
 

CASE -1 

 

IKEA SHANGHAI 

 

Ikea is one brand of retail that is well known for not encouraging personal selling. It does not 

follow push sales strategy. It would like the customers to make their own choices. If a 

customer requires more information, he/she can refer to the labels attached to the products 

first and than if the need be, seek the assistance of the sales staff. In china however it’s a 

different story altogether. Some believe that Chinese prefer to be attended by sales staff, 

while others believe that they prefer to be left alone to take their decisions and require 

assistance only when desired.  

Ikea shanghai however takes due considerations of cultural factors in its marketing strategy. 

All 4 P’s of marketing are well integrated with each other, due attention is given to various 

factors that contribute to effective marketing. Products are so designed that they can appeal to 

the Chinese customers and are in congruence with the needs, wants, culture and values of 

these customers. Same goes for the pricing and distribution strategy.  Since promotion is the 

key success factor for any retailer. Due importance is given in designing promotion mix. All 

the promotion mix elements are properly entwined so as to achieve a synergistic effect 

achieved from integrated marketing communication, in the following manner. 

 

ADVERTISING STRATEGY- Ikea Shanghai advertises in the local news papers and on TV 

about its upcoming sales and other activities. Internet is also used as a source of promotion to 

reach to the tech savvy young generation. 

All advertisements are in Chinese, keeping in mind the strong cultural roots of Chinese. The 

characters also are Chinese that try to reflect that Ikea is suitable for a Chinese home. The 

major aim of advertising is often to inform the customers about the sales promotion activities 

from time to time. Which gives short – term incentives to encourage purchase or sales of a 

product or service. 

 

 

 



SALES PROMOTION STRATEGY 

Ikea Shanghai also ensures that it offers its sales promotion schemes at the right time to the 

Chinese customers. For example launch of right products at Chinese New Year. To celebrate 

its 8
th

 anniversary, Nokia offered free delivery on the purchase over 3,000 RMB during April.  

 

DIRECT MARKETING STRATEGY 

Ikea catalogue is almost equated with THE IKEA tool of marketing. This method of direct 

marketing is under experiment in china. Earlier Ikea was using once in a year, thick catalogue 

for distribution to the customers. In 2006 this was replaced by thin booklets that were 

distributed 5 times in a year. The most unique part of this booklet was that the name of the 

leader of Ikea Shanghai, Ian Duffy was converted into Chinese Du Fuyan and this appeared 

in the booklet in Chinese language. This initiative helped bridge the cultural gap between a 

Scandinavian brand and customers belonging to Chinese culture. It also gives a Chinese 

customer a sense of pride and cultural superiority that leader of a famous international brand 

is introducing himself not only in Chinese but also using the Chinese conversion of his name. 

 

 

                       CASE ANALYSIS QUESTIONS 

 

Q1- Why do you think it is important for a MNC to take care of cultural factors, in designing 

its marketing strategy. 

 

Q2- Apart from culture there are some other factors such as local marketing environment, the 

company’s long term strategic plan, etc. evaluate the given statement. Give suitable examples 

to substantiate your view point. 

 

Q3- Comment on localization of promotions in China by Ikea. 

 

 

 



 

CASE-2 

 

CARREFOUR IN KOREA 

The Korean economy in the 1980s was very similar to the Indian economy in 2007. There 

was a growing demand from consumers for a modern shopping experience. Government on 

the other hand was relaxing its policies to allow foreign retailers to enter the retail sector of 

S.Korea which by that time was dominated by unorganized sector retail outlets. 

Carrefour had around twenty outlets in S.Korea employing around 6000 employees, by 2002 

but after some changes in govt. policies the Carrefour was in troubled waters, so much so that 

it had to decide to sell its stores in South Korea. 

The trouble actually started way back when Carrefour had entered into S. Korea. Carrefour 

opted to enter into this new market without the partnership of a local partner. They felt that 

low pricing is the only key to attract and retain the customer. Customers are looking for best 

deals and not good experiences, i.e. what Carrefour management thought, when it started its 

operations in S.Korea. However Korean customer was different from their European 

counterparts in many respects: 

~ The Carrefour stores had simple design wherein the store gave impression of a warehouse, 

without any style element. Ceilings as well as the floor were bare, without any decorations or 

coverings whereas Korean customer was used to well designed and attractive stores along 

with low prices. Local retailers such as E-mart well understood the psyche of the Korean 

customer and quickly adapted to the changing tastes and preferences of their customers and 

also were competitive enough to offer comparable deals to the customers in order to take 

them away from Carrefour. 

 

Korean customers are used to, frequent and low value shopping and prefer to taste or try a 

product before buying. Further they prefer to buy fresh fruits, vegetables and meat which is 

exactly opposite to the Europeans who prefer to buy in bulk and that too frozen products. 

Carrefour ignored this basic fact about buying behavior of Korean customers and offered 

fewer tasting stands and stacked frozen food items which were not at all appealing to the 

Korean customer. In short Carrefour used the same retail merchandizing strategy in S.Korea 

that they had used in European countries and were successful at it but the same failed in S. 

Korea. 



~ Koreans prefer to shop in open markets, a fact which other retailers expect Carrefour 

perceived well and hence tried to create an ambience of open market buying environment 

within their stores wherein the products were kept in open boxes for the customer to try, see 

and then buy.  In Carrefour on the other hand products were stacked or piled together thereby 

making it inconvenient for the customer to try. 

 

~ Customers also complained that the sales and service staff of the Carrefour stores was 

uncooperative, poor in product knowledge and low on customer handling. 

 

All in all unfavorable government policies, intense and competition and above all unsatisfied 

customers due to the inability of Carrefour management in understanding the buying 

behavior, decision making process and factors influencing the purchase behavior of Korean 

shoppers. Which led to the ultimate closure of Carrefour’s retailing operations in South 

Korea. 

(source: Internet, www.icmrindia.org) 

 

                 CASE ANALYSIS QUESTIONS 

 

Q1- Identify the factors that were at play in determing the failure of Carrefour in South 

Korea? 

 

Q2- According to the knowledge acquired by you in this chapter, categorize and explain the 

factors that influence the purchase behavior of a Korean customer. 

 

Q3- If you would have been hired as a retail consultant by Carrefour to help resolve its 

problems in South Korea, what would be your suggestions to the management? And why? 

 

 

 

http://www.icmrindia.org/


CASE-3 

TATTOS – CHANGING ATTITUDES 

Have you got a tattoo made? Well if the answer to the question is no, than I find it strange! 

Why? Well, because it is the new trend. Almost 70% of the college students that I have come 

across so far have a tattoo even though they are not allowed to expose it in the college 

(management colleges are professional institutes and tattoos are not accepted in the corporate 

world).  

Getting a tattoo is not new in India however its form, kind and designing has grown 

drastically over the last few years. Tattooing was often done by people living in rural areas 

during their visit to fairs or melas where they use to get their name scribbled on their hands. It 

was more common in the women who were interested in getting some design or flower 

tattooed. Often people in urban areas viewed a tattoo as a down market thing.  

 However from past couple of years this attitude has seen a positive change and people have 

started accepting tattoos (modern technology based). What brought about this attitude change 

is difficult to explain but what can be surely said is that despite of the limitations that getting 

a tattoo made on your body and the possible problems which one might face in professional 

or personal life after getting it are in no way a barrier to this art. People going in for a tattoo 

are well aware that it is a painful process and once done cannot be undone or requires even 

more painful laser surgery to get it removed or altered and both these processes are expensive 

too. Yet they are mentally well prepared about the same. There must be some complex 

psychological reason in the sub conscious mind that prompts the young generation to go for 

this highly risky fad trend. Probably a detailed research or application of some attitude 

formation or change theory needs to be proposed to explain this complex psychological 

phenomenon of human behavior. 

 

                             CASE QUESTIONS 

Q1- Try to contact two- three youngsters who have got a tattoo made and ask them what 

prompted them to get it done and how is their experience post tattoo art? 

Q2- Can you apply any of the theories mentioned in the chapter to explain the process of 

attitude change seen in the youngsters regarding tattoo? If yes, why and if your answer is no, 

than also explain why ? 

 

 



CASE- 4 

NORDSTROM STORE 

The American retailer ‘Nordstrom’ that sells fashion clothes and shoes is quiet famous for its 

excellent customer sales and service. It is said that a Nordstrom employee has to take 

permission from his manager to say ‘No’ to a customer. The following two stories that are 

well publicized about the store are quoted here. Whether they are true or fiction is not very 

well known, but never the less they have added volumes to the sales and popularity of the 

store.  

a) A customer came to a Nordstrom store looking for a coat that was on sale. The 

saleswoman informed the customer that the coat was sold and the sale was over. She 

apologizes for the inconvenience. To the amazement of the sales woman, the customer broke 

down and started crying because she had been saving for months together to buy this coat 

from the scheduled annual sales of the Nordstrom store. The sales woman excused herself 

and asked the customer to wait for some time. Later she came up with the similar coat which 

she gave to the waiting customer. The customer was surprised yet delighted to see her 

favorite coat. She asked the sales woman how she managed to get the coat. The sales woman 

answered that she had gone down the street and bought the same coat from a competitor 

store. The coat was sold at the promotional price and not the actual price.  

 

b) A customer entered the Nordstrom store with a flat tyre and asked for a refund. The refund 

was given to him as Nordstrom had a ‘no questions asked’ return policy even though 

Nordstrom does not sell tyres. Hard to believe yet it shows the extent to which Nordstrom is 

capable to go when it comes to satisfying customers. 

The above stories not only tell us about the level of customer services provided by Nordstrom 

but also bring to light, the fact that how much it trusts its employees. No doubt this store has 

a very low attrition rate as compared to a very high attrition rate registered in retail sector. 

(Case has been developed on the basis of some examples given in the book on retail 

shoppers’ behavior by Prof. Subhasis Ray and insights from the company website) 

 

                     

 

 



 CASE STUDY QUESTIONS 

 

Q1- Critically Comment upon the ‘no questions asked’ return policy adopted by Nordstrom 

mentioned in the above case. Do you feel that such a policy should be adopted by a retailer in 

India? Why or why not? Give reasons to support your answer. 

 

Q2- What requisites do you look for in a retail sales person working in a fashion apparel store 

in India?  

 

  

 

                           

 

 

 

 

 

 

 

 

 

 

 

 

 

 



CASE 5 

The plight of the online shoppers 

 

The average annual spending of Indians on online purchases is expected to rise 67 percent to 

Rs 10,000 this year, according to a study. Currently, online shoppers spend around Rs 6,000 a 

year on average, according to the Assocham- PWC study. About 40 million consumers 

purchased something online last year and the number is expected to grow to 65 million by the 

end of 2015. With better infrastructure in terms of logistics, broadband and internet-ready 

devices. The overall e-commerce industry, valued at $17 billion, has been growing at a 

compounded annual growth rate of about 35 percent each year, the study said, adding to that, 

it is expected to cross the $100 billion mark in five years. 

This clearly indicates that , India in the recent years has been experiencing an exponential 

growth in e- commerce and there are new companies springing up at a rapid rate. About the 

only things accelerating faster than the use of the internet are the new risks that are associated 

with the medium's commercial applications. Although internet transaction have increased 

efficiency in transactions and increased accessibility for consumers, there exist many pitfalls 

that have not yet been satisfactorily dealt with. While growth in the e-commerce industry is 

sweeping across the country, there appears to be inadequate supervision (both governmental 

and non-governmental) and laws dealing with quality control for these new companies and 

this is what makes the rapid growth alarming. While there appears to be some discussion on a 

legal framework, there are virtually no watchdogs in the form of consumer NGOs or 

otherwise. As a result, it is unlikely that this new form of business will deal effectively with 

the issue of consumer welfare, which includes issues such as trust, privacy and sovereignty of 

consumers.  

(based on the information extracted from the websites of PTI (press trust of India) and 

CAG(citizen consumer and civic action group, accessed on 28-01-15, 2:30 pm IST) 

                

                CASE STUDY QUESTIONS 

Q1- Based on the information given in the case, suggest some measures that can be enacted 

by governmental and NGOs to overcome this rising problem of exploitation of Online 

consumers.  

Q2- Have you/anyone you know has ever done online shopping? Did you encounter any 

problem? If ‘ Yes ’ what, where and How? How was it resolved? If ‘ No ’ highlight what you 

did correctly that saved you from an online deception/fraud? 



 

 


