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1. In Hyderabad’s bustling Nampally furniture market, customers (e _ _ _ _ _ _ )
a crowded and dusty labyrinth of shops.
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2. The Nampally Market is a ( r
opened six months ago.
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) to IKEA’s Hyderabad store which

3. A market analyst said that, within five years, IKEA hopes to capture 10
percent of India’s furniture and home goods market (a _ _ _ _ _ _ _ ).
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1. 7+ A b market ( )
2. hi¥imid )y market ( )
3. IRkt market ( )
4. HEZ Y ( ) market
5. EWNHY ( ) market
6. #)ETh ( ) market

consumer domestic average

street analyst competitiveness
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1. India is a test case [ IKEA / should keep shifting resources / whether / for ]
toward emerging economies, including Latin America and China.
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2. It is [ to Hyderabad’s IKEA / not clear / all that foot traffic / whether ] is
translating to sales.
NATFTIN=FDA T 7T HHDOERDTRTH, WIRID%H 0L hid
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3. Whether IKEA [ or in New Delhi / another store / opens / in Mumbai |,
demand for India’s traditional custom-built furniture might remain high.
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IKEA plans to open its second India store this year in Mumbai, the financial
capital, soon followed by Bengaluru, India’s Silicon Valley, and the New Delhi
national capital region.

By the time IKEA has built its planned 20 stores across India, it hopes to
capture between 50 and 60 percent of the market.

“T'wo things that favor IKEA now: India’s young population that is aspirational
in nature and willing to experiment with brands from outside India, and the price

point which is accessible to a wider segment of customers,” a market analyst said.

The Associated Press
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1. IKEA opened its first store in Hyderabad, it
is drawing between 10,000 and 30,000 visitors per day.
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2. Just Hyderabad’s IKEA, Nampally
remains a beehive of activity.
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IKEA woos India’s rising consumer class, tapping new

markets

HYDERABAD, India — In Hyderabad’s bustling Nampally
furniture market, customers explore a crowded, dusty
labyrinth of shops, haggle over prices and work with
carpenters to design made-to-order housewares.

This is the competition Swedish giant IKEA faces in
tackling the $40 billion Indian market for home furnishings,
which is growing quickly along with the country’s consumer
class.

India is a test case for whether IKEA should keep shifting
resources toward emerging economies, including Latin
America and China, given the saturation of markets in
Europe and the United States — and the possibility of
another global recession.

“India is an extremely important market for IKEA,” said
its Mumbai-based marketing manager Per Hornell. As one of
IKEA’s biggest markets, India will be key to its overall
expansion plans, he said.

Six months after IKEA opened its first store in Hyderabad,
the 400,000-square-foot cornucopia of furniture, linens,
kitchenware and other goodies is drawing between 10,000
and 30,000 visitors per day, Hornell said.

The store sits within Hyderabad’s Hitec City, a cluster of
global tech companies in the city of 6.7 million that includes
Amazon, Google and Microsoft and employs hundreds of
thousands of people. High-rise apartment buildings are
sprouting up to house the city’s new migrants.

Just 20 kilometers (12 miles) from Hyderabad’s IKEA,
Nampally remains a beehive of activity — demand for India’s
traditional custom-built furniture remains high. But IKEA is
already putting pressure on Indian furniture sellers’ profits
and could eventually take a bigger bite of the market.

Apart from the novelty and comfort of its vast showrooms,
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IKEA’s offerings appeal to younger buyers not ready to invest
in India’s traditional heavy wood furniture.
But it is not clear whether all that foot traffic is
translating to sales. “People here are out to enjoy. They are
here more for entertainment than shopping for furniture,”
said Ranjitha Kumari, a software techie who brought her two software techie TV twz
kids one recent weekend. “It is not just a furniture shop. It is 7zl
an experience which I think is difficult for others to recreate.”
Forrester Research analyst Satish Meena said that, within Forrester Research (7L
five years, IKEA hopes to capture $4 billion annually — or 10 24— Uub—F ckEOUY

percent of India’s furniture and home goods market. —F&i)]

The Associated Press
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A large Swedish furniture and houseware retailer, IKEA, is

(1 ) to expand its business into India. While demand for

traditional, tailor-made furniture is still high, the company is hoping that India’s

younger, (* ) consumer class will be attracted to the retail
experience and goods it is (* ). While customers are
(% ) the new store in the thousands, it is still unclear

whether this will translate into sales.

offering attempting  growing  visiting
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@® Comprehension 1
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1. ( ) is regarded as one of the world’s emerging economies in
East Asia.

2. ( ) is home to the headquarters of IKEA.

3. The home furnishings market in ( ) has almost been
saturated.

4. Many consumers in ( ) still like traditional made-to-order
furniture.

Sweden India China the U.S.
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1. IKEA is using its Indian venture to assess

a. the suitability of its products in different climates.
b. the Nampally market as a possible site for a store.
c. its likely success in other developing markets.

d. its ability to adapt its products to reflect local tastes.

. Per Hornell has noted that

a. IKEA’s success could be disastrous for small local businesses.
b. the Indian market is crucial in terms of the company’s growth.
c. the number of people visiting the new store has fluctuated too widely.

d. IKEA’s current success will protect it from a global recession.

. Which of the following statements about Ranjitha Kumari is true?

a. She recently lost her children for a few moments in an IKEA store.

b. She thinks Indian consumers are interested in quality, not shopping
experience.

c. She is wary of IKEA’s effect on the local furniture industry.

d. In her opinion, the store offers an experience that is difficult to copy.





