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Executive Summary
The objective of this Digital Marketing Plan is to extend IKEA Smart Lighting into a new target market of eco-friendly European urban young professionals through a Digital Marketing Campaign. The goal of the campaign is to create a new perception of Smart Lighting products as being environmentally sustainable, emotionally based and affordable; therefore, providing customers with an affordable solution for their everyday living. The campaign will be executed by implementing a market development strategy which includes targeting based on segmentation, customer journey mapping, integrated digital communication, stimulation for trial, and repeated use of the product through personalisation and continued relationship building. In addition to the expanded reach and use of the Smart Lighting product for eco-conscious young professionals, the strategy will also align with IKEA's overall shift to digitally connected product ecosystems. Working in conjunction with the Digital Campaign strategy will provide IKEA with an opportunity to realise and establish an ongoing customer relationship using Digital Marketing. The Digital Marketing Plan will provide a framework for the Digital Marketing Campaign by defining the goals, target market segments, and tactical options, and by establishing key performance indicators (KPI) and strategic alignment with IKEA's brand identity on sustainability (Kotler & Keller, 2020; Guilherme & Mendes, 2023; Ryan, 2023).






1. Rationale and Strategic Marketing 
The rationale for the Digital Marketing Plan stems from the convergence of consumer behaviour related to sustainability and customer adoption of Smart Home Technology. IKEA currently sells Smart Lighting products, but these products have mostly been purchased by technologically savvy consumers, and not by consumers who are motivated to purchase Smart Lighting for their lifestyle choices. The Digital Marketing Plan will enable IKEA to tap into an untapped confidence of growth potential by aligning Smart Lighting products with environmental responsibility and enhancing people's mood and easing daily life. Strategic market development aligns with the Ansoff Matrix of Market Development by combining an existing product with a new market segment. The integration of digital connectivity and the value of lifestyle created a platform for product differentiation and promotion for IKEA in an environment where smart, connected product ecosystems are becoming a larger part of the competitive landscape (Guilherme & Mendes, 2023; Porter & Heppelmann, 2021; Kotler & Keller, 2020). Digital Transformation is the primary driver for this strategy, as the primary means of competition for modern retailers has moved from competing on products to using data and integrating technology with customer-facing innovation. Smart lighting has enabled IKEA to transition from a one-time sale of furniture products to having continuous interaction with the customer through digital channels such as apps, connected home and automated processes, as well as measuring customer behaviour through collected data. This change has also addressed the evolving nature of how retail transactions are performed and establishes a graduating method of doing business from one-time sales to ecosystems that involve brands maintaining long-term relationships with their customers, through providing services that enhance brand image. Brands that develop their marketing strategies to align with customer technology-enhanced interactions will yield competitive advantages that are more likely to be sustained (Westermann et al., 2014; Li, 2020; Van Veldhoven & Vanthienen, 2022).
There are several lifestyle behaviours emerging primarily among young residents who reside in urban areas. Many of these individuals are employed in remote work, are limited to compact living quarters and wish to purchase products that have a sustainable manufacturing process. In addition, the lighting factor provides additional value that consumers place on creating a better quality of life through enhancing atmosphere, calming the mind and lowering carbon footprints. By illustrating the benefits of smart lighting as a product that enhances the aesthetics of a space; while providing consumers with a sense of comfort and relaxing environment, the campaign takes advantage of psychological motivations. The campaign does not focus on technical or electrical specifications. The relationship between product and everyday life significantly increases how people see these products as relevant, as well as giving these products better chances of being adopted due to their ability to fit seamlessly into people's everyday lifestyles (Ryan, 2020; Kaplan & Haenlein, 2020; Hsu & Barnes, 2022).
2. Market Segmentation Targeting Positioning
Demographics psychographics behaviours are the segmentation driver for this profile. Customers are 23-35 years old, live in urban areas in small apartments; value sustainability, and prefer easy, aesthetically pleasing ways to improve their lifestyles. They tend to use digital ways to research and get inspiration, engage with eco-design/home improvement on the internet, and purchase items for their home with a large influence from visually based communities on social media. This target profile has a very strong match with the philosophy of IKEA ‘s democratic-design and is a high-potential audience for adoption of the smart-lighting product line when the product is marketed as a sustainability solution that can easily fit into people's everyday lifestyles ( Rishika et al., 2020; Lee & Carter, 2023; Järvinen & Taiminen, 2022).
The targeting strategy has a focus differentiation strategy, with a concentrated effort on this segment of customers because it provides the greatest opportunity for digital interaction, peer-to-peer supported adoption, and loyalty to the brand for the long term. The positioning strategy of IKEA smart-lighting positions the product as “an easy affordable way to create sustainable atmospheres at home”. The positioning strategy differentiates itself from that of tech-heavy sophistication and instead emphasises on the emotional comfort that is created, the commitment to being environmentally responsible, and the ease of life. This is consistent with the current digital branding theory that states that the positioning of a brand is influenced as much by an identity, symbolism, and relationship-based connections with customers as it is by functional attributes. The way in which IKEA utilises the AI Personalised approach to help consumers differentiate what type of lighting and sustainability would best suit their individual needs or situations creates an enhanced experience for consumers throughout every stage of the purchasing process (Möller & Rajala, 2021; Erevelles et al., 2022; Malthouse et al., 2020).
IKEA's approach to creating a position in the marketplace enables IKEA to create a distinct voice that distinguishes it from other companies in the smart-lighting space. Many competitors focus on technical elements of smart lighting, such as the automatic capability and connectivity. IKEA takes a different stance by focusing on creating a better lifestyle through improved physical and mental health and making sustainable living products more accessible. By doing so, IKEA remains true to its core beliefs of simplicity and daily enhancement, building trust and cohesion between customers and the retailer while also creating opportunities to leverage its design-led identity across smart-home categories (Kotler & Keller, 2020; Lee & Carter, 2023; Rishika et al., 2020).


3. Concept for Digital Marketing Campaign
The digital marketing campaign is centred around the creative theme "Light Your Sustainable Space." With this concept, IKEA focuses on creating sustainability through engaging narratives rather than technical jargon. Through compelling visual storytelling, the campaign depicts compact living spaces that have been transformed into mood-lifting smart-lighting environments for work, relaxation, and socializing with family and friends. Consumers can use this creativity to visualise how lighting creates a comfortable environment and an attractive atmosphere while conserving energy to create more sustainable living. A compelling campaign creates an opportunity for consumers to relate to and identify themselves with IKEA, using imagery relevant to their lifestyle rather than a company attempting to sell them through technical reasons (Ryan, 2020; Kaplan & Haenlein, 2020; Hsu & Barnes, 2022).
An important part of this campaign is consumer participation. Consumers are encouraged to share images or short videos of their own personal lighting designs and sustainable living habits, creating a community of peers who influence one another through shared experiences. This strategy builds campaign credibility and creates a sense of belonging within the community, as well as providing support for social learning so that members of the community can influence each other's adoption decisions. It builds on the principles of Social-CRM, which promote interactive engagement and dialog between businesses and customers as a foundation for the digital management of customers and development of long-term loyalty between customers and brands. (Malthouse et al., 2020; Rishika et al., 2020; Järvinen & Taiminen, 2022).
The campaign also provides a means for building confidence and ease of use using short-form instructional videos (setup tutorials, automation walkthroughs and energy-saving tips), so that the inspiration (from the campaign) is accompanied by instructional content. This combination of informative/functional content with the inspiration helps reduce the anxiety of potential customers regarding technology adoption and reinforces IKEA's brand identity as accessible and supportive. The synergy between emotional storytelling and community engagement with instructional content creates a holistic communication experience appealing to both rational and affective decision-making processes (Ryan, 2020; Lee & Carter, 2023; Kotler & Keller, 2020).
4. Digital Channels and Customer Journey
The structure of the channel strategy is based on the three pillars that relate to the customer journey, namely social inspiration, digital evaluation and lifecycle retention. Social media platforms (e.g., Instagram, TikTok, Pinterest) will be used as discovery environments to introduce the campaign narrative, inspiring users through both rich visual content and generating emotional engagement. Partnering with influencers in eco-design and small-space lifestyles will create authentic content by demonstrating IKEA lighting solutions in actual setting rather than pictured in a controlled or polished environment. Social media and community-based platforms promote user interaction, sharing and conversation, therefore the diffusion of value throughout social networks and organisation/community partnerships (Weitz & Wensley 2020; Kaplan & Haenlein 2020; Rishika et al. 2020).
The evaluation and purchasing environment of the IKEA journey is accessed via the IKEA website and the IKEA mobile application. Interactive configuration tools allow users to simulate various lighting scenes; examine how different moods can be expressed by their light settings and gain a preview of the energy efficiency potential of their lighting configurations. The use of interactive configuration tools supports informed decision-making for IKEA users and provides them with a greater perception of their own competence when adopting connected-home technologies. The use of Artificial Intelligence technology within the recommendation functionalities within the IKEA online marketplace provides further support for users by delivering personalised recommendations, installation support and upgrade pathways based on user behaviour demonstrating how an organisation's digital leadership combines with its marketing strategy to provide value across the user lifecycle (Wilson & Davis 2021; Malik et al. 2024; Westermann et al. 2014).
Lifecycle retention is maintained through the implementation of email automation, in-app prompts and the provision of post-purchase support content. As a result of these support strategies, customers will receive sustainability insights, usage tips and cross-category integrations which encourage ongoing user interactions with the IKEA ecosystem. This allows IKEA's marketing and communication strategies to continue to cultivate long-term user engagement and brand loyalty beyond the sales transaction. This methodology reflects the wider digital-transformation approach that views marketing, technology and organisational capability collectively as providing ongoing value rather than solely at the time of promotion (Schwertner 2017; Sacolick 2017; Van Veldhoven & Vanthienen 2022).
5. Implementation Plan
The implementation of the above plans will take place in phases. The purpose of the launch phase is to create consumer interest through various types of media (e.g., social media, digital advertising) directed toward urban individuals with a sustainability focus. To facilitate this, the website and app (the “Campaign Landing Environments”) have been designed to direct users from inspiration to exploration using interactive tools and straightforward product paths. In addition to traditional marketing methods, the engagement and trial stages will use incentives (such as starter bundles), guided set-up assistance, and in-app onboarding to remove barriers to adoption and motivate first-time buyers. Messaging during these activities will focus on providing reassurance, simplicity, and tangible benefits.
Finally, the retention and expansion phase will help enhance the long-term value of the smart-home lighting by maintaining connections with customers through post-purchase messaging, providing users with information about the energy their products are using, encouraging them to share their experience with others and creating opportunities for customers to explore other products that integrate with the IKEA smart-home ecosystem.
The overall success of these marketing strategies will ultimately depend on measuring results across all three levels (e.g., behaviour, relationships and finances). Examples of behavioural measurement metrics include the number of social engagements with IKEA's campaign; the number of users who create their own configurations on the Campaign Landing Environment; the number of visits to product pages on the Campaign Landing Environment; activation rates of IKEA's mobile app; completion rates for onboarding; and conversion rates for purchases. Examples of relational measurement metrics will include the number of users who regularly interact with IKEA; the number of users creating UGC; and the number of users who belong to IKEA's loyalty program, which shows the strength of each customer's engagement. Examples of financial measurement metrics will include measuring the revenue generated from all IKEA's smart-lighting products (including combination bundles), increases in customer lifetime value among customers who have adopted smart-lighting products and the growth in cross-category sales. Insights from each area of measurement will provide information for improving IKEA's marketing strategies (e.g., through creative execution, targeting and personalisation) to maximise efficacy and impact throughout each phase of the campaign and ultimately reinforce both the value of marketing as a strategic learning system as well as the value of marketing as a communication platform.
Overall, this marketing plan has illustrated the opportunity for IKEA to expand the market relevance of its smart home range by targeting eco-conscious young professionals and positioning it as a sustainable, emotionally relevant and digitally supported lifestyle solution. The project supports IKEA in achieving both short-term goals associated with market penetration and continued transformation into a connected product ecosystem through segmentation-based targeting, narrative-based positioning, integrated channels and personalised message.
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