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Our Overview

Our Year

Message from
our Management Team
In one of the most challenging years
yet for retailers in Southeast Asia, we
charged forward to transform our
businesses and reached more people
than ever before.
More than 98 million people visited our
IKEA stores and shopping centres from
September 2018 to August 2019. The
turnover in our nine IKEA stores reached
SGD 1 billion for the first time and our
Ikano shopping centres grew turnover
by 34%. But, as you will see through
the stories we share in this annual
report, the true measure of our
business goes well beyond the
financial results.
In FY19, we launched e-commerce in
Thailand, opened a full-scale IKEA store
in Malaysia and started up interior
design services in Singapore. We met
51.7 million people on IKEA websites up 16% from the year before - and saw
online share of sales reach 10.1 per cent
by the time we closed out the year.
We achieved double-digit growth in our
IKEA bedroom business, delivered to
homes in every corner of our markets
and assembled 700,000 products for
customers (that’s three for every minute
of the day!)

Left to Right:
Sebastian Hylving

Property & Expansion Director

Gerard Jansen

Deputy Retail Director

Gloria Ngooi

Human Resource Director

Lars Svensson

Sustainability & Communication Director

Christian Rojkjaer

Managing Director

Christian Olofsson

Shopping Centre & Mixed Use Director

Lee Hartigan

Chief Financial Officer

Mexico MT members

Lacia Sherlock

Deputy Retail Director

Malcolm Pruys

Mexico Retail Manager

Mike King

Deputy Managing Director

Tonje Randen

Mexico Finance & Operations Manager

We developed our shopping centres as
meeting places and prepared for the
November 2019 opening of Toppen in
South Malaysia - complete with
rooftop splash park, sports courts and
green spaces that will make it a hub of
community life in Johor.
We advanced plans to bring IKEA into
three new markets - Mexico, the
Philippines and Vietnam. All totalled,
we invested SGD 230.6 million on
construction and expansion projects
in the last financial year alone! We
generated renewable energy from
28,000 solar panels on our rooftops
and achieved the highest certifications
possible for green building design.
Despite the changing times for
retailers, our co-workers, business
partners, suppliers, community
friends and customers have helped us
to continue growing and developing
our business. Thank you!
The IKEA vision of creating a better
everyday life for the many people is
more powerful than ever. By drawing
on our products, our people and our
meeting with customers, we inspire
and enable many more people to
make home count and live a more
sustainable everyday life. Together,
we will do it!
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IKEA SOUTHEAST ASIA & MEXICO FY19

Our Business Map
Philippines
Thailand

Vietnam

Mexico

Malaysia
Singapore

9

IKEA
Stores

3

IKEA
Collection
Points

3

Shopping
Centres

4

Stores and
Centres Under
Construction

1

Market Entry
Under
Planning
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Our Year

98 million
Visits

113,000

SGD

1.21 billion

BILLY
Bookcases

Sold in our three markets

Total Turnover

IKEA stores and
shopping centres

IKEA sales and income
from shopping centres

combined

1,448

36.6 million

Tenant Units
Shops and kiosks in

Sold

our shopping centres

Meat, chicken, vegetable and

anchored by IKEA

salmon balls served in our
IKEA restaurants

SEPTEMBER 2018 - AUGUST 2019

Our Year in Numbers

51.7 million
IKEA Website
Visits
Up 16% from the
previous year

1st

IKEA Store
in the world
to achieve
LEED Platinum
Highest Sustainability
Score - IKEA Bang Yai

3,511

Co-Workers

In Southeast Asia & Mexico
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Our IKEA Retail Business

Our Year

OUR IKEA RETAIL BUSINESS

Next Generation IKEA
Our future is rooted in our foundation. Customers still count on IKEA for
beautiful, affordable home furnishings that make everyday life at home
better. Now, we focus on delivering an ever-better day out in our stores
while developing digital presence to meet changing expectations. Our

Get Ready for Life

visitors look for inspiration - in every channel. Home furnishing experts

In a focussed mission to grow our bedroom

bus decked out in colourful textiles. Our IKEA

and advice. Instant product availability. Sustainability in all we do.

business, we inspired people in Southeast Asia

for Business team sold more than ever to

to make the most of their personal spaces.

property developers who went all-in on IKEA

Beds, mattresses and sheets that provide a

products to outfit condos and vacation homes.

Services at every step. Here’s how we moved forward in the last year...

good night’s sleep. Storage solutions that make
it easy to find what we need to get ready for

By year end, we could see the results. Sales in

the day. Pillows, bedspreads and curtains to

bedroom grew more than 10%. We sold

add a splash of colour or make an easy change.

790,000 packs of sheets and pillow cases,
130,000 mattresses and 94,000 wardrobes –

We rebuilt some of our bedroom departments

making life at home a little bit better for

and, to showcase our offer, launched a second

millions of people in our three markets.

IKEA Catalogue in Singapore as part of a global

This is what we call Growth With Impact!

test. We brought media to a launch event in a

SGD

1.04 billion
IKEA Total
Turnover
A milestone for
our IKEA sales

10.6 %

42 %

Growth in
bedroom business

Increase in
B2B sales

Sales of beds, mattresses,

IKEA in show suites, vacation

wardrobes and textiles

homes and restaurants
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Our IKEA Retail Business

Our Year

All in for Ecommerce
We introduced new touchpoints and possibilities for people to interact with IKEA.
Anytime. Anywhere.
With the opening of our online shopping platform in Thailand last June, we were
all-in for ecommerce in all three of our markets. We improved the mobile experience,
launched new online inspiration galleries and improved our search function so
people could easily find what they came for on our websites. We logged 51.7 million
visits to our sites in Singapore, Malaysia and Thailand – up 16% for the previous year.
IKEA Collection Points on the island of Borneo served people living in Malaysian
states of Sabah and Sarawak - thousands of kilometres from the nearest store.
Co-workers in our IKEA stores met the challenges that come with running fulfilment
centres from our warehouses, often racing to keep up with the demands to pick
products and pack up parcels.
By the end of the year, we filled a total of 115,000 ecommerce orders and delivered
flat-packed furniture and parcels to people living in all corners of our markets.
At the same time, we shared more inspiration than ever before through social media.
By the end of the year, we counted more than three million followers on various
platforms in Southeast Asia and Mexico.
In Thailand’s southern resort town of Phuket, we have transformed an IKEA Pick-up
and Order Point into a small store that provides a showroom full of inspiration, stocks
some 800 products for same-day purchases, serves up iconic IKEA food and actively
helps customers place orders to our store in Bangkok.
In the coming years, we intend to introduce more possibilities for customer meetings
- small stores, IKEA planning studios, pop-up stores and more. We plan to launch into
Pinterest and are investigating new possibilities for social selling, too!

10.1%

353,000

3.2 million

Ecommerce

home deliveries

social media followers

Share of home furnishing

up 38% over last year

IKEA Facebook, Instagram,

sales in August 2019

LinkedIn and Twitter
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Our Year

Make Home Count
Meals out. Movie nights. Mobile phones. Luxury labels. Holidays. At a time
when people have endless choices for spending, we must compete for
hearts and wallets - and ignite a movement to make home count. Last year,
we developed some new ways to broaden our customer base and increase
interest in home furnishing.
In Thailand, we introduced IKEA to a new audience by sponsoring a home
improvement show that aired on both TV and social channels. Celebrity hosts
visited Thai homes and made-over everything from bedrooms to bathrooms
with IKEA products - ending each episode with a “reveal” that showed viewers
how easy and affordable changes can make life at home better.
In Singapore, we opened our first in-store Home Reno Hub in collaboration
with Livspace - an online platform that matches people to interior designers
based on style preferences and budgets. This new service linked 1,000
customers to freelancers who can help manage a complete renovation or
simply recommend packages to refresh a home.
We aren’t stopping there. This year, we launched a TV commercial and a fully
integrated brand campaign that calls on people across Southeast Asia to
Make Home Count!

2.2 million

Brand Capital

IKEA Family
members

We run online surveys to get

Up 27 % from the

affection for our brand. Last

year before

63 %

71

visits to IKEA Home Reno Hub

%

86 %

80%

72 %

80%
71%

73 %

67 %

indications of awareness and
32 %

year, top-of-mind awareness
12 %

3rd place among IKEA markets
globally. People across Southeast
Asia say IKEA has products they
love and is a brand to trust.

70%

%
50 % 57

among Singaporeans put us in

1,000

80 %

MY SG

TH

TOP OF MIND
AWARENESS

MY SG

TH

FAMILIARITY WITH
IKEA

MY SG

TH

HAS PRODUCTS
THAT I LOVE

MY SG
TRUST

TH

MY SG

TH

SUPPORTS LOCAL
COMMUNITIES

New service connecting customers to
freelance interior designers in Singapore

indicates 2018 result
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Our IKEA Retail Business

Our Year

Bringing IKEA to North Malaysia
More than 36,000 people came to visit IKEA Batu Kawan on the day we opened
our store in Penang, bringing affordable Swedish home furnishings to the many
people of North Malaysia.
Our 9th IKEA store in Southeast Asia, this is a full-format blue box with 43,600
square metres, 49 room settings, 1,955 parking stalls and more than 8,000
products available to take home the same day.

“There is no doubt that IKEA is a catalyst for the
development of this new community. We create jobs
and business opportunities, and the incredible
welcoming we are getting here is a sure sign that
people from all across North Malaysia want and
need IKEA solutions for their homes.”
Pathmalingam Arumugam
Store Manager

In the run-up to opening, our Marketing team captured attention with a creative
campaign that introduced IKEA products and values through a clever play on
local Hokkien words. More than 82,000 people had signed up as IKEA Family
members before we even opened the doors. Our restaurant sold 32,188 plates
of meatballs on the first day.
This store lies at the heart of up-and-coming Aspen Vision City. With our
partner, Malaysia’s Aspen Group, we are transforming what was a vacant swath
of land into a smart city where some 88,000 people will live, work and shop.
Construction is in the works for more than 12,000 residential units, a financial
hub, a hospital and a school with space for more than 1,500 students!

|
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Our IKEA Retail Business

Our Year

Products We Love
IKEA came out a big winner at the 2019 Red Dot awards, taking top
prizes for seven new products at the world’s most recognised design
competition. Our range was commended for beautiful form, smart
function and great quality. Low cost and sustainability is built in from
the start – so it's easy for everyone to find something to love. Here
are a couple winners and a few more of our favourite products.

SYMFONISK Table lamp with WiFi speaker
A collaboration between IKEA and Sonos makes a
high-quality sound system affordable for the many.
These WiFi speakers double up as a lamp, so technology
blends beautifully into the home. One in a line of smart
home products to come from IKEA, SYMFONISK is
coming to Singapore at the end of 2020. Hang tight!

BRUSEN Sofa, outdoor
Made of powder-coated steel,
this outdoor bench requires
absolutely no maintenance and
can be easily dressed up with soft
cushions. Designed by Olga
Wihlborg, this product was
among the winners at the Red
Dot awards.

Collaborating with Young Designers

NIKKEBY Chest of 4 drawers
We love this industrial-style chest of drawers a statement piece that can help revitalise a
room without breaking the bank.

IKEA Singapore’s Young Designer Award challenged students to develop product ideas
that support the city’s drive toward zero waste. Our 18-hour design jam ended with
finalists receiving funding to prototype products for display at our IKEA store. The
first-place finisher won a learning journey to Sweden. We had great support from
Space Ten, a design lab in Denmark supported by IKEA, DesignSingapore Council,
National Youth Council and Senior Minister of State Dr. Amy Khor.

|
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Our Year

Sustainable Business, Sustainable Living
Last year, IKEA Bangyai in Thailand became the first IKEA store in the world to
achieve LEED Platinum – the highest level of certification possible for
sustainable buildings.
Solar power. Waste recycling. Rainwater harvesting. LED lighting. Our
investments in all these areas enable our IKEA stores and shopping centres to
keep operational costs low, reduce environmental impact and make our
co-workers proud. As millions of people demand urgent action on climate
change, our sustainable approach to business is also an increasingly important
part of maintaining trust and loyalty among customers and communities.
Around the world, IKEA retailers share a mission to inspire and enable 1 billion
people to live a more sustainable everyday life at home, offering affordable
solutions to help reduce waste, conserve energy, save water and recycle more.
As an IKEA retailer, we leverage our size and creativity to share good ideas and
be a partner for positive change.
Last year, our collaborations with Singapore’s National Environment Agency
earned us a place in the country’s masterplan for sustainable development.
In June, we teamed up with the NEA to host the launch of its Say YES to Waste
Less campaign. Next, we teamed up to give away some 18,000 IKEA recycling
bins, increasing awareness on how to Recycle Right. In Thailand, we supported
the WWF Eco-Schools program and worked with student leaders implementing
sustainable solutions in their communities.
IKEA organisations are committed to caring for people and the planet in every
part of the value chain - materials supply, product development, transport,
building standards and more. We will soon have eliminated single-use plastics
from our range and, by the end of 2020, all the wood in our products will come
from certified sustainable forestry operations or recycled materials. By 2030,
all home furnishings in our stores will be made from materials that are either

Watching our Food Waste
Last year, our IKEA stores launched a program
to weigh every morsel of food thrown out in
our restaurants and track sources of waste from our food preparation process and
possible over-production to customer
left-overs. The heightened awareness helped
our IKEA kitchen teams take small actions that
have reduced food waste by up to 30 per cent.

renewable, recycled or recyclable.

28,000 +
solar panels

850,000 +
LED bulbs

generating renewable energy

sold to customers

from the rooftops of our

across the region

stores and centres
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Our IKEA Retail Business

Our Year

Expanding Our Reach
We generated hundreds of media headlines and built an enthusiastic
following on two continents last year as we announced plans to bring
IKEA to Mexico and the Philippines. Both new markets are economic
powerhouses and we see the many are eagerly awaiting the arrival of
affordable, beautiful home furnishings!

In Mexico City, news of our pending arrival prompted 80,000 people to sign
on as followers to our Facebook page in a single day. Pictures of our team landed
in newspapers far beyond Latin America. The Mexican president invited leaders
to his presidential palace to talk about our IKEA way of doing business.
As one among a dozen IKEA franchisees, this is the first time we are entering a
market outside Southeast Asia. Leveraging on the expertise in our Service
Offices, we work hand in hand to develop ecommerce, transport and services,
distribution, call centres and long-term expansion plans in Mexico.
A dedicated country commercial team is building up to open IKEA Oceania
at the end of 2020. At 22,000 square metres, this first store will be linked directly
to a shopping centre with potential to reach more than 12 million people living
in the area.
We will carry about 7,500 products and our full range will be immediately
available to many more people in the capital region, with ecommerce orders
filled from our own Multi-Channel Distribution Centre. We plan to introduce a

3

New Markets
Mexico 2020
Philippines 2021
Vietnam 2022

SGD

26.5 million

480 million

Invested

People

In Mexico and Philippines

Combined population

in the last year alone

in all our six markets

variety of payment and consumer finance options to reach the many in Mexico
who are unbanked.
Set to be a leader in sustainable operations, we have plans for water harvesting,
solar panels and waste recycling facilities. Our early test shipment of IKEA
products will be donated to a local kindergarten and orphanage. And this is just
the start of our commitment to create a positive impact in a country that is home
to 128 million people. Our expansion plan calls for several touchpoints elsewhere
in the megalopolis and two other major urban areas in the years ahead.
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Our Year

Hej Manila!
After two years of planning quietly behind the scenes, our Philippines team officially announced
that we will become the biggest anchor tenant in one of the world’s busiest shopping centres SM Mall of Asia. Our launch event in November 2018 was covered by dozens of media outlets
and became the top-trending news on Twitter.

At 67,760 square metres, IKEA Pasay City will include a supersized warehouse
and integrated call centre. We will launch ecommerce and deliver direct to
people in Metro Manila from day one.
In the last year, our team mounted a search for local suppliers to support
everything from home deliveries to waste recycling. Co-workers travelled
winding roads to meet farmers who will bring fresh food to the tables of
our future restaurant. We sealed a partnership with Rags2Riches, a social
enterprise run by marginalised women, to provide sewing services for our
customers. And we engaged with dozens of community groups, business
conferences and local authorities to share our sustainable ways of working,
develop logistical setups, secure product compliance and build brand
awareness!
With more than 108 million people spread across 7,000 islands, the
Philippines is by far our most complex market. Following some construction
delays, we have adjusted our timeline for opening to Q1 2021. We have some
exciting challenges ahead - and incredible potential to create a better
everyday life for many more people.

|
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Our Year

OUR IKANO CENTRES

Meeting Places
for the Many
In markets where malls compete fiercely for tenants and visitors,
we are moving fast to transform our spaces into meeting places
that deliver on the promise of a great day out.

Retail Reimagined
Consumer behavior is changing fast and the

Today our centres include more services and

retail centres of old must evolve to meet a new

facilities than ever before: from parkland

generation of visitors. We see our shopping

and prayer rooms to playgrounds and sports

centres as social destinations. We know that

courts. At the same time, our leasing team

people come for an experience. A connection.

hunts for opportunities to bring in new

An escape. A service. A surprise.

international brands alongside local
favourites, changing up our mix to include

The management teams at our three centres

memorable entertainment and immersive

and a lean team of leaders in our Service Offices

experiences at each of our centres.

are developing this important part of our
business at an unprecedented rate. We go

In our last financial year, our three

beyond simply leasing square metres and

operational centres earned 167 million

offering people a place to shop. We are

in rental income - up 34% from FY18.

transforming our centres to live up to our

Combined, they contributed 14% to

shared vision - to create a better everyday life

our total revenues.

for the many people.

Ikano Centres FY19 IPC, MyTOWN, Megabangna

SGD

167 million 428,994 m2
Total Income

up 34% from last year

20 %

Gross Leasable Area

Increase

(including IKEA stores)

as average on visitation
to all three centres
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Our Ikano Centres

Our Year

Scenes from our Centres

At MyTOWN in Kuala Lumpur, we drew
crowds of thousands to our sunken garden
with live broadcasts, weekend festivals and
pop-up events such as an artisan Burger Fest.
The leasing team secured new tenants to
broaden our offer in entertainment. Today,
adventurers come out for the ropes course
and zip lines at EnerGx indoor park,
freelancers work together at Common
Ground and friends get together for karaoke
nights at the Loudspeaker.

In Bangkok, Megabanga started the year
with its third new year’s eve rock concert attended by some 45,000 fans! A few months
later, we opened up a community park and a
retail extension that added 8,400-squares
metres of space - dedicated entirely to kids’
learning and entertainment. Our new loyalty
app attracted more than 100,000 members
in a matter of months.

IPC, redeveloped from top to bottom just over a year ago,
signed up 3,000 kids to a new loyalty program. Our Mood
Menu app recommended meals to thousands of shoppers
based on their musical choices on Spotify - and collected a
total of eight marketing awards. We ran a campaign that
paid cash-for-trash at our Recycling and Buy-Back Centre
and hosted events to promote sustainable living.

|
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Our Year

To the Topp!
Our construction and project management teams spent much of the year building
up our newest centre - Toppen. Anchored by IKEA Tebrau in Johor Bahru, we
invested a total of SGD 523 million in this development. Construction workers
clocked 7.2 million man hours building this centre. Leasing and legal teams signed
contracts that total some 16,000 pages. And our architects spent endless hours on
the design of an open rooftop that is set to become a community hub for the
people of South Malaysia.
We became one of the first centres in the country to host a recruitment fair for
our tenants. And we took a unique approach to creating community awareness in
the run-up to our opening, too. Collaborating with Malaysian rapper Joe Flizzow
and pop star Joyce Chu, we produced a catchy music video that played upon the
local lingo - and earned more than 2.6 million views on Toppen’s YouTube channel
in just two weeks.
When Toppen opened on November 13, 2019, some 50,000 people poured
through the doors to explore our 116,849 square metres of shop space. Children
squealed with delight in our splash park and blew bubbles in the garden. Families
filled up our restaurants and cafes. Teenagers whizzed around the skateboarding
park and lined up to try the rock-climbing wall. A 12-day community festival
kicked off with yoga sessions, art workshops and a lip-sync competition that
prompted many to sing and dance along to our Toppen tune!
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OUR RESULTS

Profit Gives us Resources
Our total turnover at IKEA stores and shopping centres reached SGD 1.21 billion in the
last financial year - up 15% from the year before. Much of the growth in our IKEA
retail business has come with the addition of new stores, strong performance in
ecommerce and a surge in B2B business.

In Malaysia, even our ‘comparable’

A retail extension at our Megabanga

established stores grew sales by 3.7%

shopping centre in Bangkok helped drive

during a time of declining consumer

its income up and, with new tenants

confidence. In Thailand, where

joining our other centres in Malaysia, total

competition is most intense, we grew IKEA

turnover for our shopping centres

turnover 15% - thanks to a full first year of

business grew by 34%!

operation by IKEA Bangyai. Singapore’s
GDP growth slowed to lows not seen since

We are proud of the people and plans that

the global financial crisis, but we held our

lie behind the numbers, and we are pulling

own as sales at our two stores dipped just

together in this new commercial year to

.3% over the previous year.

secure the resources we need to continue
developing and growing our business.

1,210

Total Turnover (in SGD millions)
Sales in our IKEA stores and income
generated by our Ikano Centres

911

928

1,005

828
706

729

615
434
2010

475
2011

2012

2013

2014

2015

2016

2017

2018

2019
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OUR PEOPLE

Great Place to Work
There has never been a more exciting time to work for IKEA Southeast
Asia and Mexico. As we race to stay ahead of the revolution in retail,
co-workers have more opportunity than ever to innovate, build new
skills, take up challenging assignments and demonstrate leadership.

Developing Business and People - Together!
Last year, we unleashed our inner entrepreneurs

opportunity to learn from people outside my own

through The Good Idea Forward – a competition

team,” said Melissa. “It’s so exciting to get the

that called upon co-workers at all levels to

budget and time needed to bring it to reality.”

present ideas for developing our business.
Eight finalists won a chance for business-case

This was also the year we introduced co-workers

coaching, communication training and a day off

across all our stores to a game-changing digital

regular duties each week to develop plans. The

tool called Mobile Goods Flow, making it easy to

ideas ranged from setting up a new customer

track our stocks and ensure availability for

queuing system to creating a mobile showroom

customers. In the year ahead, we will reshape

for marketing.

our teams and continue to develop a meaningful
workplace where each person is seen as a talent.

Melissa Low in our Service Office in Singapore

And, through all the changes and challenges, our

has seen her idea for digitised gift cards tested

IKEA culture and values continue to bind us all

in the market. “I loved the challenge and the

together.

3,511

45

Co-Workers

Nationalities

Employed in

in our multi-

six countries

cultural teams

MALAYSIA

THAILAND

SINGAPORE

1649

930

863

MEXICO

PHILIPPINES

VIETNAM

53

15

1
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Passionate about our Products
Our beautiful home furnishing range is at the heart of our IKEA identity and
that’s why, for a second year, we took a little break from regular work routines to
get involved in Range Week.
More than 1,800 coworkers in our stores and offices across the region learned
more about our bedroom storage products during a fun-filled week of
presentations and learning activities on the shop floor - topped off by some of
our best Swedish treats.
Co-workers at our IKEA Bang Yai store took the campaign to a whole new level,
modelling clothes made from our latest fabrics during a lively lunch-hour fashion
show. (All our cottons are sourced from more sustainable farms vetted by the
Better Cotton Initiative)
People told us the activities elevated their confidence to talk about key products
with customers - as well as friends and family.
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Moments to remember

Time for English Lessons!

Every day, people in our business are exploring, learning,

Many of our Thai co-workers see this as

finding new ways, forming relationships and delivering

one of our biggest employee benefits.

results. Here are a few snaps from our last year...

Our English teacher delivers a wide
range of classes and hundreds of
co-workers have taken up the
opportunity to learn on their own time and have fun with fellow students!

Health Week
Challenge
Zumba. Yoga. Jogging.
Walking. Biking. Bowling.
We did it all! For every
hour of activity co-workers
clocked during our Health
Week, our company donated
the equivalent of EURO 30 to
a good cause.

Community Project
Dozens of our co-workers volunteered on a
project that brought the comfort of home to
children at Singapore’s National University
Hospital. We planned out the new children’s
specialist centre from top to bottom and
donated hundreds of home furnishings to
make the space beautiful and relaxing - from
doctor’s rooms to the staff pantry.

Team Building
We take time for little celebrations and team
outings. We share a fika - Swedish for coffee
break - in our back offices every day. We get
together for just-for-fun gatherings away
from our workplaces at least three times a
year. We invest in leadership courses and
team development - and have a lot of fun
along the way.

Ready for FY20!
In August and September, we kicked-off
our business plans for this new business
year in every store, centre and service
office - a mix of presentations, fun activities
and lively discussions. We left energised
and committed to developing our business
in a new commercial year - together!
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Our IKEA Stores

Malaysia

Singapore

IKEA.my

IKEA.sg

IKEA Damansara

IKEA Tampines

IKEA Cheras

IKEA Alexandra

IKEA Tebrau
IKEA Batu Kawan
IKEA Collection Points:
Miri
Kuching
Kota Kinabalu

Philippines
IKEA.ph
IKEA Pasay City
Opening 2021

Thailand
IKEA.co.th
IKEA Bang Yai
IKEA Bangna
IKEA Phuket

Mexico
IKEA.mx
IKEA Oceania
Opening 2020

Our Ikano Centres

Malaysia

Thailand

MyTOWN

Megabangna

mytownkl.com.my

mega-bangna.com

IPC

Megacity

ipc.com.my

atmegacity.com

TOPPEN
toppen.my

Batu Kawan
Link Building

ikanocentres.com

BATU KAWAN
Link Building

