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Personal perspective

The overall look of the print advertisement does not stray from Ikea’s current campaign. By maintaining the general appearance of Ikea advertisements, an initial glance of the ad does not promote unnecessary segregation of the Islamic consumer. There is no need to decorate the ad in such a way that screams “You’re different!” 

Two main purposes of the ad: 1) to target Muslims living in the United States and 2) to sell Ikea products. One purpose should not overshadow the other. Therefore, the ad should avoid a sole reaction from the consumer, such as, “Hey! They included me.” Instead, the recognition of the consumer’s existence should partner with the sales information that is also included in the ad to ultimately motivate the consumer to buy from Ikea.

Historical perspective 
"Assalamu alaikum", which means peace be to you, is a common greeting in Islamic culture. According to Muttaqun Online (http://muttaqun.com), an Islamic online community whose goal is to spread the message of Allah, the greeting was used in the very beginning of humankind’s existence:

The Prophet (Muhammad) said, “Allah created Adam, making him 60 cubits tall. When He created him, He said to him, ‘Go and greet that group of angels, and listen to their reply, for it will be your greeting and the greeting of your offspring.’ So, Adam said (to the angels), As-Salamu Alaikum (i.e. Peace be upon you). The angels said, "As-salamu Alaika wa Rahmatu-l-lahi" (i.e. Peace and Allah's Mercy be upon you). Thus the angels added to Adam's salutation the expression, 'Wa Rahmatu-l-lahi.' 

Islam1.org cites a hadith, a reported saying or action of the Prophet Muhammad, that states, “When one of you joins a gathering he should greet those present; and when he 

leaves them he should greet them because the first salutation is not better than the last one.”
The Quran, a book containing Islamic sacred writings, establishes the importance of the greeting: 

...when you enter the houses, greet one another with a greeting from Allâh (i.e. say: As-Salâmu 'Alaikum - peace be on you) blessed and good. Thus Allâh makes clear the Ayât (these Verses or your religious symbols and signs, etc.) to you that you may understand. (Qur'an An-Nur 24:61)
When you are greeted with a greeting, greet in return with what is better than it, or (at least) return it equally. Certainly, Allâh is Ever a Careful Account Taker of all things. (Qur'an An-Nisa 4:86)

Today, the greeting has been shortened to “Salaam” or “Salam,” which is the Arabic word for peace. Due to its common use among followers of Islam, “Salaam” helps establish common ground between Muslims all over the world.
Cultural and critical perspectives
Muslims living in the United States come from very diverse backgrounds. Though they all hold similar religious beliefs, they practice Islam in different ways. For example, some Muslim women no longer wear a religious headdress called a hijab. Muslims in the United States are engaged in American culture and they are not necessarily comprised of one race or ethnicity. Therefore, the presence of a Middle Eastern person or a woman wearing a hijab in the ad could possibly exclude a significant portion of United States Muslims from being recognized. Also, the inclusion of a Middle Eastern “looking” person is too basic of an approach to appeal to sophisticated consumers. The presence of “Salaam,” both a common word and greeting, has the possibility to attract any Muslim to the ad, despite the types of Islamic rituals or practices that they choose to participate in or their background.
Technical perspective
The dominant image showcases Ikea products and is positioned in the background to allow for smaller images of equal importance to be highlighted. The tag line is to appeal to a Muslim audience, the block announcing the 20 % discount is to promote sales, and the Ikea logo is to promote the Ikea brand. 

A bright green color (a bit out-of-the-ordinary) is used to contrast the out-of-the-ordinary sale’s tag. Ikea’s trademark colors, Swedish blue and yellow, are used in conjunction with the type and brand name for brand recognition. For unity and consistency, Ikea’s typography is used throughout the ad including the tagline. 
Ethical perspective
The absence of typical Islamic images like Middle Eastern typography style, crescent moons and religious headdress, demonstrates sensitivity to the overuse of popular Muslim stereotypes that have been conveyed throughout a post 9/11 American culture. The use of one word, “Salaam,” acknowledges uniqueness of the Islamic consumer but it does not isolate them. 
