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[bookmark: _Toc33347398]Introduction
The current market situation is modifying quickly on a worldwide basis. It has been observed that the likings and the selections of the consumers have correspondingly been changing at the same time. Numerous corporations provide the same types of goods. For this purpose, organizations at the moment are quite concerned about creating their goods or services different from their opponents. So in the current corporate scenario, it is not adequate for corporations, just to create good or improved quality goods. They must also provide effective communication of the products or the services to the consumers to enhance customer loyalty and satisfaction.
Because the study is proposed to support in making a complete image of the dynamics of customer loyalty and will be concerning the IKEA customers to understand the customers’ views.

[bookmark: _Toc33347399]Company Overview
IKEA is among the topmost retailers of furniture in the world. The company has an exceptional combination of function as well as affordability that distinguishes it from other furniture companies. It operates in over 42 countries in the world. It has been observed that there are approximately 70000 employees who work for the company all around the world. IKEA is usually based in Sweden, built with the idea of offering a wide variety of furniture of high quality at a cheaper price. The company was started in the year 1940 by Ingvar Kampard (Tengblad, 2003).

[bookmark: _Toc33347400]Research Questions
Since this research needs to have very specific aims and objectives the following seem the most appropriate research questions to be addressed by the investigation:
· How do customers perceive stands, activities, and policies of IKEA on the subjects of Corporate Social Responsibility, customer care and quality of service?
· The reasons for persistence with IKEA of different types of customers (classified according to marital or family status, social class, sex, spending interests, and openhandedness).
· The effect of customer loyalty on salespeople’s morale and performance.
[bookmark: _Toc33347401]Aims & Objectives
This text is a proposal for the funding of research into the effects, causes, and natures of different forms and extents of customer loyalty. The research hopes to unearth in a decisive fashion and to a measurable extent the realities of the whole matter of customer loyalty that has picked up steam in recent high-level business management discourse. Customer loyalty is more a result of tactics and a performance indicator than a tactic itself or a tangible tool for managing business operations according to Nareeman and Hassan (2013).
[bookmark: _Toc33347402]Project Justification
[bookmark: _Toc374220448][bookmark: _Toc33347403]The relevance of the Research
This research will find out how consumers benefit the companies by sticking with them, concerning the diverse impetuses for keeping up and their concerns for the companies. However due to its scope, the study will utilize a model of IKEA as a furniture company, it is to be concentrated on several customer loyalty features in general. 

[bookmark: _Toc33347404]SWOT Analysis
The company i.e. IKEA is amid the topmost furniture companies in the world. The company SWOT analysis is carried out to focus on its strengths, weakness, opportunities, and threats to understand the areas which need more attention to satisfy its customers and to have a productive approach. 

[bookmark: _Toc33347405]Strengths
The brand name of the company can be regarded as its prime asset. It has been observed that people have the perception that the products offered by IKEA are always of good quality. This is one of the biggest strengths of the company. Furthermore, it has been analyzed that the company has the reputation of offering good quality products to the customers at a reasonable price. This would also be an added strength for the company when it would market its product i.e. coffee table (IKEA, n.d.).

[bookmark: _Toc33347406] Weaknesses
It has been observed that since the company i.e. IKEA is a globally functional organization, it would be tough for it to maintain the quality of the products all the time. It has also been recognized that the company at times fails to provide quality services to the customers. In certain countries where the product of IKEA is manufactured does not execute the legislation to control working which could affect the quality of the product and also the perception of the people towards the product of the company (IKEA, n.d.).

[bookmark: _Toc33347407]Opportunities
One of the biggest opportunities for IKEA products would the rapid global expansion of the company. As the company has efficient brand value, it would be a bit easier for the products to make its mark in the market. Furthermore, it has been noted that the products i.e. Coffee table are very much popular among people all around the world. It would deliver the company a good opportunity to establish its products. Moreover, the reputation of the corporation for offering products at an affordable price would also help the products to establish itself in the market. The company would also have to take advantage of the rapidly growing demand for greener products in the markets (IKEA, n.d.).  

[bookmark: _Toc33347408]Threats
[bookmark: _GoBack]The growing competitive market is among the biggest threat for both the company and the products. It has been noted that many companies in the market come up with similar kinds of products as offered by IKEA with the claim of being high quality along with a reasonable price. This would be a strong threat for the company as the market is perfectly competitive where the customers have a lot of options to select from. The increasing economic concerns also tend to decrease the purchase behavior of the customers which would also be a threat to the products (IKEA, n.d.). 
[bookmark: _Toc33347409]Business case
[bookmark: _Toc33347410]Benefits or outcomes for the organization
Specifically, the following information may be expected as the useful output coming out of this research:
· The general construct of customers’ loyalties with IKEA by way of impressions of CSR, quality standards and reliability, customer appreciation, and service and product support.
· The effects of these impressions of customers on the customers’ behaviors affecting their dealings with IKEA.
· A measure of the sustainability of IKEA and the extent of impacts of different forms of customer loyalties on the market sustainability of IKEA.
· The effect of different forms of customer identification with IKEA on employee morale and performance (quantitative indicators like variation and performance indicators as well).

[bookmark: _Toc33347411]Literature Review
The most relevant published work about this research proposal is a 2003 article by D. L. Duffy titled "Internal and external factors which affect customer loyalty”, who realized that the contributing factors of customer loyalty must at least be divided into two broad categories because of the drastic differences in the impact of each form. He called factors such as brand awareness and quality maintenance external in nature and factors like philanthropic activism and employees’ identification with the firm internal sources of customer loyalty.
[bookmark: _Toc374220450]
[bookmark: _Toc33347412]The sources of customer loyalty
Because the importance of the ethicality of a corporation's activities has been recently recognized on a mass scale as crucial to the sustainability of the corporation, there is an abundance of research covering all aspects of the relation of Corporate Social Responsibility to customer and stakeholder trust. Similarly, the quality of service and product has been linked to the establishment of a loyal customer base by many kinds of research (Asatryan, 2013; Martínez and Rodríguez, 2013; Choi and La, 2013) ever since the early prominent writings on the subject of market sustainability around the start of the past decade. However, there has been a minimal focus of scholars on the study of the generosity of return, replace and free repair policies of companies and the impacts of these policies on the customer bases of those companies.

One understandable reason for the lack of research on the topic could be that traditionally there have been no large scale producers that would have any considerable dealing in the return and replacement of their product as that would be severely detrimental to the reputation of the companies, though there have been smaller store operators that have had to institute policies of that sort to keep their businesses up (You, 2009). However, since the advent of humungous global retail brands like eBay and Amazon.com that deal in the provision of third party products, these policies have become a crucial part of the retail store business. It was estimated that in the year 2009, Amazon.com incurred costs of over 162 million dollars purely through its return policy.

Hence it is astonishing that the question of why these companies adhere so strongly to these policies has not been notably investigated by researchers yet. Similarly, there has been little research linking the effectiveness of after-sales services of companies to the strength of the customer base. There is only one published work (Monga and Chaudhary, 2012) on the topic and it refers to the automotive industry as the model for study. Apart from that, there has been one prominent research study (Koskela, 2002) on the issue and it investigates the provider's tale of the pursuit of customer satisfaction and loyalty through sound after-sales support.
[bookmark: _Toc374220451]
[bookmark: _Toc33347413]IKEA and customer loyalty
This research uses the furniture manufacturer IKEA as the model to investigate for the study. Thankfully, useful research material is abundant on the issue of customer loyalty relating to the very company IKEA (Wei, 2010; Liao, 2011), though understandably no research has gone into detail about any of the factors affecting the loyalty of IKEA customers. Still, there is, for instance, a scholarly attempt at understanding how IKEA's various social and environmental policies have been shaped for delivering on the business front and what their impact has been on the company. Similarly, there was an investigative study by Maon and Swaen (2006) that listed the prominent CSR commitments of the company from the past and detailed the impact of each initiative on the fate of the enterprise.
[bookmark: _Toc374220457]
[bookmark: _Toc33347414]Issues in Completion and Success of the Project
The company IKEA was selected for the research because it fitted several requirements for determination of the target company: Large scale and scope of the organization, easy access to work structure and company data, high degree of relevance with CSR (IKEA contributes one percent to the total wood consumption globally), importance of after-sales service, place of customer appreciation in business model, and considerable effect of maintenance of standards of quality on company's fortunes. Still, there are some aspects of the company that will possibly hinder the conducting of the proposed research. One of these is the busy schedules of salespersons. IKEA pays its contingent marketers on an hourly basis and hence soliciting time for volunteering for the interview from this group of salespeople will be hard. Similarly, according to the major schools of thought, the client-worker relationship is strictly professional and the customer and seller compete with each other to cut the better deal for themselves. Hence having someone speak of their affection with their competitor can be unnerving for the speaker and care is to be taken in not giving an impression of belittling the wisdom of the subjects of the research in this task.
[bookmark: _Toc374220454][bookmark: _Toc33347415]Methodology of Research
The research will have elements of both qualitative and quantitative styles of research; this will be evident during the analysis phase however the data collection and processing techniques are tilted towards a qualitative style of researching. As indicated by the title of the research, the target population for the research consists of the relatively loyal IKEA customers. An additional study that is not part of the basic hypothesis of the research will be conducted with IKEA salespeople as the target lot to gain deep insight into the impacts of different forms and levels of customer loyalty. The main sample from the target population will be selected based on strict criteria determining whether a customer qualifies as a 'loyal' customer. Hence the sampling will not be probability-based and a disproportionate, small group of subjects will be selected. The exact criteria for the determination of a relatively loyal customer have not been finalized however it will include conditions like proof of the considerable amount of purchasing from IKEA and some method of proving the subject's preference of IKEA for furnishing their residential properties etc. Once a sample has been selected a primary method of data collection will be employed to collect the data in the form of questionnaires from the subjects of the research. The study as a whole is tilted towards the qualitative style of research because the research is not an activity to determine the variation of frequency of a factor over a population but rather an investigation of the different facets of a specific phenomenon regardless of the identity, size, location or any other property of the sample of subjects as long as they fit into a clearly defined criteria. The sample size and personnel for administering the questionnaires will depend upon the availability of time and monetary resources
[bookmark: _Toc33347416][bookmark: _Toc374220456]Project plan
[bookmark: _Toc33347417]Timescale
A basic, tentative breakdown of the timeline of activities in the research is given below:
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[bookmark: _Toc33347418]Gantt chart
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Appendix A
Questionnaire for the subjects (IKEA customers) of the main study
	Question
	Answer

	Which quality out of CSR, quality/reliability, customer care, and product support contributes the most to your appreciation of IKEA or its products?
	

	Why do you rate the quality you selected so highly?
	

	How is IKEA different in possessing the said quality from other furniture companies?
	

	If you do, how do you repay the company for the benefits it offers you apart from paying for its services and how do you intend to do it or not do it in the future?
	

















[bookmark: _Toc374220460][bookmark: _Toc33347421]Appendix B
Questionnaire for IKEA salespersons
	Question
	Answer

	Why, in your view, does IKEA enjoy the levels of customer loyalty that it does?
	

	What type of compliment for IKEA from the customer do you relish the most?
	

	How high numerically would you rank people’s love for your brand as a morale booster for you?
	

	What percentage would you allot to the contribution of public identification of your brand to your desire of working for IKEA?
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