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How a move 
organized by 
IKEA became 
a move made 
better.

How do you create relief for a city in angst…and by doing so, turn 

that relief into unprecedented sales? Every July 1st long weekend 

in Canada, a cultural phenomenon happens unlike any other. The 

people of Quebec move, not one-by-one but all at once. They 

call it Moving Day or Fête du Déménagement, and it leads to 

complete urban chaos. Imagine 225,000 Montreal residents, in 

a city of 1.8 million, moving all at the very same time. Not only 

do people ignore traditional media during this chaos, but also 

anything that doesn’t provide value to the task at hand, including 

IKEA. When it comes to moving, IKEA and its competitors are 

completely out of sight and out of mind. The challenge to drive 

sales required a completely new approach to media. So we created 

a strategy built around what people needed most, and used that to 

create an entirely new media vehicle. This provided the strategic 

underpinning for a creative campaign inextricably tied to the crazy 

dynamics of Moving Day frenzy.
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Becoming relevant when you’re 
the last thing on people’s minds. 
Now that’s a challenge.

Like any retailer, IKEA is under constant pressure 

to drive greater store traffic and sales vs. their 

competitors. With mega brands like Home Depot, 

The Bay, Sears, The Brick, Braulte & Martineau 

and 10 others competing for people’s precious 

décor dollars, competition is intense. Regardless, 

registers need to ring and merchandise needs 

to move, including during the summer when a 

daunting cultural spectacle happens in Quebec 

where IKEA needed to increase sales most. This 

is Moving Day or Fête du Déménagement: a time 

when 225,000 Montreal residents, in a city of 1.8 

million, move all at the very same time.

IKEA and other furnishing retailers’ offerings are 

at complete odds with the mindset of movers. 

It’s only when people move into a new space that 

IKEA plays a real role and truly shines in people’s 

lives. Moving day is anything but about buying 

more things…it’s all about streamlining what you 

have to minimize the packing. People have an 

overwhelming sense of chaos, unpreparedness 

and overall angst as each day grows closer to the 

spectacle that is Moving Day in Quebec because 

of the lack of movers, friends and available 

supplies. The very essentials to ensuring a 

successful move are often completely absent 

because of high demand. So if IKEA were to have 

any chance at increasing traffic and sales during 

this time, they needed to find a way of inserting 

themselves in a meaningful way.

Our challenge: find a way to reach an 

unreceptive and unresponsive target during 

a time when home furnishing purchases 

were the least of their concern and certainly 

not top-of-mind.

The challenge was so daunting that any increase 

in traffic and sales would be considered icing on 

the cake for IKEA – or rather Lingonberry sauce 

on the Swedish meatballs.

Together, we saw this as an ideal opportunity 

to demonstrate the brand’s powerful human 

purpose – to create a better everyday life for 

the many people – and help move IKEA into 

the hearts and minds of all Quebecers, and 

Quebecers into an IKEA store.
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OUR STRATEGY

We would show the people of 
Quebec that a move organized 
by IKEA is a move made better.
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1. The Mindset of Anxious Urbanites.

These young urban dwellers residing within 

Montreal have more to move than can possibly 

be packed by themselves. Why so much stuff? 

Because they’re renters who relish their life 

at home, eager to make it the most inspiring, 

beautiful place to spend time with others. It’s 

the one place they spend 7 months out of the 

year. It gets REALLY cold in Montreal, Canada, 

if you haven’t heard. So anything and anyone 

who can’t be of some help isn’t of any value,

time or attention.

A strategy mandated
by utility.
To succeed, we had to challenge conventional strategic, creative and media approaches that 

would typically rely on simple push media, product benefits or reasons to believe. Whatever 

we conceived for the people of Quebec had to demonstrate utility to the task at hand if it was 

to be noticed at all. Moving Day in the province is insane, so you better be ready and willing 

to lend a helping hand. 

Driving traffic and sales would clearly be no easy task. Through studying the 

human behaviour at play during this time, we uncovered several barriers that 

would have to be addressed to get the IKEA registers to ring:

These barriers helped us see a huge opportunity to demonstrate the brand’s purpose, and help 

move our Anxious Urbanites from a feeling of disorganized desperation to a state of composed

and organized optimism.

2. Scarcity. 

Since 13% of Montreal’s total population 

relocates on the same day – hiring movers 

or vans, getting boxes and moving supplies, 

snagging friends and cars to help out with 

the move, is virtually impossible. It’s not 

uncommon on Moving Day to see dozens 

of people walking down the street with a

bed balanced on their head and a wagon

filled with dishes! 
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Shifting media
from ignorable
to indispensable.

For a brand whose purpose is to create a better 

everyday life for the many people, we knew 

utility would have to be a creative, and media 

essential, to shift movers’ existing mindset and 

behaviour towards the brand. We identified 

an iconic symbol of moving not only as an 

embodiment of the brands’ purpose, but also the 

quintessential medium and message all in one.

IKEA helped a city of 1.8 million make moving 

better with the deceivingly simple act of creating 

a media vehicle of real value: moving boxes. 

These weren’t just any moving boxes; we 

transformed the ordinary, average, dull brown 

cardboard box into the compelling, central media 

and message behind our campaign. We recreated 

what a box was and could be. Our boxes were 

printed with moving tips, a checklist, a helpful 

dinner offer at the local IKEA to keep you fed 

until the kitchen is unpacked, and of course a 

great offer on new IKEA furniture for the new 

place. Heck, we even showed them how to turn 

the box into a fully functional chair when the 

moving energy ran out.

To achieve high visibility, reach and frequency, 

boxes were posted around the city in easy-to-

find, high traffic locations where our Anxious 

Urbanite’s could be found. The boxes were 

distributed, assembled and hung flat on walls: 

designed to be the hardest working posters ever. 

When the boxes were taken, we had messaging 

underneath, telling people to keep coming back 

for more. All over the city, Anxious Urbanites 

kept grabbing the boxes faster than we could 

replenish them. To really rise above the Moving 

Day madness, we created massive 14-foot 

pyramids of boxes at giveaway sites around the 

city and at the IKEA store. To add additional 

reach and frequency, we also promoted the 

boxes on radio, and took over local radio stations 

to ensure the sound waves resonated with 

music specifically chosen to get people moving, 

commercial-free, on the actual day.
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Results worth
building a
store over.

To provide a better everyday life for the many 

people – and in this case making a move better 

with IKEA – we moved IKEA firmly into the 

hearts, minds and wallets of movers at a moment 

when all that really mattered was the move itself.

The results are significant. The only variable this 

year vs. last was our Moving Day promotion. For 

IKEA, the sales increase from our ‘cardboard 

box’ was equivalent to building, stocking, and 

opening an additional 300,000 sq. foot store in 

that market.

* Results based on Ikea Canada Sales Tracker, National Avg, 
Store Sales, 2011

Store traffic increased

+14%
from the same weekend the previous year 

Sales increased

+24.5%
vya


