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· [bookmark: _Toc121851334]Introduction:
The essay sheds light on the overall description of the company IKEA. The vision of the company ioffering a wide variety of designer products at a comparatively lower rate in competitive s to make lives better for everyone. The company aims to fulfil this objective by markets. The essay discusses the key marketing strategies that the company adopts including digital, social and content marketing strategies and collaborating with potential influencers. The company has also stressed resource-efficient products to promote sustainability. There are also several challenges faced by the company including cross-cultural differences. It is seen that the people are different in their needs and interests which has created a barrier to the growth and development of the company. This essay has also described the products of IKEA that can make gains for their customers. The negative feedback is taken into consideration and they work on it in order to enhance customer service, various communication channels are also discussed in this study. The customer’s journeys are explained with the help of communication channels.
· [bookmark: _Toc121851335]Overview of IKEA:
The founder of the company is Ingvar Kamprad. The inception of the company dates back to the year 1943 in Sweden. The business aims to provide a wide collection of home furnishing products at a comparatively lower rate so that it is accessible and affordable for everyone. The vision of the company is to make the lives of everyone better (ikea.com 2022). The members of the company are passionate about making the home a better place for people to live and thrive. The members of the company are committed to producing a large volume of products at an affordable range by investing in automated production and building large supply chains to produce designed "well-designed" products accessible to everyone. The company also plans for a sustainable future by utilising its resources and showing very little dependence on the shareholders. This way the company seeks to make long-term investments. The company seeks to move towards growth and development by investing its resources in innovating a product and lowering its prices compared to the market prices. The three main growth aspects of the company are as follows: "Democratic Design", "Sustainability" and "Work with us" (ikea.com 2022). The Democratic Design approach of the company focuses on creating products keeping in mind the needs and interests of the consumers. The products are based on the principles such as affordability, creativity, comfort and a sense of security. Through the democratic design approach, the company seeks to offer products that are affordable, accessible and sustainable. The sustainable aspect of the company seeks to produce products that reduce the negative impact on the environment. The company is motivated to produce resource-efficient products and is shifting towards utilizing renewable resources. The "Work with us" aspect of the company seeks to respect its employees. The company seeks to respect the diversity within the company and does foster any kind of discriminatory acts based on the identity of the person (ikea.com 2022). The company provides a sense of security and a feeling of belongingness to all its employees. The company uphold the principle of equality and inclusion for all its employees. 
· [bookmark: _Toc121851336]Challenges Faced by the Company IKEA:
The company faces several challenges. The company experiences cross-cultural differences in developing countries. The company witnesses an increase in sales in one country and also witnesses significant losses in the other parts of the country. This is due to the difference in the needs and interests of the people residing in different parts of the country. The company requires customising its products according to the lifestyle and trends of the population residing within the particular region. The company also witnesses instances of inflation in different regions. It is seen that the transportation and production rates differ across regions. The cultural difference in different regions impacted online sales (Solanki 2021). The difference in the attitudes and perceptions of the population residing in different regions impacted the sales and revenue generation for the company in the cross-cultural regions. It is also seen that the evaluation of the pricing is different in different regions. The perception of people regarding “value for money” differs across different places and regions. The catalogue of the products offered by the company is the same across different countries. There are very minute differences in the range of products offered by the company (Hagberg and Jonsson 2022). It is seen that the company cannot gear up in some countries because of the inability of the company to produce variety and align its products according to the needs and interests of the population. The company seeks to offer quality standard products across boundaries but does not take into account cultural differences. For example, people residing in China value simple designs, but on the other hand, people residing in France value aesthetics, and prefer particular designs and colour shades. It is seen that promotion plays a very important role in increasing the sales and revenues of the company. IKEA does not stress advertisements compared to the other brands. It tends to invest very little in promotions and expanding the awareness of people through various forms of media. Pricing strategies are one of the foundations for the effective functioning of any company. The design and the manufacturing of the product are done based on the pricing that has to be related to the market (Schneider and Bermudez 2018). It is seen that people value higher quality at a comparatively lower price. The product issues by IKEA are comparatively lower than its competitors in the market. It is also seen that the pricing strategy adopted by the company does not stress the culture of the region and its aims to sell its products. 
· [bookmark: _Toc121851337]Present Efficient and Effective Marketing Strategies for IKEA:
The marketing strategies of IKEA include the following: 
The company has had a consistent theme for its brand since its inception. The brand of the company strongly reflects the cultures, ideas and heritage of the country in which it was founded. The theme of the brand helps the company maintain its identity in competitive markets. It also gives the company a sense of self-assuredness. The main reason that helps in the smooth and effective functioning of the brand is its focus on key aspects such as affordability and sustainability (Peng 2022). The company seeks to provide high-quality products at an affordable price so that it is accessible to everyone. The functioning of the business is aligned with its core objective which state to provide quality products for everyone. They seek to combine the principles of comfort, security and a sense of belongingness while designing their products for their potential customers. The company also stresses sustainable practices. The company seeks to produce resource-efficient products to reduce the negative impact on the environment. It is seen that social media marketing has boosted the awareness of the brand and thus increased the revenue for the company (Stenberg and Ruljova 2021). IKEA has collaborated with various other brands to foster its reach to the local markets. The company has also supported and invested in various digital marketing campaigns and illustrations. The collaboration of the company IKEA with “Easy to Assemble” and its content marketing strategies boosted the awareness among the local people of the regions in the campaign was undertaken. One of the most important marketing strategies that the company undertakes is the in-room experience for its potential customers. The company tends to focus on arranging its products (Li and Zhang 2019). The products are arranged in the best lighting and with matching small furniture and tend to make the customers impulsive to buy in the products. The members of the company also try to serve their customers with the best knowledge and the required skills that motivate the customers to invest in the product. Another key marketing strategy is the use of websites to facilitate online purchasing of the products. The websites are designed in such a way that it becomes easy for all the customers to navigate through the products and the available discounts and coupons attached to the products. The company has also made it accessible by launching mobile applications. This ensures that people with internet connectivity can get to look at recent product launches. The company has made use of recent technological advancements and artificial intelligence (Hasan, Weaven and Thaichon 2021). The company has allowed its customers to envision their homes with the available products using a 3D model app. This has fostered impulsive buying behaviour on the part of the customers. The company has also witnessed a surge in its revenues, sales and profits. It is seen that the adoption of machine learning tactics by the company promotes growth, development and profit for the company. IKEA uses various search engine optimisation tools that enhance the brand's visibility in Google searches (Liaqat 2022). The technology has aided the company to be visible on Google searches through the use of simple keywords. The company has a very good command over social media sites to enhance its marketing reach. The company has an impressive number of followers on all its social media networks. These social media features such as you tube, Twitter, and Instagram have aided the company to enhance its reach and awareness. The company conducts several online workshops for its followers. This in turn enables the company to gain leads to maximise its revenue. The company also makes use of various content marketing strategies. The company seeks to combine creativity, innovation and humour to motivate customers to invest in the product (Singh et al. 2021). 
· [bookmark: _Toc121851338]Differentiation of the Value Proposition of the Organisation:
Value Proposition is a practical framework that allows calculating the customer needs, threats involved in it, and the pains they will be going through. This framework is developed by Dr Alexander Osterwalde. As argued by Peng (2022), the customer expects a certain gain from IKEA as the brand has established itself as a good brand making quality products. The first thing is affordability. The products are affordable for the majority of the customers and the customers get value for the price as they purchase from IKEA. The products are not only affordable but they are artistic as well. People nowadays want something which looks good in their home and should be durable enough. Hence the creation of IKEA has made it popular among today’s generation. The after-sales service of IKEA has been good and there have been very less complaints about poor service from them. 
There have been some negative reviews regarding IKEA furniture. According to Larivière (2022), the craftsmanship of the furniture has been confusing at times. While few people have complained about the comfort level of the types of furniture. As argued by Peng (2022), the designs are modern but they are not durable. The cost of the furniture as per the durability is higher. It is observed that though IKEA claims its products to be affordable for everyone, in some countries, only a certain group of people are able to afford them. Hence it cannot be told that the products of IKEA are affordable. 
The functional, social and emotional tasks which are performed by the customers mostly have the motto of solving their needs or wishes. In order to understand the employee's wishes, an individual employee profile should be created and segments like" jobs to be done" should be maintained. 
The gain creators are explained how the products or services gain and how it offers added value to the customers. Pain relievers are services or products which are helpful in lowering customer pains. It can include services which are performed in order to reduce the negative experiences of the customers. As argued by Peng (2022), negative feedback is taken into consideration and they work on it in order to ensure that the same mistakes are not repeated in the future. The products and services which create gain and relieve pain are mostly helpful for the customers. The values of the customers are understood by these services and products. 
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Figure 1: Value proposition For IKEA
(Source: Self-developed)

· [bookmark: _Toc121851339]Recommendations on Strategies to Create Innovative Marketing Strategies for Increasing Brand Awareness:
The Company IKEA is confident in the quality of products that they have to offer. The awareness of the brand lies in the fact that IKEA provides one of the best quality products across regions. The company may be responsive to the cultural patterns of the population residing within the country. The company can analyse the demographics of the region before investing in the manufacturing of the products. The products offered by the company should be customised and standardised based on the attitudes, perceptions and needs of the population. It is seen that some regions value aesthetics over quality, the brand should shift its focus on quality and invest less in the manufacturing and transportation of the products and invest more in creativity and innovation of the product. There are also regions that value quality over the design of the product. The company can then shift its focus on the manufacturing process and invest less in designing the product. The company should also focus on creatively utilizing the media for raising awareness of the brand. The company should also seek to collaborate and promote with the respective authorities to move towards sustainability. The collaborations will also help the company to promote its brand and raise its awareness in the local markets. IKEA can expand its brand image in terms of designing furniture for children. It is seen that the company tends to sacrifice the designs and also the quality of durability to lower the prices of its products. It is seen that women often crave eco-friendly products for their children. It is also seen that particular designs of the children's furniture attract the children and keep them engaged with the household furniture while the women of the house can continue their chores. The company emphasizes lowering the prices of the products which acts as an added advantage for the company from one segment of the population. The company should analyse the needs and interests of different segments of the population to increase its profits and revenues. 
· [bookmark: _Toc121851340]Evaluation of the Customer Journey Across Various Communication Channels:
As depicted by Singh et al. (2021), communication channels are vital for each organisation to develop and grow continuously. IKEA, being an international brand has the best marketing strategy with the help of which they have become able to attain long-term success at the global level. Also, they are more customer-centric. As argued by Peng (2022), most of their products are environmentally friendly and the main reason behind their long-term success is they focus more on the affordability and sustainability of their products. They have become able to open their branches in many countries and successfully run them. When compared to other companies, people find them more affordable. The customer’s journey can be evaluated across various communication channels such as social media, email marketing, mouth-to-mouth publicity etc. 
As commented by Enquist et al. (2021), IKEA collects customers from different marketing campaigns such as sharing the ongoing sales on social media platforms and sending invitations to their existing customers. The company seeks to move forward along with maintaining its customer experiences. All of the products are based on the principles such as affordability, creativity and durability. As argued by Peng (2022), their motto is ”Work with us” and they try to ensure that the negative effect on the environment is reduced by their products. Various communication channel not only helps to attract more customers but also helps in increasing the clicks on their product rates. Similarly, communication channels such as social media, email, telemarketing, SMS services, face to face interaction are helpful in attracting more customers and employees. The customer journey starts with the interaction with the advertisement which is provided by the organisation. 
IKEA mostly provides its advertisement in social media platforms, newspapers, vlogs, ad films, hoardings etc. As commented by House et al. (2020), they even have email marketing services for their existing customers. Being an international brand, they face multiple intercultural problems while working with the local people. Despite several problems, the organisation has managed well to proceed with long-term success in every country. Nowadays people believe in value for money which is severely different from country to country. The external factors also directly impact the communication channel for the customers. There are various minute programs which are initiated in order to increase communication within the country. 
IKEA seeks to offer good quality products to their employees. As argued by Bouhia (2022), IKEA also uses passive communication like word of mouth to promote its business. People who have purchased IKEA furniture and other products often talk well about IKEA’s services to their friends and acquaintances. It expands its business in new areas and before its expansion, IKEA advertises its brand and products in such a way that the locals are connected to it and develop curiosity about the launch. As argued by Duncan (2021), often it is seen that a popular face is being used during the promotion so that it gets into the mass for opening a new branch at a new place. The locals initially follow the popular face and gather to see him but indirectly IKEA is being marketed by this method and the popular image is a brand ambassador of the brand for a certain period.
· [bookmark: _Toc121851341]Construction of Strategies to Meet the Current and Future Stakeholders:
The strategies to meet the needs of the current and future stakeholders include that the actions and decisions of the company have to meet the expectations and ideas of the stakeholders. This creates a sense of trust and loyalty among the stakeholders and allows the company to fall back on the stakeholders if any problem arises. One advantage of aligning the actions and decisions of the company with the expectations of the stakeholders is that it gives the stakeholders transparency in the codes of conduct of the business. It is important to discuss the common goals with the stakeholders. It is important to analyse the needs and interests of the stakeholders to work on common prospects and strategies (forbes.com 2019). The basic skill that is required to align the business goals and objectives with the expectations of the stakeholders is by practising active listening. The company should evaluate its goals and objectives through feedback from the stakeholders and potential customers. The feedback can be based on many aspects including the quality of the products, growth, creativity, innovation and designs. The channel of feedback can allow the business to improve and move towards profitability and also allow the stakeholders transparency regarding the areas of growth and improvement (forbes.com 2019). Another strategy that can be adopted is to ensure transparency about the important information related to the company. It is seen that transparency regarding business processes can help the company build long-term relationships with potential stakeholders. The information about organising campaigns and the way the members of the team work towards organising workshops can be valuable pieces of information for the stakeholders. It can give the potential stakeholders a sense of understanding and clarity about the steps taken by the business to mitigate potential problems with creative solutions. The stakeholder's are particularly interested in the growth and development of the organisation (forbes.com 2019). It is important to share information regarding the procedures and the activities that the company is adopting to let the stakeholders understand that the company is utilising the funds to direct revenues and profits towards the company. It is important to adopt the correct frameworks and strategies that will enable the company to remain stable yet develop in the competitive markets. This is important as the short-term outcomes and strategies do not attract the stakeholders. Stakeholders are more involved with the company that aim to communicate important information through various modes such as emails or face-to-face meetings. It is seen that communication is key to solving several complex issues in the company and building trust among the stakeholders. It is also seen that practising effective communication in the company allows the company to fill the gap between expectations and real life with honesty rather than suspicion. It is important to share the performance of the company monthly or annually to facilitate transparency between the company and the stakeholders (forbes.com 2019). 
· [bookmark: _Toc121851342]Conclusion:
From the above essay, it may be concluded that the company utilizes a range of effective marketing strategies. First, the company gives an excellent in-room experience to its customers with proper lightings and products arranged with matching subparts. The whole experience makes the customers lead impulsive buying behaviour. The members of the company also try to use their knowledge and skill to attract customers to invest in their products. The company function in three important aspects. The first one is domestic designing which seeks to provide quality products at comparatively affordable rates so that it is accessible to the majority of the population. Second, the company produces sustainable products to reduce the negative impact on the environment and third, the company makes the employees feel at home by upholding the principles of equality, dignity and respect. 
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