Austin Wolff

IKEA Advertisement


Specifics for the interpretation of this advertisement: 


This IKEA advertisement is attempting to sell the Lillberg Sofa. This sofa is the main point of focus. I attempted to make the background of the sofa blend with the floor color. The colors are similar, but not exact, making it less aesthetically pleasing. Also, the coffee table’s color isn’t correct. The glass on the table is supposed to be transparent. Everything else worked as planned.  

The following includes the six categories for this advertisement, and why this advertisement works in each categorical dimension:

Personal Perspective

This advertisement would be effective from a personal perspective because of the practicality of the furniture, the modern look, the large window with no curtains stopping the sun from beaming through, the art decoration, and the striped rugs all contributing to the ideas of comfort and useful nature of the furniture. 
The advertisement connotes the feelings of warmth and positive emotion. Being on an airplane for any amount of time becomes unpleasant. Typically one main thing people are thinking about is getting home from their trip. With this in mind, “Welcome Home” would seem to have an emotional appeal to the weary traveler. If “Welcome Home” caught the traveler’s eye, he or she may spend more time looking at the advertisement, raising the chances of purchasing the sofa. 

There is denotation in the modern aspects of the advertisement. The window with no curtains, the very scenic backdrop outside the window and the oval coffee table all look very open. 

Historical Perspective

In developing this advertisement, I left out the urban appeal for the Islamic culture, because the urban lifestyle could be associated with New York City’s recent terrorist attacks, which is a sensitive subject for American Muslims. Also, the target audiences are passengers on airplanes, meaning they are often in urban climates. This makes a rural appeal important because it allows the audiences to escape their urban thoughts for the warmth of their own home. 

The backdrop outside the window is a natural scene with a plant inside the home, giving the audience member a connection with nature’s elements. The wooden floors give a thought to connecting with nature as well, because it comes straight from outside the home. This is an important part of Islamic culture, because Islam is a nature-based religion. Muslims believe that humans were first made out of clay from Allah, or God. There are many times in the Qur’an that being connected with nature is shown as a priority. 

After viewing many other Ikea advertisements, I attempted to keep the continuity of their advertising style. The advertisements typically have a lot going on, with one or two items featured with a title of the items and the prices. The color schemes are connected throughout the entire advertisements for continuity as well. I used a Sans Serif type, Arial Black, to keep Ikea’s Sans Serif history. 

Cultural Perspective

The advertisement speaks to American Muslims because it gives a modern look and connects with Islamic beliefs subtly. The subtle approaches I took include color choice, the windows’ placements, and the paintings on the wall. The color choices include very earth-based tones, and are symbolic of important colors in Islamic culture, which falls into the critical perspective category. 

The window is specifically placed to the eastern side of the room, from the audience’s vantage point. When Muslims pray five times a day, they face towards the Kaaba in Mecca. From America, the Kaaba would be facing the eastern direction. 

The paintings on the wall are actually one famous Islamic painting cut into three separate sections to create a modern look. The painting may or may not be noticed as an Islamic painting by American Muslims. If they do not recognize the painting, then it becomes an accent to the different colors throughout the room. This has the potential to appeal to American Muslims, but they may not recognize it. Either way, the paintings add to the advertisement. 

Critical Perspective

The semiotics in this advertisement lie primarily in the color choices. I chose green for the wall colors because it symbolizes nature and life, representing Allah. Also, the Qur’an says that people will be clothed in fine green garments when they reach paradise. Some believe the prophet Mohammed’s favorite color was green, because he wore a green cloak and turban. Qur’ans are also bound in green.  

White is an important color in Islamic culture as well, symbolizing purity and peace. I chose the white sofa and white curtains to portray this symbol. Mohammad once said, “God loves white raiment, and He created paradise white.” The curtains being white connote a peaceful connection between the inside of the home with the outdoors. The sofa being white gives the audience a little slice of paradise. 

I avoided using the color black in anything other than the type color. Black in Islamic culture is a very complicated matter. Mohammed wore a black tunic when he conquered Mecca, so some view this color positively. Some correlate black with the raven, which represents misfortune. The Sunni tradition correlates the color black with rage. I thought it would be wise to not mention it, because of the potential for offending people. 

Technical Perspective

I tried to remain as true as possible to Ikea’s original advertising style. The typography matches Ikea’s Sans Serif style. I tried to find the closest thing I could to Helvetica, which was Arial Black, for the typography in the advertisement. The dominant visual is in the middle of the audience’s “Z” viewing pattern. The message, “Welcome Home,” is at the end of the viewing pattern intentionally. By giving the audience this phrase at the end, it completes and solidifies their thoughts they have while processing the entirety of the advertisement. The color used is aesthetically appealing. The light is all natural, coming from the large window facing the East, giving another natural connection and appeal.
Ethical Perspective

I avoided stereotypes by taking things that appeal to the stereotype and universalizing them. For example, I used the color green very intentionally, because in all accounts of information about Islamic culture that I read, this was a consistently important color. If people of other faiths view the advertisement, they will see the green, but it will not necessarily appeal to them in the same way. It is still a pleasing color, but it has meaning to Islam. The window to the East may appear as only a window to people of different faiths. I was sensitive to their culture by connecting with nature in the advertisement, because I know that is an important part of their faith. 

I attempted to take a Golden Mean approach to this advertisement, because I didn’t want to be too excessive in pointing out Muslims specifically. As the quote at the beginning of the assignment says, I wanted to achieve the goal, “Appreciate my uniqueness, but treat me the same.”
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