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“The IKEA Group (shortly, IKEA) is a global retailer of Scandinavian-inspired flat-pack furniture and accessories.”
With its worldwide presence, IKEA is an iconic brand. It is almost a synonym to furniture and home furnishing industry.
Its vision is “To create a better everyday life for the many people”.
One example of its popular advertising campaign was “Home is the most important place in the world”. 
Everyone knows those brands which have clear identity. And IKEA is one of these. This is mainly due to its clear message of ease, value and maximizing the space in houses or offices. 
A wide range of furniture and furnishing including sofas, armchairs, sofa beds, rattan furniture, bookcases, cabinets, sideboards, shelving units, wall shelves and coffee tables for living rooms, beds, mattresses, comforters, pillows, linens, curtains and wardrobes, built-in kitchens, freestanding kitchens, kitchen accessories and appliances, nursing and changing tables, storage solutions and play accessories, among others are offered by Ikea through its about four hundred shops as well as the on-line shops. Its portfolio includes more than 9500 products which are affordable. And on top of this, they are artistically designed and eco-friendly which make the customer more interested in buying them. Supplementary, to be mentioned that all IKEA stores can offer a nice selection of local dishes in its restaurants which are placed in each of its stores.
As one of the most well-known furniture retailers, the famous business of IKEA has a vertical integration. Moreover, IKEA has partnered with more than 1000 suppliers (such as designers, material suppliers or product developers) from more than 50 countries all over the world in order to make their products available to the consumer. 
In present, more than 200,000 employees work for this company.
A couple of years ago the IKEA’s goal was: “drive awareness and engagement to influence consumer behaviour, reinforcing Ikea’s values for sustainable living and humanitarian causes”.
In the same year the quarterly objectives were set as: “generate 2M leads from social channels”, “increase user-generated content by 15% through contests and crowdsourcing”, “drive new-customer acquisition by 10% through referrals and social campaigns” respectively “extend customer lifetime value to 7 years”.
Talking about Ikea Customer Priorities, these are defined as follows: low prices, ease of shopping, same day take home, helpful and friendly employees and childcare.
In the recent decade, IKEA consistently announced revenue and profit growth. Which can be the key for this success? On one hand, increasing product range could significantly contribute to this. On other hand, extending in other towns, countries or even continents. 
This case study has focused on IKEA’s strategies implemented to ensure in the same time the customer satisfaction, expansion in terms of geographical areas and products as well as continuous high performance leading to profitability.
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Currently the top UK brand health rankings are: John Lewis, IKEA and M&S. Using the calculation considering “the average of impressions, value, quality, reputation, satisfaction and recommend scores”, the Swedish furniture retailer Ikea came in second place and Marks & Spencer in third. Having a high reputation and heritage, John Lewis scored the first. But, still, even IKEA made less score for reputation it gained in “value for money” criteria.
Strategies for new product development as well as extreme cost leadership business strategy are followed by IKEA so accomplish its vision. 
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Strengths
IKEA's greatest strength is its clear vision of adding value to its consumers regardless of market conditions. This has developed into an insightful and well-defined business strategy and a retail approach that is innovative in its simplicity and lethal in its rival targeting and in its positioning effectively.
One key strength of the organisation is its simple vision, which turns into a range of products that consumers themselves can manufacture, leading to amusing cost reductions that are then passed on to customers. IKEA has emerged as the world's leading furniture supplier with a single-minded focus on cost leadership.
IKEA tests its capabilities by using Key Performance Indicators that include expanded use of recycled materials, better use of raw materials, developing and sustaining long-term customer relationships, and maximising efficiencies and synergies from economies of scale.

Weaknesses
Since IKEA works in many countries around the world, it is a high-scale and large-scale business that makes it hard to control quality across territories. While the company is trying its hardest to enforce consistent consistency across its product range and across its sites, a major limitation is replicable and scalable quality control.
With its obsessive focus on cost leadership, efficiency often goes for a flip, especially in the present context where the prices of many products and raw materials have risen and have impacted the company's productivity. The point to note here is that in the context of rising costs and the need to reproduce standards across its locations worldwide, it is sometimes hard to maintain quality.
The company faces difficulties in integrating and articulating its environmental policies to its clients, creditors, and other stakeholders.

Opportunities
The firm has a huge opportunity to wait with its "green" business model in terms of attracting consumers who like to purchase these items. The increase of the ethical consumer or the sale process known as "ethical chic," meaning that customers would ideally like to buy environmentally friendly products, is an opportunity to wait for the company to be taped.
Maybe the company's biggest opportunity is its cost leadership, implying a one-sided emphasis on cost at the expense of all else. While this has raised concerns over pricing, consumers don't seem to care as they get the worth of their money and adding value to customers is another major opportunity.
The other potential is in the growth of the business into new and developing markets where it has an untapped customer base that can be leveraged for improved productivity. IKEA is already drawing up plans to enter markets such as China and India with a strong cost leadership approach that it believes will offer the company benefits.

Threats
IKEA's low-cost business plan has been imitated and replicated by its competitors, which means that if the firm is to stay ahead of the competition, it must continually evolve. Many regional and local firms, for example, have caught up with the DIY movement and are also focused on savings, which means IKEA must come up with newer approaches to remain nimble and agile.
With the internet, social media and online shopping, DIY as a key driver of competitive growth is no longer IKEA's only Unique Selling Proposition, and with the abundance of online retailers who can provide much lower costs because they don't have a physical presence, they're biting at IKEA's feet.
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A quick 5 Forces analysis is presented below.
Buyer Power: the age group of 20-50 years, working-class people searching for furniture (value for money variants as well as stylish and modern solutions) these are the customers of the company. In case of loosing one individual customer, IKEA is not affected at considerable level. However, as furniture is bought for long-term use, a customer can shop around to find its preferable balance between price and quality. Consequently, buyer power can be appreciated having a moderate force. 
Supplier Power: IKEA has a vertical integration, including forestry and wooden board manufacture, so the supplier power could be considered as rather weak.
New Entrants: there is chance and space for the new entrants to penetrate the market, for example using the department stores or supermarkets to promote and sell their products. Even the barriers are not high, the domination of the market belongs to IKEA which shares it with some big competitors such as Argos. For these reasons, the New Entrants could be assessed as having a moderate value. 
Threat of Substitutes: a home-made item (for instance a desk or a table) could be a substitution for an IKEA product. As well, there are retailers or even consumers by themselves which sell second-hand furniture. Thus, the Threat of Substitutes is valued as moderate influence.
Competitors: in UK, the main competitors of the company are big retailers like Argos, B&Q. nevertheless, online IKEA has noticeable rivalry.
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Generally, the three tools: segmentation, positioning and targeting are used to align the company products with the right customers.
Below there is a very short description of the SPT for our case study, IKEA.
Segmentation: home furnishing and decor, alternative energy and organic food.
Positioning: innovation, life improvement, independence, well-being and happiness, smart solutions, high style-great value.
Targeting: 40% families, 30% students, 20% singles and 10% businesses.
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According to BBC (2018), “seeing how changing customers habits and online shopping is making IKEA think about new technology such as augmented reality”. 
Augmented Reality
IKEA is actively following the latest developments in technology. One of them being Augmented Reality (AR) “which is a technology that superimposes on a user's view of the real world a computer-generated image and thus provides a composite view”. Launched in 2017, this development and IKEA Place app offers the retailer with a hybrid vision. From the customer's point of view, just seeing the inventory is really good for a buyer and couldn't picture how the furniture feels and suits in their houses. Users can even use the IKEA Place app to place their Christmas tree.
Virtual Reality
Virtual Reality (VR) technology that is already being used to develop video and gaming content. The immersive interactive encounters of IKEA carry clients on an exciting trip. Customers who have access to the VR system and before purchasing it explore the kitchen and even cook! Such virtual experiences attract so much attention and create so much buzz around the brand. IKEA uses VR technologies to achieve consumer awareness and satisfaction.
Keeping it fresh and new
IKEA's website is always updated with fresh content such as new offers and selection items. The brand attracts prospective consumers ' imagination and provides a new opportunity for current customers to test new products and prospects. IKEA constantly keeps the interest of people alive with activities, sales, and community outreach programme and also make social media customers talk about new products.
Content marketing
Content marketing plays an important role in IKEA's approach for digital marketing. Nowadays, catalogues are not enough to spend in content marketing, even for the world's largest seller of furniture. IKEA is a master of online content craftsmanship that people want to watch. Their videos and inspiring boards on Pinterest's are good examples of their effective marketing of content.
Get to know your audience
Interacting on social media platforms with clients today is a great way to understand what's in their minds ,but that is not enough as shopping habits are rapidly changing. IKEA gets its customers insight and runs successful digital campaigns. They also shift their marketing strategy and product innovations around these insights to enhance homeowners ' everyday lives.
Innovative banner usage
Normally, companies submit to a single banner box a maximum of five items, but the revolutionary website banner design of IKEA meets this category cap. On their 300x 251 pixel board, they have more than 2,800 products. It gives a message to buyers that IKEA still has a creative solution with its piece of furniture, even if they have small living spaces.
Easy payment methods
Customers generally prefer convenient and simple methods of accessing payment for their online purchases today. In addition to credit and debit card, IKEA accepts PayPal in order to create a better online shopping experience. Due to the IKEA consumers ' interactive e-commerce shop, they have the potential to see the new products and incorporate both technologies.
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Unlike other analyses, the customer journey is not linear. The map visualizes the series of the steps that a customer needs to take in order to interact with a product considered them in direct relation to things like their thoughts, emotions, goals, and motives. Deeper diggings are done into the intricacies of the buyers’ behaviour, considering aspects such as the context, emotions or goals and other features of their behaviours and surroundings.
The customer experience in Ikea stores starts with a need to purchase a piece of furniture (either it is because of a replacement of an old one or due to moving in a new home). 
As stated anteriorly, 30% of IKEA buyers are students. Therefore, for a buyer persona a student is one of the choices for mapping his buying experience.
Richard is a Londoner student, 21 years old, living by himself in a rented small studio flat. He has interest in music and his main value is freedom. His income is from a part-time job and he gets some pocket money as support from his parents. As he moved in recently, his needs are related to decorate his space. His concern is mainly for money as he has no savings yet and his credit card is on moderate debt. His challenge is thus to prevent overspending. Barriers for buying are the dimensions of the furniture and the price. 
The above chosen customer is a well-informed one. A lot of research may have been done, even asking the friends and the family for advice. 
The customer is excited to pay a visit to the closest IKEA store. The feelings and thoughts are for the new acquisition but also the memory of delicious meatballs and lingonberry juice makes the customer planning his trip to IKEA as soon as possible. The friendly priced food makes IKEA well-known, most customers love the store, as well as the customer found in the above-mentioned situation.
Once entering the store, one of the store staff greets the customer and handles a signature blue shopping bag. Then the journey of the customer starts (please see in the appendix a layout of an IKEA store, with the details of the showrooms and the flow of the circuit).
Passing through multiple showrooms, without buying anything yet, the customer has in fact the opportunity to face a physical catalogue of furniture. 
Making most probably a stop-over at the café shop (to enjoy the very tasty meatballs and the lingonberry jam), getting attracted to the endless buckets of “on sale” products, finally the customer reaches the warehouse section. From there, the piece of furniture can be picked up. In comparison with the initial thought of buying one stuff, it is possible that the customer to notice that on top of this, the blue bag full of thongs and the corresponding final bill includes more than planned: maybe a quick lunch, maybe a discounted product, maybe more pieces which were not taken in consideration at all when the decision to come to IKEA for the piece of furniture needed was taken. 

Any customer can be in the above described situation as all IKEA stores are intentionally laid out in a way to give the customer the chance to see the store in its entirety before leaving the building. In this way, the customer is exposed to see more goods and subsequently, to be tempted to purchase more. It is made a similarity of this journey of the customer in an IKEA store with a child walking in a candy store. With its meandering store layout, even in the nowadays world of trying to have everything simplified, IKEA gets success and paradoxically, the customers declare their frustration about the amount of time and money spent in an IKEA store in a lovely manner. 
Recapitulating, the steps followed by the customers: seeing a big billboard advertising furniture at IKEA, realizing the need of a new piece of furniture, choosing to pay a visit to the closest IKEA store, walk into the store and picks ups the shopping bag, passing through all the showrooms, enjoying a delicious meal, choosing the needed item, selecting some on sale things, pay the bill, leave the store and use the new piece of furniture every day.
All these steps are in fact called touchpoints, that means every and each interaction between the customer and whatever is related to IKEA’s brand. 
The table below summarize the stages and the content of a customer journey to an IKEA on-line shop:
	Stage
	

	Actions
	The need to buy a new piece of furniture
	Browsing the landing page
	On-line
	Carry out post-purchase procedures
	Rating
Vouchers


	Touch points
	Tv ads
Word of mouth
Email 
Online ads
Catalogue
Banners
Discount code

	Landing page
Forms
Category page
Product page


	Shopping cart 
Registration 
Order confirmation
Shipping details
Deliveries note
Product

	e-shop
FAQs
Terms & conditions


	Newsletter
e-shop
Landing page
Forms



	Emotions

	Happy, inspired
	Arousal
Uncertainty, is the product available and how long it takes for the delivery
	Sad, the process took long, and the price did not include the transportation
	Anxious about assembly of the product
Satisfied for the acquisition
	Curious
Content





And the below table refers to the customer journey in an IKEA store:
	Stage
	

	Actions
	The need to buy a new piece of furniture
	Plan a visit to an IKEA store
	Store
	Carry out post-purchase procedures
	Rating
Vouchers


	Touch points
	Tv ads
Word of mouth
Email 
Online ads
Catalogue
Banners
Discount code

	Showrooms



	Write down the reference number
Go to stock
Pick product
Put on the cart
Checkout

	FAQs
Terms & conditions


	Newsletter
e-shop
Landing page
Forms



	Emotions

	Happy, inspired
	Arousal
Uncertainty, is the product available 
	Handy, paper and pencils offered
Anxiety: the package is bigger than expected, heavy, it takes space
	Anxious about assembly of the product
Satisfied about the product
	Curious
Content
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In a critically way, the success of a company depends on its capacity to carry on with understanding and empathizing with its customers.  
In order to lay out a customer’s overall experience, the customer journey map is very helpful.
By mapping a customer journey, the company has the opportunity to visualize the customer experience and the way the customers interact with the business. It is said that “positive experiences yield positive results and growth. Negative experiences often yield negative returns”. Thus, the customer journey map contains the life cycle stages and all the touchpoints which logically the customers flow through. And to this, there is added the customer experience.
In most of the cases, customers love IKEA brand, so they want to have a seamless experience.
The pathway of an IKEA customer, either in a store or in the landing page may still have places with negative feelings such as those mentioned in the previous chapter. 
By designing the customer journey map to IKEA company, the goal to remove the obstacles a customer can get in its way as well as making the process more intuitive is achievable. The IKEA’s customer journey map shows the common customer pain points and the gaps between what the customer expect to get as experience and what getting in reality.
Improvement actions for the touchpoints where customers experience difficulties are to be taken by Ikea and consequently the overall customer experience is enhanced. 
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IKEA demonstrates a special care for customers offering them an easy to navigate website for on-line shoppers and unique helpful store environment with staff ready and willing to reply to any questions or concerns that customers may have.
Still, based on the analysis, it has been found that there are some negative emotions in the customer journey map. 
It is important therefore for the company to identify the improvements needed to transform the negative experience of a customer.
For instance, the update in real time of the information about the availability of a product in store. The customer may find out from the on-line page of IKEA that the thing considered to be purchased is available in the closest store but once going there the product is missing and this is a frustrating experience.
Also, for the customers purchasing in store it will be helpful if there are provided details for bigger packs and in which types of vehicles the package will fit for loading and transportation. In this way, the worries of the customers when seeing the real dimension of the package will vanish.
As well, considering the loading in the own car, the customer can change his emotion of deep concern into positive feeling if a method of how to pile up the packs in the most efficient way is provided. And related to this, also the customer can get a secure and confident feeling if there is firstly advised with ideas how to load the shopping cart in the best way so the actions of loading the things in the car to be in the right order.
The anxiety that an IKEA customer can get when reaching home and starting to assemble the stuff could be diminished if an e-guide and tutorial is received on the personal email. 
For an online IKEA shopper, the experience can get a frustrating and negative side as there are needed several clicks to find the product and its price which is going to go up when it is for check-out (the cost of transportation not being mentioned from the beginning – which makes a big difference to Amazon similar products, giving to this main on-line competitor of IKEA a very big advantage).
All in all, even accepting that there is room for improvements which should be taken in consideration when creating IKEA’s strategies, an IKEA customer journey map mostly shows nice feelings and positive emotions when in contact with most of the touchpoints.
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Marketing management is “the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services in order to create, exchange and satisfy individual and organisational objectives.” (Groenroos, 1989)

SWOT Analysis is “a strategic planning technique used to help a person or organisation identify strengths, weaknesses, opportunities, and threats related to business competition or project planning”.

5 Forces Analysis called also Porter’s Five Forces is “a model that identifies ana analyses five competitive forces that shape every industry and helps determine an industry’s weaknesses and strengths”. Porter’s Five Forces is “a business analysis model that helps to explain why various industries are able to sustain different levels of profitability”.

Marketing mix is defined as “a combination of factors that can be controlled by a company to influence consumers to purchase its products”. Marketing mix strategy is “created using the 7P: product, place, price, promotion, physical evidence, people, process”.

A customer journey map is “a visualization of the series of steps a customer must take to interact with a product in relation to things like their thoughts, emotions, goals, and motives.”

Touchpoints: “These are contact moments a customer has with the company; this can be through the website, a phone call, a conversation etc.”

Points of pain: “These are interactions which a customer associates with a negative experience; for example, a waiting time that was too long or the phone not being answered.”
	
Points of delight: “These are interactions which a customer associates with a positive experience; for example, a complaint which was handled well or unsolicited advice that was helpful.”
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IKEA’s shop layout:
[image: Physical customer journey mapping of IKEA's customers. ]
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