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Introduction 
Innovating marketing has covered various needs as well as wants of the customers by researching in multiple ways. It mainly covers the needs and wants of the target customers, and it also understands the key patterns and preferences of the customers. Along with that, it also develops the changing of any existing process through continuous research. This process mainly includes launching, pricing as well and promoting any product in an effective way to the customers (Agrawal Bajpai and Khandelwal, 2020). In that case, innovation is required in the context of engaging and attracting customers to buy their products or services. Every company needs to adopt some innovative marketing strategies in order to promote their product or services to the customer effectively, and it also helps to increase the value of a company in an effective manner. In that case, this report will mainly include the innovative marketing strategies of Ikea. Ikea is a relatively large and popular furniture manufacturer at the present time, and the company uses different marketing strategies to promote their new furniture and other products. 
This report will provide a brief overview of the company, including its organisational and marketing activities. This report will also discuss the concept of marketing innovation strategies and the way the company uses it in their business. The report will also include the future planning of the company through the marketing mix model. Along with that, this report will include the way that the company manages its customers and also the way that the company communicates with its customers through innovative marketing strategies. 
[bookmark: _Toc144905215][bookmark: _Toc144905675]Overview of IKEA and its Organisational Activities
Ikea is a quite large and famous Swedish multinational company that designs as well as sells different types of furniture and kitchen and home appliances (Ikea Global, 2023). The company is also famous for designing and selling assembled furniture and appliances in the world market. The company was established in the year of 1943 by a 17-year-old boy named Kamprad; however, this company was effectively established in the year of 2008 as a retail brand. The company is now the largest furniture manufacturer and seller across the globe. In terms of market activities, the company is mainly known for providing the best quality furniture across the globe and providing high experience to the customers. In the present day, the company exists in almost 62 markets in the world, and it has 12 franchises in the world (Tran, 2021). The organisation is mainly popular for selling different types of furniture, and its main feature is product design; they always try to provide a unique and different design to the customers to attract them effectively. In addition, the company also provides assembled home and kitchen appliances in various markets, and their products are quite famous for excellent quality and unique as well as attractive design. 
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Figure 1: Ikea Company
(Source: Ikea Global, 2023)
The company is also popular for providing the best products at a lower price, which effectively boosted the sales figures of the company in the past few years across the globe. In terms of marketing activities, the company has more than 500 showrooms and retail shops across the globe at the present time. The company always tries to deliver the latest technology-based products, which is also a reason that they have effectively attracted customers in the past few years (Maghazei, Lewis and Netland, 2022). However, the company is trying to enhance its business and marketing activities by designing and launching the best furniture and appliances in the world market. 
[bookmark: _Toc144905676]Concept of Innovative Marketing Strategies
Ikea focuses on delivering innovative products and services to customers to enhance their business growth and generate revenue (Ikea, 2023). The organisation aims to provide creative services to increase business productivity and improve financial gain. Developing innovative marketing strategies helps the business proliferate and meet customers’ expectations (Purchase and Volery, 2020). Ikea focuses on producing innovative designs and features to attract consumers and develop financial growth (Ikea, 2023). Effective business strategies improve the quality of Ikea’s marketing procedures and help to increase revenue and growth. Innovative marketing phenomena help the organisation accomplish goals and business targets and beat other organisations' rivalries. Innovative business procedures include effective social media marketing, advertisements, brand promotions, creative designs, and providing unique opportunities for consumers (Wright et al., 2019). Developing innovative business procedures helps the organisation to enhance sales and demand for the commodities and will help to improve the entire performance of the business.
Delivering unique products and services positively impacts the consumers and optimises business growth, enhancing brand recognition and consciousness of the commodities. Adverse use of social media platforms enhances an organisation's value, and innovative advertisement designs are able to attract more consumers (Rezvani and Fathollahzadeh 2020). Innovative procedures increase business profit and allow the organisation to generate revenue and improve financial performance. Social media forums such as Netflix, Instagram, Facebook, and many more help grab the targeted customers' attention and will enhance sales and demand for the commodities (Hagberg and Jonsson, 2022). Practical, innovative strategies help the organisation develop robustly so that the companies can earn profit and grow at an increasing rate. Ikea focuses on enhancing customer satisfaction by providing the best experience and providing a variety of opportunities to increase sales of the commodities (Ikea, 2023). Ikea aims to increase brand value by providing customers with innovative technologies and modern amenities to enhance their business growth. 
[bookmark: _Toc144905677]Appraise key marketing strategies of Ikea.
Ikea focuses on developing unique product designs and features for customers to increase their business growth and earn consumer support. The organisation focuses on providing the best quality features to enhance brand recognition and profit. Ikea aims to improve its quality by delivering various products and services and optimising sales and demand for the commodities (Ikea, 2023). Ikea believes in 7P’s marketing strategy to increase business growth and develop innovative business features for consumers. 7P’s include price, product, place, promotion, people, process, and physical evidence strategies. Ikea focuses on improving the quality of products by implementing mentioned business features.
Product policies of Ikea
Ikea focuses on developing unique products with attractive designs to meet customers' needs and enhance their satisfaction. The organisation aims to improve commodity quality by using the best form of raw materials (Peng, 2022). Ikea focuses on delivering a variety of products to consumers so that buyers can have innumerable choices to buy their products (Ikea, 2023). Delivering enormous products such as fridge, furniture, and other home decor increase business growth and enable the company to earn more consumers in the future. 
Price strategy of Ikea
Ikea focuses on delivering the products at a nominal rate so that every customer, irrespective of their financial status, can buy their commodities. The company aims to provide the best form of goods with the best prices to attract customer trust and loyalty. Ikea focuses on providing discounts and offers to consumers to increase their sales and demand for their products (Ikea, 2023). The company offers the best prices compared to other companies and improves their financial growth.
Place policies of Ikea
Ikea aims to expand its business globally to enhance brand recognition and optimise business opportunities. The company focuses on its presence and enhancing its visibility in online stores, shopping malls, restaurants, and many more (Lariviere and Smit 2019). Increasing sales through online forums allows Ikea to earn customer support and grab business profit (Ikea, 2023). The company focuses on providing the best ambience for the consumers to enhance buyers' trust and loyalty.
Promotion strategy of Ikea
 Ikea focuses on developing innovative marketing strategies through effective advertisements and promotions on different public forums. Delivering creative designs and unique features enables the organisation to earn revenue and growth optimally (Stenberg and Ruljova 2021). Increasing advertisements by public figures and brand collaborations improve the quality of the business and enhance brand recognition.
People strategy of Ikea
Ikea aims to hire efficient sales managers and employees to increase their sales and demand for the commodities. Hiring suitable candidates allows the company to satisfy customer's needs and will enable the organisation to improve business profit and growth. Ikea prioritises the employees who provide innovative ideas that help to retain the organisation's strength at an increasing rate (Ikea, 2023).
Process features of Ikea
Ikea aims to provide customers with innovative features so that organisations can generate revenue at an increasing rate. Effective processing of the products in a creative way helps to gather customers' trust and loyalty (Liaqat, 2022). Ikea focuses on developing products with the help of renewable sources and raw materials to enhance the rate of sales and demand for the commodities.
Physical evidence of Ikea
Ikea aims to deliver the products in stores and various places to increase the buying rate of consumers. The presence of the products in both offline and online platforms helps the business to grow eventually (Sampath and Harshitha, 2023). Providing the best comfort and environment for the customers improves the quality of services and enhances customers' trust.

Figure 1: Marketing strategies of Ikea
(Source: Self-developed)
[bookmark: _Toc144905678]Contribution of the marketing department to IKEA
The marketing department of Ikea plays an essential role in strengthening business policies and providing financial growth. The company's Advanced sales professionals help promote and sell the products. Promoting the products innovatively enhances customer satisfaction and optimises economic growth and revenue (Afzali, 2022). Content writers and search engine optimisation professionals improve sales and demand for the products that help the business grow effectively. Innovative ways of promotions and advertising of the products enable the company to attract customers and increase business productivity. Marketing professionals are the backbone of the organisation and those who support the organisation with their innovative skills and ideas (Sampath and Harshitha, 2023). The marketing department is responsible for increasing business growth and generating revenue at an increasing rate. Efficient marketing professionals improve the business quality, and financial gain helps the organisation to grow eventually. Effective sales and demand of the products increase business revenue and improve the overall function of the business. 
Effective strategies provide robust business operations and help companies earn customer support and loyalty. Strategic ideas and advanced sales professionals help the business to grow and improve the quality of business procedures (Kulcsar et al., 2020). Practical decision-making skills of marketing professionals help the business to grow innovatively and enable the company to generate revenue and optimise the business growth of Ikea (Ikea, 2023). Proper leadership approach and robust business management positively impact the customers and business productivity.
[bookmark: _Toc144905679]Marketing management of Ikea with adding values
Ikea's business strategy is based on providing the best quality products with nominal pricing criteria so that the commodities' sales and demand increase. Innovative designs, attractive features, and pricing of products in a better way improve the quality of business and optimise financial growth. Product pricing strategy must be adequate to enhance the value of the commodities and attract customers (Sampath and Harshitha, 2023). Strategic pricing facilities and details help the organisation grow and improve product and service quality. Effective pricing policies of Ikea enhance financial growth and improve the quality of business operations (Kulcsar et al., 2020). Innovatively managing business procedures enhances the organisation's performance and increases customer expectations. Ikea focuses on improving the quality of its products by delivering the best products and services at a nominal price to enhance the value and importance of the business (Ikea, 2023). Practical business growth and financial performance increase business productivity and strengthen the connection between the customers and the company.
[bookmark: _Toc144905216][bookmark: _Toc144905680]Future planning for innovative marketing strategies of Ikea 
Ikea is a large and established furniture and appliances manufacturer and selling company in the world. The company is trying to expand its business in new markets, and they are also trying to expand the markets where they presently operate. The company is mainly focused on innovative marketing strategies in the context of expanding and enhancing its business in the world. However, the company should follow some innovative marketing strategies to enhance its business more effectively; the strategies are given below through the marketing mix model. 
[bookmark: _Toc144905217][bookmark: _Toc144905681]4Ps of Marketing Mix 
Product
Ikea is known for providing the best quality product in the world market. The company needs to focus on its product more to improve its business in the future, and it is a part of an innovative marketing strategy. The company can innovate new products and services that effectively attract customers in various markets. The company also needs to design its product uniquely to significantly increase its brand value in the world market (Sudakova, 2019). The company also needs to launch new technology-based products that include more features; this way, it can effectively attract customers around the world. In addition, this will also help the company to expand its business in new markets by launching new and innovative furniture and appliances. 
Price
Price is also a major factor that Ikea needs to focus on; the company is already known as a value-for-money brand in various markets in the world. However, some products of the company also have high prices, which need to be reduced by the company. The company can launch their product in various price ranges, and they can also innovate new technology that reduces their manufacturing cost, which helps them to reduce product price (El and Baghdad, 2023). This is an innovative marketing strategy that the company can use to enhance its business across the globe. 
Place 
Ikea should increase its showroom and shop numbers in the markets where it currently operates. They can launch more showrooms to expand their brand value in the markets, and the company also needs to increase its online presence to meet innovative marketing strategies in the near future (Peng, 2022). 
Promotion 
Ikea needs to give more focus on its promotional activities, and it is a major innovative marketing strategy. The company should increase its advertisements on both online and offline platforms. Thus, they should use online and social media platforms more effectively to promote their products in a proper way. 
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Figure 2: Ikea marketing mix
(Source: Influenced by Peng, 2022)
[bookmark: _Toc144905218][bookmark: _Toc144905682]Procedures for managing the customer journey (McKinsey’s consumer decision journey model)
The customer journey strongly consists of several actions customers take before and after purchasing several products or services. Customer journey is a fruitful part of the overall marketing strategic planning, improving leading generation and enabling organisations to be more effective and efficient in marketing strategies. Several actions of customers need to be utterly understood before and after an imperative conversion, which can start brainstorming in preparing new marketing tactics to improve the customer-based experience, which makes customers more engaged (Kuehnl et al., 2019). In brief, a customer journey outlines the steps customers take to become fruitful customers. It is also true that the marketing funnel could exist with the proper customer journey. A customer journey map tells how customers could easily interact with the brand, including business operations, to make a repeat purchase. Customer journey phases could be incorporated into five main sections: Customer awareness, Customer acquisition, Customer onboarding, Customer engagement, and customer advocacy. 
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Figure 3: Customer journey steps 
(Source:Mailchimp.com, 2023)

Ikea is one of the most prolific design companies in Sweden and globally. Ikea's customer journey depends on organising ideas based on a cognitive bias that attaches more significant value to several things used to set up customer-organisation bonding (Uxconnections.com, 2023). The organisational management of Ikea could implement McKinsey's customer journey model to meet customers' demands adequately, resulting in customer engagement success. 
Initial consideration set 
The consumer considers an initial set of brands, which is based on preparing the perceptions of the brand while making exposure to recent touchpoints. The organisational management of Ikea needs to monitor or supervise customers' feedback daily from several channels, such as conducting online reviews, customer-base surveys, and using several social media channels to understand customer satisfaction-based levels (Cui et al., 2022). Additionally, the management of Ikea needs to track or measure customer satisfaction across several interactions while figuring out several areas where there might be potential gaps or opportunities that still exist for improvement.
Active evaluation
In this section, Ikea's organisational management needs to evaluate what they wish to achieve by adding or subtracting brands, gathering customer-based information, and measuring customers' mentality. At the same time, shopping could help Ikea to analyse customer journeys significantly. Ikea also needs to point out its peak times when and why customer engagement is extensively successful for engaging with customers and maintaining key-based touchpoints throughout the customer journey (Gao et al., 2020). 
Moment of purchase
It is seen that consumers select a brand out of many brands at the moment of purchase. In this section, the management of Ikea needs to create customer profiles while gaining insights into why customers have been choosing the products of Ikea while customising their journey to meet customer-based requirements (Heuchert, 2019). The management needs to understand customers' current mentality and what they think when purchasing products; activities could be executed likewise. 
Post-purchase experience
It is seen that after purchasing a product or service, consumers set up expectations that are based on gathering experiences to widely inform the next decision journey. The organisational management of Ikea needs to personalise customer-based experiences by catering to the tailored products and services and distributing content to numerous customers at different points in their overall customer-based journey (Towers and Towers, 2021). Ikea must track customer-based retention and loyalty to ensure that customers stay firmly with Ikea while taking full advantage of their offerings. Ikea could also invest in several technologies, such as Big Data techs, to ensure customers are adequately heard and employees take care of customers by providing trained, wit, and wise assistance both in the digital platforms and offline modes. 
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Figure 4: Customer-based journey
(Source: www.smartinsights.com, 2023) 

[bookmark: _Toc144905219][bookmark: _Toc144905683]Usage of several communication channels to meet the requirements of present and future stakeholders
Ikea is an internationally famous furniture and home furnishing-based retailer set up in 1943. According to the report published in 2022, Ikea has roughly 882 million customers across the globe. To retain those customers, Ikea needs to prepare innovative strategic planning through several communication channels to meet the requirements of both present and future stakeholders.
Usage of social media
The Google-based report found that in 2023, 4.9 billion people across the globe use social media. The number of users could be 5.85 billion by 2027. Hence, Ikea could use social media more extensively to reach associate stakeholders such as Facebook, Instagram, and Twitter. Through these channels, Ikea could reach out to existing and potential customers, investors, suppliers, and the public more indirectly and directly (Desaiand Vidyapeeth, 2019).
Usage of email: 
The organisational management of Ikea could use several email addresses to keep the stakeholders informed and maintain up-to-date on the company's overall activities, initiatives, and new product distribution (Faruk et al., 2021). Through emails, the management of Ikea could also strongly solicit feedback from several stakeholders to gauge customer-based satisfaction while getting invaluable insights for the overall products-based development. 
Usage of websites and blogs:
The organisational management of Ikea could easily create and maintain an up-to-date website while making blogs to inform the stakeholders of company-based news and products. The communication channels would also enable several stakeholders to get answers to their overall queries or prepare the contact for general customer-based assistance (Liaqat,2022). 
If the organisational management of Ikea could use these three leading digital platforms, communicative strategies would be more robust and more influential among the stakeholders of Ikea. 
[bookmark: _Toc144905684]Conclusion
It can be concluded that Ikea produces specific innovative marketing strategies to enhance its business growth and retain customer loyalty. Effective business procedures help the organisation grow rapidly, improve customer satisfaction, and provide effective business operations. 7P's marketing policies have been used to increase business professionals' importance productivity and revenue. Innovative ideas, strong marketing management, and sales professionals help the business grab consumers' attention and loyalty. Strategic ideas optimise business growth and help the organisation to generate revenue at an exceeding rate. From the above study, Ikea's innovative marketing strategies will succeed if the organisational management follows the criteria discussed above. The corporate governance of Ikea must use a marketing mix to formulate customer-based experiences and maintain market segmentation properly. Different digital platforms, such as social media, could be implemented to reach customers with innovative marketing planning. The customer journey will play a very significant role in the case of spreading market-based strategies for attracting customers while providing benefits to the economic structure of Ikea. Ikea could fruitfully use several host events, for instance, conferences and meet-ups, to strongly engage with associated stakeholders. 
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