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Abstract 
       

 
   IKEA was founded in 1943 by Ingvar Kamprad and is currently retailing in 44 different 
countries around the globe. With the implementation of 25 year warranty the importance to 
validate the quality have increased to satisfy the customer. The aim of this thesis have therefore 
been to find out the critical factors for kitchen worktops through the expectations of the 
customers. In addition to this the product development process was investigated to gain an 
understanding on how IKEA deals with customer complaints today. 
   The thesis was divided in four stages. First the customers’ expectations were investigated by 
using the survey research method. The formulations of the questions are of great importance in 
this research method so that the information needed can be gathered without confusion and 
irritation. The critical factors of the kitchen worktops were also located in this survey and are 
out of the customer point of view. 
   After the survey was done and the critical factors identified a concept generation phase was 
started to analyze possible ways of solving the issues with the kitchen worktops. Three 
proposals of concepts was generated; improvement in quality, improvement in the information 
communicated by IKEA, and a combination of these two. These proposals were analyzed 
against each other, against the survey and against the possible concrete gains. 
   When the proposals of concepts were completed a decision to investigate the product 
development process was made and suggestions on how these critical factors could be found 
earlier in the process were made. 
   Lastly a proposal of a database system for categorizations of the customer complaints when it 
comes to different defects were made and proposed to IKEA. 
   Out from the information received by the survey these proposals could be made and the 
conclusion that scratches and to some extent heat was the most critical flaws, which would be 
the thing to focus further on. The product development process could also be improved to make 
it possible to take notice of these critical flaws earlier in the process. 
   To summarize the project was successful and IKEA was really happy with the results, and the 
extra tasks that were added to this thesis. The first problem description was to only find the 
customers’ expectations but to get something out of this we added the proposals and the 
attempt to change the product development process when it comes to kitchen worktops. 
 
 
Keywords: Kitchen Worktop, Customers’ Expectations, Customer Satisfaction, Customer 
Involvement  
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Glossary 
 
This will be a glossary words that people not familiar with the project may not know or terms 
used. 
 
DOA – Dead On Arrival 
IoS  – Ikea of Sweden 
PDP  –  Product Development Process 
Worktop  –  May also be called Countertop 
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1. Background 

This chapter will include a short introduction to the company and why this project is important 
to them. 
  
   The year was 1943 when a seventeen year old man founded the company IKEA, which today 
have grown to be well-known all over the globe. His name was Ingvar Kamprad and the name 
IKEA stands for Ingvar, Kamprad, Elmtaryd and Agunnaryd. The first two letters from his 
name, the third from the farm he was born in and the fourth and last from the village he grew 
up in. 
   In the beginning of the IKEA history Ingvar Kamprad went from door to door, selling smaller 
products like pens and watches. It was not until later IKEA started with furniture sold by post 
order. This became appreciated by the customers and IKEA started to design their own 
furniture with the idea to sell the furniture disassembled to ease the transport. The first store 
was built in Älmhult 1958 near Agunnaryd. (About IKEA, 2011) 
   Today IKEA have their business in (44) countries around the globe selling all kind of 
products. 
   With the vision to create a better everyday life IKEA offer their customers flat packaged 
home furnished products at low prices. 1959 IKEA decided to join the kitchen market, and 
today IKEA are selling about one hundred thousand kitchens a year only in Sweden. (Internal 
communication, 2012) 
   2007 IKEA implemented a 25-year warranty on their kitchens to further assure the customers 
that the quality of the kitchen solutions is high. This warranty covers the whole kitchen, from 
cabinets and interiors to fronts and worktops, regarding defects on workmanship and material. 
However kitchen worktops under 38 mm are not included in this warranty. The warranty does 
not cover normal wear and tear, cuts, scratches or other damages caused by accidents or 
impacts. (IKEA Services, 2011) 
   IKEA continuously work with improving and assuring the quality of their products. With the 
implementation of the 25-year warranty on kitchens, the importance to focus on achieving the 
expectations that the customers have on the quality have increased to make the customer 
satisfied. To achieve this IKEA has to know what their customers expect the kitchen to 
withstand, for instance the kitchen worktop.  

2. Aims and Research Question 

This chapter will include the aim of the thesis and the research questions the project will be 
built to answer. 
 
   The problem has been formulated as; 
 

“What are the customer expectations regarding the kitchen worktops from IKEA’s selection, 
and what do IKEA have to do to keep the customers satisfied with their products?” 
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  The research question has been divided in three: 
 

 What are the most critical flaws in the kitchen worktop selection, based on the 
customer expectations and input? 

 How can IKEA improve regarding these flaws, either out of a quality perspective, 
informative prospective or a mixture of the two? 

 Is it possible for IKEA to learn about the flaws in an earlier stage of the process 
 
   The aim of the project is to find out what the costumers expect of the kitchen worktops that 
IKEA produces, the main focus for these expectations are regarding quality when it comes to 
resistance to heat, pressure ant attrition. This will be put in relation to the 25-years warranty for 
worktops 38mm and above invented by IKEA. 
   More in depth investigate in how to avoid that the customer gets dissatisfied with the 
product. What is the main reason that the customer is dissatisfied for example? Is it due to 
actual lack of quality or is it lack in the information communicated by IKEA? 
   The most relevant aim with the project is to formulate proposals on how IKEA can 
improve in these aspects, and how customer dissatisfaction can be limited. Is it possible to 
improve the information and/or quality to avoid that customers get the wrong expectations 
on the kitchen worktop? 

3. Problem description 

This chapter will include the problem description given by the company in the beginning of this 
thesis. 
 
   The foundation of all product development is the idea that even with a thin wallet people 
should still be able to create a beautiful home with functional, safe and healthy products. A 
team of co-workers with different competencies develop products in order to find the right 
combination of design, function and quality – all to the lowest price possible. To make sure that 
IKEA products meet the expectations and requirements, some 50,000 tests are carried out each 
year in the accredited IKEA Test Laboratory in Älmhult. 
   Today IKEA are selling mainly worktops with a thickness of 38mm, since most of them are 
made of particle board the construction has been secured. To improve research in other 
materials has been looked into with new thickness and densities. The worktop of tomorrow 
need to have other demands. 
   To investigate the current situation this thesis have been initiated to further find out the 
customers’ expectations to be able to meet these.  
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4. Project delimitations 

This chapter will include the delimitations of the thesis which means the things that had to be 
excluded for different reasons. 
 
   Study the customer expectations on the quality of IKEA’s kitchen worktops, in terms of 
strength and endurance. 
To gain the information needed, surveys are to be done. These surveys will be based on 
information from specific countries in different regions around the globe, and will therefore be 
more detailed than if all countries that IKEA is operating in would be accounted for. 
   When the information is gathered there are to be some sort of proposals on how to avoid 
customer dissatisfaction. These proposals will however stay as proposals due to the time frame 
of the project. The results of this thesis will therefore be the result from the research and these 
suggestions of concepts. 
   The studies also have been delimitated to focus on kitchen worktops in general, and therefore 
not go into details regarding the specific materials. This means that no argumentations or 
research regarding materials was done in this thesis. 
   The thesis will not be related to actual numbers because this was not seen as relevant for 
customer expectations. 
   Some of the information will also be anonymous because of confidentiality reasons. 
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5. Frame of Reference 

This chapter provides a theoretical framework that will be used as a basis for the analysis of 
the thesis work. The literature presented concerns survey research methods which explain how 
to make a survey and how to make it as informative as possible. It will also include customers’ 
expectations, and customers’ involvement.  

5.1 Survey Research Method 
   A survey is a research method for gathering of information about knowledge, attitudes, and 
behavior. A survey involves many things among setting objectives for information collection, 
designing research and analyzing data. The information is gathered through clearly defined 
questions on the subject that the survey is to cover. The questions should be easy to understand 
and of relevance to the sample of people that are included, more of this later in this chapter. 

5.1.1 Reasons for Surveys 

   Every 10 years the U.S. Constitution has to carry out a survey meeting some of the specific 
characteristics, a list of characteristics for a survey follows: 
 

1. The purpose of the survey is to produce statistics – that is, quantitative or numerical 
description of some aspects of the study population. 

2. The main way of collecting information is by asking people questions; their 
answers establish the data to be analyzed. 

3. Generally, information is collected about only a portion of the population – that is, 
a sample – rather than from every member of the population. 
 

   The U.S. Constitution survey meets all of these characteristics except the last one, this 
because for this specific survey every person in the population is to be accounted for. (Floyd & 
Fowler, 2002) 
   Surveys are used for gathering of information through questions that samples of the 
population are to answer. Surveys can be applied in many fields of expertise by individuals, 
communities, schools, business, and researchers to find out for example what motivates people, 
what beliefs people have and peoples’ personal backgrounds. (Fink, 1995) 
   There are three familiar uses of survey techniques: the measurement of public opinion for 
newspaper and magazine articles, the measurement of political perceptions and opinions to 
help political candidates in elections, and market research designed to understand consumer 
preferences and interests. (Floyd & Fowler, 2002) 
   One reason for a company with competitive products is to ask their customers what they 
expect of the product and what the customer need, want and like with the products that the 
company produces. This will help the company to see if their products for example have to be 
improved for better customer satisfaction.  
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5.1.2 Method of Data Collection 

   Back in the old fashion days the choices of data collection method was limited to none 
computerized mail, telephone, personal interview, and group administration. Now days with 
more sophisticated computer systems pencil and paper have been replaced with computers and 
have brought more flexibility to the mail survey method. 
   All of these methods have advantages and disadvantages when it comes to performance, cost, 
and nonresponse with more. For example for a telephone survey educated staff has to be hired 
to make the call and to get the answers from the respondent, this is also a fact for personal 
interviews. Another example for mail surveys is that the question asked has to be formulated in 
a way so that the respondent understand it and is able to answer it without getting frustrated, 
closed questions which will be brought up in the next chapter is usually used in mail surveys. 
   For this thesis a mail survey was the obvious choice for the simple reason that you can reach 
more people from different continents of the world through computers, which is a very big 
advantage with computerized mail surveys. Mail surveys are often related to self-administered 
surveys because the respondent often answers the questions in private. This brings up the 
importance of formulating the questions so that the respondents will understand them, more of 
this later. Another problem with mail surveys is the control of response rate, which means that 
the knowledge of who respond and do not respond may never be known since there are so 
many participants; it is also hard to handle nonresponse for this reason. (Floyd & Fowler, 1993) 

5.1.3 How to Ask Survey Questions 

Surveys are built by questions, therefore it is important to learn the expertise to ask these 
questions in a way so that the participants in the survey understand and are able to answer them 
without asking for example what the surveyor means by a question. Because of the importance 
and the focus of this topic in the thesis the theoretical part of this will be a bit longer. 
   Before the questions are formulated it is important to fully understand some considerations, 
for example the purpose of the survey. These considerations will be described in a checklist 
that can be used to understand the survey’s context. 
 

 Identify the survey’s specific purposes. 
 
   The purpose of a survey is the expectations the surveyor has for the outcomes. Generally the 
surveyor has a specific purpose in mind, for example what customers expect of a certain 
product. Knowing the purpose is a key factor to keep the survey relevant. 
 

 Clarify the terms used to state the survey’s purpose. 
 

   The difficulty of clarifying the terms used differs when it comes to different topics, some 
topics may have very general terms while others may vary when it comes to for example 
culture.  
   The definitions for a survey are of great importance and must therefore be chosen carefully, 
this can be done in more than one way. A review about research already done out of that 
information state an appropriate definition. The terms can be defined from scratch by the 
surveyor, if this solution is chosen it is however important to convince others that the definition 
is valid. Most of the time the most preferred way is to use an already respected and tested 
definition.   
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 Be sure to have the specific objectives of the survey in place. 
 
   The specific objectives are the information the survey is to collect. The objectives takes 
different forms from survey to survey, the forms can be for example hypotheses, questions, or 
statements. 
   The survey is not ready to be prepared until all imprecise or unclear terms used in the 
survey’s questions are defined. The difficulty to define imprecise terms is that you might not 
know which definition is the best, and the difficulty to define unclear terms is that there might 
not exist a standard definition for them. 
 

 Know the respondents 
 
   To know your respondents is very important when it comes to formulating the questions, the 
respondents’ needs to be able to answer the questions without confusion. The questions should 
of course be formulated out from the data you want to collect, but if the respondents’ cannot 
answer with accuracy this data will be lost either way. Important things to think of is the 
language used, the reading ability is usually the thing that varies most with the participants’ of 
a survey. 
   Respondents may have difficulty answering questions about the future and the past, this due 
to simply not remembering or not knowing. 
   If the surveyor fail to adopt the questions for the respondents’ confusion is likely to appear 
which can lead to frustration, this affect the survey in a negative way when respondents’ may 
for example skip a question in the survey or even skip the whole survey. 
 

 Carefully match what you need to know against the time you have to find out. 
 
   The timeframe of the survey function both as help and limitations to the survey, limited time 
will for example effect how many questions are included in the survey and the quality of the 
questions. It is therefore of great importance to know what the survey is to find out to fixate the 
survey questions mostly on the important topics of the survey, if the survey for example are to 
include multiple topics and use limited questions on each or focus mostly on one topic of 
importance. 
   It might be hard to know if the survey questions cover the topics it is supposed to cover, and 
to find out the surveyor can ask experts, search other surveys, and conduct statistical analysis. 
 

 Remember that questions are asked in a social, cultural, and economic context. 
 
   If the survey is to be translated into another language then the language of the surveyor it is 
important to make sure that the questions asked still have the same meaning in the new 
language, to spend time and money on this is of great importance to ensure great results and 
responses. 
   If the survey is to be anonymous it is important to make sure that the respondents’ understand 
the meaning of this, and that they believe that they are truly anonymous. The survey should be 
anonymous when it comes to sensitive questions for the simple reason that it is more likely that 
more respondents’ answer the questions and does it in a truthful way. 
   Arlene Fink suggests some general guidelines for asking survey questions and using 
conventional language when asking the survey questions. She mentions that some of these 
guidelines may be more important than others depending on the surveyor. 
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   The following list is the guidelines when asking survey questions: 
 

 Ask purposeful questions 
 Ask concrete questions 
 Use time periods that are related to the importance of the question 
 Use conventional language 

 
   And then here is the list of guidelines for using conventional language when asking survey 
questions: 
 

 Use complete sentences 
 Avoid abbreviations 
 Avoid slang and colloquial expressions 
 Be careful of jargon and technical expressions 
 Have the questions reviewed by experts 
 Have the questions reviewed by potential respondents 
 Adopt or Adapt questions that have been used successfully in other surveys 
 Use shorter questions when you need to save time, minimize reading, or are 

satisfied with brief answers 
 Use loaded questions, if necessary, but be cautious 
 Avoid biasing words and phrases 
 Avoid two-edged questions 
 Avoid negative questions 

 
   There is a discussion when it comes to how the surveyor should ask the questions; the two 
forms of questions are closed questions and open questions. There are advantages and 
limitations with both; this will be explained with the general aspect of each form. 
   Open questions are when you allow the respondents to answer in their own words. The 
advantages of open questions are that some respondents may come with unanticipated answers 
that the researcher might not have thought of. Some respondents may also prefer to answer as 
they see fit them with their opinion of things. The problem with open questions and the thing 
that makes it limited is that the information gained is hard to analyze, this is due to different 
phrasing and words. The relevance of the answers may also vary from respondent to 
respondent making the survey rather difficult to validate. 
   Closed questions are when you let the respondents choose from already preselected 
alternative answers. Closed questions are therefore more difficult to write since you have to 
know what the respondents might answer in advance. One of the biggest advantages with 
closed questions is that they produce standardized data that can be analyzed statistically. If the 
respondents cannot express themselves in the specific subject closed questions is often superior 
and preferred. 
    The difficulty with closed questions is to come up with the response choices; there are forms 
of response choices that will be covered briefly in this report. The three forms are presented 
below: 
 

Categorical choices are when the respondent may choose from different categories 
listed in the answer section, for example if the respondent is male or female. 
 
Ordinal choices are when the respondent is to rate or order different choices listed in 
the answer section, for example list your feelings from very positive to very negative. 
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Numerical choices are when the respondent is to answer in a number, such as age, 
weight, or height. 

 
   Each form has difficulty when it comes to the choices, all of which are very well described in 
the book How to ask survey questions by Arlene Fink. (Fink, 1995)  

5.1.4 How to Design Surveys 

   An essential component of the survey is the design or environmental arrangement in which 
data is collected, analyzed, and interpreted. There are two categories of designs that are 
familiar by most, known as experimental and descriptive. 
   Experimental designs are when the survey is to compare two or more groups, where one 
group is experimental and the other is a control group. The experimental group is given new or 
untested subjects, while the control group is given an alternative. The groups can be individuals 
with any common experience as well as random individuals taken from for example a hospital. 
   Descriptive designs are when the survey is to produce information on groups and phenomena 
that already exist. This design is also called observational by some surveyors. 
   There are many different designs when making a survey, all of these are not relevant for this 
thesis and the design that will be discussed is therefore only the one that was used. The design 
used is called cross-sectional design and will be explained further in this chapter. 
   Cross-sectional designs result in a portrait of one or many groups at a specific time. These 
designs can be implemented in any standard survey-based measurement and is therefore very 
flexible. There is also a possibility to rely to more than one survey measure, this is preferable if 
the nonresponse rate is high in the self-administered and the surveyor decides to make a 
telephone interview with some of the respondents that did not answer. 
   A cross-sectional design combined with random or probability sampling is more likely to 
have a study population that is representative of the target population. 
  Even if the result in cross-sectional design is a portrait at a specific time, the surveyor has to 
expect the survey to take time; the larger the sample the longer time the survey will take. (Fink, 
1995) 
   If there is an interest in the other designs they are well described in the book How to Design 
Surveys by Arlene Fink.    

5.1.5 How to Sample in Surveys 

   This topic will only be grasped briefly for the single reason that within this thesis a specific 
sample group was already chosen. The topic is still important and of some relevance so there is 
a brief introduction to the subject. 
   A sample is the population that the surveys are to go out to; often a smaller population is 
chosen to represent the rest of the population. For this to give valid information the sample has 
to be well chosen. Most sampling schemes fall into three general classes: 
 

 Sampling is done from a more or less complete list of individuals in the population 
to be studied 

 Sampling is done from a set of people who go somewhere or do something that 
enables them to be sampled. 

 Sampling is done in two or more stages, with the first stage involving sampling 
something other than the individuals finally to be selected. In one or more steps, 
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these primary units are sampled, and eventually a list of individuals is created, from 
which a final sample selection is made. 

 
   The reason for sampling is both out from a cost perspective and from a time perspective, and 
the goal is to find a sample that gives a fair estimate about what the total population thinks. 
This can be done by different sampling methods which will not be included in this report for 
the reason that no of the theoretical sampling method has been used. (Fink, 1995) 
   If there is an interest in theory of sampling methods these are described in the book How to 
Sample in Surveys by Arlene Fink.  

5.1.6 Reliability and Validity 

   Reliability and validity are both relevant to surveys to ensure the respondent that the 
information that will come from the survey is of use and that it is serious. 
   Reliability refers to a statistical measure of how reproducible the survey instruments are. This 
is necessary for the simple reason that every method to collect data, surveys included will 
always have some form of error. Making the survey more reliable will if done correctly 
minimize this error. 
   Reliability is commonly assessed in three forms: test-retest, alternative form, and internal 
consistency. 
 

Test-retest reliability is when the surveyor let the same set of respondents complete a 
survey at two different points in time to examine how stable the responses are. This 
will measure the reproducibility of the results. 
 
Alternate-form reliability is when the surveyor let the same set of respondents 
complete a survey at one time, and then again when the surveyor has adjusted the 
wording in the questions or response choices. This will measure the correlation 
coefficients and then see if the survey has good alternate-form reliability. 
 
Internal consistency reliability is when the surveyor wants to measure different 
aspects of single items of the same concept. It is an indicator of how well the different 
items measure the same issue. Single items may be quicker and less expensive to 
administer. 

 
   Validity must be documented when evaluating new survey instruments or when applying 
established survey instruments to new populations. This is to assure the accuracy of the survey 
instrument. 
   Validity is commonly assessed in different types of measures for the performance of a survey 
instruments: face, content, criterion, and construct. 
 

Face validity is when the surveyor decides to show the survey to a few untrained 
individuals to see if it seems OK to them. This type of measurement for validity is the 
least scientific and of some researchers not included as a measure of validity at all. 
 
Content validity is when the surveyor decides to test the survey on a set of reviewers 
that have some knowledge on the subject. This to make sure that the survey includes 
everything it is supposed to and does not include anything that it shouldn’t. 
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Criterion validity is a measure of how well one instrument stacks up against another 
instrument or predictor. It is there to make the instrument more accurate and will be 
measured differently, depending on how much literature is available in the area of 
study. 
 
Construct validity is a measure of how meaningful the survey instrument is when in 
practical use. This is the most valuable measure yet the most difficult to achieve 
because of the complexity of the measure. 

 
   Validity is more difficult then it may seem, and takes a great deal of knowledge and effort. 
(Litwin, 1995)  

5.1.7 Analyze Survey Data 

   Statistics is the mathematics of organizing and understanding numerical data. Statistical 
results of statistical analyses are descriptions, relationships, comparisons, and predictions 
which will be described below: 

 
Descriptions are for example the description of the respondents’ or the description of 
the responses. If the description is related to the responses it might be for example that 
25 out of 50 put/throw their keys on the worktop, which is 50% of the respondents. 
 
Relationships are for example relations between the respondent and the answer that the 
respondent gives. One example of this is if you can relate the answer to the gender of 
the respondent. 
 
Comparisons are for example when a comparison of an answer for different 
respondents or a comparison of two related questions. One example of this can be a 
comparison of responses for a question between men and women. 
 
Predictions are for examples when someone is predicted to answer a question a certain 
way due to some knowledge or quality the person possess. This quality can for 
example be the income of the respondent. 

 
   What methods are then to be chosen to describe, relate, compare, and predict in the analysis 
of the survey. Before this can be answered the knowledge about other topics of importance for 
analyzing survey data has to be known. Some of these has been relevant for this thesis and 
therefore will be presented in this chapter. 
   First some measurement scales have to be known, these are defined as nominal, ordinal, and 
numerical scales and data. A short description about these will be listed below: 
 

Nominal scales have no numerical value and produce data that fit into categories, and 
are therefore even called categorical scales or data. Data that comes from nominal 
scales is for example the gender of a respondent. 
 
Ordinal scales are where a natural order exists in the categories of responses. It is 
typical ordinal data is ratings of how often a typical activity is performed, in the 
ratings always, very often, fairly often, sometimes, almost never. 
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Numerical scales are present when the numerical value is of meaning. Generally 
known examples of numerical scales and data are age, weight and height. Numerical 
data can also be presented in scales from for example 1 to 10. 

 
   The other thing to know is variables which are a characteristic that is measurable. A variable 
can for example be customer satisfaction. The type of method for analyze the data depends on 
the data available and the number of variables involved. There are independent variables and 
there are dependent variables. 
   Independent variables are used to explain or predict the dependent variable which is the 
response, outcome, or result. These variables are found by studying the objectives and the 
target of the survey. (Fink, 1995) 

5.1.8 Ethical Issues 

   Like all research that involves human subject, the researcher needs to attentive to the ethical 
manner in which the research is carried out. At the minimum the researcher needs to make sure 
that no consequences will be as an effect of the survey. 
   There is however some special populations, for example mentally retarded, prisoners, and 
children where this ethical issues can be hard to address. In these cases it might be wise to take 
help from experts in the certain field. 
   One thing the surveyor can do to make sure that the survey will be ethical is to inform the 
respondents of the context of the survey, whom the survey is carried out by, and that the 
information given is protected. The information can be sent by mail or carried out to the 
respondents; the important thing is that the information is available. 
   The next thing the surveyor needs to do is to protect the respondents so that they can answer 
the questions without feeling that this information might leak or be misplaced. Here it is 
important that the surveyor is careful what he/she does with the information and to whom 
he/she share it with. 
   One way to compensate the respondents is to give them benefits from answering the survey; 
this can be in payment, prizes, or services. The important thing is to keep the confidentiality of 
the survey answers and not compromise when offering the respondents services. It is also 
important to actually deliver the benefits promised. (Floyd & Fowler, 2002)      

5.2 Customer’s Expectations and Involvement 
   To satisfy the customers is a growing concern to many leading companies throughout the 
world. To be able to satisfy the customers their expectations has to be known, and there is 
therefore of importance to identify the customers’ expectations and involve them in the process 
by listening to their complaints. 

5.2.1 Customer’s Expectations 

   As mentioned above it is of great importance for a leading company to satisfy the customer. 
By making an effort doing so will make the cash flow higher and the product more attractive. A 
satisfied customer is according to studies and reality more loyal to the company, a loyal 
customer is more likely to stay customer and buy other products that the company offers. A 
satisfied customer is also more open to pay a greater price for high quality products. This will 
give the company better profit and is therefore the reason that the topic related to customer 
expectation recently become focus for many companies. 
   To satisfy your customers is known as a defensive marketing strategy and is proven to be as 
important and effective as its offensive competitor, to grow on the market and acquire new 
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customers’. Studies have come up with the number that it costs five or six times more to 
acquire a new customer than to keep one. This and the other benefits make the defensive 
strategy a great contender to the previous offensive strategy. (Matzler & Hinterhuber, 1998) 
   According to the Kano model (see Figure 1.) there is three types of product requirements that 
if met will influence the customer satisfaction in different ways: Must-Be, One-Dimensional, 
and Attractive requirements. 
 

Must-Be requirements are basic criteria of a product. The customer takes this 
requirement for granted and if not fulfilled, the customer will not be interested in the 
product. At the same time if these requirements are fulfilled the customer will not 
want the product more since the requirements are taken for granted. 
 
One-Dimensional requirements are when the customer get satisfied in proportion to 
the level of fulfilment, the higher level of fulfilment the higher customer satisfaction. 
These requirements are usually openly demanded by the customer. 
 
Attractive requirement are the requirements that are not expected by the customers and 
therefore have the most impact on customer satisfaction. Since the requirements are 
not expected there is no loss if the requirements are not met; however there are huge 
advantages for the product if the requirement is met. 

 
   To understand the customers and what creates Must-Be, One-Dimensional, and Attractive 
requirements is of great importance for the success of a product. (Matzler & Hinterhuber, 1998) 
 
 

Figure 1. Kano’s model of customer satisfaction (Berger et al., 1993) 
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   The Kano model is further described in the scientific paper How to make product 
development projects more successful by integrating Kano’s model of customer satisfaction 
into quality function deployment written by Kurt Matzler and Hans H. Hinterhuber and will not 
be described further in this report. 
   A more recent study that includes a critical review of the Kano model have found that it 
purely focuses on addressing the concerns of the customers, which are not optimal from a 
producers point of view. 
   The study proposes a new model it calls the A-Kano model that will analyze both customer 
satisfaction as well as an economical scale in product fulfillment. In short the value chain meets 
when the customers’ satisfaction overlaps with the legacy producers’ capacity (See Figure 2.). 
The business success is achieved by maximizing this overlap, either by expanding the capacity 
and meets the customer needs or by directing the customers to the total capacity of the producer 
so that customers are better served. (Xu, Jiao, Yang & Helander, 2008) 
 

 
 

   The A-Kano model is further described in the scientific paper An analytical Kano model for 
customer need analysis written by Qianli Xu, Roger J. Jiao, Xi Yang and Martin Helander and 
will not be further described in this report. 

5.2.2 Customer’s   Involvement 

Figure 2. Customer-producer interactions along the product chain 
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   Many studies in the past bring forward the importance of customer involvement in the 
Product Development Process (PDP), as it has been proved to bring forward several advantages 
to the product.  
   New perspectives may be brought trough customer involvement that will increase the success 
of a new product due to an understanding of the customers’ needs. To recognize and capture 
this information is of great importance to be successive and competitive on the market today. 
(Pitta & Franzak, 1997) 
   There are different ways to involve the customer in the PDP and to collect the information 
from the customers. The importance of listening to the customers’ has become greater recently 
and one way to do this is by customer complaints. The customer complaints can be used to 
learn the customers’ expectation on the product and therefore used as a source to improve the 
quality of the product. (Sandholm, 2008)  
   This is why the method of involving the customer seemed appropriate for this thesis and will 
therefore be focused on in this chapter. 
   The department that, according to studies, handles these complaints is called the customer 
service center, and the task of this center is to handle individual complaints as well as 
analyzing aggregate complaints which is shown further in figure 3. 
   Companies are usually better on handling individual complaints than to analyze aggregate 
complaints due to the simple fact that more studies has been done in the field of individual 
complaints. (Schibrowsky & Lapidus, 1994) 
 

   Schibrowsky and Lapidus (1994) describe the importance of handling both individual 
complaints by solving the problems and analyzing the aggregate complaints by identifying the 
causes of the complaints to eliminate them. If done correctly, this will lead to a successive 
product and great advantage in the market compared to competitors that do not focus on this. 
   To analyze aggregate complaints is proven to be costly but if put against what can be gained 
also proved to be worth the effort. (Schibrowsky & Lapidus, 1994) 
   Mohamed Zairi stated in his article that a high percentage of complaints does not have to 
mean failure for the company, but quite the opposite; that the company involves their 
customers for improvement. He writes that the companies should encourage their customers’ to 

Figure 3. The Roles of Consumer Service Department (Schibrowsky & Lapidus, 1994) 
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complain to get the necessary information needed to improve. This fact is also quoted from the 
chairman of the company British Telecom who says: 
 

“The day we stop receiving customer complaints is the day I 
 will start to worry about the future of British Telecom.” 

 
   If customer complaints are used in the correct matter the loyalty of the customers’ will 
improve and the companies will have a greater chance of keeping their customers. (Zairi, 2000) 
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   To get back to the growing importance of the implementation of aggregate complaints 
Schibrowsky and Lapidus (1994) mentions reasons for this to become a crucial part in the PDP, 
some of which will be mentioned below: 
 

 The company can manage its business in a proactive way if they are to identify the 
cause of the complaints. 

 The company may get to know the perspective of their business out from a customer 
based point of view. 

 The company may get an objective look at the big picture, based on numbers, not 
suppositions. 

 
   If the reader wants knowledge about methods on how to analyze aggregate complaints 
suggested readings is the article Gaining a Competitive Advantage by Analyzing Aggregate 
Complaints by Schibrowsky and Lapidus. This will not be covered in this report.  
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6. Materials and Problem Areas 

This chapter will describe how IKEA defines their materials and the different problem areas 
that have been an issue for the kitchen worktops at IKEA. 

6.1 How IKEA describes the materials 
   This is the information that IKEA gives to the customers regarding the materials available on 
worktops. 
 

 Laminate 

 Durable and easy to clean as well as resistant to scratches and stains. Does 
not need any impregnation or oil to maintain the look and quality of the 
surface. The affordable laminate worktops are available in lots of colors and 
finishes, finding one that complements your kitchen should therefore not be 
hard. 

 Wood 

 Beech is a hard wood with an even grain through the timber. Beech is 
durable and often used for furniture and worktops. When exposed to 
sunlight, beech ages from a light red tone to a more rose-brown color. 

 Birch is fine-grained and pale in color with a satin-like sheen that darkens 
with age. Birch often has knots or heartwood in cream or light brown giving 
a distinctive, natural look to your worktop.  

 Oak is a very hard wood making it a popular choice for worktops and 
interiors. Oak ranges from a light brown to a rich reddish–brown in color 
that darkens with age. 

 Acrylic 

 The work surface is less scratch and heat-resistant than laminate or stone, 
but the smooth, non-porous surface is simple to keep clean using warm 
water and a mild detergent. Make sure to avoid contact with harsh solvents 
and dry the worktop after use. Darker colored worktops show stains and 
scratches more visibly,therefore need some more consistent treatment.  

 Stone 

 Stone worktop surface is extremely durable, has high impact strength and is 
scratch resistant. 
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6.2 Problem areas for the kitchen worktops 
    The different problem areas for IKEA’s kitchen worktops are: 
 

Scratches: Appears on all the materials in different ways, keys that been thrown or 
because objects been pulled across the kitchen worktop. 
 
Edge: Sometimes the edging strip loses up, this might happen because of the glue have 
been effected by humidity or liquid. In some cases when the strip starts to lose up, 
moisture enters the worktop and it might swallow. This issue is most common on 
laminate. 
 
Discoloration: This might be result of stains from different fluids such as whine and 
coffee. Something that is hot or something that is wet might also result in these 
discolorations for example hot pan or a drainer. 

 
Cracks: Some stone kitchen worktops cracks after customers place hot objects on 
surface. Some wood kitchen worktops have issue with cracks between the wood 
panels. 
 
Moisture from dishwasher: Even though IKEA have a protection (FIXA, diffusion 
barrier) that can be bought to put underneath the kitchen worktop issue still occurs. 
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7. Method 

This chapter will include the way to solving the problem and fulfill the project. It will include 
tools used and the effect they should have to solve the issue. 

7.1 Gantt chart 
   Gantt charts are useful in the planning phase of the project, and will if used correctly make 
the project more effective. The idea is to list the different tasks in the process to get an 
overview of the project. This will give the participants of the project a better view on what to 
do at a specific time. The next step is to give each task a set of hours that should be spent on 
each task and how many that should be on that specific task. The Gantt chart should be 
followed during the project and meetings regarding the timeframe and how the project 
proceeds should be done. (Ullman, 2010) 

7.2 Mind maps 
   Mind maps can be used for many purposes, for example when generating ideas or planning 
the project. In this thesis mind maps has been used for the planning of the project. The idea 
behind this method is to come up with one word or in this case task to generate other tasks that 
involves the task in the center. This can be used as a guideline on what tasks you have to 
complete for the task in the center to be complete. (Wikipedia, 2013) 

7.3 Interviews 
   Interviews are usually used mostly in journalism and media, but interviews can also be used 
as a method for qualitative research. An interview is a conversation between people where one 
part asks the other part or parts questions to get better knowledge on the specific topic. It is 
important to find meaning in the interviews for the method to work when doing qualitative 
research and to get something concrete out of the interview. 
   This project will include meetings with different people at IKEA and will mostly be kept as 
conversational interviews. This means that no predetermined questions are asked, this to be 
able to see the organization and the topics questioned and to minimize the limitation of the 
meetings. (Wikipedia, 2013) 

7.4 Surveys 
   The general theory of surveys has already been covered in this report so here we will describe 
the general aspect to why surveys are used for research and why we used it for our thesis. 
There will also be a description of the goals for the internal as well as the external survey. 
   Survey methodology is used when the researcher want to study a sample of individuals from 
a population in a certain field. The surveyor as the researcher may be called when using this 
method then formulates a different set of questions, these questions are really important for the 
survey to be successful. One of the main advantages with surveys is that they supply the 
researcher with information that is easy to transform to statistical data, and therefore should be 
quite useful for information collecting information that can make a difference. Surveys can be 
implemented in almost any field where there is information that can be collected which makes 
the method rather broad. (Wikipedia, 2013) 
   The main reason why this thesis is based on the survey methodology is because IKEA wanted 
it to be so, and had the resources as software and some sort of knowledge. Survey as a method 
also seems to be rather mainstream and the method gains more and more value for companies 
in general. 
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   We decided that we would research the topic both internally and externally with two different 
surveys, but to still keep them as close to each other as possible with the constraints that was 
given by IKEA. We will now describe the main idea and goal of each survey and why they 
should be designed in different ways. 

7.4.1 The internal survey 

   This was to be the main focus of the survey due to an already defined sample which with the 
timeframe was the key to get the questions formulated in a way that the information could be 
understood and result in the information that we were looking for. 
   The main goal with these questions was to get a better understanding of what the people in 
the organization that deals with customers and customers’ complaints everyday was thinking 
about the quality of the kitchen worktops that IKEA produces and sell. Since the survey was 
made internally IKEA as an organization could be used in the survey questions. 
   Since the respondents already had some knowledge about the organization that IKEA is the 
formulation of the questions, the language used and the design of the answer alternatives were 
easier to handle. The software that IKEA uses for surveys also made a big difference to get 
going and see the design before the survey was published. 
   Because this survey went out internally we could use the intranet of IKEA to publish the 
survey and for that purpose we did not have to research on where to put out the survey. When 
the survey went published our mentor at IKEA Patric Smedberg was to send out a mail to 
important people in the IKEA organization that would after that send it to more people in the 
organization, this to get as many respondents as possible. 

7.4.2 The external survey 

   This was a survey that we wanted to include to be able to see what the people outside of the 
IKEA organization thought about kitchen worktops. Here we did not have any defined sample 
which made it harder for us to formulate the questions and language of the survey. 
   The main goal with these questions was to get an understanding of what general people 
thinks about the quality of kitchen worktops, but we also wanted to get the information 
communicated by the companies that is in the market of kitchen worktops. The catch with this 
survey was that IKEA as organization could not be mentioned out of confidentiality reasons, so 
the survey questions had to be generalized to include companies in general. This was a huge 
deal for us and made it a lot harder to finalize the formulations of the questions. 
   Since the survey would include too many questions if we were to include information 
questions in the quality survey we decided to make two different surveys for the external 
survey. One about quality that we tried to keep as close to the internal survey as possible and 
only take away IKEA as an organization from the questions, and the other about how well 
companies in general communicate to the customers. 
    We also had to search for different places to publish these surveys and we decided to use 
Facebook  and different forums that in some way had something to do with kitchens, these 
forums was really hard to find we spent a lot of time researching this. 
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7.5 Brainstorming 
   Brainstorming is useful when developing concepts and is there to bring the creativity that is 
needed to come up with the most thought of concepts, or in our case proposals. The method can 
be used by a group or individually, the result may differ from person to person or group to 
group. To start brainstorming there has to be some sort of problem that is in need of a solution 
and then the brainstorming begins to collect all the information needed to meet this solution. 
The purpose is to keep the mind open and to bring out the best of everyone involved. 
   Brainstorming can create better ideas that with other methods in the process evolve and be 
combined with other ideas into concepts. (Ullman, 2010) 
   For this thesis brainstorming was used to create the proposals that we included in the project 
to get something out from the survey that were to be the main part of the project from IKEA’s 
mindset. We then excluded some of the ideas and reflected them against the main flaws and 
how we believed from the beginning they could be solved and came up with three proposals 
that will be described in the implementation chapter of this report. The concrete gains and 
general information will then be summarized in the result chapter, and analyzed in the analysis 
chapter. 
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8. Implementation 

This chapter will include the implementation of the methods described and take the reader 
through our process to finalize the project. It will also include an analysis of the most relevant 
pieces of the project. 

8.1 The Planning of the Project 
   The preliminary planning of the project took place after the startup meeting in Älmhult in the 
beginning of the thesis project. It is defined as preliminary planning because some of the 
planning was updated when more understanding of the problem was found. The way we used 
the tools for the planning of the project will be described with some basic information below. 

8.1.1 Gantt chart 

   This method was used to get an overview of the timeframe of the project and includes 
milestones as well as deadlines for specific tasks in the project. This is one of the things that 
was updated along the way and was finalized when the task was fully understood. 
   Our Gantt chart can be found in Appendix 1 of this report. 

8.1.2 Mind maps 

   This tool was used to get an overview on everything that had to be done during this whole 
project, and new things were constantly added. Many different mind maps has been made, one 
to get overview for the whole project, mind maps has also been used before meetings, for 
concepts, for survey and more. 
   Mind maps that have been used can be found in Appendix 2 in the appendix section of this 
report. 

8.2 Research 
   When the final definition of the thesis problem had been formulated by Ikea of Sweden (IoS) 
and the planning of the project was finished some research had to be done to fully grasp the 
task and to get an understanding on how to continue.  
   An explanation on how the research was achieved will be summarized here. 

8.2.1 Searching the Internet 

   The first stage of the research was through the internet, this research included general 
information about kitchen worktops as this is the product that this thesis is to improve and 
about what the customers’ general thoughts are about the product. 
   The research about kitchen worktops included what IKEA defines as kitchen worktops, what 
materials the IKEA range of kitchen worktops includes and how they define these materials, 
and the information available about kitchen worktops. This research was gained through the 
IKEA homepage as well as articles found on each subject. 
   The research was about to include more specific information of each material but after a bit 
of searching it appeared to be too time consuming and complex to be included in the thesis. 
   When it came to the general thoughts about the kitchen worktops that IKEA produce we 
browsed through different forums, we used keywords as customer complaints, customer 
reviews and quality. All these with IKEA and quality included. 
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   In some extent research about competitors’ kitchen worktops was included in this research as 
well, although the main focus was put on IKEA’s kitchen worktops. 

8.2.2 Meetings with involved persons 

   Meetings with involved persons was carried out throughout the thesis both to gather new 
information needed to carry on with the project and to make sure that the information gathered 
at the time was understood correctly. 
   Most of these meetings involved the mentor of the thesis Patric Smedberg and most of these 
meetings were regarding the quality aspect of the kitchen worktops. Discussions about 
material, customer complaints, problem areas and how to define the survey were normal topics 
of these meetings. In some extent these meetings can be called interviews; however the 
structure may not have been as an interview or even a semi-structured interview. 
   Semi-structured interviews was however carried out with some of the members in the 
customized worktop-group, this to gather more information about the quality of the kitchen-
worktops and the materials. These interviews took place in a working environment at a project 
meeting to finish before the deadline, and the interviews was therefore carried out when the 
involved persons had time to answer questions.   
   Information about how IKEA communicate with their customers was gathered by one 
member of this group named Maria Lööw and this information was very useful to understand 
some aspects of customer dissatisfaction. 

8.2.3 Inspection of meetings carried by the customized worktop-group 

    An inspection of a meeting regarding the range of IKEA kitchen worktops was done over a 
period of two days. The meeting included individuals from the customized worktop-group and 
had been called because of issues with deadlines of the kitchen worktop range. 
   General information about kitchen worktops were gathered further, but also information 
regarding how IKEA wants to be seen as a company and with the products included in a 
kitchen. The meeting was very informative and the included were very helpful and tried to get 
time to answer all the questions asked. 

8.2.4 Analysis of previous work 

   An analysis of a recent project with a task similar to the task of this thesis was analyzed 
through a report that was sent to us by IKEA. This previous project included improvements of 
test methods and management of customer complaints. 
   Information about test methods already existing and proposals of test methods was studied in 
this report as well as proposals for handling of customer complaints. Some of this information 
and models will be used from this report and will be quoted.  

8.2.5 Survey as a research method 

   When enough information had been collected a research on how to gather and analyze the 
information from the customers wad done, and after some research the survey method seemed 
as the most attractive method. 
   Literature about survey as a method to gather and analyze information was read and analyzed 
to get knowledge on how to make the survey that are to be the information resource of this 
thesis. 
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8.3 Creation of the Internal Survey 
   When the first stage of the research was completed and everything that had to be known was 
covered the creation of the first survey started. This survey was going to include individuals in 
the IKEA network that have different experience of kitchen worktops before answering the 
survey. 

8.3.1 Preparing the survey questions 

   Before the formulation of the questions can be done an understanding about the purpose of 
the survey has to be defined. This was to be the first thing to do in order to optimize the 
questions for the best results possible. 
   When the purpose was fully understood an evaluation about the timeframe of the survey had 
to be done, this to choose how many questions the survey is to include. 
   The next thing that were to be done was to formulate the questions of the survey, these were 
shown for the mentor on IKEA for this thesis under the creation and evaluated and improved to 
the extent were both parts was happy with the final formulations. 
   The questions can be found in Appendix 3 where you also can see how the program IKEA 
uses for surveys design the survey with a layout. 
   A clarification on how the questions were formulated and why they were formulated as such 
will be covered next in this chapter, this to give a view on the process. 
    
  The first two questions include the gender and the nationality of the respondent, these are 
common questions to start of a survey with and will tell the surveyor a little bit more about 
whom the respondents are. These two questions were importance to us because we wanted to 
know the range of the survey. The question about the nationality was also important due to 
customer habits in different countries, for example in Japan you might expect the worktop to 
withstand chopping directly on the worktop. If we then know that we have a lot of response in 
Japan we can see a pattern that this is why that specific question had these results. 
 
   The third question was formulated as “how often do you put the following directly on your 
kitchen worktop?” and this question include some alternatives where the answer should be in 
the scale of how many times you actually do this. This question had a lot of alternatives some 
that made the cut some who did not, only the ones that did will be mentioned here. We will 
describe each alternative separately as they go, and the final alternatives were chosen by IKEA. 
The first alternative that passed the cut was “put hot metal objects” and this to see if the 
customers have a habit of putting these objectives on their kitchen worktop and therefore 
expect it to hold for that. “Put hot plates” was another alternative that was chosen with about 
the same criteria as with the metal objects. IKEA also wanted to know if people tend to sit on 
their kitchen worktop, if they put/throw keys on it and if they in their everyday life put the wet 
dishes on the worktop. Out of all these alternatives we find the alternative that includes 
throwing/putting keys on the kitchen worktop the most relevant and important, this due to the 
fact that the main problem as we understood it from the beginning was related to scratches. To 
summarize the question was asked to get an understanding how the customers use the kitchen 
worktop. 
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   Question number four in the survey was formulated as “it occurs that you keep liquid on the 
surface of the kitchen worktop for a longer period of time”, liquid in this case could be water, 
soda, coffee or whine. After a quite long discussion we found the alternative times that the 
respondent could answer to 0-1 hours, 1-5 hours, 5-20 hours and 20 or more hours, this was 
found reasonable by both us and IKEA. The question had to be in the survey due to humidity 
and water damage are two problems that IKEA has on the kitchen worktop, and knowing the 
behavior when it comes to this type of liquid will therefore help greatly. 
   
   Question number five was includes cutting and chopping on the kitchen worktop and was 
therefore formulated as “do you cut and chop on the kitchen worktop?”. The alternative 
answers that the respondents could choose was set to yes, no or only with a cutting board. This 
question also includes getting to know the habits of the customer, this to improve the things 
that are actually important. 
    
   Question number six was asked to see how aware the customers are when it comes to 
resistances against heat, water, scratches and humidity. The question was formulated as “do 
you believe that the kitchen worktops from IKEA are resistance enough against:” followed 
with these problem areas. This question is one of the key question regarding where 
improvements has to be made. The alternative answers was set to yes, no and don’t know. 
Speculations whether don’t know should be in the alternative answer or not was a big part of 
this question, also witch areas that should be included when it comes to resistances. We came 
to the conclusion that don’t know had to be there due to some of the respondents may actually 
not be aware of all of these resistances. The areas were narrowed down to the key problems 
that IKEA has with their kitchen worktops. 
    
   Question number seven once again take us back to the behavior of the customers and what 
they believe that you can and cannot do at/with your kitchen worktop. The question was 
formulated as “do you believe that the edge on the kitchen worktop can withstand an impact 
from a:” followed by four key tools in a kitchen. These tools are a Teflon pan, a cast iron pan, 
an oven tray and a plastic bowl and these represent different materials and characteristics from 
other tools of their kind. This was seen as an interesting question that will tell us to what extent 
the customers use these tools in the kitchen and what they may be afraid to do contra what they 
do without hesitation. The alternative answers to this question was set once again to yes, no or 
don’t know and the same speculations were made here and the same conclusions were made. 
    
   Question number eight regards if the customers sometimes stand on their kitchen worktop to 
reach something, and is therefore formulated as “do you sometimes stand on the kitchen 
worktop to reach something?” and we felt like yes or no was enough as alternative answers to 
this question. Once again these handle the behavior of the customers which is the most 
important thing to get to know to change the product for the better. 
    
   The ninth question formulated as “is the information regarding how to clean and maintain 
IKEA kitchen worktops enough” relates to the customers knowledge on how to minimize the 
risk of defects by cleaning and maintaining the worktop in a correct way. This is an important 
topic for IKEA because if the customers are more aware on how to treat the product this alone 
could make the dissatisfaction decrease. We decided to have three alternative answers and to 
make them a little different to the others. The first alternative was formulates as “yes, with the 
information I know exactly what to do”, the second as “kind of, with the information and my 
own knowledge I know what to do, and the third as “no, I believe that the information is not 
enough”.   
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We made this choice because there might be some respondents that do not see a problem with 
maintaining and cleaning even if there is no exact “guide” on how to, and therefore yes or no 
was simply not enough. 
    
   Question number ten is once again customer behavior related and is formulated as “On the 
over-hang of the kitchen worktop do you” followed by two alternative answers in sit on it and 
lean on it. This question was asked due to the fact that IKEA today has a limit on how big this 
over-hang can be without an extra support, and this question was going to see if this limit is 
reasonable. 
    
   We were told to keep the survey down to ten questions due to the time frame of the project 
but we felt that we had to add a last question which we formulated as “is there anything else 
that you would like to add regarding your usage or expectations regarding the kitchen worktop 
of IKEA”. The previous ten questions have all been closed question but this last question we 
decided to make open. This to enlighten the respondents to respond of things we might have 
missed or left out of this survey, and therefore get unexpected answers.  

8.3.2 Pretest on the questions 

   When the questions of the survey had been formulated they were sent to a couple of test 
persons in the IKEA organizations to see if the questions really were aimed at the purpose of 
the survey and if all the questions were relevant to for the thesis. 
   The pretest of the survey took about a week after it was sent out to the targeted test persons 
and the feedback was that the questions were suited for the thesis and only minor adjustments 
in the formulations had to be done before the survey were ready to go live. For example some 
sentenced were not formulated as IKEA normally formulate them. 

8.3.3 Adjustments of the questions 

   The small adjustments were made and a last evaluation was done on the questions. Some 
flaws in the questions were found and adjusted in the last minute before the launch of the 
survey. 

8.3.4 Launch of the survey 

   When all the questions was accepted by all parts the survey was ready for launch and was put 
out on IKEA’s network. A mail went out to important individuals in the IKEA organization to 
spread the word about the survey. 
   The survey were to be available for the respondents for 2 weeks and now it was time to focus 
on other parts of the thesis. 

8.4 Creation of the External Survey 
   Since the internal survey already had been created the external survey was more or less 
complete already. The only issue with the questions was that in the external survey IKEA as an 
organization could not be mentioned. The survey was to be about general expectations on 
kitchen worktops rather than the expectation on the kitchen worktops of IKEA. 
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8.4.1 Adjustments of the questions 

   The questions in the external survey had to be adjusted in a greater extent than the internal 
survey due to the discretion that IKEA wanted. All formulations about IKEA had to be 
removed and redefined. The goal with the adjustments were to keep the formulations as close 
to the internal survey as possible with the removal of IKEA as an organization in the 
formulations. This was harder and took more effort than expected. 
   A decision to make survey questions regarding information that are available when it comes 
to kitchen worktops was made for the external survey to get some base knowledge of how easy 
information is to access.  

8.4.2 Approval of questions 

   When the formulations of the questions for the external survey was completed they had to be 
approved by IKEA, this to make sure that the discretion was fulfilled. 
   When the questions were approved it was time to launch the external survey. 

8.4.3 Launch of the survey 

   Before the external survey are to be ready for launch the places to advertise it has to be 
chosen, the decision to spread it over different forums and other sites like Facebook was taken 
to access different types of respondents. 
   After the places had been chosen the external survey was ready to be launched and was put 
out on the internet on the forums that had been chosen as well as on Facebook. 
   However after about a week or two we found that our survey was found as spam or 
advertisement and therefore was removed from all the forums we posted it on, also Facebook 
did not give the positive response that we were hoping for. This made us realize that we could 
not get out a trustworthy result and we therefore made the decision to not base our results on 
this survey. 

8.5 Analysis of the Surveys 
   Here we will analyze the survey as a method, the topics analyzed will be related to the 
literature covering the theory in the frame of reference chapter of this report. 
   This analysis will start to analyze the methods for gathering data and will follow the frame of 
reference part that covers the survey method until the validation of the survey. 
   When the analysis is done there will follow a short discussion about the survey as a method 
and how it was used in our thesis. 

8.5.1 Methods for gathering data 

   Floyd and Fowler 1993 writes that the different methods for gathering data has its advantages 
and disadvantages. They say that telephone- and personal interviews takes educated personal 
but if done correctly can reformulate the questions for better results. When it comes to mail 
surveys they say that it is to preferable if the respondents’ are spread around the world and if 
for example the respondents’ do not own a telephone, but that the method is very dependent on 
the formulation of the questions. They state that the mail survey has been greatly improved 
with the more sophisticated computer systems known today.    
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   The main method we used to gather information from the customers’ was by sending out mail 
surveys for the sample size to answer, this was the case for both the internal and the external 
survey. For the external survey however some complements were done by semi-structured 
interviews by telephone and personal mail conversations to some chosen respondents’, this was 
done mainly before the mail surveys more as research on how to formulate the final questions. 
   If we put the method used in relation to the theory we believe that the correct method was 
chosen. The semi-structured telephone- and conversations done in the external survey did 
however not give the valid information that it could have done because of lack of knowledge 
about how this are to be done at the time. 

8.5.2 The survey questions 

   Arlene Fink 1995 makes suggestions and guidelines about how to ask survey questions so 
that the respondents’ will fully understand the survey and are able to answer the questions 
without confusion and frustration. 
   She suggest a checklist of topics that should be known before starting with the questions, for 
example the importance of knowing the purpose of the survey and to carefully match what you 
need to know against the time limit. The checklist can be found in the frame of reference part. 
   General guidelines when asking survey questions are also listed, for example to ask 
purposeful and concrete questions, use timer periods related to the importance of the question 
and to use conventional language. A list of guidelines for the language to be used are to be 
found in the frame of reference part. 
   Arlene Fink describes the difference of closed and open questions and the advantages and 
disadvantages of both. Open question can for example stimulate the respondent due to the fact 
that the respondent can answer the question in his/her own way, however the results of these 
answers are usually hard to analyze because of the variance. The biggest advantage with closed 
questions is that they are standardized and easy to make statistical results from. There are 
however difficulties to come up with relevant response choices in the right form, more of this 
can be read in frame of references. 
   The purpose of our survey was to find out the customers’ expectations of kitchen worktops, 
both in general and the range that IKEA produce. This was known from the beginning and the 
can be assessed as the problem description of this thesis. 
   We were very careful with the terms used in the survey and constantly asked the mentor of 
the thesis if the terms stated in the survey was the general terms in the field and for IKEA, the 
objectives of the questions was also very carefully evaluated. 
   The language in the survey was written in simple English so that people from all over the 
world could understand it from basic knowledge in English, and the formulations were 
evaluated so that no cultural differences might understand the questions differently. 
   We have chosen closed questions for our survey due to the timeframe so that the analysis of 
the results would be easier to handle, also because we believe that closed questions are easier to 
answer. One open question was however included as the last question to see if the respondents’ 
had anything to add that was not included in the survey. 
   The response choices are mostly of categorical forms with two or more categories to choose 
from in each question, these categories was not as easy to find as we thought, and took almost 
as long as the formulation of the questions itself. 
   The questions of the survey involves different topics with the aim to understand what the 
customer expect of the kitchen worktop. Some of the questions are related to how the customer 
uses the kitchen worktop and what they are prepared to do on it, others what they think of the 
resistances and other properties that the kitchen worktop possess. Finally we have included one 
question about the information that goes out on how to maintain and use the kitchen worktop. 
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   Considering the time limit we are happy with the formulation of the questions and the 
different response choices, and we feel like we learned and followed the theory on what to 
think of when formulating the survey questions. 
   However if more time was available we believe that more information about each material 
could have been gathered instead of only the general information. 

8.5.3 The Design of the Surveys 

   Arlene Fink 1995 describes two common categories of designs, known as experimental and 
descriptive. Experimental design is when you compare two groups, where one is an 
experimental group and the other a control group while a descriptive design is when you 
produce information on already known phenomenon and groups. 
   She describes a design called cross-sectional which result in a portrait of one or many groups 
at a specific time. This design can be implemented in any method for data gathering and can 
also be used when more than one method is used. 
   We believe that the design of our survey is of a cross-sectional design, which means that we 
are to find out already researched field but in a new point of view. The new point of view is 
what the customers expect of the product. The result are also a portrait of what the customers 
think at the time the surveys are done. 
   If we put the design we used in relation to the theory behind it we believe that we succeeded 
to some extent to use this design, however in all honesty we find the topic rather complex and 
are not sure that we got the whole picture. 
10.1.4 Sample in the Surveys  
    Arlene Fink 1995 describes sampling as a way to choose who your respondents are, this in a 
small portion of the total population. This sample are to represent the rest of the population not 
answering the survey so it is of great importance that you choose carefully, preferable with a 
well-known method or an already tested sample in the area. 
   For the internal survey no sample has been researched due to that a sample already existed in 
the IKEA organization. For the external survey however we feel that we fell short in the 
research of the sample size and sample population. This may be due to an underestimation of 
the importance and lack of knowledge on how to do sampling. 
   Since the sample method is more or less nonexistent we feel that we cannot relate this against 
the theory. 

8.5.5 Reliability and Validity 

   Arlene Fink 1995 writes about reliability and validity as measures of the relevance and 
seriousness of the survey.  
   Reliability comes down to how reproducible the survey is and how to minimize the errors of 
the survey, which is normally assessed in three forms described in frame of reference. 
   Validity on the other hand is to assure the accuracy of the survey instrument, this also can be 
assessed in different type of measures, one of which is explained as content validity. Content 
validity is when you decide to test your survey on reviewers that has some experience or 
knowledge on the subject. 
   Since this was the first time this survey was answered no action regarding reliability was 
taken, however the content validity was used to test the survey against chosen people in the 
IKEA organization. 
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   The method for evaluating validity was successive if we relate to the theory, however if more 
time had been available further research on validity might have been done. A test for reliability 
is something that can be done by asking the same respondent again after some time have 
passed. This is to see if there is consistency in the answers of the respondents. 

8.5.6 Discussion 

   To finalize the analysis of the survey as a research method we can say that it is a great tool to 
gather and analyze information that is potently used when a population is to be researched 
about for example expectations. With the right formulations of the questions this can result 
with a full analysis of a population. 
   The analysis itself will work as a validation of our survey. 
   

8.6 Development of the Concepts 
   Before being able to create a concept, background knowledge is needed. The information 
from the result of the survey and the research beforehand was both used during brainstorming. 
   Before the brainstorming started decision about what the concept are supposed to involve was 
briefly made, these involvements came down to improvement in quality and improvement in 
the information communicated by IKEA. 
   After looking at the result from the survey and take that in comparison to the information that 
already were obtained problems could be seen. Witch was the most critical issues, what were 
the customers fairly happy with and so on. 
   The process started with an individual listing of all the things that could be improved and 
together a categorization of these was made in information and quality. Alex Faickney Osborn 
quotes when combining the ideas; “good ideas may be combined to form a single better good 
idea, as suggested by the slogan 1+1=3”.  Osborn also notes that brainstorming should include 
a specific question, how can meet the customer expectations. (Osborn, 1963) 
   After the brainstorming was done the concepts could be described in their full context, 
starting with concept one and two. Then a discussion of which the most critical issues are took 
place, this led to what improvements in quality were to be focused on to create a final concept. 
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8.6.1 Concept description 

  The first descriptions of the concepts will be presented below:  
 

 Concept 1: Improve the quality related to kitchen worktops. 

This concept will handle improvements that will reflect the quality of the product itself. 
This can be achieved in many ways, and the concept will focus mainly on test methods, 
improvements in materials and improvement in the internal communication at IKEA. 
  

 Concept 2: Improve the information related to kitchen worktops. 

This concept will handle improvements in the information that is available to the 
customer through the different channels, i.e. the IKEA catalogue, internet and at the 
stores. The concept will focus on improvement regarding the information of materials, 
possible cause of defects, warranty and communication on the information that leave 
IKEA and is transferred to the different channels. 
 

 Concept 3: Combine concept 1 and concept 2 and find a balance between them. 

This concept will try to achieve a balance between the information going out and the 
improvement of quality, for example if there is no test method out yet and the customer 
dissatisfaction is not that great of a problem it might be enough to inform the customers 
that this worktop cannot handle heat over a certain degree. 

8.6.2 Concept evaluation 

   An evaluation of the concepts described below will now be done with more detailed 
information. This means a description on why these concepts came to mind, what they include 
and what they are supposed to achieve. 
 
   Concept number one will handle improvements in quality. This means that IKEA with this 
concept will do everything in its power to improve the quality to meet the customers’ 
expectations. This can be done in many ways and proposals of such improvements will be 
presented below. 
   The first thing that can be done is to improve the test methods that already exists and 
implement new test methods in the areas that today is left without testing. This will improve 
the quality of the product due to products that fail to meet the customers’ expectations and 
therefore fail in the tests will not go through to production. 
   Suggestions for what to test the kitchen worktop against to achieve customer satisfaction can 
be found in the list below. Some of these tests might already exist, however if they do IKEA 
might want to overlook these tests. 
 

 Put/throw keys directly on the kitchen worktop 
 Cut/shop directly on the kitchen worktop 
 Put all kind of hot objects 
 Leave all kind of liquids 
 Weight 
 Aging 
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   Another thing that can be done is to find improvements in the materials that IKEA work with, 
this can be found rather complex and will take lot of research and experience to achieve. Such 
improvements can be layers of protection, new alloys, among other things that are currently 
unknown. To improve the materials might solve the issue that appears from customers’ habits 
when using the kitchen worktop. The materials that should be overseen are: 
 

 Laminate 
 Wood 
 Stone 
 Acrylic 

 
   Improvements to oversee on these materials are against scratches, heat, humidity, liquid, and 
aging. If other issues are known they should of course also be overseen. 
   There are other things that might improve the customers’ satisfaction of the product which 
are listed below: 
 

 Length of the worktops 
 The lists on the edge 
 Glue 
 Packing and transportation 

 
   The concrete gains of this concept will have to be analyzed by the relation between the cost 
of these new improvements and how many customers it will please. This is to see if the 
improvements are worthwhile, in long term thinking. In the analyze part of this report this will 
be discussed further. 
 
   Concept number two will handle improvements in the information that IKEA 
communicates. This means that IKEA with this concept will improve the customers’ 
understanding of the product rather than improving the quality itself. Our understanding is that 
the customers feel that the information communicated from IKEA is hard to get hold of or is 
not enough and that is one of the most important reasons why this concept is proposed. To 
improve the information communicated is also a way to avoid that the customers 
misunderstand the product properties and therefore have the wrong expectations of the product.  
   The information can be improved in almost every aspect, some more important than others 
and a list of information areas that are suggested to be improved will follow. 
 

 Information about the materials 
 Information about cleaning and maintaining 
 Information about the test methods 
 Information about how to avoid different defects 
 Information about how to assemble the kitchen 
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   One other thing IKEA have to think of is how to advertise the products in the different 
advertising channels. The main channels are the IKEA catalogue, internet and in the stores but 
there is also some advertisement going out through different media, for example television and 
papers. Some examples on what to think of when advertising the kitchen worktop is: 
 

 Use trivets or other protection tools 
 Use cutting boards 
 Use maintaining products 
 Never place anything that may harm the product 

 
   If these small advertising tricks are used IKEA will deliver the right message to the 
customers and this may improve the customers’ satisfaction of the product. 
      The concrete gains of this concept will have to be analyzed by how well the improved 
information will improve the customers’ satisfaction of the product that is delivered today. If 
for example the new information is enough to please the customers. This will also be discussed 
in the analyze part of this report. 
 
   Concept number three will try to handle a balance between improvements in quality and 
improvements regarding the information communicated. This means that IKEA with this 
concept are to focus on the most critical problem areas of their kitchen worktop and improve 
the quality of these and improve the information communicated about the other not so critical 
problem areas. This may save a lot of resources and money due to fewer improvements for test 
methods and new materials are to be researched and implemented. 
   The most critical area is scratches and to some extent heat, this makes the test methods to 
focus on from concept 1 the following: 
 

 Put/throw keys directly on the kitchen worktop 
 Cut/shop directly on the kitchen worktop 
 Put all kind of hot objects 
 Aging 

 
   The kitchen worktops produced by IKEA should in any case be improved against scratches; 
this means that the two first tests should be passed. The heat issue have to be addressed to some 
extent and to some level of heat, however there is not reasonable to believe that the kitchen 
worktops of IKEA can take all levels of heat. Aging is something that will have to be 
researched further to investigate if improvements have to be done. 
   The most critical materials that IKEA should focus on are laminate and wood which makes 
up for the greater sales of kitchen worktops. This however does not mean that improvements 
for the other materials should not be overseen, but the focus should be on laminate and wood. 
   The other things mentioned in concept 1 could be taken into consideration in this concept as 
well since it does not require for example new test methods or materials. 
   Since the improvements of information communicated seem to be of great importance and be 
a critical factor if the customers are to be satisfied, all improvements in concept 2 are to be 
included even in this concept. 
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8.7 Analysis of the Concepts 
   Here we will analyze our proposals of concepts by stating the main idea of the concepts and 
relate it to the possible outcome. This will be related to the concrete gain of the different 
concept and some theory about these gains. 

8.7.1 Concept 1: Improvement of quality 

   The idea of this concept was to meet the customers’ expectations by improving the quality. 
This with improvements of test methods and research in materials that may be better suited for 
the expectations then the ones existing today. This includes an improvement in all critical areas 
researched in the survey. 
   Other areas of improvements are also suggested in this concept as the length of the kitchen 
worktops, the lists on the edge of the kitchen worktop, the glue used, and the packing and 
transportation of the kitchen worktops that may bring defects to the product. 
   We feel that this concept may be to complex and expensive to achieve for the reason that all 
of the problem areas are to be accounted for, this will take a great deal of research on new test 
methods and materials that might not even exist. We feel that this concept would have been the 
best concept in a perfect world were this perfect surface for each material could be achieved, 
however to be realistic this surface will probably never be achieved and therefore makes this 
concept less attractive. 
  If we play with the thought that this perfect world would exist however, the concrete gain of 
this concept would generate in a higher percentage of satisfaction and uncertainty. Based only 
on the results of our survey this would make at least 58 percent of the respondents happier with 
the product. 
   If we relate the cost with the concrete gains of this concept we clearly see that the gains will 
not be worth the cost and effort that this concept would have to put in. This is based on the 
belief that the cost and effort of the development for new test methods and the new materials as 
well as the research of these for all materials will be too big for the gains to theoretically 
outweigh these, since no numbers are known this is the best we can do for a concrete gain of 
this concept. 
   If we take this and the fact that these test methods and materials might not even exist we feel 
that this concept will be hard to achieve fully, however if this concept are to be done on some 
specific problem areas were already researched test methods exists in theory this will of course 
be a gain to IKEA. We therefore believe that this concept is somehow important to some extent 
in the improvement of the kitchen worktops due to the possibilities of improving the quality. 

8.7.2 Concept 2: Improvement of Information 

    The idea with this concept was to meet the customers’ expectations by improving the way 
that IKEA communicate the information regarding the kitchen worktop. 
   The information that we believe that IKEA should oversee and improve is regarding the 
materials of the kitchen worktops, how to clean and maintain the kitchen worktop, 
clarifications about test methods used, how to possibly avoid defects, and about how to 
assemble the kitchen. 
   Another thing that should be taken into consideration is how IKEA advertise their kitchen 
worktops and the importance of sending the right message. Small advertisement tricks may 
have an effect on customers; if you for example advertise the kitchen worktop with a cutting 
board this may get the customer to understand the importance of this tool.    
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   We feel like this concept is of great importance due to the fact that the more information the 
customer possess of the product the more they will understand what can be done and the limits 
of each material, and therefore choose another material available. However the information has 
to be given by caution to avoid the outcome of losing customers. 
   An example of this might be that you should avoid to give the customers the feeling too 
afraid to use their kitchen worktop for daily use, the hard part with this is that different people 
have different definitions of what daily use is. What may be obvious use for one customer may 
be totally wrong for another. We believe that information that can go out to the customer is for 
example that you should avoid putting hot metal objects directly on the surface of the kitchen 
worktop. On the contrary part we believe that information that you should avoid to share is for 
example that you cannot put/throw keys on your kitchen worktop, this because for most people 
this seem to be done in a daily basis. 
   This brings another problem to this concept; if we are not to give the customer the 
information about that to put/throw keys on the kitchen worktop might cause scratches this 
event should not cause this defect. To solve this we would have to change the customers’ 
behavior, to believe that this is possible with the amount of customers that IKEA has would be 
ignorant. Therefore we believe that to only improve the information communicated will not be 
enough to get complete customer satisfaction. 
   The concrete gain of this concept would be that it brings customer satisfaction to a relatively 
small price if we compare it to concept 1, however as it might not be enough to meet all the 
customers’ expectations the concept lose value. 
   If we relate the possible gains of the concept with the relatively small cost this concept would 
be the clear winner if this would solve the problem completely, however it is not realistic to 
believe such a thing. However to improve the information communicated is a step in the right 
direction when it comes to customer satisfaction and to meet the customers’ expectations. 

8.7.3 Improvement of the Combination Quality and Information 

   The idea of this concept is to meet the customers’ expectations by improving the quality for 
the most critical problem areas for kitchen worktops, this will be scratches and to some extent 
heat according to our survey. Test methods and new materials will have to be researched and 
developed for these problems but only for these problems and not all the problem areas. 
   To make up for excluding the rest of the stated problem areas the idea is to improve the 
information communicated by IKEA for the problem areas that according to the survey is less 
of an issue. 
   We believe that this combination would fit IKEA best since the desire to improve in the 
customers’ eyes seem to be of interest, and this concept will resolve the problems with concept 
1 and 2. We feel like if IKEA are to improve, the problem areas explained as scratches and  
information about heat, water, and humidity are the way to improve the customer satisfaction. 
The combination will remove the uncertainty of the possibility of the improvements in quality 
since there are known ways to protect the surface against scratches to some extent. 
   To summarize we see this concept as a way of improving the most critical problems of the 
kitchen worktops and to include the information from concept 2 on top of this. 
   The concrete gains of this concept will be the growth of satisfied customers to an extent of at 
least 58 percent only because of the improvements with scratches. If then the information about 
the other problem areas is enough which according to the survey and the analysis of the 
answers of the survey it should be the gain will grow even more. 
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   If we put these gains related to the cost we can see that it should be less expensive then 
concept 1 and give better gains then concept 2 and therefore probably be worth both the effort 
and the cost in the aim to meet customer expectations. This to us seems like the best possible 
outcome, but without any numbers we cannot more than speculate this matter. 

8.7.4 Discussion 

    The analysis of the concepts will work as proof that we have answered the second research 
question made for this thesis, to find out ways to improve in the flaws described from the 
answer of research question one. 
   We feel as we have suggested reasonable concepts to meet the customers’ complaints and 
that these resolve for the critical flaws when it comes to kitchen worktops in the IKEA range. 
    

8.8 The Ambition to Improve the Product Development Process 
For a customer to be satisfied with a product the expectations have to be met, when a customer 
isn’t happy with the product they might complain. Complains towards IKEA could be used as 
information to avoid future customers to be displeased with the product. 
   If there would be a system to collect and gather complains and opinions from customers that 
would be available during the PDP it would be easier to improve the product and met the 
customer expectations. 
   During the work with this project notice was taken that this kind of information already been 
given by customers at some point. This is outside the frames of the research but we decided to 
mention this. We recommend taking note of this and develop a step to use in PDP. 

8.9 Analysis of the Product Development Process 
   Here we will analyze the product development process and the suggestions we have made on 
how to implement this in the IKEA process. This will be related to the theory of customers’ 
expectations and customers’ involvement in the frame of reference part. 

8.9.1 Desire to improve the Product Development Process 

   The idea about the desire to find a way to use the customer complaints is to improve the 
product so it in a bigger extent meets the customer expectations. If the complaints are easier to 
access IKEA will save time in the search for the customers’ expectations that can be found in 
these complaints. If IKEA succeed to involve the customers more and improve in the areas that 
the customers actually feel it is room for improvements, the improvement should be able to 
bring better customer satisfaction this way. 
   If we are to relate this to what is written about customer involvement and satisfaction, we can 
say that complaints are not always a bad thing if handled in the correct way. This is why this 
part should be prioritized by IKEA to lean about the information that is already in the system as 
customer complaints. 
   We can also see clear advantages of keeping customers as theory states that a kept customer 
is worth five to six times more then to recruit a new one related to cost. 
   This will also describe the concrete gains of improving the product development process and 
that that it is worth both this cost and the effort. 
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8.9.2 The proposed database 

   The idea about implementing a new system to collect the customers’ complains in an 
effective way that is easy to access. With a good working system that categorize the data it will 
be easier to analyze customer complaints and develop future products towards customers’ 
expectations. It’s really important that the categories are clear for the user that logs these 
complaints so that the categorization is in the correct way or else this information is not viable, 
it is important that it does not take too much time: this can lead to that people “cheat”. This 
kind of system can also be used for other purposes, if a customer calls in several times all this 
will be saved under the same case and therefor easy to access who ever will answer the call. 
   We believe that a database system as one of these will make it easier for the management to 
find the customer complaints and that will lead to that the critical factors are found earlier in 
the process. 

8.9.3 Discussion 

   The analysis of the product development process proves that we have answered our last 
research question. 
   We believe that we have found reasonable suggestions for the improvement of the process 
and a reasonable suggestion for a database system that will make the handling of customer 
complaints easier for Ikea of Sweden. 
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9. Results 

This chapter will include our results, from the survey and out from the concepts we will 
propose. 

9.1 The results of the Internal Survey 
   The result of the internal survey that was carried out too people within the IKEA organization 
and therefore had some knowledge in the subject before answering the questions. 
   All the questions were asked for the purpose to find out customers habits and thoughts about 
the product. Even though it might be something customer do or do not it is not a guarantee that 
the reason is that the worktop can or cannot handle it. There might be other reasons such as 
culture or equipment. Whatever reason it might be that the customers behave one way or 
another the purpose is to find out what habits the customers have so the reply is still legitimate. 
   The questions will be presented question by question below.  
 
   Underneath each question it will be presented how the result can be interpreted towards 
the research question “What are the most critical flaws in the kitchen worktop selection, 
based on the customer expectations and input”. 
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9.1.1 Who did answer the survey? 

 
Number of answers: 496 
Male: 221 
Female: 275  
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9.1.2 On your worktop, how often do you do the following 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
Most respondents do put hot plates on their worktops, nothing critical stands out here. 

 

 
 
This question clearly shows that most respondents avoid too put hot metal object on the surface 
on worktop. IKEA does not recommend this to the customer so what stand out is the 15 percent 
on weekly and daily. 
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Figure 6, Put hot plates 

Figure 7, Put hot metal objects (pans/pots) 
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This question clearly shows the customers behavior but also that it’s not uncommon that 
customers sit on the worktop. 
 

 
 
 
The result of these questions clearly shows that every worktop should withstand wet dishes and 
if it does not the information need to be clear about it. This though the high number 
(daily+weekly=84%).  
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Figure 8, Sit on it 

Figure 9, Put the wet dishes on it 
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Scratches are the biggest problem on IKEA worktops, this question show that throwing keys 
are common among the respondents and keys can easily scratch the surface.     
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Figure 10, Put/Throw keys on it 
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9.1.3 It occurs that you keep liquid on the surface of the kitchen worktop for a 
longer period of time  
(ex: water, soda, coffee, wine) 

 
The result clearly states that the majority of the respondents don’t have liquids on the surface 
more than 1 hour. What stands out is the 10 percent that have liquid on surface 5-20 hours.  

9.1.4 Do you cut and chop on the kitchen worktop? 

 
It’s clear that most of the respondents use a cutting board when they cut on the kitchen 
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11%
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Yes: No: Only with cutting board:

Figure 11, It occurs that you keep liquid on the surface 
of the kitchen worktop for a longer period of time 

Figure 12, Do you cut and chop on the kitchen worktop? 
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worktop. What’s really important to take into consideration is that 20 percent of the 
respondents cut directly on the kitchen worktop.   
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Figure 13, Do you believe that the kitchen worktop from IKEA are resistant enough against 

9.1.5 Do you believe that the kitchen worktop from IKEA are resistant enough 
against: 

 

 
 
Scratches: The majority of the respondents answer no on this question, which is the highest 
value of these four critical flaws. 
 
Heat: Also here the majority of the people do not believe that the kitchen worktop is resistant 
enough. Although it’s closer to equal divided between yes and no.  
 
Water: A big majority of the respondents believe that the kitchen worktop is resistant enough 
against water. 
 
Humidity: The 24 percent “Don’t know” really stands out here, except this it’s close to equal 
divided between yes and no. 
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9.1.6 Is the information how to clean and maintain IKEA worktops enough? 

 
It is clear that most respondents think they don’t need more information then what is presented 
right now, however we do not know what knowledge they have and therefor cannot see from 
the result if the actual information is enough. 

9.1.7 On the overhang of the kitchen worktop do you? 
(Ex. Breakfast bar or larger overhang for eating/sitting at) 

 
Figure 15, on the overhang of the kitchen worktop do you? 

 
The result from this question clearly shows that the majority of the respondents has the habit to 
lean on the kitchen worktop but avoids sitting on it. 
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Figure 14, is the information how to clean and maintain IKEA worktops enough? 
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9.1.8 Anything else you would like to add? 

Here follows the most interesting comments as quotes, if you want to read more comments all 
those are in Appendix 4. 
 
   “The dish stand is kind of sitting in the same place on the worktop for years. Underneath it 
gets kind of worn and messy. The container for dish wash liquid stands around on the worktop 
every day and can leave a mess. It can happen that hot water from the stove overflows on top of 
the worktop. When frying/cooking in oil it always stains all around the stove and on top of the 
worktop we daily use the over-hang with our laptop and move the mouse directly on the 
worktop.” 
 
   “In the communications of our laminate worktops it says that they are heat- end scratch 
resistant. But that is not true. So customers could have false expectations and think that it is 
unbreakable.” 
 
   “The wooden worktops are not resisted against fluctuations of temperature and humidity. For 
this we have a lot of refused claims from the supplier then from with the explanation; wood is a 
natural product which adapt oneself to the environment continuously” 
 
   “I think that biggest problem with worktops is water. So particularly if your worktop have 
straight edge it absorbs the water itself. It would be nice if someday there is some solution for 
that if your sink is next to seam.” 
 
   “The Colors are not interesting. Scratches are often in dark worktops to see High glosses 
worktops are really bad 60% from the sold Worktops come back to the return” 
 
   “I fell we are misguiding our customers regarding our stone bench tops. We sell them as a 
product where we inform customers that the can put very warm objects on top of it without risk 
of harming them, same as losing objects on them. Our wood tops should have stamped on the 
casing how to store them upon arrival l (this is today inside with the assembly instruction) 
don’t have enough clear description how to install them correctly (the hinges so the wood can 
move) or how important it is to use BEHANDLA” 
 
   “Expectations: - Possibility to get seamless worktops from IKEA (the fewer cuts between 
worktops the less dirt that can get stuck) - Good edges that stand living with children - 
Possibility to put hot pans on laminate worktop - Possibility to make easy cuts (like cutting an 
orange or an apple) directly on worktop” 
 
   “Our worktops have a good quality. Only the dark once are very susceptible for scratches... 
not only numerär, or prägel, personlig is very susceptible. The edges all of our worktops are 
swelling...mostly if you have to charge two worktops in the length” 
 
   “Please change PRAGEL package. They often have damage when they arrived our store. 
PRAGEL side edge sometimes rolled up. I want to give other edging strips.” 
 
   “Here is a problem with the heat resistance of the stone worktops. We have some quality 
claim in the stores in which the customer just put a hot lid of a pan on the worktop and got 
colored difference (white "stains"). Lechner AB never accepted the claim so the stores need to 
take the costs. I think it need to be clearer for the customer.” 
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   “In general, I do not think, that the worktop is hard enough against any kind of hits!” 
 
   “From the IKEA's worktop information, customers couldn't get any information that they 
really need. Especially in my country, most of Kitchen Company inform the customers many 
result of the test that they did (ex. dropping hard cans / put the hot pans directory on it / put the 
acid food directory for a few hours etc.) and tell them how to use correctly or how to manage 
for any troubles. *almost all of those companies have after service center that can support the 
customers” 
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9.2 The finalized concept proposals 
   The concept proposals that the answers of the survey generated to will be presented below; 
however the concrete gains of these proposals have been hard to evaluate. This is due to lack of 
information regarding actual numbers and the only thing we had to work with was the answers 
from the survey. Therefore the concrete gains will be from the results of the survey and will 
have to be taken for what it is. Details about exact materials and exact test models for 
improvements will not be proposed due to lack of knowledge and time. 

9.2.1 Concept 1: Improve the quality related to kitchen worktops 

   Concept one is a proposal to improve the quality until IKEA meets their customer 
expectations, this in all the problem areas that have been discussed in this thesis. It also handles 
improvements that can be done in for example the length of the worktop, the edges of the 
worktop and so on. This is explained more in detail in the method and implementation part of 
the report. 
   IKEA has to weight the benefits of this proposal against what the concrete gain could be, an 
investigation on if this proposal really is reasonable should be done. What this means is 
basically if it is reasonable to believe that this is possible. This is discussed further when 
analyzing these proposals in the analysis of this report. 
 
If the resistances where to be improved to the point where all respondents would be pleased, 
the percentage witch think its resistant enough will increase on; 
 
Scratches: 58 percent increase = 89 percent  
Heat: 46 percent increase = 85 percent 
Water: 27 percent increase = 92 percent 
Humidity: 35 percent increase = 76 percent 
 
To note, some respondents did answer “Don’t know” on the survey, therefor not 100 percent.  

9.2.2 Concept 2: Improve the information related to kitchen worktops 

   Concept two is a proposal to improve the information communicated by IKEA, so that all 
customers understand what they can and cannot do with their kitchen worktops. This applies to 
all the problem areas that may cause defects on the worktop. It also handles how the 
advertisement could be improved to help achieve the goal to make the information better. This 
is also explained more in detail in the method and implementation part of the report. 
   IKEA has to find out if they can communicate the information in an extent that the customers 
will be satisfied even if defects occurs, this through an understanding of why they occur from 
the information going out. If they are able to succeed with this this should be the best 
alternative, however IKEA has to investigate if this is reasonable. 
 
  With only improving the information regarding the kitchen worktop it’s not possible to make 
all the customers pleased. The only result from this approach is that more customers will be 
pleased with the product though they have more understanding about what it withstands. 
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9.2.3 Concept 3: Combine quality and information and find a balance 

   Concept three is a proposal on how IKEA can combine the first two concepts into a more 
reasonable concept. This proposal includes improving the quality regarding the most critical 
problem areas, which is according to the survey scratches and to some extent heat; also 
improve the information communicated about the other problem areas. More detailed 
information about this proposal can be found in the method and implementation chapter in this 
report. 
   This is the concept that we believe is the most reasonable one, because there is actually 
technology to improve scratch resistance and in some extent heat resistance. The problem will 
be to make the customer happy with the other defects that might occur by better information on 
how to treat your worktop etcetera. 
 
   Because scratches are the most critical flaw this should be the main focus when improving 
the quality of the product. In a perfect scenario to the extent that cutting directly onto the 
kitchen worktop is possible, if this is not possible recommend customer to use cutting board 
and information them to not cut directly on it. If scratches would be optimized and please all 
the respondents that would make 58 percent more pleased with the product.  
   Though heat is not as critical as scratches we recommend that to be secondary focus in 
quality improvement, improve to some extent and have better information on what the surface 
can withstand. The 46 percent is harder to reach here, but with these improvements this number 
would be lowered significantly. 

9.2.4 Improvements in the internal communication 

   Every time a customer calls in or in some other way try to contact IKEA about complains the 
customer gives valid information that could be used to develop new product towards what the 
customer wants. To be able to do this there has to be a possibility to find the information that 
the customer provides. 
   All the different places that customers contact should use the same system to log the 
complaints. Customer can call in or leave complains at the stores, bellow follows a basic 
system, this needs to be worked on more and the categorization needs to be optimized. 

 
Figure 16. Example of how the database that handle complaints may be organized 
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   The system basic idea (example from a customer call): Customer calls in, support desk open 
a case everything is logged, what is the issue, how did it occur? This kind of system could be 
used for other purposes as well so to log contact information is to recommend (depending on 
how the system is developed and for what purpose). This case is then categorized,this needs to 
be done to get out from the case feature to avoid that this step is skipped. This example of a 
categorization is just to get a grasp how it could work (figure 4.). One thing to notice is that the 
edge, list, and other categories are not exploded in figure 4. This is due to that it is not needed 
to show how the concept works. 
   All this is just an example for what can be done, develop this kind of system requires a lot of 
time and therefore we leave it as a future recommendation. What is important is that all the logs 
with complains are categorized, if they are it’s easy to find out which category stands out the 
most. 
   The reason we believe that this system has to be improves is that today IKEA is using three 
different systems which in themselves do not cooperate with each other. If instead there was 
one system the complaints may be forwarded to the right people and the critical flaws will be 
discovered in an earlier stage of the process. 

9.3 Improvements in the Product Development Process 
   During the PDP there should be a step that gathers customer expectations of the product, 
every time a customer contact IKEA with a complaint about a property the product haven’t 
met. 
   There should be one database that is available for the development department that can be 
used to collect the data from the customers’ complaints. 
   In some cases it might be that the product cannot be improved in a viable way and the 
decision is instead to inform customers the issue or how to use the product. The earlier 
customers’ voices are included in the processes the better. 
   This implementation could result in better products, if customers get happy with the result 
they might stay as IKEA consumers. Recent studies show that to keep a customer costs five to 
six times less than getting a new customer. 
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10. Analysis 

This chapter will describe why our solution is a solution to the formulated problem. The 
discussion and argumentation will work as proof of the quality of the thesis. 
 

10.1 Analysis of the Answers  
   The answer of each question have been analyzed already when analyzing the questions, 
therefore this analyze will deal with the different problem areas on IKEA’s kitchen worktops. 
These critical areas have also somehow been analyzed when analyzing the questions but not in 
the same extent as this analysis. The relation between the answers from the survey and the 
critical problem areas will be analyzed to try to find relations. The survey had a question 
regarding what the customer think about the different resistances on kitchen worktops; this 
question will be used and related to the questions regarding what habits customers have. 
During the collection of information we were informed that water and heat were the most 
critical issues, is this true?  
   Something that would be interesting to know is what the respondents replied from the 
different regions, and what the differences are when it comes to habits. The survey system that 
IKEA use however does not have this kind of function; a recommendation to do this can be 
done in the future. This could for example be differences in behavior from gender and regions. 
According to the result for the question is that the customers believe that the kitchen worktops 
are resistant enough, however customer seem to have the most issues with scratches.  

10.1.1 Scratches (Not resistant enough, 58%) 

   The questions that can be directly connected to scratches are “Do you cut and chop on the 
kitchen worktop?” and “Do you put/throw keys on it”. Also the two question regarding hot 
objects can somewhat be related to scratches.  
   The majority of the respondents 39 percent do put/throw the keys on the surface daily, also 
“never” had a high value 31 percent. It is likely that many of the respondents who answered 
“never” do not do this for other reasons, for example because of the habit of hanging the keys 
on a hook or put the keys on some other specific place.  
   According to the survey most customers does not cut or chop directly on the surface 80 
percent and 11 percent avoid it completely, not even with a cutting board.  This leaves 20 
percent that cuts directly on the kitchen worktop; we suspect that this is something that is more 
common in some regions than others. This was for us one of the most surprising results, it 
might be that customers need better information or IKEA have to improve the kitchen worktop 
surfaces. 
   A lot of other things that may occur might result in scratches, for example using a laptop and 
dragging the computer mouse on the kitchen worktop, all these questions were not included 
and from the result of the survey maybe more questions regarding scratches could been 
included for better knowledge on what exactly the kitchen worktop should be able to handle. 

10.1.2 Heat (Not resistant enough, 46%) 

   Two questions were asked regarding hot objects; “put hot plates” and “put hot metal objects 
(pans/pots)” these two will be discussed and taken into consideration when analyzing if heat is 
an issue or not. 
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   We asked the respondents if they would put hot plates on the kitchen worktop, 31 percent 
answered that they never put hot plates on surface, the discussion however is if they avoid it or 
just do not have the need for it have to be taken. If the case would be that they avoid it, the 
question would be if the customers are scared, cautious or just have bad expirations from heat? 
Even though “daily” and “never” are equal in percentage you can see that if you add “daily” 
and “weekly” 58 percent of the respondents does actually put hot plates on the surface on a 
weekly basis. 
      To put hot metal object on the kitchen worktop can be compared with hot plates, most of 
the times hot metal objects have a higher temperature then hot plates, 57 percent answer that 
they never put hot metal objects on their kitchen worktop. This is a 26 percent increase from 
the “never” on hot plates; this is most likely because customers understand that these higher 
temperatures from metal objects are of bigger threat. 30 percent place metal objects on their 
kitchen worktops surface on a weekly basis; were 15 percent answered daily and 15percent 
answered weekly. This is a decrease by 28 percent.  

10.1.3 Water (Not resistant enough, 35%) 

   As we can see from these percentage most respondents are happy with the water resistance 
witch is surprising because of the information gathered before the creation of the survey. 
   The majority of the respondents’ answers that they put wet dishes on the kitchen worktop 
daily and only 11 percent answer that they never do this, the reason of this might be because of 
the existence of the dishwashers. These numbers clearly show that customers does not fear to 
place wet dishes on the worktop. 
   The question if the customers keep liquid on the surface for a longer period of time shows a 
clear message, respondents clean the worktop, at least from liquids. It is unlikely that this is the 
only reason to why customers dry their kitchen worktop, another reason might be that 
customers desires to have a clean kitchen. 

10.1.4 Humidity (Not resistant enough, 27%) 

   Regarding the question about resistances to humidity we can see that more people are 
unsatisfied with this then with water, something to notice is that 24 percent answered “don’t 
know”, The reason for this might be that they are not certain on how to separate water and 
humidity. There is a known issue that worktops take damage from the moisture from 
dishwashers, these questions maybe should have been asked. 
   The analysis for humidity would be the same as for water, and is covered above. 

10.1.5 Discussion 

   This analysis of the answers put in relation to our first research question will be of proof that 
we have succeeded with this question. We believe that the most critical flaws have been found 
and analyzed which was the statement of the research question. 
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10.2 Analysis of the Project 
   Here we will analyze the project as whole from the beginning to the end, which will include 
the task from the beginning and the evolvement of the task to make it to the level needed. We 
will also describe how we felt when working with this project, our good moments and our 
relatively bad moments. This will end the analysis chapter of this report. 

10.2.1 The task 

   At first the task was described as a research on the customer expectations of the kitchen 
worktops that IKEA provides. However to get the thesis to be in the grade frame that the school 
has we had to expand the task, and this was done with the proposals and the desire to change 
the process. This became a crucial decision for this thesis, this because it made it possible to 
see what IKEA could gain with more knowledge in this area. The most time however has still 
been directed to the survey since this was the thing to be done from the start and the main 
reason we got hired. 
   We believe that we succeeded with the task to bring something out from the information 
collected in the survey with the proposals presented. The way to these proposals has however 
been long and the difficulty to find these results and to do something with them that can be 
grasped should not be underestimated. 
   We believe that IKEA was surprised and happy with the way the task evolved in the end 
because they in this way could see in a clear matter what they actually should focus on. 
   To summarize we are happy with the way the task turned out and we have learned a lot on the 
way to the results and these proposals. 

10.2.2 The cooperation 

   The cooperation with IKEA has been really good and they have been really helpful when we 
made visits and when we asked questions on mail or telephone they always answered within 
the acceptable timeframe. One problem that has occurred was that our mentor at IKEA got a 
new job at the end of the project which delayed some answers at this specific time. Another 
small problem was that the survey was delayed because it had to bounce between different 
people at IKEA. 
   All expenses with traveling were paid by IKEA, and this was necessary for us to be able to 
travel to Älmhult and have the meetings. However we could have used a little more time in 
Älmhult with some more meetings this is something to consider in future projects. 
   The cooperation between the students has been good and the limitations of one another have 
been complimented and this was the key factor to the result. 
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10.2.3 The result 

   We are overall happy with the results that this thesis generated, and we are also quite 
surprised that we could turn the information to something that could be grasped to this extent. 
We knew that we should be able to get alternative ways to solve the underlying problem but we 
believe that the result was an achievement over the expectations. We believe that IKEA agrees 
with this since they only expected the survey as the end result of this thesis. 
   The main thing that we struggled with however and that we have discussed earlier in the 
report is the external survey; this did not turn out at all as we wanted it to do. We had high 
hopes that we would get results from the everyday person but it turned out to be much harder to 
achieve then we ever had imagined. 

10.2.4 Discussion 

   We see the thesis as a success in terms of execution, and we are happy with the way it turned 
out. We have learned a lot from this experience not only on the process that we worked out 
from but about big organizations in general. This is a great experience that we will be able to 
use in future projects. 
   We also learned a lot on how to work as a team and how to focus on the task that is given 
rather than try to achieve something that is not within the task. 
   IKEA has been a good company to do the thesis towards and it has been a great pleasure to 
take part in this project in every aspect.  
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11. Conclusions and Future Work 

Here we will present our conclusions from our results and our analysis. Did we succeed to 
achieve the results expected? What did we miss? First we will summarize the task and then we 
will summarize reflections and conclusions (what worked out well? What did we struggle with? 
Last we will make suggestions for future work that can be done. 
 
   Overall the customers are pretty satisfied with the kitchen worktops provided by IKEA today, 
but from the comments it feels like that with minor adjustments the customer satisfaction can 
be greatly improved. Even the employees of IKEA states that the competitors often are better 
suited for the job. If IKEA can evaluate the customers’ complaints, these small improvements 
can bring the kitchen worktops of IKEA to the next level.  
   Scratches seem like the most urgent issue and have to be improved no matter what solutions 
are to be taken as consideration. Scratches seem to appear in all kitchen worktops produced by 
IKEA in different extents which is one of the reasons it is said to be the most urgent issue. The 
most complaints also include scratches. 
   The list on the edge of the kitchen worktop needs a better solution. This seems to be a 
problem for all kitchen worktops but is more common when it comes to laminate worktops. 
   Heat seems to be quite urgent as well but seems to become an issue because of the 
information communicated about what you can and cannot do on your kitchen worktop. If there 
was no limits on what could be done you could possibly place all hot objects on the surface of 
the kitchen worktop, however there is limitations that makes this impossible. To inform the 
customer the negative effect that heat can cause and inform of the easy ways to avoid this, it 
might not be as urgent as it seems for the actual product. 
 
   Based on the research questions we feel like we have achieved them to some extent, we have 
based on the customers’ expectations and input found the most critical flaws explained above, 
however we did not reach all the customers that we wanted to. 
   For example we did not achieve the results from the external survey that we intended to, this 
due to reasons that we could not have foreseen with the knowledge possessed at the time. 
   The main reason why the external survey did not reach as many respondents was that the 
online forums we decided to post the survey on removed them as it was seen as advertisement 
or spam. Therefore the survey was deleted from these forums before reaching the respondents. 
One other thing that was a limitation for us when making the external survey was that we could 
not mention IKEA as a company and had to make the survey about kitchen worktops in 
general, this made it hard to aim the questions to the respondents. 
   The response rate of the external survey made us oversee the results that it represented as we 
did not think it would give a fair oversight. 
   If the same kind of survey were to be done after this project we highly recommend defining 
the sample size better to aim the survey to possible respondents outside of the IKEA 
organization. We also recommend some sort of compensation for respondents that may make it 
more attractive to answer the survey. 
   We believe that we have answered how IKEA can improve these flaws with the different 
concepts proposed, and we are happy with the results that have been achieved both from the 
concepts and the internal survey. 
   We also believe that we have achieved a suggestion on how IKEA can learn about these 
flaws in an earlier stage when grasping the PDP of IKEA and attempting to improve it. 
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   Suggestions for future work are the next thing to be covered in this report, and we see great 
opportunities for such work if there is interest to investigate further in customer satisfaction and 
involvement. 
   More research can be done on the Kano model and the A-Kano model described in the frame 
of reference part of this report, to evaluate if it is something to use to further find out and meet 
the customer expectations in the goal to achieve customer satisfaction. 
   Research on how IKEA can include the customers’ better can be done, for example with 
further investigation in the PDP. This may be done by creating a database that log the customer 
complaints in different categories depending on defects so that the information is easier to 
access and find. This may result in a better product due to the knowledge of the problems with 
the product in an earlier stage in the process. 
   IKEA should investigate the delivery times for the kitchen worktops in the PERSONLIG 
range, which by the customer complaints is too long. Is there any possibilitie to shorten the 
delivery times? 
   IKEA should oversee the range and consider being more modern and follow the progress in 
the business to keep up with the competitors. More colors for the kitchen worktops are also 
considered to please more customers. 
 
   Some answers from the last question of the survey which asked the customers if they had 
anything else to add about the kitchen worktops are to be presented as future work. This is due 
to an interesting approach to what some customers’ think about the future. 
 
“Expectations: IKEA is able to provide extra edging tape, joining bolts, adhesives, color 
matched filler etc. FROM STORE. I appreciate that joining a worktop is a skilled job and 
should be undertaken by a professional but we have a fair amount of trade customers (who are 
considered the professionals) who purchase PERSONLIG from us in lengths so they can 
measure on site but then need to go to a competitor for the fittings. Resulting in a lot of these 
trade customers avoiding IKEA completely for the worktop as they can get all the fittings and 
longer lengths from a competitors store the same day.” 
 
“I am a bit puzzled why we are not informed (via PIA facts) what kind of glue is used to glue 
on the veneer or the laminate top most layer of the actual counter top. Is it "PVAC" or "UREA" 
glue - maybe something totally different? If it is pvac (or similar) the CT is not water or 
humidity resistant enough. This kind of glue is not absorbed deeply into the fibers of the wood, 
and thereby it can dissolve due to humidity, water or heat. Urea glue is better in this way, since 
it is absorbed deeply into the fibers of the wood.” 
 
“Please change PRÄGEL package. They often have damage when they arrived our store. 
PRÄGEL side edge sometimes rolled up. I want to give other edging strips” 
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14. Appendix 

Here we will present the appendixes that do not fit in the report but is still relevant to the 
project, such as diagrams, survey questions and more… 
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Appendix 1: Gantt-scheme 
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Appendix 2: Mind Maps 
Shown below is the mind map that was created for the planning for the thesis 
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Appendix 3: Survey Questions 
Below follows the questions for the respondent’s point of view 
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Appendix 4: Comments from survey 
Bellow follows all the comments on the last question “is there anything else that you would like 
to add regarding your usage or expectations”. 
 
“Improve the scratch resistant” 
 
“I find the worktop is not resistant enough to cuts and scratches. If you drop a cup onto the 
surface it will chip (even from only 30 cm). And picking things from the wallcabinets is a daily 
excercise, and the worktop should be strong enough to withstand that.” 
 
“I'm moving a heavy (IKEA) chop board and that makes scratches sometimes. A tool was to 
big for the drawer once and made a crack in the edge when I closed the drawer.” 
 
“Built in trivet for hot pots would be a nice feature.” 
 
“The dishstand is kind of sitting in the same place on the worktop for years. Underneath it gets 
kind of worn and messy. The container for dishwash liquid stands around on the worktop 
everyday and can leave a mess. It can happen that hot water from the stove overflows on top of 
the worktop. When frying/cooking in oil it always staines all around the stove and on top of the 
worktop We daily use the over-hang with our laptop and move the mouse directly on the 
worktop.” 
 
“Packing for PRAGEL is too weak. even during its transportation, worktops might cause 
damage because of weakness of package.” 
 
“Expectations: IKEA is able to provide extra edging tape, joining bolts, adhesives, colour 
matched filler etc FROM STORE. I appreciate that joining a worktop is a skilled job and 
should be undertaken by a professional but we have a fair amount of trade customers (who are 
considered the professionals) who purchase PERSONLIG from us in lengths so they can mitre 
on site but then need to go to a competitor for the fittings. Resulting in a lot of these trade 
customers avoiding IKEA completly for the worktop as they can get all the fittings and longer 
lengths from a compeitors store the same day.” 
 
“more possibilities, with the rules we are restricting our customers. Example the max overhang 
without support.” 
 
“There should be a specific instruction to what extent can customers build kitchen worktop. For 
example, how much distance can be taken as maximum between the kitchen bases when it 
comes to creating a bridge with worktop?” 
 
“Edge of PRAGEL is not enough tough. Need better material.” 
 
“It does depend on the worktop however. For example I have a stone worktop.” 
 
“I have solid Oak worktops so I am probabily more careful than most” 
 
“expectation is that joints are as resistant as the edges of the worktop” 
“The worktop should withstand normal use. This might include leaning, sitting and standing on 
the worktop as well as warm dishes, moisture and even some occasional "flooding". It should 
also be resistant to scratching and denting caused by normal everyday use.” 



72(77) 

 
“3m Length would help many Customers. Wallstrips in the same colour as the 
laminateworktops. Iron on extra-strips for the side of worktop. Build in hobs, plain surface. 
Savety distances for cutouts hob or sink are too big, sometimes you cant plan the customers 
kitche with this limitations.” 
 
“The care of wooden worktops is not easily available for customers who are not certain how 
much maintainance is needed.” 
 
“Yes, I think, the worktops are a little bit boaring. Always the same, brown, white, grey. I wish, 
that IKEA would pimp up the worktops, they look a little bit cheap” 
 
“I find the process for seaming two pieces to gether to be the greatest concern with our 
countertops. I feel that asthetically the fixa strip does not meet the expectations of our 
customers. I also feel that we could use a 10' long piece to help span some of the longer spans 
that we see in kitchens. And finally an option for customers who are making an island or 
penninsula and need the countertop to be 1" deeper, without requiring a custom countertop.” 
 
“In the communications of our laminate worktops it says that they are heat- end 
scratchresistant. But that is not true. So customers could have false expectations and think that 
it is unbreakable.” 
 
“it would be great to iron the extra edge foil instead of using woodglue” 
 
“I would like there to me more colour choice and also more acrylic colour choice.” 
 
“laminate is of poor quality chipboard desity is of poor quality colour choice is poor” 
 
“In my opinion the Postforming-Edge is the most resistant edge. Our customers often ask if 
they can cut something or/and put hot pans on our work tops. Customers tell me that the 
cleaning of wooden work tops is very complex. Is it always like that? It would be nice if we 
could offer more colours for the laminate and glass panels. The possible measurements are to 
restrict, e.g. corner minimum 150 mm. The delivery of 4-6 weeks is too long.” 
 
“My answers are based on my experience with my own countertop, which isn't from IKEA.” 
 
“Information how you glue extra egde on place after cut worktop.” 
 
“I feel that the custom worktop system that we use needs to either be worked on or just 
replaced. I am endlessly explaining to customers that we are unable to produce worktops in 
certain shapes, minimum and maximum tollerances that we are just expected to know, that 
cutouts aren't actually cut out, just 3/4 of the way expecting the customer to do the rest. the 
reason behind it if very good but there is nothing anywhere that states this. Ontop of everything 
else that we are to remember, All the processes, terms and conditions e.c.t we then have a huge 
document called a 'workaround sheet'. If you can't make a system work, then dont roll it out 
until it works logically. there are too many errors in the system, import issues from planit to 
isell, costing things incorrectly, not adding enough joins, edging e.c.t Although I dont come 
accross errors often, its extremely frustrating to find that your worktop cannot be produced 
despite the system allowing you to not only draw it but also to sell it to the customer. you then 
have to call the customer and inform them that their worktop cannot be produced, why? 
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because the system we use to produce our custom worktops isn't completely up to the job. I not 
long ago had a customer write in about how excellent my customer service was, my attention to 
detail, knowledge e.t.c I then had to call him and say that his worktop couldnt be produced how 
he wanted it, more importantly how he had paid for it to be done. I dont find the custom 
worktop system to be so bad but if you want to base an incentive scheme on custom worktops 
performance then the system we use needs to be next to perfect, overall, too many glitches, 
errors and workarounds.” 
 
“Would be good to be able to get pre cut lengths of 300cm instead of just 246cm” 
 
“In Japan, the expectation for a Kitchen worktop is not the same as anywhere else in the world. 
The Japanese do not tend to sit/lean on the worktops at all. There is no culture to sit on top of 
things besides a chair...The most concern would be the maintenance of the worktops, if it can 
withstand high humidity especially NUMERAR and other wooden worktops.” 
 
“The expectation is both with better quality, but more in what sizes they com in. The range it 
selves need to imrove, here our competitors have more to choose from and have taken a greater 
step the last years in the range. The quality is more often the problem with water and built in 
sinks, here we MUST improve. //mvh Ulrika” 
 
“informations for customers in german language please” 
 
“I would like to see a much larger range of colours, it feels like the range can be limiting.” 
 
“we need better solutions on: - pre-cut worktops edges and edging strips - worktops covering 
strips” 
 
“the wooden worktops are not resisted against fluctuations of temperature and humidity. for 
this we have a lot of refused claims from the supplier Danform with the explanation ; wood is a 
nutural product which adapt oneself to the environment continuously” 
 
“1) There are a lot of problem and difficults to treated with oil BEHANDLA solid worktops (it 
is unreal to do at home each day). Can you do that on production? That is why solid worktops 
sold less. 2) Sometimes we do cut full-length (186 or 246) of worktop (as bar solution or on the 
over-hang) and it's not enough the edge. Can you produce the edge for full length of worktops? 
3) The size 246 cm is not relevant for us, often it is not enough. We'd like to have in range 
worktops 300 cm. 4) Why we can't cut the circle end of the worktop? For bar solution it will be 
better! Thank you!” 
 
“I think that biggest problem with worktops is water.. so particularly if your worktop have 
straight edge it absorbs the water itself. It would be nice if someday there is some solution for 
that if your sink is next to seam.” 
 
“The edge is allways not fix enough. scratches are most difficult to appear.” 
 
“The Worktops shout be more resistant for scratches” 
 
“Maybe its just our display samples, but the edges on the worktops peel very easily” 
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“Yes. An oven above a 920 mm door. We have a lot of quetions about it. We say it can't be 
done but al other kitchenshops do sell it. For example when we have a customer with 
backproblems it is fine to have an oven on a higher place in the kitchen. Even higher than the 
570 mm we have now.” 
 
“The Colours are not Intersting in Cratches are often in dark worktops to see Highglosses 
worktops are realy bad 60% from the sold Worktops com back to the return” 
 
“Our customers ask for other modern and trendy surfaces and colours. They see them in the 
showrooms of our main competitors.” 
 
“One of the most FAQs is: "Have you wall cappings in the Colour of your Worktops" 
And:"Have you worktops in stock longer as 2,46 meter?" It doesnt satisfy our customers and us 
that we didnt have it!” 
 
“needed worktop 300cm. small choice of colors(for example green) Worktops made of wood-
consuming to care, oilfor wood permanently out of stock. Need in assortment of artificial stone 
worktop in Russia” 
 
“I feel that appointed date of delivery the IKEA worktop steinless steel ,marble are long.” 
 
“Need more introduction,comparison and maintainance knowledge; secure good quality and 
after-sales service” 
 
“Please change the maximum over-hang from 25cm to at least 35cm & the maximum lenght to 
120cm without support!! A lot of customers can't realize the worktop they want because of 
those rules.” 
 
“pas de overhang van max.25cm aan naar min 35cm!” 
 
“I have an ikea worktop. numerar alu effect.” 
 
“IKEA can change the edge in the front om the standard worktops Prägel and Säljan from 
postformed edge to polypropylen edge in the same colour as the laminate. Then the customer 
does not have to use the Fixa dekklist.” 
 
“if there is liquid like red wine or red pepper on the worktop - will there some stains left on the 
worktop are there other messurements accept 186 or 246 for immediate take away? is diagonal 
cutting for PERSO possible? connecting walls ledge in the same decor as the worktop” 
 
“there is big difference between wood - or laminate, the laminate worktops can withstand heat 
or impacts, the wooden worktops cannot!” 
 
“* It is maybe more connecting with sink- when we assemble it, there was no written in 
advance, to put first sink and then screw the worktop together with cabinets. * When you cut 
worktop from the longer side- you can´t make nice edge. We have worktop 126 cm and new 
edges are in the package only 60 cm long- so we need to split it and it is not nice (there is te cut 
visible). * We had problem to buy glue for the edges - can we get some to our range? * We had 
problem how to connect worktop (some harder connection) from the bottom side- we need to 
scrrew there some metal part.” 
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“maximum lenght of ready made worktop is short, too many connections is needed” 
 
“Customers complain of excessive long since made your order until they get home. They also 
complain about the prices of services. Most times they are satisfied and lose materials com sale 
by serving it time and cost of assembly and transport services. Th” 
 
“Durability is high on my list and IKEA worktops do not impress me as durable.” 
 
“сustomers wait from us recommendations regarding worktops form wood” 
 
“I fell we are misguiding our customers regarding our stone bench tops. We sell them as a 
product where we inform customers that the can put very warm objects on top of it without risk 
of harming them, same as losing objects on them. Our wood tops should have stamped on the 
casing how to store them upon arrival l(this is today inside with the assembly instruction) 
Don’t have enough clear description how to install them correctly(the hinges so the wood can 
move)or how important it is to use BEHANDLA” 
 
“more colours and edges” 
 
“Expectations: - Possibility to get seemless worktops from IKEA (the fewer cuts between 
worktops the less dirt that can get stuck) - Good edges that stand living with children - 
Possibility to put hot pans on laminate worktop - Possibility to make easy cuts (like cutting an 
orange or an apple) directly on worktop” 
 
“I am a bit puzzled why we are not informed (via PIA facts) what kind of glue is used to glue 
on the veneer or the laminate top most layer of the actual counter top. Is it "PVAC" or "UREA" 
glue - maybe something totally different? If it is pvac (or similar) the CT is not water or 
humidity resistant enough. This kind of glue is not absorbed deeply into the fibres of the wood, 
and thereby it can dissolve due to humidity, water or heat. Urea glue is better in this way, since 
it is absorbed deeply into the fibres of the wood.” 
 
“As a customer, I don´t even want to think about the worktop. It should be so resistant that it is 
worry free. At our prices, I am not sure if that is possible, but it is what I would expect.” 
 
“Customers complain of excessive long since made your order until they get home. They also 
complain about the prices of services. Most times they are satisfied and lose materials com sale 
by serving it time and cost of assembly and transport services. Thank you.” 
 
“I expect the minimun distance between the cut-outs and the joints or end of worktop can be 
less than actualy. This distances are not the best way to fix with the customers kitchens. The 
same way to the minimun distances for single, double and triple cuts. There are a lot of cases 
than this distances makes imposible to produce the worktop that the customer needs. There are 
also only a few colours to choose for acrylic and stone worktops. The joint for the postoformed 
add edge is quite bad, there is a line really view, so for the customer is really bad, if this joint 
can be put in the botton of the worktop there will be maybe a lot of orders for this edge.” 
 
“The range in Ikea is limited: I miss Kompakt Laminat, Stainless steel; longer standard 
worktops; new and smarter sinks.” 
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“wall finishing strips in different colours” 
 
“NUMERARオーク・ビーチは水回り（キッチン）には不向きだと思います。 

カビ・割れ・反りの危険性がかなり高いので” 
 
“カラー展開がもうちょっと欲しい。 特にこげ茶系はよく聞かれるのであるといいと思う。 

木製ドアがどんどん無くなっているが、鏡面タイプでは日本国内他メーカーと競合してしまい売りにあ

たるものがなくなってしまうのでなんとかして欲しい。” 
 
“I am not sure if IKEA worktop * is durable against chemical liquid * is durable against up/down to what 
temprature * has competitive quality to those of kitchen competitors” 

 
“We want to sell the size W160*43 NUMERER OAK and BI. It's easy to use as Back-set work-top without 
cutting by oneself.” 

 
“our worktops have a good quality. only the dark once are very susceptible for scratches... not only numerär, or 
prägel, personlig is very susceptible. the edges all of our worktops are swelling...mostly if you have to charge two 
worktorps in the lengh” 

 
“I use NUMERÄR black 401-551-94 at home and had to notice that stains of liquids, e.g. water, cannot be 
removed by just cleaning the worktop with a dampened cloth and detergent.” 

 
“I want to know how you keep your hvite worktop, white :)” 

 
“Please change PRAGEL package. They often have damage when they arrived our store. PRAGEL side edge 
sometimes rolled up.I want to give other edging strips .” 

 
“my expectations are that the surface dos not scratch with normal use” 

 
“Here is a problem with the heat resistance of the stone worktops. We have some qualy claim in the stores in 
which the customer just put a hot lid of a pan on the worktop an got colore difference (white "stains"). Lechner 
never accepted the claim so the stores need to take the costs. I think it need to be more clear for the customer.” 

 
“Our custommers requires more colors of kitchen worktops, and ask about more variety of stone kitchen worktops. 
As well the customers complain that the delivery service it takes a long time.” 

 
“it is a little bit difficult to answer for all of the worktop, because there are different materials 
(wood,laminat,stone...) and i work different with the different worktops. for exemple i do cut on a wood-worktop, 
but not on a stone-worktop.” 
 
“needs to be strong and have long gaurantee, similar to kitchen frames really. in terms of use, if laminate, edgings 
are not so convincing. especially custom edges. maybe its just me bu they peel of in showrooms too easily. 
worktops should all be able to be heat, scratch and water resistance. price. should be affordable. personally think 
our stone is too high compared to local markets. customers can save £100's if not £1000's.” 
 
“we need the wallsprips in the same coulor like the worktop not only prägel in steel” 
 
“we need the wall strips in the colour like the worktop not only in steel” 
 
“in general, i do not think, that the worktop is hard enough against any kind of hits!” 
 
“from the IKEA's worktop information, customers couldn't get any information that they really need. Especialy in 
my country, most of kitchen company inform the customers many result of the test that they did (ex. dropping 
hard cans / put the hot pans directry on it / put the acid food directry for a few hours etc.) and tell them how to use 
correctly or how to manage for any troubles. *almost all of those companies have after service center that can 
support the customers” 
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“What is the correct product to seal cut edges (i.e. around a sink cut-out or if a customer would rather mitre a 
corner rather than use our FIXA joining strip)? How long is a laminate countertop expected to last with normal 
use? How often should wood (butcher block) countertops be treated with BEHANDLA treatment oil?” 
 
“Heat = till 180°” 

 


