcultural identity around rebelling against some of the 

things IKEA stand for, they still loyally buy IKEA products for their hacks. IKEA 

would do wisely in tending to these loyal customers who help spread the positive 

awareness of the IKEA’s brand.  

 

When focusing on the IKEA hackers from a brand perspective, IKEA must make a 

strategy based on social integration, where they involve the brand communities and 

sub-cultures surrounding them.316 Without IKEA assisting them thus far, the IKEA 

hackers have excelled in engaging in the practice of word-of-mouth of the IKEA 

brand. IKEA could benefit from taking part of this process.  
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Using Hatch & Schultz’ theoretical framework on brand co-creation based on 

Prahalad & Ramaswamy’s theory on co-creating value, IKEA would have to consider 

the four building blocks consisting of Dialogue, Access, Risk and Transparency.  

Dialogue is an important element when co-creating value between the consumer and a 

company.317 Through engaging with individual consumers, hackers as well as the 

broader communities, they would create a two-way dialogue between IKEA as a 

company and the IKEA hackers as co-creators of value. This would help IKEA create 

a longer lasting relationship pushing them further into the paradigm of relationship 

marketing. By achieving a higher level of access, IKEA must accept that they can no 

longer assume opaqueness of information.318 They must make the information that the 

consumers and hackers are yearning for available. They can do so by making 

information on their products or potential hacks available. They could further open up 

their accessibility by encoring dialogue and engagement through for instance social 

media.319 The IKEA hackers are already engaging their part in the building blocks of 

dialogue and access, as the two elements are important factors of the IKEA hacker 

practice. IKEA would therefore be forced to meet the hackers on their turf when it 

comes to dialogue and access. 

 

Doing so would entail a form of communication with the consumers and hackers that 

calls for transparency and openness from IKEA.320 It could even include sharing 

information on IKEA hacking opportunities and thus encourage the process of IKEA 

hacking. This would culminate in risks that IKEA must take into consideration. If 

IKEA decides to endorse and encourage the IKEA hackers through their 

communication channels they would sanction what essentially amounts to a misuse of 

IKEA products. Precautions must be taken and close cooperation with IKEA’s legal 

departments is pivotal in order to avoid some of the legal pitfalls of trademark 

infringement and product liability mentioned in my findings. IKEA would still have a 

responsibility to discourage some choices for their consumers. Prahalad & 
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Ramaswamy use a fitting metaphor: “…the barman has the obligation to know when 

to stop serving drinks.”321 

 

 
Fig. 7, Implications of IKEA including IKEA hacking in brand co-creation 

 

8.3.3&Encouraging&the&process&
Including the IKEA hackers in the future strategies of IKEA is a task for the 

communications departments of IKEA. They should signal support and 

encouragement but not interference with the movement. They must stay out of the 

creative process of the hackers and not try to facilitate or host the hacking.  

This does not mean that they should avoid the IKEA hackers. They should encourage 

the creative processes. IKEA can emphasize the positive feelings within the 

consumers as they create a unique design for their exact needs, by showcasing support 

from the sideline. 

 

Encouraging users to participate in IKEA hacking poses a risk of leading to “mass 

confusion”, where users are simply overwhelmed by the number of possibilities and 

options at their disposal.322 It is hard for the consumer to navigate through and could 

potentially scare the consumer away from attempting to engage in a process of 

hacking and instead settle for the standard solution, which would exclude the 

consumer from the benefits of engaging in hacking.323 A disability to finish the task at 

hand could result in negative feelings towards the product and IKEA. Labor leads to 

love only when the work is successful and it will only be successful if IKEA carefully 

markets the tasks and products for the consumer.324 Straight, clear and educational 

communication from the company is therefore pivotal if it wishes to encourage these 

modifications. IKEA can never control what the consumer does with his or her IKEA 
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products, once he brings them home to assemble them, but they can expect that the 

more educated the consumer is, the more likely it is that he will make an intelligent 

choice and thus a successful hack.325  

8.3.4&Sub&conclusion&XI&
IKEA’s brand is strong in Denmark. IKEA hackers are loyal to the brand of IKEA. 

They spend time, money and effort working with their products and then sharing and 

promoting them. Branding is about co-producing value between the company and 

consumers, which is an inherent practice of IKEA hacking. With social media there is 

an opportunity to engage further with the consumers instead of missing out on the 

value created. Instead of looking at their consumers as simple targets of the 

company’s offerings, they would become co-creators of value for the brand. A 

successful hack can lead to positive brand awareness. Hacking failures could on the 

other hand be attributed to IKEA’s brand too. IKEA should make a strategy based on 

social integration and co-creation of brand value involving the IKEA hacking 

community and subculture. By doing this they must encourage dialogue and access. 

This would amount in more transparency, which could lead to potential risks. IKEA 

should signal support of the IKEA hackers through their communication efforts. They 

should encourage but stay out of the creative processes of the hackers. This takes 

clear communication in order to avoid “mass confusion” for the hackers as well as 

potentially negative experiences of the practice of hacking, which would fall back 

badly on IKEA’s brand. 
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9.&Discussion&
In the following chapter I will lay out my strategic recommendations based on my 

findings and analysis previously presented. Further I will explain the limitations of 

this thesis and from that suggestions for further research.  

9.1&Strategic&recommendations&
For some businesses and researchers, looking to consumers for co-creation of value 

and products has become the next big thing. The practice of IKEA hacking does 

present many options, benefits, and possibilities for a company like IKEA. However 

there is good reason to look at including the consumers in a co-creation process from 

a critical point-of-view instead of approaching the subject almost religiously.   

 

IKEA should not try to include the IKEA hackers and IKEA hacking in their design 

strategy. Coincidentally the 60 years of IKEA’s design tradition has spoken to the 

IKEA hackers differently than what was initially intended. IKEA should acknowledge 

this but not accommodate it by for instance including the hackers in developing new 

products or making a special line of particularly hackable and modular products. This 

would take too much of a transition within the giant organization, both structurally 

but also production and process wise.  

 

With this being said, IKEA should not disregard the IKEA hackers, their ideas and the 

creativity that comes with them. Through my research, I would argue that there are 

many opportunities for including the IKEA hackers and IKEA hacking in their 

communication strategies.  

 

The IKEA hackers represent a group of engaged and active consumers – a hot and 

relevant target group for IKEA to look into and understand further. Reaching out to 

this target group would require IKEA’s marketing efforts to move from a one-way 

transactional mode of marketing to a longer-lasting and more involved type of 

marketing – relationship marketing. One place to start this change could be 

cooperating further with Mei Mei ‘Jules’ Yap, the founder and owner of 

www.ikeahackers.net. IKEA should not only appreciate the work Yap and the other 

hackers put in for the brand of IKEA. They should aim at supporting them both from 

a marketing and branding point-of-view and maybe even consider supporting them 
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financially. Having IKEA advertisements on the www.ikeahackers.net would be 

beneficial for both IKEA and the hackers and it would be a cheap and easy way to get 

direct traffic from interested consumers to the IKEA website. This would not only 

send a better signal to the hackers than trying to sue them. It would show 

encouragement and a willingness for dialogue. IKEA would come off as a company 

and a brand that reaches out to their consumers, extending the relation that the IKEA 

hackers have been lacking.  

 

Creating a relation and a longer-lasting dialogue between IKEA and the IKEA 

hackers would include IKEA training and educating their employees to be able to take 

on this new form of communication. They should encourage the processes of the 

hackers through clear communication but they must not try to take control or 

ownership of the creative process the hackers go through.   

The main stage for this communication is online – on IKEA’s website, on 

www.ikeahackers.net’s website and in particular through social media channels. 

Promoting and communicating through official websites would still make it a form of 

one-way communication. Social media channels on the other hand inspire dialogue 

and two-way communication. Websites such as Facebook, Pinterest and Instagram 

could be helpful tools in activating customer participation by encouraging hackers to 

share their hacks, tips and instructions. The IKEA hackers are loyal users of the IKEA 

products and are voluntarily spending hours hacking, assembling and spreading the 

good word of their products made from IKEA hacks. IKEA should utilize and try to 

capitalize the positive word-of-mouth/word-of-mouse buzz that is already happening 

around IKEA as a brand through IKEA hacking. The hackers are co-producers of 

brand value and could further enhance IKEA’s brand position in Denmark, which is 

already strong. IKEA should make a brand strategy based on the social integration of 

the IKEA hacking community and subculture. This can only be done through 

acknowledging the social processes of relationship marketing.  

 

By doing this, IKEA would present themselves not just as a company that produces 

modern, affordable furniture for the many people, but further that they are a brand 

that understands the diverse and fragmented needs and behaviors of today’s 

postmodern consumers. Consumers who, in the case of IKEA hackers, want more 
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than “one size fits all”-solutions, which has thus far been the end-all-be-all of IKEA’s 

strategy.  

 

How big is the need for change within IKEA’s strategies? It would not be beneficial 

to force IKEA to make any of the above-mentioned changes; in fact my research has 

shown that IKEA is doing just fine as is. IKEA could continue as they have before 

without inviting any of the risks that come with including the IKEA hackers in the 

communication strategies. The only risk they would run in that case would be the risk 

of missing out on a great potential for reaping the benefits of including the IKEA 

hackers in their marketing and branding strategies.  

9.2&Thesis&limitations&and&future&research&
When researching for this thesis I came across many interesting challenges and issues 

that I was not able to cover in depth within the restrictions of this paper.  

 

A full length observational study of what happens, when the consumers of IKEA 

products use their products once they bring them to their homes would shed more 

light on the motivations for the people that hack into IKEA products – including the 

ones that are not aware that they are in fact hacking into IKEA products. This would 

further illustrate how to engage this group of consumers.  

The legal aspects of IKEA hacking have been of importance for this paper but they 

have proven to be much more pervasive than I have been able to cover within the 

framework of the thesis. There is however good reason to focus more research on the 

legal issues connected with consumer involvement and risks connected with hacking 

products.  

The limitations of IKEA’s possibilities of including IKEA hacking in the design 

process and strategy are interesting. The limitations are set by the structure of IKEA 

as a company and not the fact that consumers wouldn’t necessarily want to engage in 

this type of activity – co-design. Many companies are already engaging in co-design 

activities with their users, but it would be interesting to research what the potential 

market for a company that does modular furniture like IKEA would be, when 

including consumers in co-design processes early on in the design processes.  

Stating that including IKEA hacking is merely a task for the communication 

departments of IKEA and not for their design departments does not change the fact 
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that there are consumers interested in participating in that part of the process too. 

There could be potential for other brands than IKEA to look closely at the practice of 

IKEA hacking. In fact, there is good reason for other design companies to look at the 

modular designs of IKEA and the willingness of IKEA hackers to engage in the 

creative processes of co-designing new products in order to create new and innovative 

products. There is an opening in the market, which another furniture design company 

than IKEA to take advantage of. It could also be interesting to investigate the option 

for IKEA to create a subsidiary that would include IKEA hacking in their design 

strategy and thus make co-creation of new products the main structure of their 

business model.  

Another area I have not been able to touch upon with this thesis is the possibilities 

that will come with emerging technologies. Not just the Internet and social media will 

have a massive impact on the IKEA hacking movement and IKEA’s opportunities to 

include the practice in their future strategies. Innovations such as 3D printing could 

set new standards for how people consume products and interact with companies. The 

whole transaction between consumer and company would radically change and thus 

would take some thorough marketing research in order to achieve optimal utilization 

of the emerging technologies. This is a relatively untouched academic field that 

potentially could change the way consumers act in the market and thus is a field that 

should be investigated more. 

This relates to another aspect that could present itself as an interesting case for further 

investigation. With the emergence of new technologies, the world has seen an 

emergence of a new style of economy – the sharing economy. The sharing economy is 

already blooming in different sectors such as tourism, transportation and leisure, 

where people rent out their apartments, cars or tools on a short-term basis to peers in 

need. All of the transactions take place online and outside of the regular economy, 

meaning that the economy becomes circular and happens beyond the confines of the 

highly taxed welfare economy. A study on how this could potentially affect the design 

industry could prove itself valuable; what would happen if the design process would 

become even more democratized by having consumers design products for 

themselves or others, while the economic side of the process would become more 

privatized? 
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10.&Conclusion&
This paper aimed to investigate what IKEA hacking is and what motivates consumers to hack 

IKEA products and further how IKEA may include the practice in their design, marketing and 

branding strategies. The results presented in this paper are based on the findings from four 

interviews and conversations. The theories chosen to support the research proved successful 

in reaching a conclusion answering the research question presented. 

 

Firstly a description of IKEA’s current position and strategy was made. IKEA’s design 

strategy is based on making affordable furniture for the many people. The design strategies 

are based on cheap raw materials and production as well as internal competition within the 

separate design departments. IKEA’s marketing strategy has a large focus on affordable, self-

assembly products, which can be bought at their large warehouses placed outside of major 

cities or online. Mass communication and single transactions are the core of IKEA’s 

communication efforts. IKEA’s brand is based on founder Ingvar Kamprad’s visions of the 

IKEA and to this day it is one of the strongest in Denmark. 

Secondly, IKEA hacking was explained as a phenomenon where consumers embody 

embeddedness through modifying IKEA products to fit their personal needs. They experience 

the IKEA hacking effect and transform the value of their products from functional to 

hedonistic. The process of hacking is in itself more important than the finished product. 

Hacking IKEA products helps the hacker create an identity as a competent and creative 

individual. IKEA hackers also hack the IKEA brand. Originality and creativity are important 

motivations for the hackers. The IKEA hackers can be viewed as a subcultural community in 

which the Internet and social media play a massive role for exposing, sharing, and 

connecting. With IKEA hacking, comes challenges such as companies sprouted from the 

phenomenon and legal issues. 

Thirdly, it was concluded that including IKEA hacking in IKEA’s design strategy was not an 

optimal option. Instead it should be a focus for the marketing and branding departments. A 

relation based marketing strategy should be created with a long-term focus on dialogue and 

personal communication. IKEA should focus their branding strategy on encouraging co-

creation of brand value.  

 

IKEA should encourage engagement in the process of hacking but not interfere with the 

creative process of the post-modern consumers not happy with standardized products. This 

takes clear communication and guidelines and should mainly take place online as well as a 

close coordination with the legal department of IKEA. 
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Appendix&2&–&Interview&with&IKEA&hacker&A&
Interviewer: Kunne du starte med at fortælle lidt om dig selv? Alder, uddannelse, 

arbejde.  

 

IKEA hacker A: Jeg hedder IKEA hacker 1. Jeg er 30 år. Jeg er gift og har to børn. 

Så er jeg lokomotivfører og har været det i syv år nu. Før jeg blev lokomotivfører, 

læste jeg til softwareingeniør, og jeg fandt ud af, at jeg gider ikke sidde på et kontor. 

Det der med at sidde på et kontor og være bundet til noget – det er ikke mig. Men jeg 

kan enormt godt lide den dynamik og den udvikling, der er i det fag, så derfor gør jeg 

det sådan lidt på hobbyplan. Derudover har jeg været FDF’er. Jeg har været spejder i 

22 år, så lidt småt deltager jeg i det ene og det andet – hvad der nu er i området. Så er 

jeg med i forældrebestyrelsen for begge mine børn. Ellers er der ikke så meget mere.  

 

Interviewer: Kan vi prøve at snakke lidt om IKEA – helt uden at tænke på hacks. 

Hvad er dit forhold til IKEA?  

 

IKEA hacker A: Jeg er der to gange om ugen. Ikke fordi jeg skal have noget, men så 

kan man altid gå ned i  den der udgangsbistro og så bare lige få en pølse og et brød  

og lige se, om ikke de har noget enten i rodebutikken eller om de har noget på tilbud 

eller noget nyt og spændende.  

 

Jeg kom fra Norge d. 19. December, hvor min søn og jeg havde været på tur og så: 

”Ej, vi kører lige herind og spiser frokost”. Vi var på gåben og skulle med bus hjem, 

og vi købte så meget, så vi blev nødt til at gå á fire omgange. Bare fordi man lige skal 

forbi.  

 

Interviewer: Så du kender godt til IKEAs sortiment? 

 

IKEA hacker A: Ja, og jeg kommer gerne flere gange om ugen.  

 

Interviewer: Og hvad køber du så, når du er derude?  

 

IKEA hacker A: Det er meget forskelligt. Før jul, der købte vi lamper. De har fået en 

ny lampe, der hedder PS2014, og den ligner lidt Dødstjernen (Fra Starwars, red.). 
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Det er en kugle. Når du trækker i to snore, så kan den folde sig ud. Så kan du trække 

den anden vej, så folder den sig sammen igen. Den var bare sjov, og den kan man 

sikkert få gjort et eller andet ved. Så planen med den, det er, at den skal være 

mekanisk. Så den skal kunne styres med telefonen, fjernbetjening. 

 

Interviewer: Ud fra det så kunne jeg egentlig godt tænke mig at høre lidt mere om 

dine hacks. Hvorfor laver du hacks? 

 

IKEA hacker A: Jeg kan godt lide at det er personligt, og at man ikke er bundet. De 

har nogle udemærkede diodelamper. Sådan nogen, der kan skifte farve, så dem har jeg 

sat overalt på sønnens Ivar-Reol – de der ganske normale, billige reoler. Så jeg satte 

sådan én bag på hver hylde, der sidder ind mod væggen. De kan bare ikke styres af så 

mange. Jeg tror, jeg satte 12-14 meter op inde ved ham. Normalt kan kontrollen kun 

styre én meter og strømforsyningen kan drive halvanden. Så jeg har selv ændret 

elektronikken og lavet styring af det og sat en større strømforsyning på. Jeg har 

genbrugt deres kontrol, så du kan styre den derfra. Ellers kan man styre det med WIFI 

med sin telefon eller man kan tænde og slukke for det. Så jeg har åbnet deres 

kontrolboks og modificeret den med mit eget elektronik oveni og sat en større 

strømforsyning på. 

 

Interviewer: Det er vel din baggrund som softwareingeniør… 

 

IKEA hacker A: Ja og så er jeg bare generelt interesseret i elektronik.  

 

Interviewer: Så det vil sige, at det faktisk er meget analoge ting og mere tekniske 

ting… Du snakkede også om den der lampe, som du også kunne tænke dig at 

mekanisere.  

 

IKEA hacker A: Jeg kan godt lide, når det er lidt mere automatiseret end bare end 

vare. Jeg er i gang med at lave en styring af vores radiatorer og vores lys. Lyset 

virker, men styring af radiatoren… Det har så ikke noget med IKEA at gøre, men når 

man er ude, så vil jeg gerne kunne tænde for varmen. Så vil jeg gerne kunne styre 

lyset. Så jeg kan tage min telefon op og: ”Tænd lyset i stuen”. De der rullegardiner fra 

IKEA… Så når man ikke er hjemme, så om dage skal de være oppe, og om aftenen 
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skal de være nede. Så jeg har sat en motor på, så slipper jeg for at gå hen og trække i 

de der snore. Jeg har forkortet snoren, så den kun lige er 5-8 cm og så har jeg sat en 

motor på, og så kan den blive styret, når man er ude.  

 

Interviewer: Hvad er det så, der giver dig de her idéer?  

 

IKEA hacker A: Jeg ser nok muligheder i alt. De der tidsskriftsamlere, man kan 

købe i træ i IKEA. Der kan man samle fire, så i stedet for at få et firkantet bord, så får 

den den der runding i hvert hjørne, så jeg tror, det er det næste projekt, jeg skal i gang 

med udover lampen. Det fandt jeg på, på vej herud. Jeg så én, der gik med to kasser, 

hvor de stod sådan overfor hinanden. 

 

Interviewer: Det lyder som om, at nogle af dine hacks de stammer fra et reelt 

problem eller en problemstilling, du står overfor… 

 

IKEA hacker A: Nej… Vores hus det er super godt indrettet, og vi har alle de ting, vi 

skal have. Og konen bliver tit sur på mig, når jeg kommer med mere.  

 

Interviewer: Så det er mere… Hvad skal man sige… En hobby?  

 

IKEA hacker A: Ja, tidsfordriv. Jeg behøver ikke have tingene, når de er færdige. Jo, 

hvis de har en praktisk anvendelse. Men ellers, nej.   

 

Interviewer: Så det er processen?    

 

IKEA hacker A: Ja og det gælder jo så for alting. IKEA det er bare så dejligt billigt 

og så dejligt nemt, og det er så mange flere muligheder med det, end at gå ud og købe 

noget dyrt et eller andet sted.  

 

Interviewer: Vi har været lidt inde på, om du har hacket andre møbler, end IKEA-

ting. Det kan jeg næsten forstå, du har. Du var lidt inde på nu, hvorfor IKEA er godt 

at hacke. Kunne du tænke dig at uddybe det? 
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IKEA hacker A: Deres produkter er jo så simple i deres opbygning. Det er jo også 

derfor, det er så billigt. Det er nemt at tilføre noget, så det bliver personligt. 

Selvfølgelig er der nogen ting, der har detaljer, men det er stadigvæk så nemt at ændre 

det, så du får dit personlige præg på det. Du kan forbedre kvaliteten og 

funktionaliteten ikke mindst, meget med IKEA-produkter frem for andet. IKEA er en 

basisvare. Jeg køber ikke de dyre ting, eller jo, det gør jeg. Selvfølgelig køber vi 

sofaer og andre ting, men jeg vil sige det er de små ting… En lampe, en hylde. Det er 

de mindre ting, der er nemmere at gøre noget ved.  

 

Interviewer: Har du nogensinde aktivt selv gået på internettet fx for at finde et hack, 

du kunne tænke dig at lave? 

 

IKEA hacker A: Ja, men det har mest været specifikke ting. Sådan: ”Jeg ved, jeg vil 

ændre det her – hvad har andre gjort?”, og så ser man, og så kombinerer man måske 

noget af det. Blandt andet de der knopper på denne her kommode (viser mig billede). 

Jeg vidste ikke, hvad for et greb, jeg skulle vælge, og så gik jeg ind, og der så jeg på 

IKEAs hjemmeside, at de har de der store knopper til en garderobe. De var smarte. Så 

gik jeg og tænkte på det længe og tænkte, hvor kan man finde det? Så var jeg i Hjem 

& Fix og så havde de nogle andre greb, der blev solgt som knager. ”Det skal det 

være”. Og så var de også billige. Så bliver det ikke en kedelig kommode, der bare 

står. Så kommer der lidt liv i det.  

 

Interviewer: Kender du siden www.ikeahackers.net? 

 

IKEA hacker A: Ja, men det er ikke noget, jeg fast er inde på.  

 

Interviewer: Har du selv haft lyst til at dele dine hacks på Facebook eller Instagram? 

 

IKEA hacker A: Ja, det gør jeg på Twitter. Når processen er i gang, så er det der, der 

kommer billeder op.  

 

Interviewer: Også løbende - af processen?  
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IKEA hacker A: Ja. Det sidste, jeg har lavet, er et mediecenter til sønnen. (IKEA 

hacker 1 viser mig et billede på sin telefon). Det er et mediecenter, hvor han kan se 

film og få noget op på sin skærm. Der har jeg fået skåret ud til skærmen, så den kan 

styres, fået samlet elektronikken og selv lave delene ud af tin. Få limet alle ting og få 

et lidt andet design end de andre. Mediecentre er ofte firkantede og kedelige, så den 

blev vinkelret foran og så buet bagpå. Så hele processen, når jeg er i gang, det bliver 

lagt på Twitter.  

 

Interviewer: Hvorfor egentlig? Hvorfor deler du det?  

 

IKEA hacker A: Jeg vil sige, jeg kender så mange, der også gør det. Måske ikke lige 

netop med IKEA-ting kun, men lige så meget andet. Jeg har en kammerat - vi er i 

gang med at lave et alarmsystem sammen. Så alt, hvad jeg laver, det ligger jeg ud. Det 

kan måske inspirere, og alt hvad de laver, det kan måske inspirere mig. Og jeg vil 

sige, jeg følger nogen, der laver ting selv, og der er også nogen, der følger mig, der 

gør det: ”Orv, det der, det var smart!”. Jeg gider ikke… Jo til nogen ting, der vil jeg 

gerne skrive nogle længere ting til det, at sådan her har jeg gjort, hvis det er vigtigt 

nok, men alle de der småting… Alle kan male en reol. Så hvis ikke det er noget, der er 

meget anderledes, hvis det er noget, der er nemt at gå til for andre, så er det måske 

nok, at de får inspiration i billeder.  

 

Interviewer: Så det vil sige, at du deler det for at inspirere andre mennesker?   

 

IKEA hacker A: Ja og også for at vise andre mennesker, hvad jeg har lavet. Det kan 

jo være, der er nogen der siger: ”Det der, det ser flot ud. Kan du ikke lave sådan et til 

mig?” ”Jo det kan jeg godt.” 

 

Interviewer: Har du prøvet det før? At lave hacks til folk, der simpelthen bestiller?  

 

IKEA hacker A: Ja 

 

Interviewer: Hvordan er det kommet i stand? 
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IKEA hacker A: Folk skriver ”Uh, det ser smart ud” og så skriver jeg ”Hvis du vil 

have en, så kan jeg da godt lave én til.”  

 

Interviewer: På Twitter fx? 

 

IKEA hacker A: Ja eller SMS. Mange af dem, jeg kender, de kender jo hinanden.  

Selvom det kun er det, vi har tilfælles – at hacke forskellige ting  

 

Interviewer: Det er lidt ligesom det, du nævner, at du er FDF’er, hvor der også er et 

slags community, og man deler nogle ting og inspirerer hinanden. Er det lidt på 

samme måde måske? 

 

IKEA hacker A: Ja og så er halvdelen af dem, de er jo så også FDF’ere. Der hvor jeg 

er med i FDF, har vi to gange om året en ”nørdeweekend”, hvor vi nørder. I gamle 

dage var det kun computerspil, men det er blevet til alt muligt andet; brætspil og så 

skal man modificere ting. Da det startede i sin tid, med at vi skulle ændre ting også, 

der begyndte vi at male kabinetter på computere. Der kunne man kun få de der 

kedelige beige  kabinetter. Så begyndte vi at lave dem sorte og med vinduer i. Ikke 

fordi det var så meget dengang. En ekstern harddisk, der var kedelig metalfarvet, den 

malede vi sort, så den ikke bare var kedelig.  

 

Interviewer: Hvad er det, der for jer til at bruge en weekend på det? 

 

IKEA hacker A: Ét er fællesskabet, men også at du kan lave noget. Du kan udvikle 

noget, selvom det ikke er udvikling på den måde, men du starter en proces, og du 

bliver færdig, og du ser et resultat, og så var det måske ikke det resultat, du havde 

forventet, men det lærer du jo også noget af. Næste gang, du skal lave noget, så er du 

bedre til det. Så jeg tror lige så meget, det er erfaring.  

 

Flere af mine venner er også medlem af den forening, der hedder Labitat. De kalder 

sig jo også et hackerforum. Det er jo alting, man kan komme og lave. Jeg har lavet et 

komfur til FDF med en ovn ud af en gammel olietønde dernede. De har jo svejseværk 

og det hele. Så jeg kommer i de kredse, hvor vi gør sådan nogle ting. I stedet for at 

være kedelige, så kan vi da lige så godt lave noget selv.  
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Interviewer: Jeg synes, det er meget spændende, det du siger med processen… Der 

er nogle hackere, der fortæller, at de laver et hack, der ikke er særligt funktionelt, men 

som ser flot ud, og som har været sjovt at lave. Er det noget, du kan genkende?  

 

IKEA hacker A: Ja, men det skal også have en funktion, hvis det skal stå der. Jo, 

hvis det bare er flot, så må det godt, hvis det kan have et formål – en lampe, der kan 

lyse eller et bord, der kan være opbevaring i med skuffer i. Hvis det har en funktion 

med den plads den får, så er det ok. Jeg har ikke ting, jeg har lavet, som jeg opbevarer 

bare for at have dem.  

 

Interviewer: Nogen kan også godt lide at give deres hacks en prominent plads i 

indretningen og fx fortælle gæster om processen, når de fremviser hacket… 

 

IKEA hacker A:  Ja, men jeg tror også det handler om, hvor mange ting, du laver. 

Jeg vil sige, der går ikke måned, hvor jeg ikke har fem nye ting, der er færdige. Det 

behøver jo ikke være store ting, der er lavet. Det der mediecenter til sønnen, det tog to 

dage at lime sammen. Jeg lavede en ramme af LEGO og støbte bunden, borede i, hvor 

elektronikken skulle skrues fast i og så da den var støbt færdig, så skruede jeg tingene 

fast og så bare ellers putte siderne på, som jeg lavede mens det størknede. Så det tog 

ikke mere end to dage. Og så skal man vide, hvor de ting man skal bruge findes.  

 

Interviewer: Er det noget, du selv, ved hvor du kan skaffe ud fra din erfaring, eller er 

det noget, du også får ud af dine commnuities?  

 

IKEA hacker A:  Jeg ser nok tingene alle steder. Jeg kan også godt lide modeltog. 

Og der var jeg for fem år siden i en modeltogsforretning, hvor jeg købte en masse PO-

plastplader. De er på størrelse med et A4-papir, og det er super nemt at lime og skære 

ud, så det var dem, jeg brugte til mediecenteret.  

 

Interviewer: Hvis nu, at man forestillede sig at IKEA havde et FabLab – et værksted 

af en art, hvor der var nogle mennesker, som havde erfaring med at hacke IKEA-

møbler, som man kunne komme ind og snakke med og lade sig inspirere af… 
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IKEA hacker A:  Jeg vil sige, at for dem, der ikke har gjort noget, der er det måske 

meget godt. Men for mig? Nej. Der er jeg så langt videre, at jeg ville føle mig for 

begrænset af  deres idéer og tanker. Jeg ville måske gå ind og se, hvad de havde, men 

jeg ville ikke sætte mig ned og begynde at tale med dem. Der er jeg for langt på den 

anden side af, hvor jeg selv… ”Se det var en god idé!”. ”Det er smart!” 

 

Interviewer: Dvs. Der ligger en værdi i at lave noget, man selv er kommet på? 

 

IKEA hacker A:  Nej for hvis jeg ser noget, andre har lavet, så… Jeg så noget nogle 

andre havde lavet på nettet for 2 måneder siden. De der små træborde, man kan få, 

dem kan man lave om til en cykel. Jeg vil gerne lade mig inspirere. Det er slet ikke 

det. Men det behøves ikke være andet, end at jeg ser et billede, så kører tankerne.  

 

Interviewer: Så det behøver ikke komme fra IKEA selv?  

 

IKEA hacker A:  Nej, men det kunne det jo sagtens gøre. Det kunne være at de 

havde en… ”Det her er en alternativt måde, du kan bruge den her ting på”. Og så 

sætter det nogle tanker i gang. Hvis det er flot og praktisk og funktionelt, så ville det 

være interessant, men ellers kan det lige så godt være, at jeg finder noget på andet, 

som jeg selv kommer på eller finder inspiration til andre steder.    

 

Interviewer: Det var vist de spørgsmål, jeg har forberedt hjemmefra. Jeg ved ikke, 

om du har tilføjelser? 

 

IKEA hacker A:  Jeg vil sige, at jeg er måske også den type, der er meget nørdet. 

Hvis der er et værktøj, jeg ikke har, så skal jeg have det. Jeg går op i, at tingene skal 

være lavet rigtigt.  

 

Interviewer: Det kan jeg godt se på dine billeder. Man ser nogen gange nogle hacks, 

der ikke ser så færdige eller stabile ud. Er der andet, du brænde inde med? 

 

IKEA hacker A: Jeg finder inspiration i alt. Normalt har jeg altid en blog papir i 

lommen, hvor jeg skriver ned, hvis… Det gælder indenfor alt, både hvad jeg kan 

forbedre og ændre på, men også når jeg udvikler selv. Modeltog – hvordan jeg vil 
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lave en bane. Jeg får den aldrig lavet, det ved jeg. Det er der ikke plads til. Men idéen, 

og hvordan skal den være, og sporerne, og det skal passe sammen, og jeg kan gøre det 

på dén måde, og så kan man på den måde optimere der.  

 

Det er processen, jeg godt kan lide. Det er måske der, jeg slapper af. Når jeg 

programmerer, er det mest om natten. Mellem 24 og 4 om natten, så er jeg mest 

effektiv. Jeg bliver ikke forstyrret, og jeg kan sidde og slappe af, og så pløjer vi 

derudaf.  Så står jeg op kl. 12 og så har jeg noget ud af dagen alligevel.  

 

Interviewer: Det lyder også som om, at din inspiration rammer dig mere end du 

aktivt selv søger den.  

 

IKEA hacker A:  Ja, og det gælder jo indenfor alt. Ser jeg noget så… Men jeg skal 

også passe på at holde tankerne hen. Hvis ikke jeg holder dem hen hele tiden, så 

kapper det måske over.  Ikke med hacks’ene. Det er måske meget godt, at jeg tænker 

på det. Men andre ting også.  Jeg har haft angst engang, så det er måske noget, der 

holder mig væk fra det. Jeg går og tæller alting, bare for at holde mig i gang med et 

eller andet.  

 

Så det er måske lige så meget en proces med at aktivere mig selv. Men det er ikke 

sikkert, at alle de tanker, der så er, udmunder i noget færdigt. Men det er så også fint 

nok at man kan få noget og smide det væk igen. Så kan det være, det kommer om to 

år igen. Og så er tanken måske modnet nok til, at man kan lave det.  

 

Interviewer: Nu du siger det med at få en tanke og smide den væk, så kommer jeg til 

at tænke på ”brug-og-smid-væk”-kulturen, der er ret stor indenfor IKEA, fordi deres 

ting er så billige.  

 

IKEA hacker A:  Jeg kan ikke huske, hvornår jeg har smidt noget væk fra IKEA. Jeg 

synes altid, vi finder en aftager til det, som er glad for det. De ting, som jeg så har 

hacket, som vi ikke skal have, dem finder jeg også aftagere til.  

 

Interviewer: Man hører ellers, at man knytter en større affektionsværdi, når man har 

haft materialet og produktet i hænderne 
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IKEA hacker A:  Nej. Det skal være praktisk og funktionelt. Hvis det bare står og 

fylder, så ud med det! Jeg tror også, det er fordi, der kommer så mange nye ting hele 

tiden. Jeg kunne godt nå at sove to timer om natten, hvis jeg skulle nå det hele.  

Jeg har ofte et behov eller et ønske om at opnå noget. Men det skal også have et 

formål. Det er måske sjovt at lave og så kan det godt blive gemt væk.  

 

Vores sofa, vores sofaborde og vores tv-møbel, og et skab også er IKEA, og det har 

jeg ikke pillet ved. Det står ganske fint. 

 

Interviewer: Hvordan kan det egentlig være?  

 

IKEA hacker A:  Fordi det har et praktisk formål. Det står fint og har en funktion. I 

vores vitrineskab står en masse tekopper og vinglas og sådan noget. Det har et 

praktisk formål. Vores tv-møbel – der står vores forstærker, Nintendo og Xbox og 

hvad vi ellers har. Det er jo fint som det er. Det har et praktisk formål. Det indgår i 

dagligdagen.  

 

Interviewer: Så det skal der ikke pilles ved? 

 

IKEA hacker A:  Jo, hvis der er et eller andet spændende. Men jeg kan bare ikke se, 

hvad det skulle være, som der forbedrer kvaliteten eller funktionen ift. hvad det kan. 

Men mange andre ting bliver lystigt pillet ved.  

 

Den der lampe, som jeg har købt – konen er ikke så glad for den – Jeg har overvejet at 

lave den om til dødsstjernen fra Star Wars. Så jeg vil male den sort eller mørkegrå. 

Den fås i hvid, men de arme, de er så grønne eller orange. Så alle de der skærme vil 

jeg så male sort udvendigt, så det ligner. Ikke fordi jeg er så meget til Star Wars, men 

det er bare anderledes. 

 

Interviewer: Men du vil stadigvæk bruge den som lampe? Så den bevarer sin 

funktion?  
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IKEA hacker A:  Ja, ja. Den skal have et formål med at være der. Så jeg har heller 

ikke en masse nips stående. Det skal have et formål.  

 

Jeg handler meget i Kina. Der går ikke en uge, hvor jeg ikke får varer fra Kina, og det 

kan være alt muligt. Jeg har lige købt en elefanthue. Andre gange er det elektronik, 

jeg køber – færdigstøbte ting dernedefra. Så designer du selv et eller andet, og så ”det 

skal jeg bruge 6 eksemplarer af og så sender de det.  

 

Jeg er måske også lidt skotte – jeg er lidt nærig. Så når der er tilbud på noget, så køber 

jeg det. Og det gælder for alting. Det er kun rodebutiksofaer, vi har. De fejler jo ikke 

noget. Jo, vent, jeg har hacket en sofa! Men det er det betræk, vi har. Der findes to 

typer chaiselongbetræk. Vi købte en masse udgåede betræk. Der har vi taget et af de 

store stykker stof, og så har vi syet sækkestole af resten af stoffet, så vi har to 

sækkestole, der matcher sofaen.  
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Appendix&3&–&Interview&with&IKEA&hacker&B&
!
Interviewer: Thank you for doing this interview with me. I’ve planned out some 

questions. I am hoping it will be a casual conversation and I’ll just refer to my 

questions if we get stuck. Please join in and let me know if you come up with 

anything. So I was thinking first, if you could just tell me a little bit about yourself 

maybe and your background?  

 

IKEA hacker B: I am currently working as a marketing specialist but on the side I do 

a lot of hobby hacking and also I do consulting work for innovation processes and 

some journalist work. Previously I worked at Innovation Lab in Aarhus, where I was 

responsible for the exhibitions of technology and to a certain extend creation of new 

prototypes. I have worked with a lot of different companies making concepts and 

developing ideas for concepts and prototypes. 

 

Interviewer: You mentioned that you are involved with doing hacks. Is it software 

hacks or other types of hacks?  

 

IKEA hacker B: No, it’s primarily hardware hacks and it’s basically everything and 

anything but most of it is really analogue. It’s not like I’m a guy who sits around 

hacking my Playstation every now and then. It’s more about taking everyday objects 

and creating them into something else. One of my hacks I love the most is actually 

creating a pair of speakers from old vinyl LP’s. They sound like crap (Laughs) but 

they look great. 

 

Interviewer: Do you have them out in your living room? 

 

IKEA hacker B:  Yeah, they’re standing right next to the tv.  

 

Interviewer: So that particular hack – where did you find the idea to do it? Did you 

just come up with it yourself or did you find it somewhere?  

 

IKEA hacker B: I have been wanting to make a couple of decent speakers for a 

couple of years and I haven’t really gotten around to it, but sometime last year I was 
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sitting with a collection of old LP’s that… At the time I didn’t even have a record 

player so I was thinking about doing something with them and I’ve seen, you know, 

salad bowls and stuff like that made from old vinyls so I thought why not try and 

make them into something a bit more useful? So I grabbed a couple of old records and 

I said to myself: Why don’t I just make something cool out of them?  

 

It was actually a long process because initially I thought I’d just make a circle for the 

speaker in the middle of the record and I would just place it there but it ended up 

being a little more complicated because I thought that you could just cut it with an 

ordinary knife. But vinyl is actually real easy to cut into. You can heat it and then that 

will help you in the process but that means you will have to be standing with a 

hairdryer and a sharp knife. So I was forced to go out and get the right type of drills 

and stuff like that.  

 

When it came to it I think I used like three hours on the project, but I think I might 

have used a couple of months just gathering the bits. The speakers came out of… I got 

a pretty ordinary surround system in my living room and I took the center speaker, 

which consists of two units, and I grabbed the units from there and I ended up 

screwing them.. First of all making the holes that ensured the right fit and then putting 

them together inserting them in the oven for 10 minutes until the vinyl was all soft 

and moldable and I could take it out and mold it into the kind of shape I wanted to. 

But it sets really fast so you don’t really have a lot of time. Also with electronics it’s 

not good having it in the oven for too long (laughs). 

 

It was a fun project but I didn’t actually know if it was going to work, but it did and 

I’m really happy with the result even though they sound like crap (laughs).  

 

Interviewer: Do you actually use them as speakers or are they more of a decoration?  

 

IKEA hacker B: No, right now they’re just standing next to the TV looking 

awesome, but they’re not connected in any way. 

 

Interviewer: When you were done with the hack did you share it with anyone?  
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IKEA hacker B: Yeah, that was the fun part because I’ve always tried to describe the 

things I am doing. Previously I’ve build a 3D printer and I like that type of process 

where you do something, document it and share it at the end. I put it up on my blog 

and actually got a lot of nice responses. Of course, any time you do anything with 

vinyls, people are always filled with emotion towards the media. A lot of people say: 

“Oh no, you can’t do that to a vinyl”. But I was like “These are crappy ones”. Since 

then I’ve actually required a record player but I’m not a purist when it comes to the 

record. I see the good albums as things I like to hear over and over again but the bad 

ones… I couldn’t really care less about them (laughs).  

 

So I’ve always wanted to explore what can you do and at some point I got it into my 

mind that I would like to someday, when I get my hands on a CNC cutter, I’d like to 

cut 2-by-2 cm tiles and use them to tile a pair of speakers. So instead of, as I did with 

these little ones, using them for the cabinet itself I would just tile the actual cabinet 

with little bits of LP’s. I feel that these old records… the texture and the feel of 

them… it pleases my aesthetics. 

 

Interviewer: Can we talk for a second about your relationship with IKEA? If we look 

away from IKEA hacking at all but just talk about IKEA – the company. What are 

your first initial thoughts when you think about IKEA? 

 

IKEA hacker B: A little more than 18 months ago we did a big move from our little 

happy island adventure, where my girlfriend and I lived on an island called Samsø for 

a year and a half. We moved back to Aarhus and all of our old furniture was 

(scrappable), so the initial thought was: “IKEA!”. At that point I must have in a 

matter of three-four weeks gone to IKEA like 15 times. Initially I was like “God, I 

hate it!”. But since then I actually started liking it. I think primarily because you can 

get anything. It’s really like a one-stop-shop for anything in your home.  

 

A lot of our furniture is from IKEA. The table I’m sitting at now, the bench I’m 

sitting on… I guess what I like about it is that it’s always functional. They’re good at 

making functional, simple designs that are easy on the eye. It might not look like a 

million but it also costs a lot less than a million. That pleases me too. It gives me a 

sense of calmness just knowing that I can get everything at IKEA. And even though 
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sometimes I hate it – I hate going there. There’s a thousand people, you’re never able 

to get a decent parking spot. You know, there’s a lot of people saying that IKEA is the 

ultimate test of the relationship. That might be true but I think both my girlfriend and 

I, we actually enjoy going. 

 

Interviewer: You passed the test 15 times in four weeks!  

 

IKEA hacker B: (Laughs) Yeah. 

 

Interviewer: With that in mind, let’s talk about your IKEA hack. You shared a 

hack… Or you tweeted a hack that you did on Twitter… 

 

IKEA hacker B: Yeah the process was actually similar to the loudspeakers. It was 

something I’ve thought about for a long time. On the 25th of October last year (2014) 

I got two frames with a couple of LP’s in them as a birthday present. We haven’t 

really got the wall space to hang them. So I moved them about and they’ve been 

standing on the floor and then I thought to myself “Well we could try to use them for 

something else and the brilliant thing is that IKEA has made a… what do you call 

it…. "reol”? 

 

Interviewer: shelf? Bookshelf?  

 

IKEA hacker B: Yeah like a shelf system that actually has spaces that are an almost 

exact match in size to the LP frames. And it’s actually very popular shelf with vinyl 

fans because of the proportions. So I was thinking: “Why not put them in there in 

someway?” And I revised the concept of using a couple of piano hinges and actually 

making little doors. So that took a couple of months, gathering the right tools, the 

right screws and the right hinges and then it took four or five hours on a Tuesday 

night to make it.  

 

That was a pretty fun experience because there is a lot of trial and error when you do 

something like this and I was like: “Could we maybe fit it in without removing 

anything of the actual shelf and I ended up actually removing 5-6 mm of material 
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from the shelf in order to place the bracket, because the first time I tried it, it couldn’t’ 

actually close, so that is actually a lot of trial and error.  

 

But the great thing about it is that.. I had to get the piano hinges and small screws that 

fit and I had a drill to drill into the aluminum frame, but that was actually it. The rest 

could be done with a hobby knife, because the material in the shelf is a mixture of 

cardboard and wood. So all I removed was cardboard-like material – MDF or 

something – and that was pretty easy because I could just cut it along the hinge and 

that was surprisingly easy. The only thing that happened was – I don’t know if you 

can see it (shows thumb to the camera) but I cut it like 15 times. Not on the knife but 

on the sharp edge of the board.  

 

Of course the IKEA furniture is not meant to be tampered with. It’s not meant to be 

hacked. But it’s just… It’s so easy because all the structures are amazingly simple…It 

just makes for perfect hacking materials because it is really, really easy to work with. 

 

Interviewer: It sounds like many of your hacks – both the IKEA hack but also other 

hacks that you’ve done are just things that you’ve come up with. 

 

IKEA hacker B: Mostly I do it because it might be fun. It might be a fun way to 

work with the material. I’m not a carpenter or an electro mechanic or anything like 

that so anything I’m doing is bound to be pretty simple because I don’t have the 

skillset or the tools to work with things that are much greater or complicated. A lot of 

them are what you’d call everyday hacks.  

 

Like: “I need a small stand for my laptop, so I’ll cut that out of a piece of plastic 

that’s lying around and I’ll set it up.” That’s one of the hacks that has followed me for 

5 years. I’m currently working at an IT-reseller and when I brought it to the office one 

day and everybody was laughing and saying: “What is that? Is it made from 

cardboard?” I was like “No, man I cut it out of a piece of thick plastic!” (laughs). 

They all said: “You know that people make those professionally, right? You can get 

one that doesn’t look crappy”. And was like: “But I made this myself!” It’s not super 

stable and it isn’t very pretty but it does the job. It’s simple, it’s made of three pieces. 

I can detach them and put them in my bag and take it anywhere I go if I want to.  
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And I think that’s the kind of “everyday hacks” that anybody can make and I think a 

lot of people do make them – not necessarily a laptop stand but people hack their 

things all the time and try to make their lives easier.  

 

In our kitchen we have a little sauce spoon, but it’s not very long, so every time you 

put it in a bowl it’ll tend to fall down in the sauce, but a little trick is just to apply a 

rubber band around the end of it and it’ll stick to the edge. I think that that’s the type 

of everyday hacks that people do. Like taking a little hook and screwing it to the 

bottom of a shelf to hang your cups from is an everyday-hack, but people don’t tend 

to think about it. To them it’s not a hack it’s just a practical solution. So I am not sure 

I am much more of a hacker than a lot of other people are. 

 

Interviewer: Have you ever tried to actively look up like: “I need loudspeakers or I 

need something particular. I am going to look up and see if I can find a hack that will 

match what I need.” Like on ikeahackers.net… 

 

IKEA hacker B: That’s actually a funny thing. I’ve known about Ikea Hackers and 

visited the site for years but since I’ve had the idea of doing my shelf hack I haven’t 

visited it because I was afraid that someone else had made it (laughs). I don’t care if 

anybody else says “Oh, did you see that on IKEA Hackers (.net)? Great that you took 

another guy’s idea”. That’s not the problem. I just really wanted to have this little 

win, you know for myself. I really wanted it to be my idea. I couldn’t imagine a world 

where no one else has had the idea before me. There must be a thousand of these. But 

it’s really funny that these websites like ikeahackers.net and magazines, instructables 

and all these great websites… They’re really helping to inspire a lot of people 

including me.  

 

There are a lot of projects that I really, really want to make. I mentioned the CNC 

machine earlier and I’ve wanted to make one myself for years and so I started like 

four years ago getting parts and bought some motors. I am always looking: “Is 

somebody aluminum profiles I could use?” Or anything… So I think to me it’s not 

always a question of what do I need. It’s also a question of, what could be a really 

cool and fun project to make.  
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A lot of it comes from everyday practical needs, like needing a space for two 

aluminum frames or just wanting a couple of speakers that look really cool. I have a 

thousand ideas for how speakers could look, but they are all requiring a lot of 

woodwork and metal work. It’s not something that you just do. All of this is spare 

time projects. 

 

Interviewer: So then if IKEA would make sort of a FabLab or a creation space at the 

IKEA warehouse in Aarhus for instance, then when you go there with your girlfriend 

on one of your many trips – would that be something that you would go check out? 

Say if they had the tools – metal stuff or woodworking stuff. 

 

IKEA hacker B: Yeah I would love that!  

 

Interviewer: It sounds like you like coming up with these ideas, so I’m wondering 

how would you feel if someone else tried to facilitate it? would you still appreciate it? 

 

IKEA hacker B: Yeah I think so because to me a lot of it is the process. I love sitting 

with the result but when a project is done it’s… done! And a lot of the fun of it is 

getting the idea, trying to evolve the idea into a meaningful concept and even though 

this isn’t rocket science, there’s a lot of small scale ideation going on and I think that 

going to an IKEA FabLab would be amazing because that would be a space where 

you could get a lot of ideas but also hopefully get help for your own visions. That 

sounds like a paradise! Also I think that might give the old “IKEA relationship test” a 

new layer. I think a lot of people would probably be glad to say: “I’m going to the 

woodshop, baby! Take care!” (laughs)  

 

Interviewer: You already mentioned how IKEA is cheap and functional and very 

modular in their designs already. You have to assemble it yourself and since it’s very 

modular you can assemble it the way you want. But say, if a product came with.. For 

instance that bookshelf that you got… If that came with a brochure of suggestions: 

“You can also do this or this or this with these modules”. How would you feel about 

that?  
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IKEA hacker B: Personally that might.. I don’t know if it would add value directly 

but I think it could be fun, you know, to see what others get out of it and to get new 

ideas. Also because, as I am sure you aware, ideas spark ideas, so every time you say: 

“We could also do this”, someone will go “Oh, yeah and then we could do this”. For 

most people I think they would just get the right shelf to fit in their living room at the 

right space and then that would be it. But I think, and I hope I’m not the only one, 

who might think that that’s a pretty fun way of doing it. 

 

Interviewer: I have one more question concerning the social media aspect, because I 

know that you are very active on social media. You shared your IKEA hack and you 

were very excited about it. So could you tell me: why did you tweet about it? Why did 

you write a poem about your 3D printer? 

 

IKEA hacker B: Well, I think it’s just part of what I do. It’s part of what I’ve been 

doing professionally, you know creating prototypes and writing about technology or 

giving talks. This mediation of technology and prototyping, concept development. 

I’ve always tried to, professionally, convey what we’ve been doing or what I’ve been 

doing because a lot of people obviously find it interesting. A lot of people are actively 

contributing to IKEA hackers or instructables. People do find it interesting and people 

do look for  inspiration online or in the news papers or at the library. It’s part of what 

I do professionally and so it makes good sense to me to do it with my small scale 

hobby projects also. It’s also because I myself think they are cool, so hopefully others 

will think they are cool too.  

 

And also sometimes I’ll be looking for help. Looking for, who’s got the right type of 

drill or who’s got a grinding machine I can borrow and people are curious. They want 

to know what’s going on: “Why do you need a grinding machine?” and I just think 

that it makes sense – sharing. As the saying goes: Sharing is caring! (laughs)  

 

Interviewer: That’s what they say! Yeah, so I don’t know if you have any closing 

remarks?  

 

IKEA hacker B: No, I just think it’s a fun world, the world of hacking hardware or 

furniture as it is in this case. I think a lot of people are actually doing it without 
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calling it hacking and I don’t know if it’s necessary to raise awareness but I think it 

wouldn’t be bad if we came to sort of a collective understanding of a world where we 

can use and reuse our things and make them better and not always obey to what was 

the cheapest way to make and ship a piece of furniture. 

 

So you can get the basic functionality from anything you buy at a store, but you can 

add something to it that actually makes it more useful or more valuable to you think 

everybody should be doing it!  
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Appendix&4&–&Summary&of&phone&conversation&with&strategic&
planner&at&IKEA&Communications&
!
I conducted a phone interview with The Strategic Planner at IKEA Communications 

in Malmö on January 18th 2015. The following is a summary of our conversation.  

 

The strength of IKEA’s business model is that it is good, affordable priced, 

convenient designs.  The designs appeal to the many people but particularly families 

with children, students and young people. The business model is to a large extend 

based on the concept: “You do your part. We do our part. Together we save money”. 

IKEA’s warehouses are placed outside of the big cities, where the price per square 

meter is lower than in more centrally placed locations. The customer travels to IKEA 

himself, buys products and flat packs and transports the items home himself. After 

this, the consumer assembles the furniture himself. This is based on simple, 

Smålandsk common sense, which Ingvar Kamprad wrote in his “Testament of a 

Furniture Dealer” in 1976. 

 

IKEA Hackers thus present a challenge for IKEA – the consumer wants more of a 

relation after the transaction has been completed. Another big challenge is the legal 

aspects that could present obstructions. IKEA cannot maintain an assurance of quality 

of their products once they are hacked into. When consumers hack IKEA furniture, 

people will still associate the product with the IKEA brand and if this does not live up 

to the demands of IKEA according to for instance safety measures, then who bares the 

responsibility?  

 

At the communications department in IKEA they have hired some of the best interior 

designers in the world. They are looking at the needs of the consumers and work on 

conveying how to solve these challenges through using IKEA’s collections.  
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