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[bookmark: _Toc2954]Executive Summary
[bookmark: _GoBack]New media is becoming more and more crucial to marketing as Internet technology advances. By analyzing the current state of KOL and short video marketing in China and combining it with the company's current marketing issues, this report suggests that IKEA (CHINA) should diversify its marketing strategies, combine online and offline modes, and tell brand stories to aid in the brand's growth. 
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Till December 2021, the number of short video users in China has reached 934 million, accounting for 90.5% of Internet users (CNNIC, 2022). Short video new media is also imperceptibly changing the current media environment and business environment with its huge high-quality traffic. Short video marketing is showing a booming trend in the social media environment. All kinds of mobile social short video platforms have also built a platform for differentiated communication for enterprises and brands, and become one of the main battlefields of current enterprise and brand marketing. According to the survey data of Ai Media, in just five years, the market size of short video marketing has grown from 200 million yuan in 2015 to 140.83 billion yuan in 2020, maintaining a high growth trend (CNNIC, 2022). At the same time, many new marketing models have emerged on the short video platform, such as KOL marketing (Key Opinion Leader), relationship marketing, content marketing, etc. These new marketing models have brought shining opportunities for many domestic time-honored brands and domestic emerging brands. In addition, the purpose of consumption is gradually shifting from consumption of objects to consumption of symbolic meanings, which also brings about the climax of "Home Furnishing economy". In the past, Chinese Home Furnishing brands were labeled as poor quality and low-grade, making them unknown all the time, while imported Home Furnishing brands took the lead. In recent years, the trust and support of young people to domestic brands are rising. At the same time, with the help of social media marketing, especially short video marketing, domestic Home Furnishing brands have rapidly increased their market share, accounting for more than 50%, and their user awareness and goodwill have increased (Bai et al, 2019). Domestic Home Furnishing brands took the lead in discovering the key points of communication with users in social media platforms, especially short video social media platforms, and successfully opened their popularity with the help of short video marketing, laying the foundation for further expanding brand influence.
In recent years, many new models have emerged for IKEA(CHINA)'s brand communication in the short video field. For example, under the product marketing mode led by KOL, IKEA(China) choose KOL at all levels to promote or evaluate products; Community marketing mode triggered by topic. The brand side issues topic discussion via short videos to form a brand topic community; Short video becomes the live broadcast entrance, through which users can enter the brand or KOL's live broadcast room for purchase and interaction; Online and offline linkage marketing, brands use short videos to forecast offline activities; Fan migration marketing mode, the brand invites the popular idol as the spokesman in the short video advertisement, and the brand cooperates with the brand. wait. IKEA(CHINA)'s brand communication practice actually reflects the importance of interaction, interaction and connectivity in the relationship between brands and consumers, and also brings new ideas to the research of domestic Home Furnishing brand communication. This paper analyzes IKEA(CHINA)'s marketing strategy, including background analysis, marketing channels, difficulties and challenges facing the current impact strategy, and further development suggestions.
[bookmark: _Toc24301]Analysis
[bookmark: _Toc6359]IKEA(CHINA)'s marketing strategy analysis: short video marketing
IKEA(CHINA) rapidly expanded its popularity with the help of social media marketing. IKEA(CHINA) is positioned as a cost-effective Home Furnishing brand for young couples or one-person households of the new generation (Bing, 2018). It takes "Create a better life for ordinary people" as its own brand concept, advocates that young people get rid of the labels given by the outside world, constantly pursue their own meaning, constantly explore the diversity of life, and become better themselves. IKEA(CHINA) brand has formed a large scale since its inception. With its flexible marketing methods and excellent product quality, it has formed a good reputation and popularity among the new generation of young couples or one-person households.
Although the current domestic Home Furnishing products have great price advantages, they have large defects in product quality and product packaging design, which do not meet the demands of young couples or one-person households on cosmetics. However, the price of foreign Home Furnishing brands is generally high, so domestic Home Furnishing consumers are in a dilemma. In the current competition of Home Furnishing brands at home and abroad, IKEA(CHINA) has accurately grasped the pain points of consumers and positioned its products at high quality, high Home Furnishing value and low price based on the product design principle of high cost performance and high Home Furnishing value. In terms of quality control, IKEA(CHINA) chooses to cooperate with the world's leading material suppliers (Bolton et al, 2019). 
[bookmark: _Toc1063]Target consumer positioning
IKEA(CHINA) also has a keen consumer insight into this. When the brand was founded, it targeted the target consumer group at the new generation of young couples or one-person households aged 18-28. Young people of this age group have different pursuits for brands. They emphasize the value that the brand brings to them, pursue individuality and uniqueness. At the same time, their pursuit of "Home Furnishing value" makes them not only consider the quality of products, but also pay attention to the appearance of products when choosing Home Furnishing products. "Laziness" is also a major feature of this group, so they will choose household products that are easier to learn and use. In view of the characteristics of this group, IKEA(CHINA), based on their demand for Home Furnishing products, designed and developed Home Furnishing products that are more in line with the material, spiritual and value of this group.
At present, the short videos sent by KOL mainly have the following content presentation modes. The first is short video of product recommendation. KOL will introduce IKEA(CHINA)'s products in the short video intermediary through direct decoration use and recommend them to fans. This kind of short video has a strong sense of advertising boundaries, so it has a large fan base. Star KOL or Home Furnishing KOL that has won more fans' trust will use this mode to construct short video content. The second is short video of product evaluation. The difference between such videos and recommended videos is that KOL usually evaluates the advantages and disadvantages of brands or products from a more objective and neutral perspective (Bronner and Hong, 2010). Most videos do not contain product links, which reflects KOL's sense of fairness and reduces the sense of boundaries of advertising. Due to the strong professionalism of the evaluation short videos, this kind of video content mode is mainly adopted by home furnishing KOL.
[bookmark: _Toc8001]Topic marketing
Topic marketing is more suitable for various current social media platforms. Its advantage is that the brand can use a public pain point to quickly open the flow channel and ignite hot spots. At present, not only microblog, but also short video social media platform also sets up topic discussion area to meet the demand of short video brand communication for topic marketing.
[bookmark: _Toc32320]Joint marketing strategy
As a carrier of brand communication, short video has the advantages of rich content and complete audio-visual expression. When brands implement cross-border joint marketing, the short video communication form can better play the role of brand communication. IKEA(CHINA) has a very rich application in cross-border joint marketing. At the same time, with the help of short videos, it has achieved good communication effects on social media platforms.

[bookmark: _Toc14855]Deficiencies and challenges
The biggest challenge facing IKEA is that the product design has not formed a sense of series. Due to the new mode of IKEA(CHINA), the development time of new products has been shortened to about 6 months. On the one hand, IKEA(CHINA) has been closely linked to the hot topics and Home Furnishing trends in the fashion industry, and has been able to successfully seize the consumer's first choice to pursue the trend every time (Liao, 2020). On the other hand, due to rapid R&D and production, the time for repeated polishing and testing of products has been reduced, inevitably reducing the quality of products, resulting in insufficient product power, which has been criticized by external public opinion, thus also playing a reverse role in consumer purchase decisions. From the above regression analysis, it can be seen that IKEA(CHINA)'s product appearance is not strongly related to consumers' purchase decisions. However, due to IKEA(CHINA)'s excessive pursuit of trends, it has not formed a sense of series in product appearance design. Each new product is just to cater to the current aesthetic of consumption, resulting in no positive effect on consumers' purchase and the formation of brand symbols.
The target group of IKEA(CHINA) are young couples or one-person households of the new generation, who compete with international famous brands by low price strategy. Moreover, IKEA(CHINA) relies excessively on KOL promotion (Litvin et al, 2018). IKEA(CHINA)'s online brand promotion is limited to such traffic purchasing promotion as talent cooperation, information flow promotion, live broadcast, etc., which will lead to overly accurate delineation of interested groups, and will not allow the corresponding brand or product information to be transmitted to new groups. It is difficult to break the traffic circle. Instead, it can only continue to carry out "brainwashing" promotion among the original consumer groups, causing the marketing problem that the traffic cost continues to rise and the conversion rate decreases. In addition, the brand value of IKEA(CHINA) also needs to be further improved. At the beginning, IKEA(CHINA) entered the consumers' vision as a big brand "flat replacement". For a long time, consumers will imperceptibly believe that IKEA(CHINA) is an affordable and low-grade brand. When consumers use IKEA(CHINA), they will not have a sense of brand pride and show off consumption.

[bookmark: _Toc32599]Countermeasures and suggestions
IKEA(CHINA) should spread brand information such as products more quickly and efficiently through more information communication channels, content and methods.
[bookmark: _Toc31916]Enrich online marketing channels and methods
For the consumer groups aged 19-24 and 25-30 years old in the core target market of IKEA(CHINA), the marketing advertisements launched by IKEA(CHINA) in Little Red Book, Weibo, WeChat and TikTok have basically reached many times. The brand needs to expand more cognitive and interested groups, so it is necessary to develop new marketing channels. Among them, Station B is one of the interest oriented social platforms with a high concentration of "Generation Z". According to the data announced by Station B, one in five young people is a deep user of Station B. In the marketing conference of Station B in 2021, the platform also launched a series of commercialization plans, which will be implemented step by step in 2022. This will provide a link of "marketing grass planting - promotion harvesting" for the brand side. At the same time, the relevant data of the platform can also provide guidance for the brand's subsequent marketing strategies, such as crowd labels and consumption preferences of young consumers. IKEA(CHINA) can also implant and title variety shows or short TV dramas on some video websites, bring the product into the use scene through frequent brand exposure and star use promotion, enhance the influence of consumers on IKEA(CHINA), and improve the brand voice. 
[bookmark: _Toc14160]link integration of online and offline brand communication
IKEA(CHINA) also needs full link integration of online and offline brand communication. The advantage of online brand communication lies in the low cost of reaching consumers for information transmission and the fact that users' data can be returned for analysis and utilization; The advantage of offline brand communication lies in the ability to establish a brand image and expand the cognitive population. If you want to have both, you need to conduct full link integrated marketing through data connection and backflow to form "viral" communication online and offline. For IKEA(CHINA), online marketing is relatively mature, and the lack of offline communication needs to be supplemented. The media ads of elevators and large screen ads of cinemas are just the communication methods that fit the target market. The placement of elevator media ads can be accurate to different levels of cities, communities with different average prices, and different time periods. In addition, large screen advertising in cinemas is also an important channel to improve the brand height. Because watching movies has gradually become one of the important ways for young people to enjoy their lives (Oliver, 2018). In order to avoid missing movie titles, most audiences will take seats in advance and mute their mobile phones to wait for the movie to play. In this time when there is no interference from other information, a high-quality advertising blockbuster must attract the attention of all the audience before the film is broadcast, and the brand will realize the complete transmission of information by watching the complete advertisement.
[bookmark: _Toc24616]pay more attention to the connotation of the brand
IKEA(CHINA)'s marketing strategy also needs to pay more attention to the connotation of the brand, and help stabilize the connection between the brand and users through brand humanity. The cross-border co branding marketing strategy adopted by IKEA(CHINA) reflects the brand intelligence of IKEA(CHINA) by presenting co branded products through co branded object selection and short video creativity. Most users think that IKEA(CHINA)'s marketing short videos are innovative, but the average score is lower than the short videos' visual quality, and the short videos' creative expression only affects the cognitive effect (Mattila, 2021). This shows that the short video marketing strategy adopted by IKEA(CHINA) is more formalized when using short video as a form of communication to express brand intelligence (Young, 2021). Users receive more innovative expressions of the brand from the senses, so it can only produce effects at the cognitive level of users; Four short video marketing strategies adopted by IKEA(CHINA) can reflect brand values, among which topic marketing strategy and cross-border joint marketing strategy can more directly express brand values. According to the effect research, most users believe that IKEA(CHINA)'s short video marketing has the effect of transmitting emotions and values, which proves that IKEA(CHINA)'s short video marketing strategy is effective in displaying brand values and arousing users' resonance; The topic marketing strategy adopted by IKEA(CHINA) can reflect the brand communication ability. The effect study shows that most users believe that IKEA(CHINA)'s short marketing videos are interactive, which proves that IKEA(CHINA) can demonstrate good brand communication ability through short video marketing strategies. From the perspective of communication effect, IKEA(CHINA) brand has a good performance in terms of cognition, attitude and effect, which is also related to the brand humanity created by IKEA(CHINA) (Ning et al, 2021). After the transformation of user path, how to stabilize the interconnection with users requires brand humanity to play a role. The relationship between a humanized brand and users is more flesh and blood, more vivid, and allows users to be willing to maintain long-term connectivity with it.
IKEA(CHINA)'s marketing needs to further grasp the core needs of users' needs. From the short video marketing strategy adopted by IKEA(CHINA), the application and embodiment of emotional factors such as emotion and values in the strategy and the resulting communication effect are obvious (Zhang et al, 2021). In the IKEA(CHINA) short video marketing strategy, the brand tries to explore the emotional needs and value expression of the target consumer group young couples or one-person households. For domestic Home Furnishing brands, if they want to gain a place in the Home Furnishing industry with fierce competition, they should not only pursue the brand voice obtained through social media, but also dig deeply into the emotional "pain points" of target consumers, and effectively convey this emotion in the form of short video brand broadcasting, so as to arouse the emotional resonance of target consumers; In terms of value output, the brand should achieve dual harmony in content and expression. The brand should have universal values, and use an equal and implicit way to explain to the target users, so as to promote users to form deeper emotional ties with the brand. In terms of strategy selection and implementation, if KOL marketing is used, KOL that is consistent with the brand's tonality should be selected, which can better meet the brand's expectations in terms of emotional transmission; If we use topic marketing, we need to find the deep relationship with the target users from the hot topics, and internalize this emotion in the short videos of brand communication.
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