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 INTRODUCTION 
 

BasediiniDenmark,iIKEAiInternationaliA/Siisioneiofitheiworld'sitopiretailersiofifurniture,ihomeifurnishi
ngs,iandihousewares.iTheicompanyidesignsiitsiowniitems,iandisellsithemiinitheimoreithani140iIKEAisto
resithatiareispreadithroughoutiapproximatelyi30idifferenticountriesiworldwide.i 

Theicompanyialsoipeddlesiitsimerchandiseithroughimailorder,idistributingiitsithickicatalogsionceiaiye
ariinitheiareasisurroundingiitsistoreilocations.iIKEAiisicharacterizedibyiitsieffortsitoiofferihigh-
qualityiitemsiatilowiprices.iToisaveimoneyiforiitselfiandiitsicustomers,itheicompanyibuysiitemsiinibulk,i

shipsiandistoresiitemsiunassemblediusingiflatipackaging,iandihasicustomersiassembleimanyiitemsionit
heiriowniatihome.iTheicompanyiisiownedibyifounderiIngvariKamprad'siNetherlandsibasedicharitableif
oundation,iIngkaiHoldingiB.V. 

TheiEarlyiYears 

IKEAiwasifoundediini1943iiniSwedenibyiIngvariKamprad.iKampradiwasiborniini1926iasitheisoniofiaifar
meriiniSmåland,iairegioniinisoutherniSweden.iSmålandiwasihistoricallyioneiofitheicountry'sipoorestire
gions,iandiitsiinhabitantsiwereiknowniforitheirihardiwork,ithriftiness,iandiinventiveness.iIni1943,iatith
eiageiofi17,iKampradiupheldithisicharacterizationiwheniheidecideditoibecomeianientrepreneuriandicre
atediaicommercialicompanyicalledi"IKEA,iIngvariKamprad."iTheiwordiIKEAiwasianiacronymiofihisinam
eiandiaddress:iIngvariKampradiandiElmtaryd,iAgunnaryditheinameiofihisifarmianditheinameiofitheivill
ageiitiwasilocatediwithin.iKamprad'sinewicompanyiwasiessentiallyiaioneimanieffort,iandisoldifish,ivege
tableiseeds,iandimagazinesitoicustomersiinihisiregion.iHeidelivereditheiitemsitoicustomersiusingifirstiai

bicycleiandilateritheimilkiround. 

Ini1947,iIKEAiissuediitsifirstiprimitiveimailiordericatalog,iwithiniwhichitheinewlyiinventediballpointip
eniwasiaddeditoitheiassortmentiofiproductsiKampradiwasioffering.iTheniini1950,iKampradisetitheifoun
dationiforitheifutureidirectioniofiIKEAibyiaddingifurnitureiandihomeifurnishingsitoitheimail-
orderiline.iAiyearilater,ianiexpandediversioniofitheiIKEAicatalogibecameiavailable.iIni1952,itheistabilityi

ofihomeifurnishingsiinitheiIKEAiproductilineiwasisolidifiediwheniKampraditookihisiitemsitoitheiSt.iEric'
siFairiiniStockholmiandiwoniovericustomersiwithitheihighiquality,ilowipricedifurnitureiitemsiinihisiline. 

Upitoithatipoint,iIKEAiitemsihadibeeniobtainedifromiotherisourcesiandisoldibyiKamprad,imakingihisien
terpriseisolelyiairetailioperation.iIni1953,ihowever,iKampradimadeitheidecisionitoibuyiaismallifurnitur
eifactoryiandiopeniaismallifurnitureiandihomeifurnishingishowroomiiniÄlmhult.iTheiIKEAiheadquarter
siwereimovedifromitheivillageiofiAgunnaryditoiÄlmhult.iIKEAibeganidesigningiitsiownifurnitureiitemsii
ni1955,iandisoonibeganitakingiadvantageiofitheibenefitsiofiflatipackagingiandiselfiassemblyibyicustome
rs.iSuccessifollowediquickly,iandiini1958itheitinyishowroomiwasireplacedibyiaithenigiantistoreiofi13,00
0isquareimeters.iOneiyearilater,iairestaurantiwasiaddeditoitheistore,itoiaccommodateitheineedsiofianiev
er-increasinginumberioficustomersiwhoiwereitravelingilongidistancesitoiIKEA. 



Theimailiorderibusinessicontinueditoiflourishiasiwell,ihelpingitoifurtheriexpandiIKEA'sicustomerirange
.iThisiprompteditheiopeningiofitheifirstiIKEAistoreioutsideiSweden,ineariOsloiiniNorway,iini1963.iBusin
essicontinueditoiincrease,iboostediinipartibyiai1964iarticleiinitheiSwedishimagazineiAlltiiiHemmeti(Allif
oriYouriHome),iwhichilisteditheiresultsiofiqualityitestsithatihadibeenirunionifurniture;iIKEAireceivedith
eihighestiratingsiavailable. 

 

 MARKETINGiCOMMUNICATION 

 

Definition:iTheiMarketingiCommunicationirefersitoitheimeansiadoptedibyitheicompaniesitoiconveyi

messagesiaboutitheiproductsianditheibrandsitheyisell,ieitheridirectlyioriindirectlyitoitheicustomersiwit
hitheiintentionitoipersuadeithemitoipurchase.iIniotheriwords,itheidifferentimediumithaticompanyiadop
tsitoiexchangeitheiinformationiaboutitheirigoodsiandiservicesitoitheicustomersiisitermediasiMarketingi

Communication.iTheimarketeriusesitheitoolsiofimarketingicommunicationitoicreateitheibrandiawaren
essiamongitheipotentialicustomers,iwhichimeansisomeiimageiofitheibrandigetsicreatediinitheirimindsit
hatihelpithemitoimakeitheipurchaseidecision. 

Marketingicommunicationiofferisolutionsitoitheifollowingiquestions: 
 
Whyishallitheiproductibeiused? 

 Howicanitheiproductibeiused? 

 Whoicaniuseitheiproduct? 

 Whereicanitheiproductibeiused?iAnd 

 Whenicanitheiproductibeiused? 

MarketingicommunicationiincludesiAdvertising,iSalesiPromotion,iEventsiandiExperiencesi(sponsorsh
ip),IiPubliciRelationsiandiPublicity,iDirectiMarketing,iInteractiveiMarketing,iWordiofiMouthiMarketing,
iPersonaliSelling.iTheseitoolsioficommunicationiareicollectivelyicallediasiMarketingiCommunicationi

Mix. 

ElementsiofiMarketingiCommunicationiMix 

 

 

1. Advertising:iItiisianiindirect,ipaidimethodiusedibyitheifirmsitoiinformitheicustomersiaboutitheirigoodsi

andiservicesiviaitelevision,iradio,iprintimedia,ionlineiwebsitesietc.iAdvertisingiisioneiofitheimostiwidel
yiusedimethodsioficommunicationimixiwhereinitheicompleteiinformationiaboutitheifirm’siproductiandi

servicesicanibeicommunicatedieasilyiwithitheihugeitargetiaudienceicoverage. 



2. SalesiPromotion:iTheisalesipromotioniincludesitheiseveralishortitermiincentivesitoipersuadeitheicust
omersitoiinitiateitheipurchaseiofitheigoodsiandiservices.iThisipromotionitechniqueinotionlyihelpsiiniret
ainingitheiexistingicustomersibutialsoiattractitheinewionesiwithitheiadditionalibenefits.iRebates,idisco
unts,ipaybacks,iBuy-ionei–get-ioneifreeischeme,icoupons,ietc.iareisomeiofitheisalesipromotionitools. 

3. EventsiandiExperiences:iSeveralicompaniesisponsoritheieventsisuchiasisports,ientertainment,inonpr
ofitioricommunityieventsiwithitheiintentionitoireinforceitheiribrandiinitheimindsiofitheicustomersiandi

createiailongitermiassociationiwithithem. 

Theinameiofitheifirmisponsoringitheieventicanibeiseenionitheiplaygroundiboundaries,iplayer’sijerseys,i

trophies,iawardsiinitheientertainmentishows,ihoardingsionistage,ietc. 

4. PubliciRelationsiandiPublicity:iTheicompaniesiperformiseveralisocialiactivitiesiwithiaiviewitoicreati
ngitheiripositiveibrandiimageiinitheimarket.iTheiactivitiesithaticompaniesiareiundertakingisuchias,icon
structingitheipubliciconveniences,idonatingisomeiportioniofitheiripurchaseitoitheichildieducation,iorga
nizingitheibloodidonationicamps,iplantingitrees,ietc.iareisomeiofitheicommonimovesiofienhancingitheiP
ubliciRelations. 

5. DirectiMarketing:iWithitheiintentiofitechnology,itheicompaniesimakeiuseiofiemails,ifax,imobileiphone
s,itoicommunicateidirectlyiwithitheiprospectiveicustomersiwithoutiinvolvingianyithirdipartyiinibetwee
n. 

6. InteractiveiMarketing:iInteractiveiMarketingihasirecentlyigainedipopularityiasiaimarketingicommun
icationitool,iwhereinitheicustomersicaniinteractiwithitheifirmsionlineiandicanigetitheiriqueriesiresolve
dionline. 

Amazoniisioneiofitheibestiexamplesiofiinteractiveimarketingiwhereinitheicustomersimakeitheirichoicei

andicaniseeiwhatitheyihaveichosenioriorderediinitheirecentipast.iAlso,iSeveraliwebsitesiofferitheiplatfor
mitoitheicustomersiwhereinitheyiaskiquestionsiandigetitheianswersionlineisuchiasianswer.com. 

7. WordiofiMouthiMarketing:iItiisioneiofitheimostiwidelyipracticedimethodioficommunicationitooliwher
einicustomerishareitheiriexperiencesiwithitheiripeersiandifriendsiaboutitheigoodsiandiservicesitheyibo
ughtirecently.iThisimethodiisiveryicrucialiforitheifirmsibecauseitheiimageiofitheibrandidependsioniwhat
icustomerifeelsiaboutitheibrandiandiwhatimessageiheiconveyitoiothers. 

8. PersonaliSelling:iThisiisitheitraditionalimethodiofimarketingicommunicationiwhereinitheisalesmenia
pproachitheiprospectiveicustomersidirectlyiandiinformithemiaboutitheigoodsiandiservicesitheyiareide
alingiin.iItiisiconsiderediasioneiofitheimostireliableimodesioficommunicationibecauseiitiisidoneidirectlyi

eitheriorally,ii.e.,ifaceitoifaceioriiniwritingiviaiemailsioritextimessages. 

Thus,imarketingiCommunicationimixirefersitoitheidifferentitoolsithatiaifirmicaniadoptitoiinform,ipersu
ade,iandireminditheicustomeriaboutitheiproductiandiservicesiitisells. 

 INTEGRATEDiMARKETINGiCOMMUNICATION 
 

Initheiareaiofimarketingicommunications,itheiconceptiofiintegratedimarketingicommunicationsi(oriIM
C)iisiwelliknown.iThisiconceptiwasifirstiintroducediintoitheiUSiacademicicurriculumiini1991iatiNorthw
esterniUniversityiwithitheisupportiofitheiAmericaniAssociationiofiAdvertisingiAgenciesi(ori4As),ibutiiti

isinowitaughtiarounditheiworld.iIMCiisiessentiallyiaiplanningiconceptiwhichiemphasizesitheiimportanc
eioficoordinatingivariousicommunicationidisciplinesi(e.g.,iadvertising,iPR,isalesipromotions,idirectima
rketing,iandipersonaliselling),isoithatiaimaximumiimpacticanibeiachievediiniaicampaign.iThisiconceptig
ainedipopularityiwithitheiadventiofitheiinternetiasinewi(andieverigrowing)idigitalimediaioptionsiandipl
atformsideveloped.iAsimoreiaudiencesimoveionline,itheiuseiofiofflineitraditionalimediai(e.g.,itelevision,
iprint,iradio,iandicinema)iisinowibutioneioption.iBothiorganizationsiandiadvertisingiagenciesihaveireali
zedithatiaicombinationiofiofflineiandionlineimediaiisinowinecessaryitoireachitheiritargetiaudience,iandi

henceitheiimportanceiofihavingiaicentraliplanningisystem.iAdvertisingiagenciesialsoilikeithisiideaibeca
useiitimeansiextrairevenueicanibeiearned.iHoweverifirmsistruggleitoiunderstandihowibestitoioperation



alize,ioptimizeiandievaluateivariousichannelicombinationsiforianieffectiveicampaign.iThisihasileditoith
eiriseioficrossimediairesearchiandimethodsiofievaluationiwithiobviousiimplicationsiforibudgetiallocatio
n.iAddingitoithisicomplicationiisithatipurchaseibehavioriisialsoichanging.iConsumersicaninowiaccessipr
oductiinformation,iandiinquireiaboutitheiproductsioricomplainiaboutipooriserviceithroughiainumberio
fichannels.iThisimeansifirmsihaveitoibeiefficientiinitheiricoordinationiofiseveralioperations.iThisipersp
ectiveimeansiitiisinowiimportantitoibuildianiorganizationalistructureiandiprocessesitoifulfiliainumberio
fibusinessioperations.iTheidefinitioniofiIMCihasithusievolvedifromicommunicationsitoiincludeistrategic
ibusinessifunctions.iHowever,iasiinianyiimplementationsiofinewiprocesses,iresistanceiensues.iThus,ialt
houghitheiconceptiofiIMCiseemsideceptivelyisimple,iitsiimplementationiisinot,iandithisihasileditoiresear
chiintoibarriersitoiandiimplementationsiofiIMC. 

 

 PROMOTIONALiSTRATEGIES 
 

IKEAihasiemployedisomeiofitheibestimarketingitechniquesitoicarveiitsiplaceiinitheicompetitiveiindustr
yiandicreateiaiuniqueiidentityitoisetiitselfiapart.iTheiSwedishibrandiisipopulariforiitsimodernidesignsian
dihasioveritheiyearsibuiltiitsibusinessithroughicleveriadvertising,iaffordableiprices,iandianiunparallele
dishoppingiexperience.iToday,iwhenisomeoneiplansitoishopiforifurniture,iIKEAiisitheifirstinameithatico
mesitoimind.iThat’sihowistrongiitsipresenceiisiinitheimarket.iIfiyou’reiexploringiideasitoicreateiawaren
essiofiyouribrand,iIKEAiisianiidealicaseistudyiinipowerfulimarketingistrategies. 

 

Here,iIihaveiwrittenidowniseveniofiitsitechniquesithatiareibehindiitsimajoriachievements. 

1.iInnovativeiProductiDesigns 
 
Aigoodiproductidesignihasitheirightiamountiofiaestheticaliappealiandiutility.iItishouldisatisfyiyouricust
omer’siexpectationsiandideliveritheivalueiitipromises.iPeopleiloveiIKEAifurnitureibecauseiofiitsiattracti
veidesignsiandipersonalization.iTheyieasilyifitiintoiaismalliapartmentiandimakeiyouriroomilookispacio
usiandimodern. 

2.iDeepiCustomeriInsights 

 
Itihelpsiyouiunderstandiyouriprospect’sineedsiandibuildiaidataidriveniplaniofiaction.iWhileitraditionalis
urveysidoicollectigoodiresults,iIKEAihasishowniusithere’siaidifferentiandimoreiefficientiwayitoidiscoveri

ouricustomer’sipinpoints.iItsiproductidevelopmentiteamievenivisitsipeople’sihousesisoitheyicaniaccura
telyipinpointitheifeaturesithatiwouldiattractiitsiaudienceitheimost.iYou’lligetiaifaribetteriresponseibyien
gagingiyouriaudienceithroughifuniactivitiesiandicasualiconversations.iTheimoreipeopleiareiinterestedii
niyourisurveyimethod,itheimoreiinformationitheyiwilliprovide. 

3.iCleveriPackaging 
 
Productipackagingimightibeiaismallipartiofiyouribusinessioperations,ibutiiticanihaveiaipowerfuliimpacti

onibothiyouriprofitsiandibrandiimage.iYouicanicutiyouriexpenses,ipromoteiyouribrand,iandiincreaseisal
es,iallithroughiyouripackagingistyle. 

JustilikeiIKEA. 

Theicompanyiinitiallyiintroducediflatipackagingitoisaveispaceiandicosts,ibutilateriitibecameiitsisignatur
eistyle.iIt’sinowiplanningitoiaddimoreisustainableioptionsitoidecreasei50%iexpenseifurtheriand,iatitheis
ameitime,iupliftiitsiimage. 

https://squeezegrowth.com/creative-advertising-ideas/
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4.iExcellentiIn-StoreiExperience 
 
Productiplacement,icolorischeme,icustomeriservice,ianditheioveralliatmosphereicanibothiboostiandide
clineiyouridailyisales.iPeopleidon’tifrequentlyivisitiIKEAistoresibecauseiofiitsifurniture.iTheyicomeitoige
tiinspirationiforitheiriroomsiandienjoyitheiuniqueishoppingiexperience.iInvestiiniyouriinistoreiproducti

display.iMostistillipreferiretailishopping,iandianiattractiveilayouticaniincreaseiyourifootitraffic. 

5.iAdaptingiToiNewiTechnology 
 
Inithisidigitaliera,ialmostihalfiofitheiworldinowiusesitheiinternetitoidiscoveriandibuyiproducts.iToikeepi

paceiwithicurrentidemand,iyou’dihaveitoiadaptitoitheichangesisoiyouicanithriveiiniaicompetitiveienviro
nment.iWithinewitechifeatures,iyouicanisuccessfullyiexpandiyourioutreach,idriveimoreitrafficitoiyourist
ore,iandiimproveicustomeriengagement. 

6.iContentiMarketing 
 
Generatingicontenticonsistently,iparticularlyihumorous,iisiundoubtedlyioneiofitheimostichallengingias
pectsiofimarketing.iButiitialsoigeneratesithreeitimesimoreiresponsesithaniotheriadvertisingimethods.i7
1%iofipeopleilogiinitoitheirisocialinetworksiespeciallyitoiwatchifunnyicontent,iandialmostihalfiofithemic
anirecalliwhatithey’veiseen.iFocusioniyouricontentimarketing.iWithiit,iyouicaniboostiyourireachiandima
keiyouriAdsimemorable. 

7.iiBrandiIdentity 
 
Brandiconsistencyihelpsiyouideliveriaiunifiediexperienceitoiyouriaudience.iItimakesiyouriproductsiaut
hentic,ibuildsitrustiiniyouricompany,iandisetsiyouiapartifromiyouricompetitors.iIKEAiisieasilyirecogniz
ableibecauseiofiitsiconsistentiimage.iItihasiworkeditirelesslyitoibuildiitsiidentityitoibecomeioneiofitheila
rgestifurnitureiproducersiworldwide.iToday,iitsinameiisiwhatiattractsipeopleiinitheifirstiplaceibeforeith
eyiexploreitheiproducts. 

 

 BRANDINGi&iBRANDiEQUITY 
 

Abstracti 
 
Brandingihasibecomeiaitopimanagementipriorityiwhichihasinecessitatedithatiallimembersiofianiorgani
zationihaveianiunderstandingiandiappreciationiofisomeibrandingibasics.iTowardsithatigoal,ithisipaperi

outlinesisomeiimportantiprinciplesiofibrands,ibrandingiandibrandiequity.iTheipaperialsoihighlightsiso
meikeyiconceptsiinibuilding,imeasuringiandimanagingibrandiequity. 

Introduction 
 
Inianiincreasinglyicomplexiworld,iindividualsiandibusinessesiareifacediwithimoreiandimoreichoices,ib
utiseeminglyihaveilessiandilessitimeitoimakeithoseichoices.iTheiabilityiofiaistrongibranditoisimplifyicon
sumeridecisionimaking,ireduceiriskiandisetiexpectationsiisithusiinvaluable.iMoreiandimoreifirmsiandio
theriorganizationsihaveithereforeicomeitoitheirealizationithationeiofitheirimostivaluableiassetsiisitheibr
andinamesiassociatediwithitheiriproductsioriservices.iCreatingistrongibrandsithatideliverionithatiprom
iseiandimaintainingiandienhancingitheistrengthiofithoseibrandsioveritimeiisithusiaimanagementiimper
ativei—

https://squeezegrowth.com/demand-generation-strategies-w-examples/
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ibutiaimajorichallengeiatitheisameitime.iInifact,itheiprestigiousiMarketingiScienceiInstituteidesignatedi‘
brandsiandibranding’iasitheisecondimostiimportanti‘topitier’ipriorityifacingimarketersifori2002i2004ia
ndiaitopicideservingiofiintensiveiresearchiattention.iAccordingly,itheipurposeiofithisipaperiisitoireviewi

someibrandingifundamentalsiandikeyiconceptsitoihelpiprovideiaifoundationitoisuchiefforts. 

Brands 
 
AccordingitoitheiAmericaniMarketingiAssociationi(AMA),iaibrandiisiai‘name,iterm,isign,isymbol,ioridesi
gn,ioriaicombinationiofithemiintendeditoiidentifyitheigoodsiandiservicesiofioneiselleriorigroupiofisellersi

anditoidifferentiateithemifromithoseioficompetition’.2iTechnicallyispeaking,ithen,iwheneveriaimarkete
ricreatesiainewiname,ilogo,isymbol,ietciforiainewiproduct,iheiorisheihasicreatediaibrand.iItishouldibeirec
ognizedithatimanyipracticingimanagers,ihowever,ireferitoiaibrandiasimoreithanithatiidefiningiaibrandii
nitermsiofihavingiactuallyicreatediaicertainiamountiofiawareness,ireputation,iiprominenceiandisoioniini

theimarketplace.iInisomeisense,iaidistinctionicanithusibeimadeibetweenitheiAMAidefinitioniofiai‘smalli‘‘
b’’ibrand’iversusitheisometimesiindustryipracticeiofiai‘bigi‘‘b’’ibrand’iai‘brand’iversusiai‘Brand’.iItiisiimp
ortantitoirecognizeithisidistinction,iasidisagreementsiaboutibrandingiprinciplesioriguidelinesicaniofte
nirevolveiarounditheidefinitioniofiwhatiisimeantibyiai‘brand’iasimuchiasianything.iWhyiareibrandsiimpo
rtant?iWhatifunctionsidoitheyiperformithatimakeithemisoivaluableitoimarketers?i 

Initermsiofitheirolesiofibrandsitoiconsumers,itheyiprovide: 

Rolesiofibrands 

—iIdentificationiofisourceiofiproducti 
—iassignmentiofiresponsibilityitoiproductimakeri 
—iriskireduceri 
—isearchicostireduceri 
—ipromise,ibondioripactiwithimakeriofiproducti 
—isymbolicidevicei 
—isignaliofiquality. 

Initermsiofitheirolesiofibrandsitoifirms,itheyiprovide: 

—imeansiofiidentificationitoisimplifyihandlingioritracingi 
—imeansiofilegallyiprotectingiuniqueifeaturesi 
—isignaliofiqualityilevelitoisatisfiedicustomersi 
—imeansiofiendowingiproductsiwithiuniqueiassociationsi 
—isourceioficompetitiveiadvantagei 
—isourceiofifinancialireturns 

Branding 

Brandsiclearlyiprovideiimportantibenefitsitoiconsumersibothiindividualsiandifirms.iAniobviousiquesti
onitheniis,ihowiareibrandsicreated?iHowidoiyoui‘brand’iaiproduct?iAlthoughifirmsiprovideitheiimpetusi

toibrandicreationithroughitheirimarketingiprogramsiandiotheriactivities,iultimatelyiaibrandiisisomethi
ngithatiresidesiinitheimindsioficonsumers.iAibrandiisiaiperceptualientityithatiisirootediinirealityibutiisim
oreithanithatiandireflectsitheiperceptionsiandiperhapsievenitheiidiosyncrasiesioficonsumers. 

Toibrandiaiproduct,iitiisinecessaryitoiteachiconsumersi‘who’itheiproductiisiibyigivingiitiainameiandiusin
giotheribrandielementsitoihelpiidentifyiitiasiwelliasi‘what’itheiproductidoesiandi‘why’iconsumersishoul
dicare.iIniotheriwords,itoibrandiaiproductioriserviceiitiisinecessaryitoigiveiconsumersiailabeliforitheipro
ducti(iei‘hereiisihowiyouicaniidentifyitheiproduct’)ianditoiprovideimeaningiforitheibranditoiconsumersi(
iei‘hereiisiwhatithisiparticulariproducticanidoiforiyouiandiwhyiitiisispecialiandidifferentifromiotheribran
dinameiproducts’).iBrandingiinvolvesicreatingimentalistructuresiandihelpingiconsumersiorganizeithei



riknowledgeiaboutiproductsiandiservicesiiniaiwayithaticlarifiesitheiridecisionimakingiand,iinitheiproces
s,iprovideivalueitoitheifirm. 

Foribrandingistrategiesitoibeisuccessfuliandibrandiequityitoibeicreated,iconsumersimustibeiconvincedi

thatithereiareimeaningfulidifferencesiamongibrandsiinitheiproductioriserviceicategory.iTheikeyitoibran
dingiisithaticonsumersimustinotithinkithatiallibrandsiinitheicategoryiareitheisame.iBrandidifferencesiar
eioftenirelateditoiattributesioribenefitsiofitheiproductiitself.iForiexample,ibrandsisuchiasiGillette,iMerck
,iSony,i3Miandiothersihaveibeenileadersiinitheiriproducticategoriesiforidecadesidue,iinipart,itoicontinua
liinnovation.iOtheribrandsicreateicompetitiveiadvantagesithroughinoniproductirelatedimeans.iForiexa
mple,iCocaiCola,iCalviniKlein,iChaneliNo.i5,iMarlboroiandiothersihaveibecomeileadersiinitheiriproductic
ategoriesibyiunderstandingiconsumerimotivationsiandidesiresiandicreatingirelevantiandiappealingiim
agesisurroundingitheiriproducts. 

Brandiequity 

Brandingiisithusialliabouticreatingidifferences.iMostimarketingiobserversialsoiagreeiwithitheifollowing
ibasiciprinciplesiofibrandingiandibrandiequity.iTheseidifferencesiinioutcomesiariseifromithei‘addedival
ue’iendoweditoiaiproductiasiairesultiofipastimarketingiactivityiforitheibrand.iThereiareimanyidifferenti

waysithatithisivalueicanibeicreatediforiaibrand.iBrandiequityiprovidesiaicommonidenominatoriforiinter
pretingimarketingistrategiesiandiassessingitheivalueiofiaibrand;iandithereiareimanyidifferentiwaysiasit
oihowitheivalueiofiaibrandicanibeimanifestedioriexploiteditoibenefititheifirmiinitermsiofigreateriproceed
siand/orilowericosts.iTheimarketingiadvantagesiofistrongibrandsicanibeisummarizedias: 

Theimarketingiadvantagesiofistrongibrands 

—iimprovediperceptionsiofiproductiperformancei 
—igreateriloyalty 
—ilessivulnerabilityitoicompetitiveimarketingiactionsi 
—ilessivulnerabilityitoimarketingicrisesi 
—ilargerimarginsi 
—imoreiinelasticiconsumeriresponseitoipriceiincreasesi 
—imoreielasticiconsumeriresponseitoipriceidecreasesi 
—igreateritradeicooperationiandisupporti 
—iincreasedimarketingicommunicationieffectivenessi 
—ipossibleilicensingiopportunitiesi 
—iadditionalibrandiextensioniopportunities. 

Althoughivariousiperspectivesihaveibeeniemployeditoistudyibrandiequity,3icustomeribasediapproach
esiviewibrandiequityifromitheiperspectiveiofitheiconsumer.4iTheibasicipremiseioficustomeribasedibra
ndiequityimodelsiisithatitheipoweriofiaibrandiliesiiniwhaticustomersihaveilearned,ifelt,iseen,iheard,ietcia
boutitheibrandiasiairesultiofitheiriexperiencesioveritime.iIniotheriwords,itheipoweriofiaibrandiliesiinithei

mindsioficonsumersioricustomersiandiwhatitheyihaveiexperiencediandilearnediaboutitheibrandioveriti
me. 

Theichallengeiforimarketersiinibuildingiaistrongibrandiisithereforeiensuringithaticustomersihaveitheiri
ghtitypeiofiexperiencesiwithiproductsiandiservicesianditheiriaccompanyingimarketingiprogramsisoith
atitheidesiredithoughts,ifeelings,iimages,ibeliefs,iperceptions,iopinionsiandisoionibecomeilinkeditoithei

brand.iConsumeriknowledgeiisiwhatidrivesitheidifferencesithatimanifestithemselvesiinitermsiofibrandi

equity.iThisirealizationihasiimportantimanagerialiimplications.iInianiabstractisense,iaccordingitoithisiv
iew,ibrandiequityiprovidesimarketersiwithiaivitalistrategici‘bridge’ifromitheiripastitoitheirifuture,iasifol
lows. 

Brandsiasiaireflectioniofitheipast 



Alliofitheidollarsispentieachiyearionimanufacturingiandimarketingiproductsishouldinotibeithoughtisoim
uchiasi‘expenses’ibutiasi‘investments’iinvestmentsiiniwhaticonsumersilearned,ifelt,iexperienced,ietciab
outitheibrand.iIfinotiproperlyidesignediandiimplemented,itheseiexpendituresimayinotibei‘good’iinvest
ments,iinithatitheirightiknowledgeistructuresimayinotihaveibeenicreatediiniconsumers’iminds,ibutithey
ishouldibeiconsiderediinvestmentsinonetheless.iThus,itheiqualityiofitheiinvestmentiinibrandibuildingiis
itheimosticriticalifactor,inotinecessarily 

Buildingi strong ibrands 

Fromiaicustomer-
basedibrandiequityiperspective,ibuildingiaistrongibrandicanibeithoughtiofiinitermsiofiaisequentiali 

seriesiofisteps,iwhereieachistepiisicontingentiuponisuccessfullyiachievingitheipreviousistep. 
iAllistepsiinvolveiaccomplishingicertainiobjectivesiwithicustomersibothiexistingiandipotentiali 

customers.iTheifirstistepiisitoiensureiidentificationiofitheibrandiwithicustomersiandianiassociationiofit
heibrandiinicustomers’imindsiwithiaispecificiproducticlassioricustomerineed.iTheisecondistepiisitoi 

establishifirmlyitheitotalityiofibrandimeaningiinitheimindsioficustomersiieibyistrategicallyilinkingiai 

hostiofitangibleiandiintangibleibrandiassociationsiwithicertainiproperties.iTheithirdistepiisitoielicitithei

propericustomeriresponsesitoithisibrandiidentificationiandibrandimeaning.iTheifourthiandifinalistepiisi

toiconvertibrandiresponseitoicreateianiintense,iactiveiloyaltyirelationshipibetweenicustomersiandithei

brand.iTheseifouristepsirepresentiaisetiofifundamentaliquestionsithaticustomersiinvariablyiaskiabouti 

brandsiiatileastiimplicitlyiifinotieveniexplicitlyiiasifollowsi(withicorrespondingibrandistepsiini 

parentheses). 

Fouristepsitoibuildiaibrand 

—iWhoiareiyou?i(Brandiidentity)i 
—iWhatiareiyou?i(Brandimeaning)i 
—iWhatiaboutiyou?iWhatidoiIithinkiorifeeliaboutiyou?i(Brandiresponses)i 
—iWhatiaboutiyouiandime?iWhatikindiofiassociationiandihowimuchiofiaiconnectioniwouldiIilikeitoiii 
iiiiiihaveiwithiyou?i(Brandirelationships) 

 THEiCUSTOMERiJOURNEYiINiIKEA 
 

ThreeithingsithatimostipeopleiassociateiwithitheiiconiciSwedishiretailer:isleek,imodernifurnitureithatir
equiresiaibitiofiDIY,ihavingiaibrandedirestaurantionilocation,ianditheiuniqueicustomerijourneyiiniIKEAi 

thaticonsistsiofiaiwindingistoreilayoutithatitakesiyouithroughiaivisualitour.iIihaveidescribediatilengthi 

howiretailicustomersiareimoreilikelyitoibuyiasitheyiengageiwithimoreitouchpointsiiniIKEAistore.i 

Ifiyou’reiinitheiindustry,iyou’veinoidoubticontemplatediwhatiyouicanilearnifromitheiSwedishifurniturei

retailer,iwhoihasicontinueditoigrowiasimanyistoresiofisimilaristoreisizeishutitheiridoors.iYouidon’tihave

itoiicompletelyimimiciIKEAitoibeisuccessful.iHowever,ibyiusingitheiribusinessimodel,iyouicaniinfluencei

youriownicustomerijourney. 

Furnitureishoppingiisiarduousiandiaitaskimostipeopleiputioff.iThinkiofitheiexcusesithatisomeoneimighti

sayiwhenithey’reiconsideringigoingifurnitureishopping. 

 It’sitime-consuming 

 Iihaveikidsitoitakeicareiof 

 Movingifurnitureiisihard 

 It’sidifficultitoimakeidecisions 

 Iidon’tiknowiwhatiIiwant 
 

https://worldlinkintegration.com/customer-journey-touchpoints/


EachielementiofitheiIKEAiexperienceiisicatereditowardiansweringitheseiexcusesiandidrivingiaisaleiithat
’siwhatidefinesiaicustomerijourney.iIniregardsitoitheiaboveiitems,iIKEAianswersiitiasisuch: 

 It’sitimeiconsuming,ibutiit’sialsoifunibrowsingitheiristore.iIfiyouiendiupistayingiatiIKEAithrough
outitheiafternooniorievening,itheyioficourseicomeiequippediwithiaifully-loadedirestaurant. 

 IKEAihasiaisupervisediplayiplace,i“Småland”,itoikeepianieyeioniyourikids. 

 IKEAioffersicartsiandicarriagesitoihelpicarryioutitheiproductsitoiyouricar. 

 Theientireistore’silayoutiisiaiguided,isequentialijourneyithroughitheidifferentidisplays.iItiisiai 

strictipathithatileadsiyouiinevitablyitowarditheiwarehouseianditheicheckoutilanesiatiitsiexit. 

IKEA’siCustomeriJourneyiMap 
 
BelowiisiIKEA’sicustomerijourneyimap,iwhichishowsiitsiinistoreiexperience.iItihighlightsieveryitouch 
pointiiniaiveryivisualiway. 

 

Aifewithingsistandioutiinithisiexample.iFirstly,ilookiatitheiscaleionitheiyiaxis.iNoticeihowiitiranksieveryi 

touchpointiviaianiemotion,iinsteadiofiaisatisfactioniorinetipromoteriscorei(NPS). 

Thisiisiinteresting,iasitheinumbersiordinarilyipresentedionitheseimapsicanicauseiconfusion.iSayiaitouch
pointiwasigivenitheinumberi76.iIsithatigoodioriisiitibad?iPractitionersilookingitoiimproveicustomeri 

experienceineeditoiknowiwhatithatimeans. 

Secondly,iIKEAihasiacceptedithaticertainipartsiofiitsiexperienceiareibad.iThey’veipickediaifewiareasiini

whichitheyireallyiwantitoiexceliandihaveiinvestediinithose,ileavingiothersitoisufferiinotitoitheistateiofi 

beingi“horrible”,ioficourse. 

“IKEAihasiaiveryicleariviewiofiwhatitheyiwantitheiexperienceitoilookilike,”isaysiJohn.i“Foriexample,itheyi 

wantiyouitoigoiaroundiandiexperienceitheitouchiandifeeliofieverything,iandithisiisiintegralitoicarryingiouti 

theirivision.” 

“Evenithoughitheififthitouchpointiiwhichisignifiesi“theirounditour”iigetsiailowirating,itheyifeelithatithei 

forcediinteractioniwithitheiproductsicausesipeopleitoihaveiaidifferentiemotionaliattachmentitoithemiasiai 

furnitureiretailer.” 

It’sitrueithatilotsiofipeopleijustiwantitoigrabisomethingiandigo.iSo,itheirounditouriisinotigreatiforithosei 

customers.iIKEAiknowithisibutihaveidesigneditheiricustomerijourneyitoicreateibrandiloyaltyithroughic
reatingianiemotionallyistimulatingijourney. 



Fromithisicustomerijourneyimapiexample,iyouimayialsoinotice: 

 Asiinitheipreviousiexample,itheidesigniofithisicustomerijourneyimapifollowsitheiPeak-EndiRule. 
 Thereiareibigicontrastsibetweenitheipeaksianditheitroughsiwithinitheigraph,ienablingithosei 

“momentsiofitruth”i–ihighlightedibyitheiblueistarsi–itoibecomeimoreimemorable. 

CustomeriEngagementiIkea 

Theikeyitoicapturingiyouriaudience'siattentionimayibeiinimarketingipsychology.iBehavioralieconomics
icanimakeiallitheidifferenceiinitheiworldiwheniiticomesitoiengagingipotentialicustomersiandiearningi 

theiritrust.  
TheiIKEAiEffectii“thatilabourialoneicanibeisufficientitoiinduceigreaterilikingiforitheifruitsiofione’silabour
wasinamediiniai2011ipaperiinitheiJournaliofiConsumeriPsychologyibyiMichaeliNorton,iDanieliMochoni 

andiDaniAriely.iTheyichoseitheinameibecauseiproductsifromitheiSwedishimanufactureritypicallyi 

requireisomeiassembly.iTheyiconductediaistudyiwhereitwoigroupsiofiparticipantsireceivediIKEAiboxes
.iTheifirstigroupineededitoiassembleitheiIkeaibox,iwhileitheiotherigroupireceivedianialreadyiassembledi

box.iTheiparticipantsithenihadianiauctioniforitheifurniture.iTheiresultsishowedithatitheibuildersiwerei

willingitoipayi63%imoreithanitheinonibuilders,ievenithoughitheifurnitureilookediidentical.iThisistudy,i

wasipartiofiaifouripartistudyithatiformeditheifoundationiofitheiIKEAiEffect. 

TheiIKEAiEffectiisialliaboutihowipersonaliinvestmentiiniaiprocessicreatesiandiincreasesivalue.iInithisi 

article,iweiwilliexploreihowitoiengageicustomersiwithitheiIKEAiEffect. 

Theimarketingichallengeiliesiiniconvincingiconsumersitoiengageiinitheikindsiofilaborithatiwillileadithe
mitoivalueiproductsimoreihighly,iespeciallyigivenitheirigeneraliaversionitoisuchipursuits.iAifewi 

practicaliwaysitoiengageicustomersiwithitheiIKEAieffectiisithroughiexperientialimarketing,icustomeri 

experienceioptimization,iautomatedianditriggeredicampaigns,ifeedbackicalls,iencouragementiandi 

communityibuilding. 

Howicaniyouidoiit? 

Makeiitianiexperiencei-
iTheiAppleiStoreiisinotijustiaboutishopping,iitiisianiexperience.iAppleirevolutionizeditheishoppingi 

experienceibyicreatingiaispaceithatididn'tijustiallowicustomersitoishopiandibrowse,ibutitoifullyibei 

immersediinitheibrand.iCustomeriexperienceioptimizationiisioneiofitheilatestibuzzwordsiinitheiworldi 

ofimarketing.iItiextendsibeyondistoresiandieventsiandiincludesieveryipartiofitheicustomerijourneyiandi

interactioniwithiyouribrandiincludingiyouriwebipresence,iadvertisements,isocialimedia,icustomeri 

service,iquotesiandidocuments,ietc.iTheiIKEAiEffectiisiaboutipersonaliinvestmentiandiengagement.i 

Soimarketingiprofessionalsiwantitoinotionlyiengageiwithitheiricustomers,ibutigetitheiricustomersi 

engagedithroughoutitheientireicustomerijourney.iOneiwayiofidoingithatiisiofferingipotentialicustomers
itoitryioutiitheiproductiiniexchangeiforifeedback.iThisii“tryibeforeiyouibuy”iexperienceihelpsitoiincreasei

engagementiofitheicustomeriwithiyouriproduct. 

AdvertiseitoianiaudienceiofioneiiCustomizeiyourimarketingitoiaddressitheispecificineedsiandidesiresiofi

youritargetimarket.iBeiresponsiveiiniyourimarketing.iIfiaicustomerireadsiaiblogipostiaboutiaispecificito
pic,ileadithemitoiairelevantiproductioriiresource.iSetiupiautomatedicampaignsiforispecificistagesiofithei 

customerijourneyioritriggeredicampaignsibasedionitheiriinteractioniwithiyouriwebsite,isocialimediaior
iotherimarketingicampaigns. 

Beicustomizablei-
iAllowiyouricustomersitoicustomizeiyouriproductioriservice.iBuildibeariWorkshopiisiaiwelliknownipro
ductithatiisibuiltionicustomers,iyoungiandiold,ibeingiableitoidesign,icustomizeiandibuilditheiriowni 

cuddlyitoy.iAreithereielementsithatiyouicaniletiyouricustomersichoose?iAddion?iUpgrade?iReplace?i 

Theimoreicustomizableiyouriproductioriservice;itheimoreiengagediandiiinvestedicustomersiareiinithei 

process;itheihigheritheivalueiofitheiproduct.i 



High-fivesiandiprogressibarsiiEveryoneiwantsiailittleibitiofiencouragement.iIfiyou'reiofferingiaimulti-
stepiproductioriservice,itheniengageicustomersiwithimicroifeedbackimethodsilikeihighifivesiandi 

progressibars. 

 

 CONCLUSION 
 

IKEAihasitaughtiusihowipowerfulimarketingistrategiesicanihelpiyouigainideepicustomeriloyaltyiandi 

earnianiunbeatableiplaceiinitheiindustry. 

Itihasiconsistentlyiexceedediitsibuyer’siexpectationsiwithidigitalitransformation,iexcellentiuseri 

experience,iandiengagingicampaigns. 

Now,iitioperatesi465istoresiworldwideiandireceivesioveri650-million-footitraffic! 

Everyientrepreneur,iwhetheridoingibusinessiinitheiretailiindustryiorisoftware,icanitakeiinspirationi 

fromiIKEA’siprovenimarketingistrategies. 
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