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ThelKEA

> INTRODUCTION

Based in Denmark, IKEA International A/S is one of the world's top retailers of furniture, home furnishi
ngs, and housewares. The company designs its own items, and sells them in the more than 140 IKEA sto
res thatare spread throughoutapproximately 30 different countries worldwide.

The company also peddlesits merchandise through mailorder, distributing its thick catalogs onceaye
arintheareas surroundingits store locations. IKEA is characterized by its efforts to offer high-

quality items atlow prices. To save money for itselfand its customers, the company buys items in bulk,
shipsand stores items unassembled using flat packaging, and has customers assemble many itemsont
heir ownathome. The company is owned by founder Ingvar Kamprad's Netherlands based charitable f
oundation, Ingka Holding B.V.

The Early Years

IKEA was founded in 1943 in Sweden by Ingvar Kamprad. Kamprad was bornin 1926 as the son of a far
merin Smaland, aregion in southern Sweden. Smaland was historically one of the country's poorestre

gions, and its inhabitants were known for their hard work, thriftiness, and inventiveness.In 1943, at th

eageof 17, Kamprad upheld this characterization when he decided to become an entrepreneur and cre
ated acommercial company called "IKEA, Ingvar Kamprad." The word IKEA was an acronym ofhis nam
eand address: Ingvar Kamprad and Elmtaryd, Agunnaryd the name of his farm and the name of the vill

age itwaslocated within. Kamprad's new company was essentially a one man effort, and sold fish, vege
table seeds, and magazines to customers in his region. He delivered the items to customers using firsta

bicycle and later the milk round.

In1947,IKEAissuedits first primitive mail order catalog, within which the newly invented ballpointp
enwas added to the assortment of products Kamprad was offering. Thenin 1950, Kamprad set the foun
dation for the future direction of IKEA by adding furniture and home furnishings to the mail-

orderline. Ayear later, an expanded version of the IKEA catalog became available. In 1952, the stability
ofhome furnishings in the IKEA productline was solidified when Kamprad took his items to the St. Eric'
s Fairin Stockholm and won over customers with the high quality, low priced furniture items in his line.

Up tothatpoint, IKEAitems had been obtained from other sources and sold by Kamprad, making hisen
terprise solely aretail operation.In 1953, however, Kamprad made the decision to buy a small furnitur
efactoryand open asmall furniture and home furnishing showroom in Almhult. The IKEA headquarter
swere moved from the village of Agunnaryd to Almhult. IKEA began designing its own furniture itemsi
n1955,and soon began taking advantage of the benefits of flat packaging and self assembly by custome
rs. Success followed quickly, and in 1958 the tiny showroom was replaced by a then giantstore of 13,00
0 square meters. One year later, arestaurant was added to the store, toaccommodate the needs of anev
er-increasing number of customers who were travelinglong distances to IKEA.



The mail order business continued to flourish as well, helping to further expand IKEA's customer range
.This prompted the opening of the first IKEA store outside Sweden, near Oslo in Norway, in 1963. Busin
ess continued to increase, boosted in partbya 1964 article in the Swedish magazine Allti Hemmet (All f
or Your Home), which listed the results of quality tests thathad been run on furniture; IKEA received th
e highestratings available.

> MARKETING COMMUNICATION

Definition: The Marketing Communication refers to the means adopted by the companies to convey
messages aboutthe products and the brands they sell, either directly or indirectly to the customers wit
hthe intention to persuade them to purchase. In other words, the different medium that company adop
ts to exchange the information about their goods and services to the customers is termed as Marketing

Communication. The marketer uses the tools of marketing communication to create the brand awaren

essamong the potential customers, which means some image of the brand gets created in their minds t

hathelp them to make the purchase decision.

Marketing communication offer solutions to the following questions:

Why shall the productbe used?

How can the productbe used?
Who can use the product?
Where canthe productbeused? And

When canthe productbe used?

Marketing communication includes Advertising, Sales Promotion, Events and Experiences (sponsorsh
ip), Public Relations and Publicity, Direct Marketing, Interactive Marketing, Word of Mouth Marketing,
Personal Selling. These tools of communication are collectively called as Marketing Communication
Mix.

Elements of Marketing Communication Mix

Events and
Experiences

Public
Relations and
Publicity

Advertising: Itis anindirect, paid method used by the firms to inform the customers about their goods
and services viatelevision, radio, print media, online websites etc. Advertising is one of the most widel
y used methods of communication mix wherein the complete information about the firm’s productand
services can be communicated easily with the huge targetaudience coverage.



Sales Promotion: The sales promotion includes the several shortterm incentives to persuade the cust
omers toinitiate the purchase of the goods and services. This promotion technique not only helpsinret
aining the existing customers butalso attract the new ones with the additional benefits. Rebates, disco
unts, paybacks, Buy- one -get- one free scheme, coupons, etc.are some of the sales promotion tools.

Events and Experiences: Several companies sponsor the events such as sports, entertainment, nonpr
ofitor community events with the intention to reinforce their brand in the minds of the customersand
createalongterm association with them.

The name ofthe firm sponsoring the event can be seen on the playground boundaries, player’sjerseys,
trophies,awardsin the entertainment shows, hoardings on stage, etc.

Public Relations and Publicity: The companies perform several social activities with a view to creati

ngtheir positive brand image in the market. The activities that companies are undertaking such as, con
structing the public conveniences, donating some portion of their purchase to the child education, orga
nizing the blood donation camps, planting trees, etc.are some of the common moves of enhancing the P
ublic Relations.

Direct Marketing: With the intent of technology, the companies make use of emails, fax, mobile phone
s,tocommunicate directly with the prospective customers withoutinvolving any third party in betwee
n.

Interactive Marketing: Interactive Marketing has recently gained popularity as a marketing commun
ication tool, wherein the customers can interact with the firms online and can get their queries resolve
d online.

Amazonisone of the bestexamples of interactive marketing wherein the customers make their choice
and can see what they have chosen or ordered in the recent past. Also, Several websites offer the platfor
m to the customers wherein they ask questions and get the answers online such as answer.com.

Word of Mouth Marketing: Itis one of the most widely practiced method of communication tool wher
ein customer share their experiences with their peers and friends about the goods and services they bo
ughtrecently. This method is very crucial for the firms because the image of the brand depends on what
customer feels about the brand and what message he convey to others.

Personal Selling: Thisis the traditional method of marketing communication wherein the salesmen a
pproach the prospective customers directly and inform them about the goods and services theyare de
alingin.Itis considered asone ofthe mostreliable modes of communication because itis donedirectly
eitherorally, i.e., face to face orin writing via emails or text messages.

Thus, marketing Communication mix refers to the different tools thata firm can adopt to inform, persu
ade,and remind the customer aboutthe productand servicesitsells.

» INTEGRATED MARKETING COMMUNICATION

Inthe area of marketing communications, the concept of integrated marketing communications (or IM
C) iswell known. This concept was firstintroduced into the USacademic curriculum in 1991 at Northw
estern University with the supportofthe American Association of Advertising Agencies (or 4As), butit

isnow taughtaround the world. IMCis essentially a planning concept which emphasizes the importanc
e ofcoordinating various communication disciplines (e.g., advertising, PR, sales promotions, direct ma
rketing, and personal selling), so thata maximum impact can be achieved ina campaign. This conceptg
ained popularity with the advent ofthe internetas new (and ever growing) digital media optionsand pl
atforms developed. As more audiences move online, the use of offline traditional media (e.g., television,
print,radio, and cinema) is now but one option. Both organizations and advertising agencies have reali
zed thata combination of offline and online mediais now necessary to reach their target audience, and

hence the importance of having a central planning system. Advertising agencies also like thisideabeca

useitmeans extrarevenue can be earned. However firms struggle to understand how best to operation



alize, optimize and evaluate various channel combinations for an effective campaign. This has led to th
erise of cross mediaresearch and methods of evaluation with obvious implications for budgetallocatio
n.Adding to this complication is that purchase behavioris also changing. Consumers can now access pr
oductinformation, and inquire aboutthe products or complain about poor service through anumber o
fchannels. This means firms have to be efficient in their coordination of several operations. This persp
ective means itis nowimportantto build an organizational structure and processes to fulfilanumber o
fbusiness operations. The definition of IMC has thus evolved from communications to include strategic
business functions. However, asin any implementations of new processes, resistance ensues. Thus, alt
hough the concept of IMC seems deceptively simple, itsimplementation is not, and this hasled toresear
chintobarriers to and implementations of IMC.

» PROMOTIONALSTRATEGIES

IKEA has employed some of the best marketing techniques to carve its place in the competitive industr
y and create a unique identity to setitself apart. The Swedish brand is popular for its modern designs an
d has over the years builtits business through clever advertising, affordable prices, and an unparallele
d shopping experience. Today, when someone plans to shop for furniture, IKEA is the first name that co
mes tomind. That'show strongits presence isin the market. If you're exploring ideas to create awaren
ess of your brand, IKEA is an ideal case study in powerful marketing strategies.

Here, [ have written down seven ofits techniques thatare behind its major achievements.

1.Innovative Product Designs

Agood product design has the right amount of aesthetical appeal and utility. It should satisfy your cust
omer’s expectations and deliver the value it promises. People love IKEA furniture because of its attracti
ve designs and personalization. They easily fitinto a small apartment and make your room look spacio
usand modern.

2.Deep Customer Insights

Ithelpsyouunderstand your prospect’s needs and build a data driven plan of action. While traditional s
urveys do collectgood results, IKEA has shown us there’s a different and more efficient way to discover
our customer’s pinpoints. Its product development team even visits people’s houses so they canaccura
tely pinpoint the features that would attractits audience the most. You'll geta far better response by en
gaging your audience through fun activities and casual conversations. The more people are interested i
nyour survey method, the more information they will provide.

3.Clever Packaging

Productpackaging mightbe a small part of your business operations, butit can have a powerful impact
onboth your profitsand brand image. You can cut your expenses, promote your brand, and increase sal
es,all through your packaging style.

Justlike IKEA.
The company initially introduced flat packaging to save space and costs, butlater it became its signatur

e style.It'snow planning to add more sustainable options to decrease 50% expense furtherand, atthe s
ame time, upliftitsimage.
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4.ExcellentIn-Store Experience

Productplacement, color scheme, customer service, and the overall atmosphere can both boostand de
clineyour daily sales. People don’t frequently visit IKEA stores because of its furniture. They come to ge
tinspiration for their rooms and enjoy the unique shopping experience. Investin yourin store product
display. Moststill prefer retail shopping, and an attractive layout can increase your foot traffic.

5.Adapting To New Technology

Inthis digital era, almost half of the world now uses the internet to discover and buy products. To keep
pace with currentdemand, you’'d have to adapt to the changes so you can thrive in a competitive enviro
nment. With new tech features, you can successfully expand your outreach, drive more traffic to yourst
ore,and improve customer engagement.

6.Content Marketing

Generating content consistently, particularly humorous, is undoubtedly one of the most challenging as
pects of marketing. Butitalso generates three times more responses than other advertising methods. 7
1% of peoplelogin to their social networks especially to watch funny content, and almost half ofthem c
anrecall whatthey've seen. Focus on your content marketing. With it, you can boost your reach and ma
ke your Ads memorable.

7. Brand Identity

Brand consistency helps you deliver a unified experience to your audience. [t makes your products aut
hentic, builds trustin your company, and sets you apart from your competitors. IKEA is easily recogniz
able because ofits consistentimage. It has worked tirelessly to build its identity to become one of the la
rgest furniture producers worldwide. Today, its name is what attracts people in the first place before th
ey explore the products.

> BRANDING & BRAND EQUITY

Abstract

Branding has become a top management priority which has necessitated that all members ofan organi
zation have anunderstanding and appreciation of some branding basics. Towards that goal, this paper
outlines some important principles of brands, branding and brand equity. The paper also highlights so
me key concepts in building, measuring and managing brand equity.

Introduction

Inanincreasingly complexworld, individuals and businesses are faced with more and more choices, b
utseemingly haveless and less time to make those choices. The ability of a strong brand to simplify con
sumer decision making, reduce riskand set expectationsis thus invaluable. More and more firmsand o
ther organizations have therefore come to the realization that one of their mostvaluable assetsis the br
and names associated with their products or services. Creating strong brands that deliver on that prom
iseand maintaining and enhancing the strength of those brands over time is thusa managementimper
ative —
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butamajor challenge atthe same time. In fact, the prestigious Marketing Science Institute designated ‘
brands and branding’ as the second mostimportant ‘top tier’ priority facing marketers for 2002 2004 a
nd a topic deserving of intensive research attention. Accordingly, the purpose ofthis paperis to review
some branding fundamentals and key concepts to help provide a foundation to such efforts.

Brands

According to the American Marketing Association (AMA), abrand is a ‘name, term, sign, symbol, or desi
gn, or acombination ofthem intended to identify the goods and services of one seller or group of sellers
and to differentiate them from those of competition’.2 Technically speaking, then, whenever amarkete
r creates anew name, logo, symbol, etc for anew product, he or she has created abrand. Itshould be rec
ognized that many practicing managers, however, refer to abrand as more than that definingabrand i
nterms ofhavingactually created a certain amount of awareness, reputation, prominence and soonin
the marketplace. In some sense, a distinction can thus be made between the AMA definition of a ‘small “
b” brand’ versus the sometimes industry practice ofa ‘big “b” brand’ a ‘brand’ versus a ‘Brand’. Itis imp
ortanttorecognize this distinction, as disagreements about branding principles or guidelines can ofte
nrevolve around the definition of whatis meantby a ‘brand’ as much as anything. Why are brands impo
rtant? What functions do they perform that make them so valuable to marketers?

Interms ofthe roles of brands to consumers, they provide:
Roles ofbrands

— Identification of source of product

— assignment ofresponsibility to product maker
—riskreducer

— search costreducer

— promise, bond or pact with maker of product
— symbolicdevice

— signal of quality.

Interms ofthe roles ofbrands to firms, they provide:

— means of identification to simplify handling or tracing
— means of legally protecting unique features

— signal of qualitylevel to satisfied customers

— means of endowing products with unique associations
— source of competitive advantage

— source of financial returns

Branding

Brands clearly provide important benefits to consumers both individuals and firms. An obvious questi

onthenis,howarebrands created? How do you ‘brand’ a product? Although firms provide the impetus

tobrand creation through their marketing programs and other activities, ultimately a brand is somethi
ngthatresides inthe minds of consumers. Abrand isa perceptual entity thatis rooted in reality butis m
ore thanthatandreflects the perceptions and perhaps even the idiosyncrasies of consumers.

Tobrand aproduct, itis necessary to teach consumers ‘who’ the productis by giving itaname and usin
gotherbrand elements to help identify itas well as ‘what’ the product does and ‘why’ consumers shoul
d care.In other words, to brand a productor service itis necessary to give consumers alabel for the pro
duct (ie ‘here ishow you can identify the product’) and to provide meaning for the brand to consumers (
ie ‘hereis what this particular product can do for youand why itis special and different from other bran
dname products’). Branding involves creating mental structures and helping consumers organize thei



rknowledge about products and services in a way that clarifies their decision making and, in the proces
s,provide value to the firm.

For brandingstrategies to be successful and brand equity to be created, consumers mustbe convinced
thatthere are meaningful differencesamongbrands in the product or service category. The key to bran
dingis thatconsumers must not think thatall brandsin the category are the same. Brand differences ar
e oftenrelated to attributes or benefits of the productitself. For example, brands such as Gillette, Merck
,Sony, 3M and others have been leaders in their product categories for decades due, in part, to continua
linnovation. Other brands create competitive advantages through non productrelated means. For exa
mple, Coca Cola, Calvin Klein, Chanel No. 5, Marlboro and others have becomeleadersin their productc
ategories by understanding consumer motivations and desires and creating relevantand appealing im
ages surrounding their products.

Brand equity

Brandingis thus all about creating differences. Most marketing observers also agree with the following
basicprinciples of branding and brand equity. These differences in outcomes arise from the ‘added val
ue’ endowed to a productas aresult of past marketing activity for the brand. There are many different
ways that this value can be created for abrand. Brand equity provides acommon denominator for inter
preting marketing strategies and assessing the value of abrand; and there are many different waysas t
o how the value ofabrand can be manifested or exploited to benefit the firm in terms of greater proceed
sand/orlower costs. The marketing advantages of strong brands can be summarized as:

The marketing advantages of strong brands

— improved perceptions of product performance

— greaterloyalty

— lessvulnerability to competitive marketingactions
— lessvulnerability to marketing crises

— larger margins

— moreinelasticconsumer response to price increases
— more elasticconsumer response to price decreases
— greater trade cooperation and support

— increased marketing communication effectiveness
— possiblelicensing opportunities

— additional brand extension opportunities.

Althoughvarious perspectives have been employed to study brand equity,3 customer based approach
esview brand equity from the perspective of the consumer.4 The basic premise of customer based bra
nd equity modelsisthatthe power ofabrand lies in what customers have learned, felt, seen, heard, etca
boutthe brand as aresult of their experiences over time. In other words, the power ofa brand liesin the
minds of consumers or customers and what they have experienced and learned about the brand over ti
me.

The challenge for marketersin buildinga strongbrand is therefore ensuring that customers have theri
ghttype of experiences with products and services and their accompanying marketing programs so th
atthe desired thoughts, feelings, images, beliefs, perceptions, opinions and so on become linked to the
brand. Consumer knowledge is what drives the differences that manifest themselves in terms of brand
equity. This realization has important managerial implications. In an abstract sense, according to this v
iew, brand equity provides marketers with a vital strategic ‘bridge’ from their past to their future, as fol
lows.

Brandsasareflection of the past



All ofthe dollars spent each year on manufacturing and marketing products should not be thoughtsom
uch as ‘expenses’ butas ‘investments’ investments in what consumers learned, felt, experienced, etcab
outthebrand. Ifnotproperly designed and implemented, these expenditures may notbe ‘good’ invest
ments, in thatthe right knowledge structures may nothave been created in consumers’ minds, but they
should be considered investments nonetheless. Thus, the quality of the investment in brand building is
the most critical factor, not necessarily

Building strong brands

Froma customer-

based brand equity perspective, buildinga strong brand can be thought ofin terms of a sequential
series of steps, where each step is contingent upon successfully achieving the previous step.

All stepsinvolve accomplishing certain objectives with customers both existing and potential
customers. The firststepis to ensure identification of the brand with customers and an association of t
hebrand in customers’ minds with aspecific product class or customer need. The second step is to
establish firmly the totality of brand meaning in the minds of customers ie by strategically linking a
hostoftangible and intangible brand associations with certain properties. The third step s to elicit the
proper customer responses to this brandidentification and brand meaning. The fourth and final step is
to convertbrand response to create anintense, active loyalty relationship between customers and the
brand. These four stepsrepresentaset of fundamental questions that customers invariably askabout
brands atleastimplicitlyifnot even explicitly asfollows (with correspondingbrand stepsin
parentheses).

Four steps tobuild abrand

— Whoareyou? (Brand identity)

— Whatareyou? (Brand meaning)

— Whataboutyou? Whatdo I think or feel about you? (Brand responses)

— Whataboutyouand me? Whatkind of association and how much of a connection would I like to
have with you? (Brand relationships)

» THE CUSTOMERJOURNEYINIKEA

Three things that most people associate with theiconic Swedish retailer: sleek, modern furniture thatr
equiresabitofDIY, havingabranded restaurant onlocation, and the unique customerjourneyin IKEA
that consists ofawinding store layout that takes you through a visual tour. have described atlength
how retail customers are more likely to buy as they engage with more touchpoints in IKEA store.
Ifyou’rein the industry, you’ve no doubt contemplated whatyou can learn from the Swedish furniture
retailer, who has continued to grow as many stores of similar store size shut their doors. Youdon’thave
to completely mimicIKEA to be successful. However, by using their business model, you caninfluence
your own customer journey.

Furniture shoppingisarduous and a task most people put off. Think of the excuses that someone might
say when they’re considering going furniture shopping.

e It'stime-consuming

e lhavekidstotake care of

e Moving furnitureishard

e It'sdifficultto make decisions

e Idon'tknowwhatlwant


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

Each element of the IKEA experience is catered toward answering these excuses and driving a sale that
‘s whatdefines a customerjourney. Inregards to the above items, IKEA answersitas such:

e It'stimeconsuming, butit’s also fun browsing their store. Ifyou end up staying at IKEA through
outthe afternoon or evening, they of course come equipped with a fully-loaded restaurant.

o IKEAhasasupervised play place, “Sméaland”, to keep an eye on yourKkids.
e IKEA offers carts and carriages to help carry outthe products to your car.

e Theentirestore’slayoutisaguided, sequential journey through the different displays. Itisa
strict path thatleads youinevitably toward the warehouse and the checkoutlanes atits exit.

IKEA’s Customer Journey Map

BelowisIKEA’s customer journey map, which showsits in store experience. Ithighlights every touch
pointinavery visual way.
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A few things stand outin this example. Firstly, look at the scale on the y axis. Notice how itranks every
touchpointviaan emotion, instead of a satisfaction or net promoter score (NPS).

This is interesting, as the numbers ordinarily presented on these maps can cause confusion. Say atouch
pointwas given the number 76.1s thatgood orisitbad? Practitioners looking to improve customer
experience need to know what that means.

Secondly, IKEA has accepted that certain parts of its experience are bad. They’ve picked a few areas in
which they really want to excel and have invested in those, leaving others to suffer notto the state of
being “horrible”, of course.

“IKEA has avery clearview of what they want the experience to look like,” says John. “Forexample, they
wantyou to go around and experience the touch and feel of everything, and thisis integral to carrying out
theirvision.”

“Eventhough the fifth touchpoint which signifies “the round tour” gets a low rating, they feel that the
forcedinteraction with the products causes people to have a different emotional attachmentto themasa
furnitureretailer.”

It's true thatlots of people just want to grab something and go. So, the round tour is not great for those
customers. IKEA know this buthave designed their customer journey to create brand loyalty through c
reating an emotionally stimulating journey.



From this customer journey map example, you may also notice:

e Asinthepreviousexample, the design of this customer journey map follows the Peak-End Rule.
e Therearebig contrasts between the peaks and the troughs within the graph, enabling those
“moments of truth” - highlighted by the blue stars - to become more memorable.

Customer Engagementlkea

The key to capturing youraudience's attention may be in marketing psychology. Behavioral economics
can make all the difference in the world when it comes to engaging potential customers and earning
their trust.

The IKEA Effect “thatlabour alone can be sufficient to induce greater liking for the fruits of one’s labour
wasnamedina2011 paperinthe Journal of Consumer Psychology by Michael Norton, Daniel Mochon
and Dan Ariely. They chose the name because products from the Swedish manufacturer typically
require some assembly. They conducted a study where two groups of participants received IKEA boxes
.The first group needed to assemble the [kea box, while the other group received an already assembled
box. The participants then had an auction for the furniture. The results showed that the builders were
willing to pay 63% more than the non builders, even though the furniture looked identical. This study,
was partof a four part study that formed the foundation of the IKEA Effect.

The IKEA Effectis allabouthow personal investmentin a process creates and increases value. In this
article, we will explore how to engage customers with the IKEA Effect.

The marketing challenge lies in convincing consumers to engage in the kinds of labor that will lead the
m to value products more highly, especially given their general aversion to such pursuits. A few
practical ways to engage customers with the IKEA effectis through experiential marketing, customer
experience optimization, automated and triggered campaigns, feedback calls, encouragement and
community building.

How canyoudoit?

Make it an experience -

The Apple Storeis notjustaboutshopping,itisan experience. Apple revolutionized the shopping
experience by creatinga space thatdidn'tjustallow customers to shop and browse, but to fully be
immersed inthe brand. Customer experience optimization is one of the latestbuzzwords in the world
of marketing. [textends beyond stores and events and includes every part of the customer journey and
interaction with your brand including your web presence, advertisements, social media, customer
service, quotes and documents, etc. The IKEA Effectis about personal investmentand engagement.

So marketing professionals wantto not only engage with their customers, but get their customers
engaged throughout the entire customer journey. One way of doing that s offering potential customers
to try out the productin exchange for feedback. This “try before you buy” experience helpstoincrease
engagementofthe customer with your product.

Advertise toanaudience of one Customize your marketing to address the specific needs and desires of
your target market. Be responsive in your marketing. Ifa customer reads ablog postaboutaspecific to
pic,lead them to arelevant productor resource. Setup automated campaigns for specific stages of the
customer journey or triggered campaigns based on their interaction with your website, social media or
other marketing campaigns.

Be customizable -

Allow your customers to customize your productor service. Build bear Workshop is awell known pro
ductthatisbuilton customers, young and old, being able to design, customize and build their own
cuddly toy. Are there elements that you can let your customers choose? Add on? Upgrade? Replace?
The more customizable your product or service; the more engaged and invested customersareinthe
process; the higher the value of the product.



High-fives and progress bars Everyone wants alittle bit of encouragement. If you're offering a multi-
step productor service, then engage customers with micro feedback methods like high fives and
progress bars.

» CONCLUSION

IKEA has taught us how powerful marketing strategies can help you gain deep customer loyalty and
earnanunbeatable placeintheindustry.

Ithas consistently exceeded its buyer’s expectations with digital transformation, excellent user
experience, and engaging campaigns.

Now, itoperates 465 stores worldwide and receives over 650-million-foot traffic!

Every entrepreneur, whether doing businessin the retail industry or software, can take inspiration
from IKEA’s proven marketing strategies.
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