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Introduction:

The Aim of this assignments is to produce an academic report, by applying academic marketing, models, theories to evaluate the factors that impact the organization aptitude in maximizing costumer values.


Definition:
Costumer engagement is the emotive link between a costumer and marques. Highly engaged costumers promote, purchase more, and demonstrate more faithfulness, which only can mean that a high quality costumer experience is a vital factor in your costumer engagement tactic.

 

Background:

Ingvar Kamprad founded an Ikea Company in the year 1943, which was formerly a small Swedish mail-order catalogue business. In the present, Ikea is known to be one of the Global homes of furnishing brand that lives in many individual hearts. 
Some of the explored backgrounds information about the Ikea story includes the heritage, where is positive impact has brought onto the planet and people in the present.
When Kamprad started to sell furniture at a reasonably price, some competitors try to shut down the business by restricting native suppliers from given resources to Ikea. Moreover, Ikea was not allowed to show his furniture in industry exhibitions.
So, Kamprad found a strategy to generate to his business. It learned to structure new 6788ghbfurniture, bought resources from Poland, and come up with his own exhibition.
In the year 1965, Ikea gave rise to its first flagship warehouse in Stockholm, now exceeding in over 300 stores worldwide, forming one of the biggest retail chains.

[bookmark: _GoBack]Fundamental Marketing Theories in the Organization:

Marketing theories in the company, in return, helps the organization managers to be able to shape and frame, in mind, regarding the new marketing strategy due to the pandemic Covid-19.
The organizations have required to become a marketing-driven. As the organization meet-and-greet function, marketing is an important activity that helps identify, engage with, and convert costumers into valuable assets, which helps, creating long-term cash streams. Some of the roles have been upended in the organization during the Covid-19 pandemic. (Kullnig,2020).
Organization marketers devised a plan that allowed organization to rethink their strategies in an era of homebound costumers, social distancing, and an unpredictable environment that has forced many companies into crisis management.

Social Marketing theory:

Social marketing theory refers to a mass communication used by Ikea organization to promote socially and highly valuable information that involves accepting behaviours dues to changes brought by the pandemic crisis.
It tries to integrate tools, marketing ideas, techniques, principles, and socially beneficial concepts to encourage communication that benefits the community due to the current Covid-19 pandemic, which requires the costumer to shop online. (Baraldi,2020).

Concepts in Social Marketing:

Social marketing theory refers to a framework that helps design, plan, evaluate and implements social campaigns with information sharing to be the main objective. In the organization, it uses creativity, like in the past, for giving out information. 
The information and data are distributed to other branches, and costumers following a specific plan to maximize the share of the highest possible outcomes.
The theory tries to understand all of the psychological and social factors that might bring any resistance due to the community changes of measure implemented to face the pandemic to avoid disease transmission. It increases the acceptability, response, and practice of any social idea for the costumers. (Kullnig,2020).

Some marketing strategies include exchange theory, market segmentation and consumer research being used extensively. Social intervention is the main objective of social marketing.
It exists two types of social marketing, operational and strategic.
Operational social marketing it is used to change how things were done before the crisis arise.in contrast, strategic social marketing it is used to form new policies and development strategies to help fight the pandemic, like implementing new online shopping measures.
There are four significant components of social marketing, which are also used as techniques used by the organization which includes: product, price, place and promotions.
Product:
The costumer population is encouraged to buy needed products as furniture and others via online methods on the company website. These products, which benefits the costumers, from social marketing. (Salvador,2020).
The consequences of the organization have a place in society. The outcome is tangible, like material things, as beds or chairs.
Price:
Pricing in the organization strategy of marketing uses monetary. Economic price refers to the cost to buy the company product, which might help society.
Place:
The organization location targets the costumers where they can easily access the products bought from the organization. Social marketing will be more productive in offering services online and delivering them to the costumers. (Kullnig,2020).
It is the product distribution site where the implemented changes will occur, or where the product is available. Implementing this step was successful in the organization, because it is easy accessible.

Promotions:
Social marketing done by the organization has helped in promoting the products company is selling. It is how the information is provided. (Baraldi,2008).
Some of the organization technique and tools to promote their good, to be even more useful includes documentaries and advertisement. Along with media advocacy and forming good public relations, it has selected the best methods to promote its products better to the costumers.
Features of Social Marketing Theory in the Organization:
 
Target audience analysis and segmentation-

The organization targeted their costumer for a specific product and created awareness online, resulting from analysing the social changes during crisis. 
The customer needs where analyse in the preproduction as well as production phase. Similarly, the costumer also has various subgroups analysed by breaking them down; it included the company costumer segmentation, existing costumer of the organization was used. The first step involved in using social marketing includes identifying the costumer in the target community and online.

Creates awareness:
Social marketing was not considered one of the most useful methods in chancing the costumers’ behaviour patterns. It involved shopping in their malls, by then providing awareness of the changes implemented to counter the Covid-19 crisis. (Salvador,2020).
The costumers get to know the alternatives they can adapt to benefit from future. When different channels are used to create awareness, people come to know about new things, understanding is the first step to change.

Relationship Marketing:

Marketing relationship it helps the organization to be able to strengthen the long-term bond with its customers, purposely aiming to retain them. The organization was able to view their costumer’s identity to be one of the company assets. Based on two rules, marketing relationship states that: the organization should enhance measures to attract their customers by enacting policies like making quality goods.
Second. The principles states that the organization costumer shield is retaining, offering excellent customer service, assigning the costumer account to the managers, and increasing their product ranges.


Brand Equity:
Company brands influenced costumer’s behaviour as they helped in providing sustained revenues for the company. Brand equity of the company goods refers to the added value attributed to a product by the consumers; brand equity sources can guide marketing decision. As a result, the organization managers where needed to understand the origin of brand equity fully. 
The concept concerning a good brand in the organization was based on brand knowledge in its costumers’ minds. Brand awareness in the organization forms two elements that help in branding knowledge. Brand awareness refers to the costumer ability to recall a given brand. (Salvador,2020).
In contrast, Ikea organization brand image refers to its quality and how the costumers refer to the type of goods they provide. Free association of profitable brands in the organization is preferred because it forms a simple way to extract brand knowledge. When using this method, the organization market researches are the one who ask their costumers what specifically brands of goods conjures up in their mind.

Market Orientation:

Market orientation as it commonly referred to a philosophy of conducting business in the organization. It is known to be a place where costumers in the middle of the organization all guaranteed that all company departments should satisfy their chosen needs. 
Marketing of the company involves deciding what to produce in the first place. Marketing indicates the targeted costumer, pricing strategy, and distribution channels.
The organization market orientation it is based on two significant compounds assumptions that all departments effort based on costumers needs and satisfaction.

Product-Based Strategies:
The product assumptions in the set marketing strategies mainly focus on its product instead of giving it to a particular costumer. The organization uses mass marketing to assume costumers tend to look for a specific product. (Bararldi,2008).
The organization goal in their marketing mix is to make it clear and known that they have different categories of products, and they are trying to make it easy for their customers to choose and purchase them.


Creating Product-Based Strategies 
In viewing the company furniture products are set to follow the product-based principles of the SWOT analyses of the Ikea organization following the main strategy in the analysis which exist in the organization, competitive weakness, strength and all of the existing chances, threats, and opportunities which are displayed by the organization competitors.
The organization, therefore, created his products which are unique and highly designed so that customers can only get them at their stores, and nowhere else, so they put their products in a position where they will universal in demand thus unable to favour all of their competitors during the pandemic Covid-19. All population segments in the organization tend to be potential to customer needs.

Costumers-Based Strategies:
The organization costumer-based plan, tend to identify the organization business major and target individuals. The organization market research finds that most of their customers are likely to purchase existing products, building a profile in the online platforms, which will help, describe and engage those costumers. (Kullnig,2020).
The organization marketing involves; it is tailored toward the costumer’s segment chosen and its features. These segments narrow or broadens to form one individual costumer. In the company strategy, their online customers are an asset that provides returns overtime on the marketing investment required to attract them.

Creating a Costumer-Based Strategy:
At first, the organization active costumers were grouped into different sectors according to the business brands to form a meaningful criterion. Demographic factors such as age, income, occupation and gender were considered best-used segmentation in the market qualities.
The organization chooses to have specific crafty units and aimed at four Ps of their marketing strategy, including price, products, place and promotion, of favourably position the product offered at target individuals with the perception via all marketing media.


Unique Selling Points for Marketing Products:

The unique selling of products online of the Ikea organization in their marketing which offers distinct product features significantly benefits the company brands of goods stand out to be one of the competitors in target costumers minds.
Developing, and then, promoting a particular attribute in the company has dramatically been referred to as creating a unique selling proposition.
Strong brands have identifiable qualities. (Salvador,2020).

Importance of unique selling:
The ability to establish the connection between a desirable product attribute and a company brand is the key to long-term viability in the organization. When the company brand is not distinguishable from his competitor’s competitive marketplace, costumer chooses become relatively arbitrary.
With a unique selling proposition, the organization makes sensible and more straight-forward for customers to buy clearly establishing a value scheme.

Marketing Mix Factors:

For Ikea, business have many options for developing and promoting distinct benefits. The marketing mix of the organization has much helped in providing the general categories for distinction. The company focuses on low prices, product-related attributes, beneficial distribution qualities, and promoting that causes the business brand to stand out.
Focus:
The key to effective marketing and presentation of unique selling points is the organization focus.
They can integrate the selling means full to online platforms to minimize the disease chances of spread in their malls when costumers are shopping. The company products have multiple standout benefits, making it hard to get costumers to appreciate them. Thus, it would help if the organization typically focuses on the most significant strength. (Baraldi,2008). 
It aids in delivering the advertisement focus reinforced by the organization short places in the selling locations. One of the main exceptions is focusing mainly on profits, known as the cluster in the satisfactions. It means that the organization was to primarily enact and use this process to offer all of its solutions to their dedicated costumers in the time of crisis, who were willing to purchase multiple furniture from them.

Advantages and challenges:

Online sales have grown to the highest level during the pandemic crisis in the organization. They have been a significant increased over a few months ago. The organization is taking advantage of selling online, with e-commerce accounting, which has helped boost sales.
Notably, the organization expects to have an increase to be able to focus on digital. As a result, the organization has adjusted its pivoting and offerings, meting new business opportunities and expectation, supporting the ongoing digital marketing investment. 
Even when the company budget is shrinking, the organization still expects to increase digital marketing spending over the next periods. (Salvador,2020).
The organization main challenge is how to use their digital information wisely to impact the costumers experience. The organization seems to understand costumer’s preferences since expenditures, as a percent of marketing budget have increased by over ten percent over the last months.
Social Media steps up-and pays off:
When asked what objectives they are focused on during the pandemic, the organization marketer’s responses were building brand value that connects with costumers and retaining current customers. Social media forms essential link and means for the organization support and costumers to stay connected. 
Marketers said, that, they are the social media to brand costumers and the building retention during the Covid-19 crisis.  Using media platforms, the organization has budgeted and increased its funds to use social media to perform all trading activities. 
It reflected when the organization increased budgets at the beginning of February; there has been an increase in the percent of marketing budgets discussed in the organization. The organization managers tend to believe this strategy has been successfully laid. It is beneficial. (Kullnig,2020). 
The first time in CMO Survey has shown that social media platforms have led to more significant contribution to its marketing strategy. A lot of its performance has increased up to twenty-four percent at the beginning of February. Being substantial that social media increased significantly the contribution of organization, previously thought dormant in 2016.
Company recording increase in investments. With aid from donation given to the company, its performance is no longer considered because stuck-at-home consumers can easily use laptops or mobile phones to search for/purchase the product at home. One of the main challenges of organization marketers is expanding and maintaining all of the social habits methods.  
Organization to more with a lower headcount:
About sixty percent of the organization report states that marketing strategy is becoming more critical at these times of Covid-19, comparing the organization reflecting and focusing on using the digital tools and online interfaces to connect with their dedicated suppliers and customers.
When aiming at the organization marketing set priority during the crisis time, marketing budgets as a percent of firm funds and revenues have reached all-time highs, even though the organization tends to be experiencing some of the diminishing gains. However, it is observed that individuals working at the organization lost jobs, resulting in marketing units to be operating fewer workers.
The organization shifted their focus during the Covid-19 pandemic to improve their critical strategic duties and activities. The main challenge is that the organization is trying to maintain its business momentum as it continues to stretch out for more resources.

Ikea learn pivot lessons:
When the organization managers asked to which level the company was prepared to handle its business, and at the same time to be able to face the crisis, so that it will have a tremendous economic impact during the scale of marketing. 
The managers stated that there was no set rigid plan which intentions have a healthy to play in place. The marketing managers admitted that company preparation was involving much strength. The leaders sad that they were improvising on better means, which will help generate new and better strategies to be used by the organization and their customers during the crisis. (Salvador,2020).
The company is using innovation and creativity skills which aim at navigating its ambiguity.
Following the site time, the organization marketers are responsible for agility, pivoting and navigating the company ambiguity, challenging all of the information departments soft skills to learn in regular business handling process and context.
The organization considers the emergency of a pandemic to be an excellent opportunity for all branches to exercise their online marketing growth and development. Marketing training is done at the organization headquarter.
All of the budgets provided are fresh, and they are estimated to increase from last year, which was from 4.4 percent of marketing budgets to 5.9 percent. The organization is looking at all of the internal groups so as they can be able to develop strong cooperation between the departments to help in fighting the pandemic. One of the main challenges marketers face is the lack of pivot, the ready mind-set among the company marketing groups. (Kullnig,2020).
Major External Factors and their impact on Quality Management in the organization:

Political causes:
They involve some of the government actions and approaches that significantly influences the economy, which eventually will impact the way Ikea company tends to work well despite organization ownership. It has stability in tax policies, political, public investments, local infrastructure, government policies, tax policies, national and international trade contracts.

Economic causes:
Conditions that involve economic factors that affect the company include efficiency and effectiveness, supply and demand ratio directly affecting the organization. Some of the economic factors that affect it involve economic growth decline, changes in the exchange rate, inflation, and interest rate change.

Marketing issues:
Some of the factors that adversely affect the organization due to a change in the environmental factors, which significantly reflects and affect costumer’s preferences. The marketing causes include costumer needs, emerging trends, supply chain relationship, competition, demographic and population analytics.

Technological causes:
These factors that affects the Ikea organization includes innovations and technological advancements. A good example includes technical awareness, automation, and new equipment. (Salvador,2020).

Environmental issues:
In the organization, it adversely affects the company because it covers all of the ecological conditions, which greatly affects the company management, and include the change in weather and initiatives.



Ikea System Operational:
Information Management system of Ikea:
The Ikea organization structures includes ‘’INGKA Holding’’, the organization headquarters for all the Ikea companies. The organization branches are responsible for performing all the required duties involving bringing the right and quality product into the market. These companies include Ikea Sweden, human resource service distribution, communication departments, internet technology, all working in hand with each other.
All other branches that form Ikea tend connected in a standard system networking of organization system at the national and international level responsible for monitoring all the stock, cash, sales inventory supply balance and demand. (Salvador,2020).
Necessary information is given by managers, from both, local or international branches.

Management of Ikea:
In the organization, the main chain of supply management system plans, the storage and movement of company records, finished goods, work in process, raw materials, and transportation from the point of origin to the costumers who demanded the furniture.
The organization in Ikea operational system is structured to optimize the efficiency in the desisting of products with the supply process. For easy management, the departments are subdivided into four units, and each department tends to operate in a type of internal consumer market. Sweden is where all the necessary furniture is made. 
The retailing and selling division mainly store, are responsible for controlling the organization worldwide. Due to this role, the company has combined one of the complex communication system with their IT departments, which is taken care of every department.
(Kullnig,2020).

Radiofrequency Identification (R.F.I.D.):
With the company adapting to new technology advancements, its enables it to remotely and get all of the company processes, which is automated for gathering information and sending out the useful information between R.F.I.D. tags and the company- the managers who are responsible handling all of the operating business at the Ikea organization.
An R.F.I.D. refers to a label that consists of an integrated circuit, with a specific data ranging from a unique identification number to a thousand bites. When tags are given to readers, important details are gets flashed out by the reader device. The device tends to be connected with the store in the local area network, and at the management of higher-level in the international departments, Including the communication satellites set in the operation.
Client-Server Architecture:
A company has automated its system that the costumer can easily place an order of the purchased goods online. In this type of ordering system, the costumer places the order and then make the payment, which are wired thought PayPal money transfer, since the company considers it to be one of the safest way methods of e-shopping.
When the costumer makes the transaction, a specific ordering number is assigned to the costumer, indicated that the transaction is delivered at the costumer address straight away after a given time.
Operation in the management are crucial since they maximize the company efficiency for producing goods and fulfilling its requirements. Operation management systems are known to perform one of the vital duties in the management strategies.
Some of the company operations management includes decisions made when hiring and training workers, purchasing cutting tools, planning the furniture factory’s layout and location, including other fabrication needs.
These operations in the management help, make decision at the company, producing quality furniture at affordable prices, attractive and functional. The company’s primary function at the management includes supply chain management, cost and quality management.











Conclusion:


in conclusion, Ikea is considered one of the largest and worldwide organization which have put measures promoting Covid-19 pandemic. Like the introduction of online shopping of goods to avoid costumers contact, it might increase the chances of spreading the virus.
Despite challenges faced in enchasing these measures, the company has successfully run all of its operation. Their customers can get high-quality furniture with low prices delivered to them when they have shopped online, at very convenient prices.
The company reduced his costs to compete with its competitors in the business, which have given them significant benefits. Shopping online method process has been services as the costumers have broadly adhered to the set measures.
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