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[bookmark: _Toc143270413]Introduction 
IKEA's marketing management is related to the factors of productivity development. The approach to business communication depends on the strong marketing chain and industrial growth. This paper attempts to analyse and assess IKEA's marketing strategies in light of the on-going increase in digitalization. It emphasizes how IKEA develops digital innovations in order to increase brand recognition, boost competitiveness, and satisfy the growing expectations of its consumers in the digital era (Burt 2021, p.2). The process of company management is related to the foundation of brand awareness. In order to achieve even greater success, the organization intends to extend further out into other geographical places. Strategic decisions have been centralized and employees are trained in accordance with the company's standards. 
[bookmark: _Toc143270414]Definition of communication
The company’s communication is related to corporate management and focuses on business information. The process of communication makes internal and external connectivity to engage customers' brand perceptions. Business communication skills are important to the achievement of any firm, regardless of its nature, location, or objective (Lee 2020, p.5). Business communication is intrinsically related to a business's internal environment and image.  Communication is crucial in the process of leading and regulating the employees in the company. Quick correction is possible, and misconceptions may be prevented.  The process of communication is related to the foundation of organisational management and manages the growth of company policy.
[bookmark: _Toc143270415]Diagram and explanation of the model 
IKEA has a Triadic model of communication which helps to build good advertisements for productivity development. IKEA has an effective sign in the advertisement industry and focuses on the business importance of business foundations. IKEA customizes its marketing to local markets. While the company's underlying beliefs and ideals remain similar, its marketing is tailored to cultural variances and preferences (Peirce 2022, p.5). The approach of the communication model is related to the factors of product promotions.
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Figure 1: Triadic model of communication
(Source: media-studies.com, 2021)
The essential marketing management of the company is related to experiential marketing and business campaigns to build a good sense of marketing growth (Ordoñez and Nicolás 2020, p.7). The process of communication needs to build quality of the communication to product development. IKEA frequently expresses its design concept of "Democratic Design," which concentrates on bringing well-designed items easily accessible and cheap to the general public. This method involves integrating design, function, excellence, conservation and cheap cost.
The approach of the communication model makes a good foundation to connect with the brand and customers. The process of the communication model is related to the emotional connections which is associated with practicality and affordability. The process of communication depends on quality management and personal expression (Ordoñez and Nicolás 2020, p.10). In its marketing materials, IKEA has given a heavy focus on the environment. 
[bookmark: _Toc143270416]Integrated marketing communication 
Advertising campaigns: IKEA generates unique advertising campaigns that frequently centre on home, relatives, and private expression topics. IKEA offers an extensive range of well-designed, useful, and reasonable furniture and home furnishing goods. Their product mix embraces furniture for numerous rooms, kitchenware, fabrics, lighting, as well as home accessories (Lariviere et al. 2022). IKEA highlights simplicity, space-saving solutions, also contemporary design. For instance, the iconic “BILLY” bookcase is a prevalent product that showcases IKEA’s pledge to useful however fashionable furniture. The E-commerce demonstration is revolutionary for integrating business growth in IKEA. This brand is regulating the suppliers and logistics operation making internal satisfaction unique. Online marketing is supportive of integrating mass marketing features which is valuable for imposing measurable goals in new markets.
Print and digital media: IKEA promotes its goods and design concepts through printed publications such as publications and newspapers. One of IKEA's key characteristics is its cost-effective pricing strategy. The company has a distribution pricing strategy, delivering items at reasonable costs to entice a big consumer base. IKEA's flat-pack perspective reduces manufacturing and transportation costs, allowing them to transfer savings onto customers. This is why the brand has significantly expanded its business structure throughout the globe (Ozturkcan 2021). It has been instructed that the internal stakeholders of the business such as suppliers, workers and investors are also happy in making good relationships with the brand by getting effective responses from their online mass marketing actions.
Social media engagement: IKEA frequently connects with customers across several social media channels. IKEA operates as a global network of showrooms strategically positioned to address a diverse client group. Their establishments are meant to be large showrooms with designs that promote thought and exploration. Furthermore, IKEA has a strong internet presence, with an e-commerce platform that allows customers to purchase conveniently from anywhere (Yun 2019). Global communication with the buyers is very importantly handled by the brand in order to illustrate customers; satisfaction rate. IKEA has been identified to utilise the T-form of branding which is valuable for engaging the positive values of different cultures. This form of branding is superior to making the brand active in managing virtual operations
In-store experience: IKEA's promotion strategy rotates around producing an exceptional brand experience and concentrating on the demonstrative connection with consumers. Their advertising campaigns frequently showcase how IKEA goods can transmute living spaces and develop everyday life. Furthermore, IKEA exploits social media, influencer marketing, and email promotions to involve customers and stimulate new collections. The in-store experiences make interactive experiences to promote and align the brand values of the company (Naim, 2023, P. 3). This is related to the foundation of the company strategy. Technological change in IKEA and its marketing operations has illustrated the growth of businesses managing ecological deteriorations. In addition, a sustainable competitive advantage has been incorporated by the brand through its digital marketing strategy that is positively delivering strength to potential stakeholders.
Sponsorship and events: The organisation has an effective foundation which is related to the business policy of marketing growth. IKEA supports and participates in a variety of design, home enhancement, and community participation activities. The utilisation of augmented reality is one of the exponential factors of emerging business growth for retailers like IKEA (Prodea and Constantin, 2023, P. 44).. Digitalisation is leading its business towards success that can impose betterment in the quality of actions. Collaboration and communication are facilitated in the company with the application of augmented reality in IKEA.
[bookmark: _Toc143270417]Promotional Strategy 
IKEA utilizes a diversity of resources for its marketing actions, leveraging both traditional and digital networks to reach its diverse consumer base. Some of the significant resources include:
Digital Platforms: IKEA capitalizes on its website, mobile app, also social media networks to connect with consumer online (Dolega et al. 2021, p. 15). These platforms are essential for showcasing goods, sharing engaging content, and enabling e-commerce transactions.
Social Media Marketing: IKEA maintains a dynamic existence on platforms like Facebook, Instagram, Twitter, and Pinterest (Li et al. 2021, p. 55). Social media is used to endorse products, share design stimuli, and cooperate with consumers directly.
Influencer Marketing: Cooperating with influencers and content creators permits IKEA to knock into new audiences and gain reliability through authentic authorizations and product appraisals.
Advertising Campaigns: IKEA capitalizes on advertising promotions across numerous media, comprising television, print, and online, to increase brand consciousness and drive traffic to stores as well as the website (Saura et al. 2020, p. 1003).
Customer Data: Developing customer data supports IKEA comprehend consumer preference, performance, and demographics, empowering the corporation to produce targeted marketing promotions and personalized offerings.
Design and Creativity: IKEA's exceptional and pioneering product designs serve as a reserve for promoting efforts, empowering the corporation to showcase its assortment of useful and stylish furniture and home goods (Acar et al. 2019, p. 100).
In-Store Experience: IKEA's physical stores are an important resource for promoting actions, as they offer immersive familiarities, permitting customers to discover displays, test goods, and obtain expert recommendations.
E-commerce and Mobile Apps: IKEA's comprehensible e-commerce platform and mobile apps provide consumers with suitable conduct to browse, shop, and obtain product recommendations. The integration of continuous online shopping familiarities with mobile convenience accommodates the modern customer's on-the-go lifestyle (Makrides et al. 2020, p. 10).
Augmented Reality (AR) and Virtual Reality (VR): IKEA's "IKEA Place" app consumes AR technology, permitting customers to imagine furniture in their homes formerly making a purchase. This innovative method improves the shopping experience and upsurges customer self-reliance in their buying choices.
Social Media Engagement: IKEA actively involves customers through numerous social media networks. By leveraging communicating content, live streaming, and influencer partnerships, they produce intelligence of the community, adopt brand faithfulness, and encompass their reach to a wider audience (Alwan et al. 2022, p. 840).
Personalization and AI-Powered Recommendations: By developing artificial intelligence, IKEA can evaluate customer performance and preferences to offer personalized product endorsements and tailored promotion messages. This personalized approach develops customer gratification and determines repeat business.
Smart Home Solutions: IKEA's emphasis on smart home goods and IoT integration aligns with the accumulative demand for allied living spaces. By offering pioneering solutions like smart lighting and wireless charging furniture, IKEA stays forward in the marketplace and entices tech-savvy consumers (Dumitriu et al. 2019, p. 2111).
Data Analytics: IKEA leverages data analytics to gain perceptions of customer performance, shopping patterns, and predilections. This data-driven approach empowers them to enhance marketing campaigns, recognize trends, and make informed business pronouncements.
[bookmark: _Toc143270418]Definition of branding and brand equity 
Branding is the process of giving to specific organisations to promote productivity and consumers' minds for the business. The approach of the company is related to the create a distinct identity to build good target audiences and consumers. The brand can be defined as the tangible and intangible attributes to design and create identity. The process of the branding is related to the factors of creating good marketing demands and improving profitability. The process of branding is more effective for the company for visual design and marketing communication (Neill 2023, p 5). IKEA’s brand strategy relies on its content marketing strategy to create effective furniture brands. The process o commercial and social media makes good connectivity to innovation and brand management. Through its online channels and social media, IKEA fosters consumer contact and participation. Sharing produced by user’s material, creative concepts, and DIY solutions builds community and supports the brand's image as a partner in the creation of distinctive living environments.
Brand equity refers to a value which makes good importance in company generation from the recognised products. The aspects of brand equity make good levels of consumer interactions and make effective perceptions of its quality. The worth of a company's brand is referred to as brand equity. It is an indicator of overall customer views of a brand. IKEA has a consumer-based equity pyramid which is related to the consumers' brand management and productivity development. The customer-Based Brand Equity Pyramid developed by IKEA illustrates the growth of customer views and connections with the business, ranging from fundamental familiarity to significant devotion and endorsement (Mujikea 2019, p.4). The approach of the company is related to brand awareness which is related to the advertising and the company's global presence in business collections. The brand association of IKEA makes a good foundation for the product characteristics. The process of the perceived quality of IKEA makes an effective foundation for the company management. Brand loyalty is related to the consumer's development and product offerings.
[bookmark: _Toc143270419]Keller’s brand equity 
Keller’s brand equity model is related to the foundation of successful brand development. The process of the model is related to the factors of company growth and productivity development.
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Figure 2: Keller’s brand equity
(Source: Maximuff, 2019)
Brand identity: The brand identity is related to the factors which build a good foundation of customers' attractions. The approach of brand identity is related to the facts of customer recognition. The process will be effective for the company to generate knowledge about the company and brand perceptions (Maximuff, 2019). IKEA's brand identity is a distinctive set of characteristics which is related to the visual elements and focuses on the company's presence. The logo and visual identity make a bold combination of blue and yellow which are the signatures of company colours.
Brand meaning: The brand meaning is to build customer interactions to promote organisational performance products.  IKEA brand meaning is related to the interconnected to business values and company missions and company growth. IKEA products are well-known for their ease of use and practicality. The design approach of the brand stresses simplicity, functionality, and the belief that excellent design could enhance the everyday without adding needless complication (Jansen 2022). The process of the brand meaning makes it significant to providing well-design and quality management. IKEA branding is related to home and family to build products and solutions 
Brand response: The brand response makes good interactions in quality and perceived business strategy. In reaction to changing economic conditions and customer preferences, the IKEA brand may launch novel lines of goods, styles, or features to meet growing client demands. This adaptive reaction assists the brand in remaining relevant and successful (Jansen 2022). The IKEA brand responses are related to the marketing and advertising involvements and digital advancements in online shopping. Supporting local projects, partnering with creative individuals, and establishing a feeling of identity among consumers who connect with the IKEA brand could represent the business's approach to getting involved in the community.
Brand resonance: The approach of brand resonance is related to the network framework which involves customer’s relationship and business communication (Yohn 2016). The process of customer interaction is related to the build good partnership and fair trade for organisational management. IKEA's goods are intended to be both utilitarian and aesthetically pleasing. The self-assembly approach allows customers to connect with the business on a more intimate level, resulting in a sense of success and pride whenever an undertaking is completed. This is related to the facts of business management and consistent brand experiences.
[bookmark: _Toc143270420]Customers' journey and customers' viewpoint 
Customer journey is a tool that helps marketers to understand the serious connections and experiences of the customer's desires and needs. The approach of the company will build a good foundation to promote business perspective to customers from the loyal advocate. The process is relatable to brand identification (Kvale 2020). The process of the customer's journey is related to the foundation of brand discovery to purchasing company growth. The customer's journey will help to focus on providing customers with experiences in the business.  The process makes effective brand loyalty a positive outcome leading to satisfaction.
Customers' viewpoints make good customers perspectives to promote employed balance scorecards to evaluate company growth. The customer's perspective refers to building good viewpoints in product sales. Customers' impressions of a company might vary greatly based on their relationships, situations, and assumptions. These perspectives impact how people perceive and interact with a firm. The process of the quality and performance of the product is related to the customer's interaction and building effective knowledge about the customer's services and positive sentiments (Graf 2021). The brand reputation has positive associations whcih is related to ethical practices and innovation.
IKEA customer interactions make consistency which is related to the positive viewpoint of an organisation. IKEA customer viewpoints are experiences in customer’s satisfaction. The ethical practices of the organisation need good innovation and tend to foster more positive and enduring viewpoints among their customers based (Dyte 2019). IKEA's customer management has demonstrated a positive view of the environment and is conscious of customers.    
[bookmark: _Toc143270421]Diagram and explanation of customers' journey
IKEA customer's journey has to refer to the series of steps in the customers to the brand management. The process of the customers’ journey is related to the foundation of post-purchase experiences.
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Awareness and discovery: IKEA has customer channels which build good advertising and traditional media for product development. This is related to the business recommendation and company recommendation (Dyte 2019).
Research and consideration: IKEA makes good products and offers productivity management. The firm may go to the official IKEA website to look at product groups, styles, and costs. In order to make educated selections, the organization can additionally devour assessments, watch movies, and gather material (Isaksson 2021).
Online browsing: IKEA has good online experiences and set up good designs in business displays. IKEA has a good layout that encourages exploration to build customer-leading development. The process of the company is to generate website product details for the company's growth (Isaksson 2021).  
 In-store experience: This approach is related to the viewing display and interacting with staff and testing out products. The process of customer interactions depends on product testing and business navigation. The layout of IKEA invites clients to explore, guiding them through multiple showrooms and displayed goods.
Product selection: IKEA has to build immediate purchases to take good references for future growth. IKEA customer interaction depends on the business foundations and customers' needs (Yu 2019). 
Purchase: It is related to the facts of building product development and customer interactions. Customers may be needed to gather the products individually due to IKEA's self-service options attitude, which is a distinct feature of the company.
Use and experiences: IKEA products and business approach is related to the foundation of customers relationship. Customers begin to use the objects they have bought in their residences, which is when the usability and utility of IKEA products come into play.
Post-purchase support: IKEA post-purchase makes good customer encounters which are related to the customer's services and contact with team management to ensure customer satisfaction and solutions. The process is related to customer satisfaction and team management (Yu 2019).
Loyalty and advocacy: Positive encounters may result in loyalty to the brand, referrals via word-of-mouth, and even the dissemination of their own IKEA-related social media material. Customers who are pleased with their IKEA experience and goods are likely to return.
[bookmark: _Toc143270422]Total Engagement Model 
The Total Engagement Model is a complete approach that IKEA, a worldwide furniture retailer, engages to involve its customers, personnel, and stakeholders. This model incorporates various approaches and ideologies that direct IKEA's interactions and connections. IKEA's Total Engagement Model is assembled upon the fundamental idea of producing value for customers beyond just selling furniture (Chan et al. 2020, p. 16). This model emphasises five key dimensions: “Customer Engagement, Employee Engagement, Social Engagement, Supplier Engagement, and Environmental Engagement”.
Customer Engagement: IKEA highlights customer experience by offering reasonable, well-designed goods that meet consumer requirements. The Total Engagement Model highlights understanding customer preferences and responses, confirming that IKEA’s offerings align with their standard of living and ambitions (Jessen et al. 2020, p. 90). This engagement is strengthened through personalized shopping familiarities, well-organized supply chains, and pioneering digital solutions.
Employee Engagement: IKEA identifies that engaged workforces are important for delivering excellent customer experiences. The model inspires open communication, skill growth, and constructive work surroundings (Yadav et al. 2020, p. 498). By endowing personnel to contribute concepts and perform a dynamic role in decision-making, IKEA nurtures a sense of proprietorship and commitment between its personnel.
Social Engagement: As a fragment of its commitment to social restraint, IKEA engrosses with communities and social ingenuities. The corporation supports numerous charitable projects, disaster relief efforts, as well as sustainability programs (Mogili et al. 2021, p. 186). This commitment strengthens IKEA's role as a liable corporate citizen and improves its brand status.
Supplier Engagement: IKEA places a resilient emphasis on building enduring relationships with its suppliers. The Total Engagement Model emphasises fair and principled practices in the supply chain, comprising responsible sourcing of resources and confirming safe working circumstances for supplier personnel (Gong et al. 2023, p. 4690). Cooperative partnerships with suppliers support maintaining product superiority and sustainability.
Environmental Engagement: Sustainability is a keystone of IKEA's engagement model. The corporation is dedicated to minimizing its ecological footmark by using renewable resources, decreasing waste, and accumulating energy competence (Sebhatu et al. 2022, p. 1065). Through ingenuities like "People & Planet Positive," IKEA targets to stimulate customers to implement sustainable performances in their homes.
The accomplishment of IKEA's Total Engagement Model is evident in numerous ways:
Customer Loyalty: By tailoring goods to customer requirements and offering value-driven resolutions, IKEA encourages a trustworthy customer base that returns for repeat procurements.
Employee Satisfaction: Engaged personnel contribute to constructive work surroundings, which in turn leads to healthier customer service and functioning competence (Ikea, 2022).
Innovation: IKEA's directness to employee and consumer ideas nurtures invention, consequential in the growth of new products and facilities that meet developing marketplace demands.
Brand Reputation: Social and ecological engagement improves IKEA's brand status, attracting socially aware customers and stakeholders (Ikea, 2022).
Global Impact: IKEA's model arrays an example for other corporations to assimilate sustainability, principled practices, and community commitment into their business approaches (Ikea, 2022).
IKEA's Total Engagement Model summarizes its commitment to producing worth for customers, personnel, and society at large. By concentrating on customer experience, employee enablement, social responsibility, supplier connections, and ecological sustainability, IKEA has assembled a holistic approach that goes beyond simple transactional communications. This model aligns with the developing prospects of customers and stakeholders and places IKEA as a front-runner in responsible as well as customer-centric business performances.
[bookmark: _Toc143270423]Conclusion
It is possible to conclude that IKEA's marketing strategies have successfully modified the on-going growth of digitalization, employing technology to promote brand awareness, cost-effectiveness, and consumer familiarity. IKEA maintains a global leader in goods and household goods by incorporating e-commerce, social media interaction, targeted marketing, and environmental ingenuities. The implementation of augmented reality, virtual genuineness, and data analytics has strengthened its position by delivering customers with immersive and personalized buying interactions. The process of the customer's experiences is related to the foundation to help organisations for effective business culture and customer experiences. The process of organisational growth is related to providing customer interactions with personalised shopping experiences.
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