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Range 
is our 

identity

An optimal IKEA 
value chain

The many partners
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and inspiring 

customer meeting

The many people
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“A better home creates 
a better everyday life"

IKEA Brand positioning statement



5

IKEA 
Trademarks



Our trademark hasn’t evolved since the arrival 
of the internet. 

WEB
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Our current trademark doesn’t adapt neatly or consistently to new environments / 
touchpoints. Consequently, IKEA trademark gets lost.

1951 1954 1967 1981 1983—Present



Our new optimized IKEA logo.

1.The logomark has now been optimised for 
the ‘future’ of the brand.

2.Within the same amount of media space, we 
increase the optical size of the brand name 
by 15%. Building greater awareness and 
presence across all touchpoints. This is more 
necessary than ever before for the brand 
moving into the future.

Old Current
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IKEA Trademarks: to 
build a strong brand.

As a complement to the blue and yellow IKEA logo, there are other 
authorised versions available. If it is not possible to use the IKEA logo in 
blue and yellow, use one of these versions.
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IKEA Trademarks: 
How to apply and 
work with?
IKEA in running text

The word IKEA must always be written in capital letters. 
When used in running text, the word IKEA must always 
be written in the same size and typeface as the 
accompanying text.

The ® in running text, shall only be used for 
headlines, titles, captions larger than 14 points in 
the IKEA typeface. Any size under 14 points shall not 
use the ® at all.

The registered trademark symbol ® is set in 25% of the 
typeface size used in the headline.
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IKEA Trademarks: 
How to apply and 
work with?
IKEA logo free zone

The free zone guarantees the clarity and visibility of the 
IKEA logo. Any messages or other visual elements must 
be placed outside the free zone.

The 100% IKEA logo free zone: to make sure the IKEA 
logo always stands out, the size of the free zone 
around the logo should always be 100%.

The 25% IKEA logo free zone: due to technical or 
practical circumstances, a 25% free zone can be 
applied. This should only be used for smaller spaces, 
e.g., digital applications and smaller print applications.

The 100% IKEA logo free zone

The 25% IKEA logo free zone
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IKEA Trademarks: 
How to apply and 
work with?
IKEA logo on backgrounds

• The IKEA logo on a white background is always 
preferred.

• The second preferred background is the IKEA Brand 
yellow colour.

• The IKEA logo could also be placed on a light grey 
background.

• If you put the IKEA logo on a picture, always ensure 
it is clearly distinguished from the background.

• Never use the IKEA Brand blue colour as a 
background for the IKEA logo.

• Never place the IKEA logo on a black background, 
as it cannot be distinguished. 
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IKEA Trademarks: to 
build a strong brand.

IKEA logo size and placement

For consistency, always place the IKEA logo in one of the following places:

Top left hand corner. Following the 
standards of how to place the logo on 
websites.

Centred, horizontal and vertical. In 
motion media as logo shot at the end of 
the video.

Bottom right hand corner. As the 
sender of communication such as 
ads, price communication, PPT and 
brochures.
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IKEA Trademarks: to 
build a strong brand.

Authorised exemptions and deviations from the 100% IKEA logo free zone:

The IKEA logo and “Taste and Quality IKEA 
of Sweden”, is only to be used on the IKEA 
food range packaging.

The IKEA logo and “Design and Quality 
IKEA of Sweden”, is only to be used on the 
IKEA products, on the packaging and on 
the assembly instructions.

IKEA logo in non-Latin languages. This 
applies for all non-Latin versions.
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IKEA Trademarks: 
How to apply and 
work with?
IKEA logo on websites

All IKEA websites (global, national, micro or any other 
IKEA campaign site) and mobile websites should always 
use the IKEA logo, respecting the 25% free zone. To 
make the IKEA logo stand out and be clear and 
recognisable use a white or light grey coloured
background and in a size where it will be clearly visible.

Desktop websites 25% IKEA logo free zone to objects, 100% 
IKEA logo free to text.

Mobile websites 25% IKEA logo free zone to objects, 100% IKEA 
logo free to text.



15

IKEA Trademarks: Ho 
to apply and work 
with?
IKEA logo in digital communications and social 
media

• Digital communication and social media must carry 
the IKEA logo.

• Make it as large and visible as possible, respecting 
the 25% IKEA logo free zone.

• Make the IKEA logo clearly distinguishable from the 
background. Plan for placement of the IKEA logo 
when choosing or taking a picture.

• Place text, tagline or any other information outside 
of the 25% free zone.

• All IKEA social media pages should always use the 
IKEA logo, respecting – where possible – the 25% 
free zone.
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IKEA Trademarks: Ho 
to apply and work 
with?
IKEA customer clubs

When using the name of the IKEA customer club follow 
these principles:

1. The IKEA logo is the sender and always separated 
from and below the customer club text and 
communication.

2. Only use the customer club name (e.g. IKEA Family) 
in headlines and running text. Never as a stand-alone 
message. The only exception is on the member card. 
Set the text in bold and in the IKEA customer club blue 
colour or in white.
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IKEA Trademarks: 
How to apply and 
work with?
IKEA customer clubs

The following principles are valid for all IKEA customer clubs:

• Respect the 100% IKEA logo free zone.

• Make the IKEA logo clearly distinguishable from the 
background.

• The name of the IKEA customer club should be used as an 
identifier to highlight offer and communication from the 
customer club.

• The name of the IKEA customer club shall always use title 
case and be bold and written in the IKEA typeface. The 
colour should be IKEA Family blue or white. Blue on white 
background and white on blue background.

• It is not permitted to create a separate visual identity for 
the IKEA customer club.
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IKEA Trademarks: 
How to apply and 
work with?
IKEA for Business

When communicating the offer for businesses, always 
follow these principles:

1. Never use the phrase “IKEA for Business” or “IKEA 
Business” as a header.

2. The IKEA logo is always the sender.

3. It is allowed to refer to “IKEA for Business” as a 
location or a department name only in running text.
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IKEA
FÖNSTER
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What is Fönster?
This new supporting logomark is a window between IKEA 
and the world. The Fönster is used when we want to 
connect with the many people through communications, 
using our personality and values to build an emotional 
connection.

Three ways to use Fönster:
1. An invitation device
Fönster should be used to pinpoint and focus on emotional 
details of a story, allowing us to take the audience on a 
journey.
2. A claim-the-message device
Fönster should be used to visually establish IKEA early on in a 
communication to make sure everyone knows who is talking.
3. A highlighting device
Fönster should be used to visually emphasise a value by 
zooming in on a detail, enhancing the texture of a product or 
adding a human touch.

Fönster must always be horizontally and vertically 
centered in any format.
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IKEA
FÖNSTER

Typeface & 
graphical symbols



Noto IKEA
in all alphabets



























Typography guide
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Colour
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Work with IKEA 
Brand colours
The blue and yellow IKEA logo is the symbol for instant recognition of the IKEA Brand. 

The IKEA Brand blue and the IKEA Brand yellow colours enhance our uniqueness and our Swedish heritage.

By using them with a clear purpose in a consistent way, they make the recognition of IKEA stronger and stronger over 
time.
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Work with IKEA 
Brand colours

The IKEA Brand blue colour creates attention to the 
offer, thereby making it stand out. Using the blue to 
frame the IKEA offer works as a strong visual signal to 
further strengthen IKEA.

The purpose of the IKEA Brand blue colour is to:

• create attention

• frame the IKEA offer.

Yellow is an optimistic colour giving customers a 
positive impression when meeting the IKEA Brand, 
everywhere, anytime. The purpose of the IKEA Brand 
yellow colour is to:

• highlight and create attention

• signal entrance to the IKEA store or customer 
meeting point.
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Price 
communication
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Price 
Communication

We must always have price communication in all 
the content produced. 

Price and product communication supports how we 
present the IKEA product range. Communication about 
IKEA products, including food and service products, is 
created as part of the product development process. 
The price is an integral part of a product and its 
communication. Taken together, price and product 
communication are an essential support for how 
customers meet the IKEA offer.
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Tack


