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[bookmark: _Toc100063694][bookmark: _Toc100832163]Introduction
On the first day of IKEA's inauguration in Hyderabad in August 2018, about 40,000 people visited the shop, making it a high-profile launch. IKEA is a global leader in the furniture retail sector, serving a diverse range of customers.
IKEA's goods are sold all over the world, including in India. India's GDP is expected to reach $5 trillion by 2025, with an average annual growth rate of around 7%, providing a multibillion-dollar market for Indian furniture producers. IKEA opened its first store in Hyderabad in 2018 after 30 years in India and 6 years of market research. The company now has a digital presence in Mumbai, Hyderabad, and Pune, with a second store in Mumbai in the works.
Ikea India is noted for its basic designs for a wide range of home décor and furnishings products, as well as its interior design work, which is often associated with low emissions and cost. Furthermore, Ikea is noted for its cost-cutting efforts and continual product development, among other business characteristics, and as a result, it was able to drop its prices by an average of 3% during its global expansion from the decade to 2010.

[bookmark: _Toc100063695][bookmark: _Toc100832164]Ikea’s Mission
Their major objective as a company is to "provide a diverse range of well-planned, practical home furnishing goods at prices so low that any number of people who can afford it will want to pay for them." Similarly, their concept extends beyond house furnishing. They aim to improve the standard of living for everyone who is impacted by our company.

[bookmark: _Toc100832165]What is communication?
Correspondence is the transmission and receiving of information. It can be done one-on-one or in groups, and it can be done face to face or through specialized devices. Correspondence necessitates a shipper, or the one who initiates conversation, to move their thoughts or encrypt a signal. This message is sent to the recipient, who is the person who receives it. Finally, the collector must unravel, or interpret the message. This appears to be basic, but it is more convoluted.

[bookmark: _Toc100832166]Communication Model:
A model is a visual representation that identifies, arranges, and depicts many aspects of an interaction. Shipper, messages, media, and collectors are all involved in the correspondence exchanged. The communications program commences with the communicator's delivery of a message and ends with the collector's input. This conversation cycle is referred to as a correspondence model when it is handled through a line or an image. As a result, a correspondence model is a graphical representation of the correspondence process.
(Google, 2022)[image: Importance of Communication Model | Business Consi]
[bookmark: _Toc100832167]What is Integrated Marketing Communication?
Bringing together all of the brand-building approaches to promote a certain product or service among target customers. In integrated promoting correspondence, all aspects of promoting correspondence work together to increase sales and save costs.
Aspects of Integrated Marketing Communication:
The Foundation - As the name implies, the foundation stage entails thorough research of both the products and the target market. Understanding the brand, its contributions, and end clients is critical for advertising. You truly want to know what the objective clients' requirements, mentalities, and assumptions are. Keep a close eye on the activities of the contestant.
The Corporate Culture - The aspects of things and services should be consistent with the company's work culture. Every organization has a dream, and advertisements must recall something extremely similar before designing things and services. Allow us to obtain it through the use of a model.
Association A's ambition is to make the world a greener and cleaner place. In general, its objects should be environmentally friendly and biodegradable, in keeping with the association's mission.

Brand Focus - The corporate nature of the brand is addressed in Brand Focus.
Buyer Experience - Marketers must focus on the buyer experience, which refers to how customers feel about a product. A buyer is likely to receive an item that has excellent wrapping and appeals to the eye. Client expectations must be met and exceeded.

[bookmark: _Toc100832168]Promotional strategies to increase Ikea’s awareness:
Photos/interactive phone and desktop application:
It's far preferable to have a professional shot of their items or design concepts in a specific context than a single product photograph (Khan and Shafiq, 2021). Using high-quality standard photographs which might resonate with the target consumer unless the company wants its buyers to relate better to their business, is crucial.
Since its inception, the company's mobile app has gotten a lot of attention, but it could enhance the notification element for providing new deals, discounts, and promotions, as well as reminders for things left in the basket (unpurchased) or information on any new workshop activities.
Remarketing videos:
Ikea can create before and after videos to showcase its ingenuity. They can allow the buyers to witness behind-the-scenes film of the design and development phases that Ikea might provide to individuals if the company want to share their untold stories.
Producing tailored content, on the other hand, is not always easy. To improve the content marketing techniques, Ikea can hire creative home furnishings freelancers.
Displaying 1-minute or 15-20 second related video advertisements with customer feedback to visitors who have already browsed the site could be one of the remarketing techniques (Mishra, et al., 2019). This is focusing efforts on those who are previously intrigued by their offerings and encouraging them to return to the site.
Social media Influencers:
Around 80% of consumers accept suggestions from influencers because they provide a natural opportunity for companies to win people's confidence (Li, 2021). When an influencer endorses your items, their vast fan following notices and is more inclined to buy your product.
Some companies opt to deal with a large collection of nano- or micro-influencers to reach out to a wide range of individuals about their products without breaking the wallet. Meanwhile, some firms with significant expenditures team up with celebrities' personalities with a massive following to reach a broad people in one go. Collaborating with these influencers is a terrific method to reach a huge audience more intuitively than targeted advertisements, regardless of which route the company uses.
Managing customer touchpoints through multiple channels:
New sorts of customer-organization interactions have evolved in recent years as new gadgets such as smartphones, smartwatches, as well as tablets have hit the market. Customers are no longer limited to communicating with organizations by phone, email, or website; they may now do so via a variety of methods, including Web apps for mobile phones and tablets, Apps for smartwatches, Kiosks for live chat, instant messaging through email, Pages on social media (Purwantono, et al., 2021). As a result, buyer engagements are far more variable and integrated than they have ever been. To create strategic solutions that satisfy the demands of their connected consumers, today's enterprises need to go far beyond the typical business approach.
Website experiences:
Everybody realizes that when it comes to researching a business, the customer's primary point of contact is the website, and having a clean, efficient site with an easy customer lifecycle is critical.
Trying to make sure the website is properly optimized, with working social networking links and sales funnels that go to the appropriate location, may seem apparent, but these are common mistakes.
Ikea may also leverage a specialized firm's superior technological knowledge to add more endpoints to the website that their opponents would not have.
The Social media game:
Social networking is equally as crucial as the website these days. A brand may be made or broken by a widespread social media post.
But, before Ikea considers about promotion strategy, the company should make sure it has a presence on each appropriate platform, well they’re putting effort into the platforms that will enhance their brand recognition and bring them more revenue.
In-store encounters:
If the company is delivering an elevated product but is unable to invest in housing in a nice part of town, they could invest some money in educating their personnel to provide great customer service and purchasing an item of classy clothing to demonstrate it as part of the client journey. Encouraging the employees to adopt a cheerful tone and start having a conversational discussion with consumers can be another way to keep them involved. It's critical to have a strong set of rules in any product development strategy that the employees may turn to as a beacon of light.
SEO:
SEO is the most popular method of improving your site's visibility for relevant searches. The greater the perceptibility of your pages in query items, the more likely you are to stand out and attract new and existing clients to your business.
IKEA may improve its SEO by focusing on unambiguous high-level goals for its brand and items, such as:
8100 is the number to call if you want to buy furniture over the internet.
Furniture purchase: 1600
390 is the best place to buy furniture.
140 reviews of Ikea furniture
Ikea furniture may be purchased online for a total of ten dollars.
Ikea may also distribute webpages on the following topics based on the watchwords:
Apps for buying furniture over the internet
Instructions for buying furniture via the internet
On the internet, where can you get beautiful furniture?
On the internet, you may get step-by-step guidelines for arranging furniture.
Is it a good idea for you to buy furniture over the internet?
Aside from that, IKEA could focus on streamlining its content by targeting on-page and off-page SEO efforts toward improved rankings.

SEM:
Internet search engine marketing is a computerized advertising strategy for increasing a website's visibility on search engine results pages. In most cases, the word refers to paid search advertising.
Web index advertising is referred to as paid search marketing or Pay Per Click (PPC). With an increasing number of people conducting product research and purchasing on the internet, search engine marketing (SEM) is becoming increasingly important in gaining a competitive advantage.
IKEA may do this by utilizing the following competitor explicit, high objective, and purchase catchphrases:
480 Pepperfry Offers - 3,600 Pepperfry Reviews - 1,000 Amazon Furniture Offers
These blog ideas were also fabricated by the understudies to center on the most-searched-for elements by clients:
Ikea vs. Pepperfry vs. Amazon: Which is the Best Online Furniture Store?
Is it safe to buy furniture over the internet?
What is the greatest place to shop for furniture on the internet?
These online journals will not only improve SEO and SEM, but they will also provide value to readers and build brand trust and image.
SMM:
On Facebook, Instagram, Twitter, and Youtube, IKEA's Indian accounts are quite active. Without a question, their advanced presence is notable. We should take a look at a quick rundown of their online entertainment advertising procedures.
It has 30 million Facebook fans, 350 thousand Instagram followers, 5.3 thousand Twitter followers, and 41.2 thousand YouTube subscribers.
The Instagram bio of IKEA includes a link to the company's website. The website is also entirely integrated into all of their web-based entertainment articles.
The 'view store' option is available, which displays a list of IKEA item inventories.
The 'phone' option is also available for immediate assistance from customer service.
The company makes use of features that have externally entertaining and informative content.
The use of swipe-up articles to drive site traffic is also common, which is a good strategy.
[bookmark: _Toc100063699][bookmark: _Toc100832169]Digital adoption:
In addition to social media, establishing a positive presence online is critical for gaining front-of-mind recognition among the clients.
For keeping the target demographic informed, the company could use emails and newsletters. Customers may not visit the pages on social media daily, but they do read their emails often.
Making something valuable that people will want to see and giving out free information to entice them to return for more. Using email as a direct route to keep the company’s list of emails to speed on the happenings within the business appealingly and uniquely is fantastic for keeping them engaged throughout the services you offer.
[bookmark: _Toc100832170]What is branding?
Marking is the process of forming a solid, positive image of a company, its products, or services in the minds of customers by including elements like a logo, a design, a statement of purpose, and a trustworthy subject throughout all marketing correspondences. Organizations may use compelling branding to set themselves apart from their competitors and build a loyal customer base.
In-store marking differs from web-based marking in that you must consider the placement of objects and props, which might affect how a customer perceives your image. In-store marking is more immersive since customers can walk about and pick up items, but online shoppers are confronted with a two-layered scenario. Certain aspects of marking are dependable both on the web and in the real world. These are well-known iconography and logos.

[bookmark: _Toc100832171]What is brand equity?
In business, brand value refers to the degree of effect a brand name has on customers' personalities, as well as the advantage of having a known and well-considered brand. Organizations establish brand value by providing enjoyable experiences that entice people to buy from them over competitors that provide similar goods. This is accomplished through instilling awareness through crusades that address target-shopper values, carrying through on promises and capabilities when customers use the product, and committing to and maintaining the item.
Customers are more likely to buy from your brand than from a competitor if you provide them with dependable motivational elements like points that can be swapped for restrictions or a free item on their birthday. The two most important aspects of brand value are mindfulness and experience:
Brand Recognition: Can customers tell the difference between your image and someone else's? The messaging and symbolism around your image should be long-lasting so that buyers can always tell it apart from other items. What values do customers associate with the brand? Maybe they think about things like supportability, quality, and family-friendliness.
What has been your brand's experience with direct contact with your image? This might signal that everything went as it should, that interactions with business agents and client support groups were pleasant and helpful, and that loyalty programs were beneficial.
[bookmark: _Toc100832172]Keller’s brand equity model 
Keller's Brand Equity Model (also known as the Customer-Based Brand Equity (CBBE) Model) was initially proposed by marketing instructor Kevin Lane Keller in his widely read book "Key Brand Management." [1]
The Brand Equity Model's premise is simple: to build a strong brand, you must influence how customers think and feel about your product. You must create the correct kinds of experiences around your image so that customers have specific, positive thoughts, feelings, beliefs, and discernments about it.
When you have a strong brand, your customers will buy more from you, recommend you to others, be more loyal, and you will be less likely to lose them to competitors.
Step 1: Brand Identity
First and foremost, if Ikea wants to create "brand notability," or mindfulness - that is, Ikea wants to make sure that its image stands out and that clients remember and are aware of it.
They’re not just creating brand personality and awareness; they’re also aiming to ensure that brand distinctions are "correct" at important stages of the purchase process.
They should begin by learning about their target market. They should research their market to have a thorough understanding of how their clients see their image and discover if there are multiple market segments with varied needs and connections with their image.
Then, they must analyze how their clients narrowed down their choices and settled on their image vs that of their competitors. They must consider the following questions:
When their customers choose their product, what dynamic cycles do they go through?
What is the best way for them to organize their product or brand?
How well does their image stand out in comparison to others?
Step 2: Brand meaning
They must Recognize and communicate how their image influences their clients, as well as a major incentive. They must Consider their picture in terms of "execution" and "symbolism" to achieve this:
The quality of their item's execution determines how successfully it meets their clients' problems. Essential features and highlights; item steadfast quality, strength, and functionality; administration viability, productivity, and compassion; style and plan; and cost, according to Keller's model.
Symbolism refers to how successfully their image meets their clients' social and psychological difficulties. Their image can directly address these difficulties, based on a client's interactions with an item; or indirectly, through designated advertising or by overhearing people's talks.
Step 3: Brand Response
The responses of their clients to their picture will often fall into two categories: "decisions" and "sentiments."
The selections they make will almost always be based on the four classifications listed below.
Clients evaluate an item or brand based on its perceived and genuine quality. They must consider how they may approach these two types of value about their product or brand.
Clients evaluate validity based on three factors: ability (which includes development), dependability, and amiability. They must consider how they may improve their legitimacy in these three areas. 
Clients assess their item's suitability for their unique requirements. They could Use the buyer research they conducted in step one to help them identify their clients' specific requirements. Then, they can explain how they’re going to handle these criteria and how they’re going to communicate how they’re going to support them.
Clients assess the image's prevalence by contrasting them with competitors' brands. They must Ask themselves, honestly, how well their image compares to that of their competitors. Is there anything additional or unique that their competitors provide that they don't, or vice versa? What else could they possibly do at any point?
Step 4: Brand Resonance
Because it's the most difficult - and best - level to achieve, brand "reverberation" is at the top of the brand value pyramid. When their clients form a strong mental association with their picture, they’ve achieved brand reverberation. 
Keller divides reverberation into four categories:
Consistency in action - this includes routine, rehash purchases.
Attitudinal link - their customers adore their image or product, and they think it's a great deal.
Feeling of place - their consumers have a sense of place when they interact with people associated with the company, such as various purchasers and friends delegates.
The most concrete indication of brand trustworthiness is dynamic commitment.
[bookmark: _Toc100832173]Ikea’s Customer Journey Map
Clients should scan the QR code, which will direct them to an Ikea instructional website, where they may complete their information (name, address, number, postal district, and coincidentally, IKEA has no real way to be aware assuming the data that you are finishing up is the right data, so you might place in spurious substance or another person data).
Then you'll sign a disclaimer acknowledging that you understand that the furniture you're buying must be attached to a partition or connected to a divider.
Then you continue to your request (ideally in a different part of the store) where you will be greeted by an Ikea store representative who will ask you to show your signed waiver (on your phone) and accompany you to your furniture (which before you would simply stroll to the walkway of where your furniture is, yet now that passageway is locked, and an IKEA representative should open the path).
A representative will accompany you to the container number and observe you loading your belongings onto your truck (side note, the refined man that accompanied me to the walkway where my furniture was found informed me that the workers are not permitted to assist clients with stacking furniture into their truck). The client exits the walkway so that an Ikea representative may secure the passageway.

[image: http://digitalmarketing.temple.edu/abethune/wp-content/uploads/sites/385/2021/07/IJ-1024x731.jpg]
(Digital Marketing, 2022)

[bookmark: _Toc100832174]Total Engagement Model for Ikea
The approach starts with the suggestion that the essential components of a business be planned and altered to build connections with customers. Most associations include these components, and their unique advantages of them are well-documented. They are: Your Customer Value Proposition (CVP) is the value you provide to your customers. As a result, this is why customers should choose you over your competitors.
In addition to your logo or name, your brand is the sum of your identity and a major incentive for you. Your incentive should play an important role in shaping your brand's image and promotion, which is how you communicate the brand to customers.
Culture refers to 'how we do things around here,' and it refers to the association's interior viewpoints, such as its aims, values, and inward ways of functioning. It would be excellent if this was done to create an environment where employees can dependably provide the brand's offer and a planned customer experience.
Client Experience is a combination of physical and emotional elements that customers encounter when they work with a brand or an organization.
To connect with customers, a business should take the following steps:
1. Develop a compelling offer based on excellent customer knowledge and competitor positioning.
2. It must then consistently communicate this offer to customers through its brand promotion.
3. This assurance is then definitely given by connected employees who assist and understand the approach, and, more importantly, receive their one-of-a-kind duty in creating it a success.
This social institution enables the delivery of a planned client experience that lives up to the promise expressed in the brand's advertising.


[bookmark: _Toc100832175]Conclusion 
It can be concluded from this report that every time the company develops a plan will make it targets the correct individuals with appropriate information. It has been analyzed that the more they put their efforts into planning…the more possibilities will be there to increase the sales of the company. The company should understand the requirements of its clients. The only way to satisfy the customers is by offering the goods and services in the right way. For a company, it is always beneficial to have a well-thought-out strategy./   
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