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Abstract
Aim: The purpose of this paper was to examine how an omnichannel marketing strategy helps improve customer experience by conducting a secondary analysis of IKEA. The study explored the notion of the omnichannel marketing concept and significance in modern retailing, reviewed the omnichannel activities demonstrated by IKEA in both digital and physical platforms, assessed their role in customer experiences and satisfaction and determined both the advantages and challenges.
Methodology: The research design was a qualitative research based on an interpretivist philosophy and inductive method. The case study strategy used was based on secondary data with a special attention to IKEA. Sources of information gathered included IKEA annual and sustainability reports, Mintel industry reports, Statista databases, news sources (Reuters), and articles in scholarly journals. Data familiarisation, coding, theme development, and interpretation were done through thematic analysis.
Results: The findings indicated that the IKEA omnichannel strategy functions on integrated digital platforms, fulfilment systems, customer planning tools, as well as physical stores. The thematic analysis revealed that the main themes affecting the customer experience results were integration, accessibility, convenience, affordability, and customer engagement.
Findings: In the research, the integrated channels were found to positively relate to customer satisfaction and customer engagement as they enhance continuity across touchpoints. Nevertheless, to sustain the effectiveness of the omnichannel, it is necessary to continue investing in the coordination of operations, integration of technologies, and consistency of services.
Conclusion: The study concludes that omnichannel marketing is a significant strategic aspect in customer experience enhancement. IKEA shows that the execution of an omnichannel requires not just the digital integration but also accessibility, operational correspondence, and the continuous value creation to the customers.
[bookmark: _k74epwrhrg4k]

Table of Contents
Chapter 1: Introduction	12
1.1 Background	12
1.2 Problem statement	14
1.3 Rationale	16
1.4 Research aim and objectives	17
1.5 Research questions	18
1.6 Significance of the study	18
1.7 Chapter summary	19
1.8 Dissertation structure	19
Chapter 2: Literature Review	21
2.1 Chapter Overview	21
2.2 Omnichannel Marketing Conceptualisation	21
2.3 Customer experience and Omnichannel Marketing	24
2.4 Important Motivators of Successful Omnichannel Strategies	25
2.5 Problems in Omnichannel Implementation	26
2.6 Theoretical paradigm	28
2.6.1 Customer Experience Theory	28
2.6.3. Omnichannel Integration Model	29
2.8 Research Gap	30
2.9 Conceptual Framework	31
2.10 Chapter Summary	32
Chapter 3: Methodology	33
3.1 Chapter Overview	33
3.2 Research Philosophy	33
3.3 Research Approach	34
3.4 Research Design	34
3.5 Research Strategy	35
3.6 Data Collection Method	35
3.7 Sampling Technique	37
3.8 Data Analysis Method	38
3.9 Reliability and Validity	39
3.10 Ethical Considerations	39
3.11 Limitations of Methodology	40
3.12 Chapter Summary	40
Chapter 4: Findings and Data Analysis	41
4.1 Introduction	41
4.2 Findings	41
4.2.1 Overview of findings: Data familiarisation [Refer to Appendix 1]	41
4.3 Thematic Identification and coding	43
4.3.1 Early Stage Coding [Refer to Appendix 3]	43
4.4 Interpretation of themes	47
4.4.1 Theme 1: Importance of omnichannel marketing strategies	47
4.4.2 Theme 2: IKEA's Omnichannel Strategies in digital platforms and Stores	48
4.4.3 Theme 3: Influence of integrated channels on customer experience and satisfaction	49
4.4.4 Theme 4: The pros and cons of omnichannel marketing	50
4.5 Theoretical alignment	51
4.5.2 Theoretical Alignment with Omnichannel Integration Model	52
4.6 Summary	53
Chapter 5: Discussion	53
5.1 Chapter Introduction	53
5.2 Discussion of Objective 1: “To examine the concept and importance of omnichannel marketing strategies in contemporary retailing.”	53
5.3 Discussion of Objective 2: “To analyse IKEA’s omnichannel initiatives across digital platforms, mobile applications and physical stores.”	55
5.4 Discussion of Objective 3: “To evaluate how these integrated channels influence customer experience and satisfaction”	57
5.5 Discussion of Objective 4: “To identify the benefits and challenges associated with omnichannel marketing in enhancing customer engagement.”	58
5.5.1 Omnichannel Marketing advantages in improving customer engagement	58
5.5.2 Omnichannel Marketing challenges in improving customer interactions	59
5.6 Theoretical Alignment	59
5.7 Chapter Summary	60
Chapter 6: Conclusion	61
6.1 Conclusion	61
6.2 Recommendations	62
6.3 Limitations	63
6.4 Future Direction	63
References	64
Appendices	75
Appendix 1: Data extraction table	75
Appendix 2:  Secondary findings from Company, industry and news reports	80
‌Appendix 3: Coding and theme development	93
Appendix 4: Ethics form	98



List of Figures
Figure 1.1: Market size of the global e-commerce industry	12
Figure 1.2: IKEA retail sales	13
Figure 1.3: Consumer channel preferences	15
Figure 2.1: Direct influence of channel integration on omnichannel customer experience	22
Figure 2.2: “Areas of channel integration”	23
Figure 2.3: Conceptual framework	31
Figure 4.1: Thematic coding tree	46



List of Abbreviations
AI - Artificial Intelligence
BOPS - Buy Online, Pick Up in Store
CAGR - Compound Annual Growth Rate
CX - Customer Experience
ESG - Environmental, Social and Governance
FY - Financial Year
IKEA - Ingvar Kamprad Elmtaryd Agunnaryd
IT - Information Technology
ONS - Office for National Statistics
UK - United Kingdom
If you want to keep it strictly according to what appears in the dissertation, you may also add:
B2C - Business-to-Consumer
CRM - Customer Relationship Management
ERP - Enterprise Resource Planning
KPI - Key Performance Indicator
ROI - Return on Investment
UX - User Experience


Glossary
Accessibility -  The ease with which customers can access products, services, and information across multiple retail channels.
Channel Integration -  The coordination and synchronisation of online and offline retail channels to provide a seamless customer experience.
Click-and-Collect -  A fulfilment service that allows customers to purchase products online and collect them from a physical store or designated location.
Customer Engagement -  The level of interaction, involvement, and connection between customers and a brand across different touchpoints.
Customer Experience (CX) -  The overall perception formed by customers through their interactions with a company throughout the customer journey.
Customer Journey -  The complete sequence of interactions and experiences a customer has with a brand before, during, and after a purchase.
Digital Transformation -  The adoption and integration of digital technologies to improve business operations, customer interactions, and organisational performance.
Mobile Application (App) -  A software application designed for use on smartphones or tablets that enables customers to access products, services, and information.
Omnichannel Marketing -  A retail strategy that integrates multiple customer channels, including online and offline platforms, to deliver a consistent and seamless experience.
Personalisation -  The process of tailoring products, services, communications, or experiences to meet individual customer preferences and behaviours.
Physical Store -  A traditional brick-and-mortar retail location where customers can view, purchase, and collect products.
Retail Touchpoint -  Any point of interaction between a customer and a retailer, including websites, mobile apps, stores, customer service, and social media.
Secondary Data -  Data that has already been collected and published by other organisations or researchers and is subsequently used for analysis.
Sustainability -  Business practices that consider environmental, social, and economic impacts while creating long-term value for stakeholders.
Thematic Analysis -  A qualitative data analysis technique used to identify, analyse, and interpret patterns or themes within a dataset.
Value Proposition -  The combination of benefits, quality, price, and customer experience offered by a company to its customers.
Website Traffic -  The number of visitors accessing a company's website over a specified period.
Customer Meeting Point -  An IKEA retail location or service point designed to facilitate customer interaction, shopping, planning, ordering, or collection activities.


[bookmark: _Toc231766806]Chapter 1: Introduction
[bookmark: _ylezm9toky39][bookmark: _Toc231766807]1.1 Background 
The transformation that the retail industry has experienced due to digitalisation, changing consumer behaviour and the fast-rising popularity of e-commerce is fundamental. Omnichannel strategies are swiftly taking the place of traditional retail models where companies offer a combination of both physical stores and online platforms, combined with mobile technologies to provide a seamless customer experience (Alexander and Kent, 2022). This change is the most effective in the home furnishings industry as customers expect to use both online and offline touchpoints in their buying experience.
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[bookmark: _728rhvmu3ico][bookmark: _Toc231766875]Figure 1.1: Market size of the global e-commerce industry 
(Source: Industryresearch, 2026)
Customer furniture retailers, according to Figure 1.1, have 4.49%  CAGR with a high penetration of online information pre-store purchase at an average of 66%, and almost 49% of furniture purchase in developed markets happens online, also evidence of the increased relevance of the integrated channel retailing (Industryresearch, 2026). This proves that customers do not interact with one channel anymore; they demand the same experience throughout a variety of different channels. Consequently, the omnichannel marketing has been a striking strategy to achieve improved customer engagement, convenience and satisfaction.
A good example of this transformation is IKEA, which is one of the largest home furnishing outlets in the world. 
[image: ]
[bookmark: _re6pbgshqcu9][bookmark: _Toc231766876]Figure 1.2: IKEA retail sales 
(Source: IKEA, 2025a)
The company stated, as per Figure 1.2, that it has a wide market presence, placing total sales of its retail business globally at about 44.6billion in FY2025. More to the point, IKEA has developed omnichannel assets fast (IKEA, 2025a). Now sales in stores and online make up about 26% of all IKEA sales, which means that a significant change has occurred toward digital channels in addition to the usual store-based retailing (IKEA, 2024). Besides that, the company also registered 727 million physical store visits and growing online engagement, which gives testament to the robustness of the physical and online integration (Ingka Group, 2025).
This is aided by the strategic investments in the omnichannel infrastructure. To illustrate, IKEA invested deeply into digital technologies, distribution networks, and the development of new types of stores, e.g. plan and order points, to make them more accessible and convenient to customers (IKEA, 2025b). Moreover, the website functionalities and digital devices have increased online sales by 20%, which proves the success of its digital integration plan (Renascence, 2026).
Academic research also proves the importance of the omnichannel in the modern realm of retail. Moreno-Menéndez et al., (2025) assert that the conglomeration of online and offline channels enhances customer experience, making it less complicated, personal, and more efficient in terms of quality. Whereas omnichannel systems allow customers to move across touchpoints, this aspect increases customer engagement and acts as an influencer on purchasing decisions.
Yet, the omnichannel strategies are also becoming more complex. Retailers have to enable inventory, logistics coordination, and multi-channel technological integration; thus, successful implementation is a strategic problem. In this respect, an examination of the use of omnichannel marketing by IKEA to promote customer experience can be useful to learn more about modern shopping strategies.
[bookmark: _tij8zrzeygg][bookmark: _Toc231766808]1.2 Problem statement
The speed at which retail is shifting toward the omnichannel models has presented opportunities as well as monumental challenges to organisations that are taking advantage to improve customer experience. Although consumers are becoming demanding about the ability to bridge digital and physical channels, most retailers have yet to manage such initiatives excellently. It has also been established that more than 73% of purchasers utilise more than one channel in the process of the shopping experience, and that consumers change platforms often between online and offline shopping solutions before making final purchases (UniformMarket, 2024). This has led to a major change in expectations in that consumers are expecting to have consistency, convenience, and real-time data in all touchpoints.
Although this is demanded, the successful integration of the omnichannel is a complex process. 
[image: ]
[bookmark: _qx583cqv6imo][bookmark: _Toc231766877]Figure 1.3: Consumer channel preferences
(Source: Retaileconomics, 2023)
According to Figure 1.3, in the UK, the retailing industry is where 61% of consumers continue to shop in stores, but many use digital platforms at the same time, which implies that coordinated channel planning should be undertaken, as opposed to single-channel solutions (Retaileconomics, 2023). Nevertheless, several organisations do not coordinate inventory, pricing, and service delivery across the channel and, as a result, have disunified customer experiences. It has been discovered that the discrepancies between the online and offline platforms can lower customer satisfaction levels and generate confusion in the process of making a purchase (Wadud et al., 2025).
Even though the omnichannel strategies enhance the engagement of the customers and service delivery, their effectiveness varies according to the level of channel integration and organisational capability. Omnichannel models underscore the use of interaction with customers, having seamless channel interaction across platforms since customers of today demand a personalised and continuous experience through their journey (Olufunke et al., 2024). Nonetheless, retailers are usually troubled by such operational issues as technological integration, data management, and physical-digital system coordination.
IKEA, this organisation has heavily invested in omnichannel transformation, which will consolidate online services, mobile applications, and brick-and-mortar stores to improve customer experience. Although these efforts put IKEA in the lead of omnichannel retailing, the question of how effective such strategies are in enhancing customer engagement and customer satisfaction needs to be researched further.
Thus, the main issue considered in the research is the absence of such a company-specific analysis that would integrate scholarly knowledge with the practical industry information to assess the importance of omnichannel marketing strategies on customer experience. The omnichannel strategy of the IKEA company aims to be studied in this research gap through the examination of that strategy based on the secondary data, which will help understand its practical implications in modern retail.
[bookmark: _364hhz8divp5][bookmark: _Toc231766809]1.3 Rationale 
The main problem that was the focus of the current research is the widening gap between the growing consumer expectations and the ability of retailers to provide seamless omnichannel services. The consumer is also no longer tied to one channel; modern consumers are interacting with websites, mobile apps, brick and mortar stores and social media. The prevalence of online shopping in the UK has already surpassed 28% of the overall retail sales, with the e-commerce sales volume beginning to climb to over 127 billion pounds in 2024, pointing to how much has been integrated online in retail (ONS, 2026; Hooson, 2026). Meanwhile, physical retail is also not going away, and it forms a hybrid environment in which customers demand uniformity in all touch points.
This emerges as a problem as most retailers are not able to afford the coordination of their business activities across channels. Nevertheless, technology has failed to create a unified experience because of uneven pricing, stock level access, supply chain, and client treatment. Reportedly, even though an omnichannel strategy is supposed to enable the production of a frictionless journey, the majority of organisations still face issues with logistics alignment and integration with systems (Retaileconomics, 2024). How well an omnichannel strategy is implemented in terms of integration and alignment as compared to the work by Batra and Kewalramani (2024), which resulted in bad implementation being harmful to customer satisfaction and their participation.
This problem is especially relevant currently because of the maturity of the digital markets and the increased demands of consumers. Online shopping is carried out by almost 90% of the internet users in the United Kingdom and supports the prevalence of digital channels because the e-commerce market is also expected to expand at a high rate (Landmark Global, 2025). Nevertheless, increases in online retail have also levelled off at 30% of total retail sales, and further competition will place less reliance on channel accessibility and more on the quality of customer experience (Perkins, 2024). This change puts a strain on retailers to not only be present in multichannel, but to be able to integrate.
IKEA, in this regard, is one of the cases that applies because it heavily invests in the merger of digital and physical retailing. Although the company has increased its online features in terms of omnichannel, minimal scholarly studies have tested the effects of these strategies on customer experience utilizing the real-life secondary information. The available literature also tends to put more attention on the general retail settings instead of specifying company applications, as a gap between theory and practice has been left.
The gap in this research is closed by integrating literature (2022-2025) with the information about the industry and companies to analyse the IKEA omnichannel strategy. Through this, it gives a more detailed picture of the impacts of the integrated retail systems on customer experience, which is both scholarly and practically useful in the changing retail environment.
[bookmark: _588tbtbtjdy4][bookmark: _Toc231766810]1.4 Research aim and objectives
Aim: To analyse how IKEA’s omnichannel marketing strategy enhances customer experience using secondary data sources.
Objectives:
· To examine the concept and importance of omnichannel marketing strategies in contemporary retailing.
· To analyse IKEA’s omnichannel initiatives across digital platforms, mobile applications and physical stores.
· To evaluate how these integrated channels influence customer experience and satisfaction.
· To identify the benefits and challenges associated with omnichannel marketing in enhancing customer engagement.
[bookmark: _44asciw2ka4l][bookmark: _Toc231766811]1.5 Research questions 
1. How does IKEA implement omnichannel marketing strategies across its online and offline retail channels?
2. What are IKEA’s omnichannel initiatives across digital platforms, mobile applications and physical stores?
3. How do these integrated channels influence customer experience and engagement?
4. What are the key advantages and challenges of IKEA’s omnichannel marketing approach?
[bookmark: _u8ent49vgb9j][bookmark: _Toc231766812]1.6 Significance of the study
The research is both theoretical and practical to the discipline of marketing and retail management. Theoretically, the study adds to the emerging literature on the marketing of omnichannels and customer experience, incorporating the latest academic research (2022-2025) with practical organisational information. ‌Khalid (2024), points out to the fact that omnichannel strategies correspond to increased customer satisfaction, loyalty, and engagement due to the presence of an integrated channel of interaction and integration. Nonetheless, company-specific examination between theory and practice is still a necessary facility. This study offers a valuable contribution to the theoretical knowledge by analysing IKEA and showing how such concepts as channel integration, personalisation, and customer journey design work in reality within the retail setting. It also judges upcoming frameworks that highlight the concept of the multidomesticity of omnichannel customer experience and its part in value creation (Balbín Buckley and Marquina Feldman, 2024).
In practical terms, the research is informative to the retail managers, marketers and business strategists. Zhang et ail., (2024), suggest that omnichannel strategies should be effective to enhance customer satisfaction, engagement, and repeat purchase behaviour. This study presents practical implications to the user through analysing the IKEA approach on how retailers can build in-built systems, better customer experience and how to tackle problems related to operations, including coordination of channels and consistency of services. Moreover, the results can be used to guide the decision-making process in the strategies of digital transformation, as organisations need to stay competitive within the ever-complicated retail setting.
[bookmark: _e8k380nhjjgu][bookmark: _Toc231766813]1.7 Chapter summary
This chapter presented a background of the study by explaining how the concept of omnichannel marketing has become increasingly important in the current retailing industry and how it can be used to improve the customer experience. The chapter defined the research problem, rationale, aims, objectives, scope, and the significance of the research with specific emphasis to the omnichannel retail strategy of IKEA. It underscored the growing necessity of the retailers to adopt digital and physical platforms to address the emerging customer demands and stay competitive in the ever-changing business environment. The general outline of the dissertation was also introduced in the chapter. Chapter two examines the literature on the subject of omnichannel marketing, customer experience, and omnichannel integration, as well as the theoretical basis to support the study.
[bookmark: _Toc231766814]1.8 Dissertation structure 
The dissertation has been structured into six chapters in order to give a clear and systematic flow of the research.
Chapter 1 gives the introduction of the study, including background, problem statement, research aim, objective and significance of the research. It sets the background of omnichannel marketing and its applicability to the customer experience aspect in the retail industry.
Chapter 2 comprises an extensive review of the literature, which is available regarding omnichannel marketing, customer experience and other associated theoretical backgrounds. It has a critical analysis of the main concepts, exposes gaps in research, and a conceptual framework to carry out the research.
Chapter 3 describes the research methodology, which involves the research design, data collection techniques, data sources, and the data analysis techniques that will be employed to look at the case study of the omnichannel strategy of IKEA.
Chapter 4 shows the results and data analysis relying on secondary data of company reports, industry and academic literature.
The findings are discussed in Chapter 5 with respect to the existing theories and literature and critically analyzed on the research problem.
However, the last is Chapter 6, which is the concluding part of the study as it sums the overall findings of the study, the implications of the study and a recommendation on future research.
[bookmark: _hj036z5re77v]

[bookmark: _lsj9cctg55zm][bookmark: _Toc231766815]Chapter 2: Literature Review 
[bookmark: _1j7q0iffia2v][bookmark: _Toc231766816]2.1 Chapter Overview 
The chapter has critically reviewed the available literature on omnichannel marketing and customer experience in the retail industry. It discusses relevant concepts, theoretical insights, and empirical research of the recent academic work in order to comprehend the effects of integrated retail channels on customer engagement and satisfaction. The chapter also compares the forces and obstacles of omnichannel strategies, specifically in the retail setting. The relevant theory and models are put into application in the study in order to develop a theoretical paradigm. Lastly, the chapter presents a conceptual framework and identifies a research gap, which informs the empirical analysis of the omnichannel strategy that IKEA has.
[bookmark: _qzwj3ocfkfjh][bookmark: _Toc231766817]2.2 Omnichannel Marketing Conceptualisation
Omnichannel marketing can be defined as a marketing tactic used by the retailing business where all the channels that customers interact with are synchronised into a single continuous, integrated experience as opposed to a series of detached interactions. Under this strategy, customers are able to explore websites, mobile apps, social media and retail stores without information, continuity, and convenience loss. Numerous studies have disclosed in truth that omnichannel is not merely having a number of channels at their disposal; they should rather have been integrated in a manner that the consumer can see a smooth ride.
[image: ]
[bookmark: _vurnn1d868t1][bookmark: _Toc231766878]Figure 2.1: Direct influence of channel integration on omnichannel customer experience
(Source: Balbín Buckley and Marquina Feldman, 2024)
Balbín Buckley and Marquina Feldman (2024) indicate in Figure 2.1 that channel integration has a direct impact on omnichannel customer experience, comprising cognitive, affective, physical, relational, and sensational experience. However, Wiese (2024) also holds the same position, stating that the perceived seamlessness in touchpoints is one of the primary considerations made by consumers in the assessment of omnichannel shopping experiences.
This idea is different in multichannel retailing. In multichannel systems, companies can be online and offline at the same time, but the mediums tend to work independently when it comes to coordinating prices, inventory, services or communication. Omnichannel marketing, in turn, presupposes organisational coordination of information, processes, and technologies to make customers feel that they experience a single retail mechanism.
[image: ]
[bookmark: _vytitdmuq1nv][bookmark: _Toc231766879]Figure 2.2: “Areas of channel integration”
(Source: Avvad et al., 2025)
According to Figure 2.2, Avvad et al. (2025) highlight that digital adoption and channel integration represent the measurable scale of omnichannel maturity alongside the other elements of channel integration, and Asante (2024) states that digitisation has integrated the physical and online retailing, as fine-tuning the contact between the two is a strategic need, but not a luxury added on.
Omnichannel marketing is offered on a technological and operational capabilities basis. Mobile application, digital kiosks, real-time inventory systems, personalised recommendations and fulfilment services such as click-and-collect, assist channel coordination. Gao and Jiang (2025) clarify that the omnichannel strategy must be viewed in the context of customer journey design, in which positive impressions occur when touchpoints are carefully linked. Similarly, according to Yu et al., (2024), omnichannel retailing has evolved with the digital transformation, where firms are able to interact with physical and virtual spaces in a uniform manner to attract customers. Thus, omnichannel marketing can be observed as a customer-focused strategy, which combines channels, technologies, and processes with an aim of enhancing the continuity, convenience, and quality of the interaction in the retail process.
[bookmark: _gj81puayyqvv][bookmark: _Toc231766818]2.3 Customer experience and Omnichannel Marketing
The customer experience (CX) when considering an omnichannel is defined as the perception a customer has based on their experience of the USP (Fränzel, 2025). It involves the cognitive, emotional, and behavioural reaction functions that are changing during the customer experience, not at a particular touchpoint. The importance of the omnichannel customer experience to the intent to buy, satisfaction, and perceived value is emphasised by Hurriyati and Gaffar (2021), which confirms the strategic significance of the omnichannel approach in stores. Moreover, the customer experience in the environment of the omni-channel is dynamic and multidimensional, as the fluidity of the changes between channels positively influences quantum-channel interactions and the perception of the brand in general.
Empirical evidence shows that a proper integration of omnichannel has a direct positive impact on customer engagement and behavioural results.
Rahman et al. (2025), indicate that customer experience of omnichannel has a positive impact on repurchase intentions and customer engagement, especially when customers' involvement in the channels exchange is consistent and well-coordinated. On the same note, Pranindyasari and Uscha (2025) determine that customer retention can be enhanced by omnichannel retailing of the brand experience, and customer experience plays an intermediary role in the process of long-term relationships. The above results suggest that customer experience is a key mechanism that connects the omnichannel strategies with customer loyalty and the performance of the business.
Moreover, the role of technological integration and innovation in determining the omnichannel customer experience is also found to be high. According to Zhang et al., (2025), the major drivers like the integration of the channel, system flexibility and service personalisation are important drivers that determine customer loyalty due to the increased customer experience. Similarly, Damayyat and Sumayyah (2024) show that technologies like artificial intelligence can contribute greatly to the customer experience in the omnichannel since they can be used to establish personal interaction and efficient service distribution through channels. These points indicate that the presence of channels is not the only form of customer experience, but the channel presence is also influenced by the efficiency of the coordination and the personalisation of the touch points through the use of technology.
Additionally, the omnichannel customer experience will be part of the greater value creation and long-term customer relationships. Gao and Jiang (2025) emphasise that an omnichannel setting can support the value co-creation behaviour, which implies that customers will be involved in affecting how they experience, resulting in greater satisfaction and loyalty. In the same line of thought, Erislan (2025) argues that customer satisfaction and operational effectiveness are achieved by consistency and complete integration of omnichannel strategies, which further supports the need to provide customers with a distinct experience. Thus, the literature is consistent in indicating that through channel integration, the utilisation of technology and the promotion of constant engagement between a customer and a business, omnichannel marketing will lead to customer satisfaction, engagement, and loyalty.
[bookmark: _aezf7wd80jlv][bookmark: _Toc231766819]2.4 Important Motivators of Successful Omnichannel Strategies
The success of the omnichannel marketing strategies relies mainly on the level of channel integration, whereby all customer interactions will be linked and operate as a unit. Integration involves balancing of pricing, stocking, communication, as well as service delivery with channels that provide a seamless customer experience. Full systems become such a contribution in the customer experience because they reduce friction and make accessing different channels easier to achieve. In the case of service, Gao and Jiang (2025) demonstrate that there should be alignment and relation among touchpoints, which will augment customer experience through omnichannel and value co-creation behaviours. Similarly, Kilaru (2025) reveals that the implemented model of fulfilment, such as buy-online-pick-up-in-store (BOPS) may enhance the efficiency of the operations and customer experience, which emphasises the importance of channel coordination in the success of the omnichannel.
Another significant force is personalisation since, through it, retailers can tailor their interactions and range of offers depending on the preferences and behaviour of customers and the information about them. Personalisation of the customer makes the shopping process more engaging and meaningful, and more efficient for the customer since the customer feels more relevant. Weippert (2024) stresses the fact that the presence of individual touchpoints in the omnichannel customer experience makes customers feel more satisfied and more inclined to make significant decisions. Moreover, Sudirjo et al., (2024) conclude that the synergistic effect of the omnichannel strategy with content personalisation positively affects customer loyalty to a high degree, which explains a large fraction of customer retention behaviour. These results recommend that personalisation is not just a supplement but one core aspect of successful omnichannel schemes.
Besides these, data-driven and customer segmentation will be very crucial in developing omnichannel strategies. With more effective analytics, companies will be in a position to comprehend customer behaviour, tastes, and channel utilisation patterns and develop more targeted methods and successful strategies. They argue that the strategic alignment and augmented customer engagement across different channels indicate that behavioural and perceptual-based customer segmentation using omnichannels enhances customer engagement presence (Wiley, 2024). In addition, Fränzel (2025) indicates that the coordination of data integration among the retail systems facilitates the better coordination of marketing and enhances overall performance in the aspects of operations in omnichannel settings.
In general, the literature evidence indicates that channel integration, personalisation, design of customer journeys and data-driven capabilities work in synergy to make firms provide seamless, consistent and customer-oriented experiences.
[bookmark: _ytlp72aihxoo][bookmark: _Toc231766820]2.5 Problems in Omnichannel Implementation
Although omnichannel marketing holds a strategic position, there are major difficulties in its implementation, both in terms of operational and organisational aspects. The most important challenges which are related to it include complexity with integration in different regions of functionality, including marketing, logistics and IT systems. Radomska et al., (2025) state that the obstacles hindering the adoption of omnichannel will be multidimensional, and will entail operational inefficiencies, channel mismatch, and organisational culture. In a similar vein, Das et al., (2025) maintain that the restructuring needed to switch to an omnichannel system comes at the cost of internal restructuring, strategic realignment, and effective managerial assistance, which most organisations are unable to manage. These results indicate that the idea of omnichannel strategies is not a simple technological upgrade, but organisations need to change in their entirety.
Technology integration and data synchronisation are also significant challenges. Omnichannel systems rely on the exchange of information between platforms in real time so as to maintain uniform prices, availability of inventory, and service delivery. This, however, makes it difficult to integrate these systems, which can be expensive. Kilaru (2025) reports that data fragmentation, absence of single systems, and excessively high implementation costs are among the major impediments to omnichannel efficacy. Furthermore, Sabnis and Nikumbh (2025), maintain that digital platforms often have a hard time matching with physical shops, which results in the inaccuracy that fails to favour the customer experience. Such technical issues demonstrate the significance of the powerful infrastructure and data management in omnichannel settings.
Moreover, supply chain and logistics coordination is another important challenge in omnichannel retailing. The complexity arises because of having to deal with multiple forms of fulfilment, typically involving home delivery, click-and-collect and in-store purchases, leading to issues in the systems used to manage inventory and distribution. Ye et al., (2025), proves that the demand uncertainty, as well as fulfilment coordination, plays an important part in the pricing, effectiveness in delivering and taking part in general operational efficiency in the omnichannel systems. It is important to mention at the same time that striking that balance between cost-efficiency and service quality is still the main challenge, especially when dealing with large-scale retail operations where the supply chains have to sustain both online and offline channels when responding.
Lastly, the organisational and strategic issues also contribute significantly to the constriction of the success of the omnichannel strategies. Retailers tend to work in silos as some departments (marketing, operations, and IT, etc.) are independent, which does not facilitate coordinated work. As pointed out by Sabnis and Nikumbh (2025), cross-functional teamwork and change resistance can also dramatically decrease the value of the omnichannel efforts. Further, companies should invest constantly in technology, employee training and optimisation of the processes in order to preserve the competitive edge, which adds financial strain and strategic risk.
Altogether, the literature shows that despite the significant advantages of the use of omnichannel marketing, the successful deployment of this approach entails addressing the mitigations of more integration, technology, logistics, and organisational alignment; thus, becoming a challenging yet essential strategic task of contemporary retailers.
[bookmark: _Toc231766821]2.6 Theoretical paradigm
[bookmark: _6wv2m52uyn07][bookmark: _Toc231766822]2.6.1 Customer Experience Theory
Customer Experience Theory is a theory of forming the perception of customers in the course of interaction based on the results of communication between the customer and the organisation in different touchpoints, factoring in cognitive, emotional, and behavioural reactions during the customer journey (Gao et al., 2022). This theory shows that customer experience is cumulative and holistic as compared to the traditional approaches that focus on an isolated service encounter, the relationship between the digital and the physical world influences customer experience. Hurriyati and Gaffar (2021) focus on the fact that the entire process influences the customer experience experience, where online and offline communication can influence the experience of satisfaction and engagement. This is more so when it comes to omnichannel retailing where the customers switch channels in the process of making a purchase.
The process of the customer experience is the process of constant channel interactions. As Rahman et al. (2025) reveal, these interactions greatly increase customer satisfaction, engagement and re-purchase intentions whenever the interactions are regular and very coordinated. When sales channels operate in these environments, clients will not rate individual touchpoints differently but experience their customer experience as a journey. This supports the roles of continuity and consistency to ensure the flawless flow between one channel and another, resulting in the establishment of convenience and trust, whereas a lack of continuity may hurt customer attitudes.
The Customer Experience Theory is used to investigate this research through the impact of the integrated retail channels of the IKEA corporation on customer perceptions and interactions. Since IKEA taps into both physical stores, websites, and mobile applications, the theory can be used to explain how customers would compare their customer experience between physical stores and websites and how such interactions add up to the overall level of satisfaction. It is also helpful in the perception of the fact that the customer experience is co-created in the interaction between the firm and the customer, and the design of customer-oriented omnichannel policies is essential.
[bookmark: _5yjkaalxl77l][bookmark: _Toc231766823]2.6.3. Omnichannel Integration Model
The Omnichannel Integration Model is aimed at the structural and technological coherence between various channels used in retail to give customers a smooth and coherent experience. As opposed to the multichannel systems in which channels are autonomous, this model insists on an integration of information, systems and processes in order to provide the customer with a cohesive customer journey. When the channels are well integrated, customers can cross the channels and will not be affected, as the information about the products and services provided in the channels will remain constant.
Balbín Buckley and Marquina Feldman (2024) note that channel integration, e.g. pricing coordination, shared inventory, and mutual fulfilment processes, is a major factor influencing cognitive and emotional elements of customer experience. Whenever channels are bonded, customers feel that the retail system is stable and unified and that increases customer satisfaction and trust. On the other hand, the lack of good integration may lead to disjointed experiences and little engagement.
Another aspect that is highlighted by the model is the role of technological infrastructure to facilitate integration. Channel coordination and integration of systems like a real-time inventory system, a digital platform, and customer data analytics promote channel coordination. The views of Dewanatara and Laulita (2024) also claim that the interconnected systems make interaction easier and achieve better behavioural results when they can easily move between channels. Moreover, it is necessary to operationally align all departments like logistics, marketing and customer service to provide uniform service delivery.
The model is applied in the context of this study in analysing the integrative process of IKEA in merging its online and offline channels to provide a seamless experience. The practical uses of channel integration can be observed in the initiatives that have been instituted by IKEA, such as click-and-collect services and digital planning tools.
In the context of this study, the model is applied to analyse how IKEA incorporates the online and offline experience to provide smooth assimilation. Combined, these models connect customer perception (theory) to operational implementation (model) to give an effective platform of analysis on the effectiveness of the omnichannel in retail.
[bookmark: _31k4r5qosg3x][bookmark: _Toc231766824]2.8 Research Gap
The available literature offers a lot of information regarding omnichannel marketing and its impact on customer experience, but still, several important gaps exist. To begin with, there is a high percentage of research in conceptualisation and theoretical knowledge of omnichannel strategies, but not on the practical implementation itself. As an example, Hurriyati and Gaffar (2021) and Fränzel (2025) focus on customer experience as a multidimensional concept that must be promoted through channel integration, while Balbín Buckley and Marquina Feldman (2024) and Wiese (2024) stress the need to promote seamless channel integration. Despite this particular study conducting a robust theoretical base, they are in large part generalised throughout the retail environments, as well as lacking in detail regarding how these concepts are operationalised within particular organisations.
Second, although the research has found multiple drivers, including channel integration, personalisation, and customer journey design (Weippert, 2024; Sudirjo et al., 2024; Gao and Jiang, 2025), scarce studies have investigated the interaction of the said drivers in a real organisational environment. The majority of research works usually separate single variables, including personalisation or integration, and do not examine the overall effect of the two on customer experience. This leaves a knowledge gap when it comes to the overall operations of the omnichannel strategies, specifically when working with the environment of big box retailers, where numerous systems and processes are tied up.
Third, despite the fact that issues associated with the implementation of the omnichannel, specifically, integrating technologies, synchronising data, and managing the complexity of logistics, are well-documented (Radomska et al., 2025; Das et al., 2025; Sabnis and Nikumbh, 2025), they are usually founded on a conceptual argument or partial empirical settings. These challenges are not provided with enough research to support them with real data of corporations and industries, and specifically, globally known retail organisations. Consequently, the consequences of these issues on the firms are less researched.
Moreover, the recent finding tends to utilise the primary data, i. e., surveys and experiments, to quantify the customer perceptions and the results of their behaviour (Rahman et al., 2025; Pranindyasari and Uscha, 2025). Although these methods are helpful to understand the customer behaviour, they might not be comprehensive enough to reflect the strategic and operational dimensions of the implementation of the omnichannel in the organisations. The absence of a study that would rely on the secondary data sources, company reports, industry analysis and market information to assess the way the omnichannel strategies are implemented in practice can be noted.
Lastly, a clear lack of research regarding IKEA as the case organisation, although it is one of the strongest in terms of being a leader in omnichannel retailing. In current literature, the research usually focuses on studying omnichannel strategies in the general retail areas and does not give company-specific analysis with blended theoretical views and evidence.
Consequently, this paper answers these gaps by developing a secondary data, company-specific analysis of IKEA, which uses academic literature, as well as, industry and corporate data. It seeks to give a deeper explanation of the manner in which the omnichannel marketing strategies are put to practice and the resultant impact they have on the customer experience in a practical retail setup.
[bookmark: _hwvxqtofgh7p][bookmark: _Toc231766825]2.9 Conceptual Framework 
[image: ]
[bookmark: _2juco1r2zmgf][bookmark: _Toc231766880]Figure 2.3: Conceptual framework 
(Source: Self-created using MS Word)
Based on Figure 2.3, the theory behind this study shows how trade and commerce through the omnichannel strategy (independent variable) have affected customer experience (dependent variable). The main elements of the operationalisation of the omnichannel strategy are channel integration, personalisation, and customer journey design; human experience is interpreted as satisfaction, engagement, and perceived value.
The framework suggests that online and offline integration promotes customer experience through the provision of interconnected channels with a positive touchpoint experience. What is more, technological variables like mobile applications and digital platforms are also enabling factors which reinforce this relationship.
The Customer Experience Theory and Omnichannel Integration Model have directed this framework and connected theoretical constructs and real-life retail implementation. It is used as a basis to analyse the omnichannel strategy of IKEA and assess the role of integrated channels in the results of customer experience.
[bookmark: _90admpbdn4b1][bookmark: _Toc231766826]2.10 Chapter Summary
The chapter critically analysed the available literature on the use of omnichannel marketing and customer experience, detailing the main ideas, drivers, and problems of contemporary retailing. It defined the significance of channel integration and customer journey mapping on customer outcomes. The theoretical paradigm was a synthesis of Customer Experience Theory and Omnichannel Integration Model to offer a powerful framework of analysis. This is due to a research gap, which highlighted the fact that the specific studies carried out on the company were not available in the form of secondary research. Lastly, a conceptual model was created to inform the evaluation of the IKEA omnichannel strategy, on which the methodology and empirical research in the following chapters were built.


[bookmark: _nr4edhljr707][bookmark: _Toc231766827]Chapter 3: Methodology
[bookmark: _3sel1scn0up3][bookmark: _Toc231766828]3.1 Chapter Overview
This chapter presents the methodological framework that will be used to explore how an omnichannel marketing strategy can be used to improve customer experience with particular reference to IKEA. Methodology offers the framework on how to conduct systematic and rigorous research so that there is a correspondence and alignment between the objective of the research, data collection and analysis. The chapter explains the research design, research approach, philosophy, research strategy, data collection techniques, sampling, and data analysis techniques. All methodological decisions are well presented and explained through academic literature, and alternative methodological approaches are examined and dismissed in a critical manner where they are inappropriate. Moreover, matters of reliability, validity, and ethics are considered in order to guarantee the credibility of research. The final part of the chapter is a connection of the methodology to the research goals and the precondition of the analysis of data.
[bookmark: _52ms0ko2dw8p][bookmark: _Toc231766829]3.2 Research Philosophy
Research philosophy is the beliefs regarding the way in which knowledge is produced and perceived (2019). This study uses an interpretivism philosophy that focuses on the subjective interpretation of social and organisational phenomena. Interpretivism is a qualitative research method that is commonly employed to examine behaviours, experiences and organisational practices (Tanlaka and Aryal et al., 2025). Interpretivism is suitable as the research is geared towards the interpretation of how omnichannel strategies define customer experience, which entails the analysis of meanings, perceptions, and interactions as opposed to strictly objective measurements.
On the contrary, positivism that dwells on objective and measurable data would not fit in this research project since it is applicable in quantitative research that involves statistical analysis (Maretha, 2023). In this way, the interpretivism approach can be used as an appropriate philosophical basis to analyse qualitative secondary data.
[bookmark: _czscwezf2h4b][bookmark: _Toc231766830]3.3 Research Approach
The research approach is the rational thinking toward linking theory and data. These two major methods include deductive and inductive (Saunders et al., 2019).
This research paper follows the inductive approach to research, which is building insights and understanding based on available information as opposed to testing a set of pre-tested hypotheses. Qualitative research tends to employ inductive reasoning to investigate a pattern or theme that arises out of data (Pearson et al., 2025). An inductive approach is selected since the research is going to investigate the way IKEA uses omnichannel strategies and their impact on customer experience. The study is not aimed at verifying a certain hypothesis but, instead, explaining the patterns and relationships based on secondary sources of data.
By contrast, a deductive approach, which is applied to test the existing theories using quantitative data, cannot be used in this study. Deductive research is usually based on measurable variables and testing of hypotheses, and this is not the aim of this research (Kumar and Ujire, 2024). Thus, the inductive approach is flexible, exploratory, and provides an in-depth insight into omnichannel practices.
[bookmark: _31ykrflufvn3][bookmark: _Toc231766831]3.4 Research Design
Research design can be defined as the systematic approach followed to collect and analyse data in an attempt to help answer research questions (Saunders et al., 2019). It makes sure that the research process is organised and in line with the objectives of the study.
The current researches will be conducted using the qualitative research design that relies on secondary data. Qualitative research is interested not only in conceptualisation and experiences, but also in processes, based on the non-quantitative data such as reports, documents and written evidence (Ramanathan et al., 2025). In comparison to quantitative research, which is rooted in figures and statistical calculations, qualitative research explores a deeper description of relationships, meanings, and dynamics in situations.
The qualitative design is appropriate because the study aims to investigate the role of the omnichannel strategies on customer experience with an aim to understand integration, engagement, strategic practices, and not quantifies the numerical relationships (Takona, 2024). Other approaches that have been adopted include the analysis of secondary data, whereby available data is employed in addressing new research questions; it is deemed as an effective method and cost saving in the research.
Conversely, a quantitative research design is not chosen due to the lack of objectives in the study to test statistical relationships or hypotheses on the basis of numerical data (Saunders et al., 2019). Equally, a mixed-method design is not embraced because the research aims can be adequately met by conducting a qualitative analysis of secondary data (Gillespie et al., 2024).
In this way, the chosen research design guarantees the depth of knowledge, context analysis, and correspondence to the aims of the study.
[bookmark: _sq8qleecsvl2][bookmark: _Toc231766832]3.5 Research Strategy
Research strategy means a way of research which will be conducted and will help to reach its goals (Saunders et al., 2019). This research will be a case study approach, but with IKEA as the chosen organisation. A case study is a study of an organisation in depth to learn complex phenomena in the real world scenario. The choice of the case study approach should be explained because it will make it possible to take a closer look at the functionalities of the omnichannel business at IKEA, including digital, brick-and-mortar shops, and the integration processes. It provides background information about the impact of these strategies on customer experience.
Conversely, a survey approach is inappropriate because the research does not entail direct data gathering of subjects (Doran et al., 2026). In the same breath, an experimental strategy cannot be applied since the research will not entail the manipulation of variables in a controlled manner. The case study approach, therefore, guarantees depth, contextual relevance and correspondence with the research objectives.
[bookmark: _v8brel3axp91][bookmark: _Toc231766833]3.6 Data Collection Method
This paper employs a secondary data collection technique, where secondary data is analysed and already published data is used. Secondary research uses information that is available, like reports, databases and publications (Dale et al., 2025).
The sources of data are:
· IKEA company publications and reports: Secondary data sources on the organisational level to comprehend IKEA's omnichannel strategy, digitalisation, and customer experience activities include the official reports of the company (e.g., annual and sustainability reports). The documents are first-hand and company-specific information on how operations are done, what investments in technology have been made and what strategic priorities the company is pursuing. The literature of secondary research reveals that organisational records are exceptionally valuable in that they provide authentic and internally validated data gathered for operational purposes (Sajid et al., 2019). With such reports, the study is able to examine the manner in which IKEA organises its online and offline integration within real-life contexts. Hence, they are applied to provide accuracy, context-relevance and depth of the analysis at the firm level.
· Industry reports (e.g. Mintel): The macro-level and strategic context of the trends in omnichannel retailing and customer experience are being presented by industry reports. Surveys conducted by companies like Mintel provides analytical services, market projections and industry standards, which can be used to position the practices of IKEA into a wider industry framework. Ellram and Tate (2016), also suggest that the use of multiple sources of secondary data increases the strength of analytic processes and correlates with strategic research findings. Such reports are also helpful to decide on the new trends, such as the digital transformation, personalisation and channels integration. Thus, they may be used to support comparative analysis and contextual findings about the strategies of IKEA.
· Statistical databases (e.g., Statista): They can be acquired through statistical data bases, such as Statista, to obtain quantitative and structured data on market size, consumer behaviour and retail trends. These databases rely on the information of different reliable sources and provide the standardised and confident statistical data. The secondary data research highlights that these databases offer access to massive datasets in databases, which would otherwise be challenging to gather on their own. Statistical information is applied in this research to justify the thesis of the expansion of omnichannel retailing and online engagement with consumers. Thus, such sources supplement the study with empirical support and numerical context to the findings of the qualitative study.
· Sources of financial and business news (e.g., The Times): Financial and business news channels, including Reuters, are utilised to record recent events, real-time and industrial news about IKEA and the retail industry. Such sources have timely and relevant information, which might not be reflected in the academic or company reports. Reporting on it, like the Reuters Digital News model, emphasises the methodical gathering of news information and verification through industry standards (Reutersinstitute, 2025). Such sources are applied in this study to comprehend existing trends, strategic decisions, and reactions of the market. Thus, they are complementary to other sources of data as they give dynamic and current information on the context of the research.
These sources offer valuable qualitative information on the omnichannel strategies, customer experience, and trends in the industry. The benefits of secondary data are that it is cheap, it is available and enables the researcher to examine large amounts of data without necessarily having to carry out primary research.
On the contrary, the primary data collection techniques like interviews or surveys are not applied due to the long time and resource consumption and the lack of necessity in order to reach the research objectives. Therefore, secondary data collection is efficient, reliable and covers all the research topic.
[bookmark: _y7vz8he7vp7m][bookmark: _Toc231766834]3.7 Sampling Technique
Sampling can be defined as a choice of the cases/data to be analysed (Ahmed, 2024). In this study, purposive sampling is employed, which is where one selects a case on the basis of its pertinence to the research objectives. IKEA has been chosen as it is one of the most popular retailers on the global market with an established omnichannel strategy and publicly traded information.
Purposive sampling is suitable since the researcher will be targeting a case that can offer valuable information on omnichannel marketing and customer experience (Robinson, 2023). Conversely, random sampling, which is applicable in generalising the findings to the population, is inappropriate since the study is on a single case and not numerous organisations (Saunders et al., 2019). Therefore, purposive sampling is the most appropriate as it provides relevance, depth, and correspondence with the research aims.
[bookmark: _8rkl91lmcs][bookmark: _Toc231766835]3.8 Data Analysis Method
The research uses thematic analysis in the analysis of qualitative data. Thematic analysis is a process of identifying, analysing and interpreting patterns or themes in data (Clarke and Braun, 2017). This approach is appropriate as it enables the researcher to analyse similar themes associated with the omnichannel integration, customer experience, engagement, and challenges. Thematic analysis is a popular method of qualitative studies when the result is the analysis of textual data, e.g. reports and documents.
The process involves:
· Data familiarisation: Data familiarisation is the first step, in which the researcher reads and rereads the data to acquire an in-depth insight into the content and context of the data. This is required because it will determine the initial patterns and meanings until the actual analysis can be done. Ahmed et al., (2025) underscores the fact that familiarisation enhances interpretative rigour by ensuring that interpretations are based on the data. In this piece, reports, and documents relating to IKEA are closely analysed with the aim of establishing a strong foundation upon which subsequent coding will be grounded.
· Coding: Coding Coding is the act of assigning labels to data fragments in a systematic and regular or ordered way to indicate what matters to the data, or the data patterns or ideas. It is very significant in organisation of qualitative data into manageable qualitative units to be analysed. Manual coding helps with transforming raw textual data into coded information and then proceeding to interpret it further (Lungu, 2022). The primary dimensions that include channel integration, customer engagement, and digital tools are classified in this work according to secondary sources to illustrate the common trends related to the omnichannel strategy.
· Theme identification: Theme identification is the act of identifying similar codes within bigger patterns or themes that reflect some important information. Themes denote repeated ideas and links in the data and they help in the explanation of the research problem. According to Byrne (2022), themes convey shared meanings and provide an analytic system of qualitative data. This study clumps the codes together into themes such as the effectiveness of integration, customer experience, and operational challenges.
· Interpretation: Interpretation involves discussion and clarifying the themes identified based on the research purposes and theory. This has ceased being the description of the findings but a move towards providing more information on the findings. It allows the researcher to relate the themes to such concepts as customer experience and integration of omnichannels. As part of this research, the themes will be understood to provide an explanation of how the strategy of omnichannel used by IKEA affects customer satisfaction, their engagement, and experience.
Statistical analysis techniques like regression are not applied, in contrast, since the study is not conducted with numerical data (Bisaria et al., 2026). Therefore, thematic analysis offers a methodical framework for the interpretation of qualitative information.
[bookmark: _27l3fo7gze42][bookmark: _Toc231766836]3.9 Reliability and Validity
Reliability is the consistency and dependability of research results, and validity is the accuracy and relevance of the data in answering the research objectives. Reliability is guaranteed by using credible and consistent sources of secondary data in this study, including official reports of IKEA, Statista, and industry sources, including Mintel and McKinsey. Such sources are highly acknowledged as accurate and are constantly updated, which increases consistency in the results.
The validity is ensured with the selection of data that is directly relevant to the research objectives, especially with reference to omnichannel strategies and customer experience. Triangulation of data can also be achieved by the use of various sources, enhancing the strength of the analysis. In this way, the research will guarantee the reliability and validity of the study, which will enhance the overall credibility of the research results.
[bookmark: _myvtaxypjji4][bookmark: _Toc231766837]3.10 Ethical Considerations
This research follows the laid-down ethics by using only secondary data information that is publicly available (Cheong et al., 2023). Since no primary data will be gathered, the study will not involve any human subjects, thus removing issues surrounding informed consent, privacy, and confidentiality. The references are cited to all sources to prevent plagiarism and to maintain academic integrity.
Besides, the data is provided in a factual manner without manipulation and distortion, and the analysis is transparent. This also makes sure that any information obtained is utilised in purely academic use. Thus, the study adheres to the ethical standards and exhibits responsible and ethical usage of data in the study.
[bookmark: _oa2uamwisxqh][bookmark: _Toc231766838]3.11 Limitations of Methodology
Although the approach has its advantages, it has some weaknesses. The research is restricted to one case company (IKEA), and this could restrict the extension of the results to other organisations or sectors. Additionally, secondary data suggests that the research will hinge on the availability, reliability and scope of available data which is not as comprehensive of omnichannel behaviours or customer experience as required.
The unavailability of primary data also restricts first hand customer data or management perspective. In addition, the selected time frame and sources limit the study since they may not fully reflect the long-term trends. Nevertheless, these limitations are considered and cannot invalidate the study.
[bookmark: _x5hkmhsv6nf4][bookmark: _Toc231766839]3.12 Chapter Summary
The chapter has defined the methodological framework used in the study, such as research design, approach, philosophy, strategy, data collection, sampling and data analysis methods. All methodological decisions were articulated, explained, and in accordance with the research goals. The qualitative, secondary data-based case study approach guarantees in-depth and contextual insights into the strategy of the omnichannel of IKEA.
Reliability, validity and ethical issues were also handled in order to guarantee research credibility and integrity. The methodology presents a good foundation to the study despite some limitations. The findings and thematic analysis of the data collected will be presented in the following chapter.


[bookmark: _mmqx9c91lg9w][bookmark: _Toc231766840]Chapter 4: Findings and Data Analysis
[bookmark: _i1vu0obwoeph][bookmark: _Toc231766841]4.1 Introduction 
This chapter discusses the findings and data analysis of the study on the role of IKEA's omnichannel marketing strategy in improving the customer experience. The chapter uses a qualitative, thematic analysis technique for the secondary data gathered from company reports, industry publications, scientific literature, business news sources, etc. The chapter discusses the process of data familiarisation, coding, synthesising themes and cross-themes synthesis, as described in the thematic analysis framework. The results are arranged in themes and subthemes to give a structure to the understanding of how IKEA is intertwining online and offline channels to enhance their customer engagement, convenience and overall customer experiences.
[bookmark: _s1lyqh9kx9n][bookmark: _Toc231766842]4.2 Findings
[bookmark: _x6h00jj90xk1][bookmark: _Toc231766843]4.2.1 Overview of findings: Data familiarisation [Refer to Appendix 1]
In the familiarisation of data phase, the researcher thoroughly analysed the selected empirical studies and read them several times to gain insight into the recurring concepts, statistical patterns and trends in customer behaviour concerning omnichannel retailing and customer experience [Refer to Appendix 1]. This included a process of identifying common themes related to channel integration, customer satisfaction, loyalty, and the digital interaction and personalised customer journey in multi-channel retail scenarios.
Seamless channel integration has been consistently identified as a key driver of customer satisfaction and loyalty in several studies. In an IKEA omnichannel retail environment, the results of the PLS-SEM analysis revealed that perceived logistics service quality had a significant effect on perceived channel integration quality, and that perceived channel integration quality had a significant effect on transaction-specific satisfaction, cumulative satisfaction, and repurchase intention. Similarly, after incorporating the serial mediated effect Chandna and Ubba (2025) discovered that customer empowerment as well as the customer experience was seen to be positively correlated to channel integration thus increasing customer satisfaction. Furthermore, Cui et al. (2022) found that the interplay between the online and offline channels was positively influential on customer value co-creation behaviour, which showed the importance of the customer journey, designed to be online and offline-interactive.
Customer loyalty was another study theme that is common among studies reviewed. Alim et al. (2025) conducted a study towards customer satisfaction, perceived value and customer loyalty of the fashion retail consumers and their findings revealed that the customer experience in omni-channel had a significant influence on the customer satisfaction, perceived value and customer loyalty of the fashion retail consumers. The same pattern was found in Jo and Bang (2024) who found that perceived ease of use, personal interaction and diversity of products had positive effect on customers' attitudes and satisfaction toward the products which facilitated customers to be loyal. The same is proved by Roosta et al. (2025) who also highlighted the high predictive value of the socio-cultural and behavioural factors of customers' loyalty using machine learning techniques.
Additionally, customer engagement and the personalised omnichannel journey came out as two key elements, which have gained in importance, based on the articles analysed. Salem and Alanadoly (2024) proved integration and flexibility had a positive moderation effect on the relationship between customer engagement and Customer Behaviour. returned policies' positive moderation effect on customer engagement-Citizen Behaviour relationship. Van Nguyen et al. (2024) identified four customer segments based on the personalised journey expectations that customers have related to their switching behaviours - digital switchers, webroomers, showroomers and offline switchers. Furthermore, Weippert (2024) pointed out that moments - both in terms of their scope and intensity - need to be connected throughout a customer's journey to be effective in the process of personalisation in an omnichannel environment.
Adoption of digital technology was another large focus area at familiarisation. Among consumers in the Millennial and Generation Z generations, channel synchronisation, social influence and omni-channel experience are the factors that impact their willingness to use digital retail channels, the study said. A similar positive relationship between customer effort reduction and customer experience and satisfaction was found in Pires et al. (2025), which further led to increased recommendation intentions and customer loyalty.
Furthermore, the literature review highlighted the strong impact of authenticity and seamlessness on customer perception in the context of omnichannel retailing. Massi et al. (2023) determined that handling such experiences seamlessly drives a greater purchase intention and perception of brand authenticity than fragmented customer experiences. Clara (2023) also found that customer satisfaction and loyalty are positively affected by omnichannel intensity and shopping value; this was confirmed by SEM. In general, the familiarisation process highlighted the consistency of the recurring issues of the seamless integration, the customer experience, the loyalty building, the engagement and the usage of digital channels in the omnichannel retailing context.
[bookmark: _86oyyjgawo2m][bookmark: _Toc231766844]4.3 Thematic Identification and coding
The selected empirical articles were examined several times during the early stage coding procedure to identify the common concepts, behavioural patterns and statistically significant results on omnichannel retailing. The extrapolated findings generated initial codes including channel integration, customer satisfaction, seamless experience, digital adoption, engagement and loyalty. These codes were then aggregated into a higher level of sub-themes, such as customer journey integration, personalisation, customer engagement drivers, and omnichannel retail quality. Lastly, these sub-themes were grouped into four main themes according to the research objectives: Importance of omnichannel strategy, IKEA's omnichannel practices, Customer experience & satisfaction, and Importance of omnichannel benefits & challenges.
[bookmark: _c591nzbuujzq][bookmark: _Toc231766845]4.3.1 Early Stage Coding [Refer to Appendix 3]
Appendix 3 provides an explanation of how the selected empirical studies contribute to the understanding of omnichannel marketing strategies and their impact on customer behaviour, customer experience and retail performance together. Looking at the results, it is clear that the focus of omnichannel retailing is strongly tied to the seamless integration of the digital and physical channels, a problem that repeatedly appeared as an important issue that affects the satisfaction, loyalty and engagement of customers.
The first theme focuses on the need for a multi-channel marketing approach in today's retail context. Seamless customer experiences, integrated channel interaction and omnichannel shopping value were found to have a positive influence on purchase intention, customer satisfaction and customer loyalty in all of the studies conducted by Massi et al., (2023), Cui et al., (2022) and Clara (2023). This means that today's customers are more demanding and want a seamless Customer Experience for all their interactions.
The second theme is on IKEA's initiatives in the omnichannel approach, digital platforms, the mobile app and the physical stores. The coding outcomes demonstrate that important aspects of the implementation of omnichannel are channel synchronisation, logistics integration and personalised customer journeys. From the viewpoint of IKEA omnichannel, Prassida and Hsu (2022) have more specifically identified the logistics quality and integrated channel's effect on the repurchase intention and customer satisfaction. Similarly, Van Nguyen et al. (2024) and Weippert (2024) illustrated how shoppers require unique personalised OCS experiences in relation to their shopping behaviour and touch point bias.
The third theme discusses the role of integrated channels in affecting the customer experience and satisfaction. Based on the reviewed studies, it could be argued that the results point to the specificity that the degree of customer empowerment, ease of use, reduction in customer effort and personalised experiences are significant factors in the satisfaction and loyalty outcomes. Chandna and Ubba (2025), Alim et al. (2025) and Pires et al. (2025) found that integrated omnichannel experiences positively affect customer satisfaction, perceived value and customer loyalty in a mediation manner.
Lastly, the fourth theme points to the advantages of omnichannel marketing and the obstacles that come with it when it comes to improving customer engagement. As illustrated in the table, engagement and customer advocacy and behavioural loyalty are enhanced with omnichannel integration. But some studies also included operational issues where personalisation was not effective, engagement resulted in varied and coordinating multiple touchpoints was complex. However, by analysing the coding table, it is evident that while omnichannel marketing presents significant opportunities to assist customer relationships and retail competitiveness, retailers need to be able to control the technological implementation, personalisation and cross-channel consistency to ensure that their customer engagement efforts are successful.
[image: ]
[bookmark: _scxtgjaijm3r][bookmark: _Toc231766881]Figure 4.1: Thematic coding tree 
(Source: Self-developed using MS Word, Refer to Appendix 3)
The thematic coding tree (Figure 4.1) is explained through the thematic coding tree, which reflects the results of the selected empirical studies systematically organised into interconnected codes, sub-themes and broader themes, that are matched to the research objectives. The coding process indicates that seamless integration of online and offline channels in combination with customer-centred experiences, and the use of technology in retail, are driving the nature of omnichannel retailing [Refer to Appendix 3].
The first theme focuses on the importance of Omnichannel Marketing Strategies as seamless customer interaction and cross-channel integration and omnichannel retail quality play a key role in fostering customer trust, purchase intention, satisfaction and loyalty. Massi et al., (2023), Cui et al. (2022) and Clara (2023) were all studies that demonstrated positive influence of the inclusion of the customer journeys on customer perceptions and behavioural programs.
The second theme “IKEA's Omnichannel Initiatives Across Digital Platforms and Stores” explains how the ideas of digital synchronisation, logistics integration and custom journeys for customers, are helping make an omnichannel happen. The environment presented in this study is retailing with a specific instance of logistics quality and channel integration affecting satisfaction and repurchase intention amongst customers of IKEA in a particular sector, retail.This study's environment is retail, with a particular instance of logistics quality and channel integration impacting on satisfaction and repurchase intention amongst customers of IKEA. Likewise, customer expectations have also risen that they will be offered a ‘personalised’ and ‘seamless' experience, with various touchpoints available to the brand to communicate through a unified narrative as noted by Van Nguyen et al., (2024) and Weippert, (2024).
The third theme is about the “Influence of Integrated Channels on Customer Experience and Satisfaction”. The results highlight that Customer ability to empower, facilitate their use, reduce the effort required by customers, and increase the perceived value play a significant role in the satisfaction levels and Customer loyalty outcomes (Chandna & Ubba, 2025; Alim et al., 2025; Pires et al., 2025). This shows that omnichannel systems are great at delivering both emotional and functional experiences for customers.
Lastly, the fourth theme is called “Benefits and Challenges of Omnichannel Marketing”. Although omnichannel integration enhances engagement, it also leads to certain operational issues, such as poor personalisation, as well as to inconsistencies in engagement and complexity of implementation (Salem and Alanadoly, 2024; Jeong and Jo, 2024). In general, the thematic coding tree shows that effective omnichannel marketing relies on the successful integration of channels, personalisation, and seamless customer journeys to enhance customer satisfaction and customer loyalty.
[bookmark: _ckol9c464t6y][bookmark: _Toc231766846]4.4 Interpretation of themes 
[bookmark: _d2uknhk0zin4][bookmark: _Toc231766847]4.4.1 Theme 1: Importance of omnichannel marketing strategies 
The results show that nowadays the omnichannel marketing approach is quite a significant way in retailing practice due to the requirement of consumers to combine online and offline offerings in a seamless and integrated shopping experience. However, importantly, Massi et al. (2023) postulated that a smooth omnichannel journey would have a great influence on customers' purchase intention and perception about brand authenticity: consistency through channels would engender more trust among the customer and boost retail engagement. Similarly, when assessing the interactivity of online-offline channel, Cui et al. (2022) discovered that the more interactive the channel, the more active the customer is in interacting with the retailers to create value, suggesting that the more inter-active online-offline channel is, the more active customers are likely to act on the value co-creation behaviour with retailers.
Besides, the quality of omnichannel retailing was pointed out as being significant in that Clara (2023) discovered that the omnichannel intensity and value of shopping had a significant influence on each other to get the customers satisfied and loyal in omnichannel retailing. This is due to the changing expectations of the customers, who value convenience, flexibility and consistency more than price. Mintel (2025) says “Price is no longer the be-all and end-all” (Appendix 2) which means that these days customers are more concerned with the total value and experience rather than with low prices alone. In addition, Mintel (2025) found the percentage of consumers doing hybrid journeys (20% online, 20% in store) to be increasing; refer to Appendix 2.
Omnichannel retailing is also strategic for the broader market. The importance of the UK furniture industry can be seen in Appendix 2 as Statista (2025a) found that “In 2023, furniture retail sales generated almost 20.4 billion British pounds in revenue.” In addition, the company IKEA realised the need for omnichannel transformation by declaring its intention to “transform the franchise system's digital capabilities in an omnichannel reality” (IKEA, 2021a) (Refer to Appendix 2). Overall, this evidence highlights the increased need for omnichannel strategies to be crucial for keeping retailers competitive, ensuring customer satisfaction and for long-term retail growth.
[bookmark: _nmc0jn2f1ytb][bookmark: _Toc231766848]4.4.2 Theme 2: IKEA's Omnichannel Strategies in digital platforms and Stores
The results prove IKEA's ability to have dramatically increased its omnichannel efforts via digital channels, a connected logistics system and coherent physical interactions. Nagy et al. (2024) states that the uses of channel synchronisation, digital adoption and omni-channel experience impact customers willingness to use digital retail channels. Similarly, Van Nguyen et al. (2024) discovered different segments of customers within each of the omnichannel channels such as webroomers, showroomers, etc., reflecting the growing importance of personalised customer journeys spanning channels.
However, the study conducted by Prassida and Hsu (2022) on logistics quality and channel integration concluded that logistics quality and channel integration in IKEA study positively influence customer satisfaction and repurchase intention, which is consistent with the result of the previous study. It also involves the omnichannel being available for digital interactions—it must also be available for fulfilment and sync’d retail activities. Furthermore, Weippert (2024) found that the customer journey's intensity is crucial when it comes to omnichannel personalisation, as are the connected touchpoints.
These findings are backed up well by company evidence. See Appendix 2, where IKEA (2024a) said that it offers “an omnichannel offering that meets customer needs” and “provides a seamless and unique customer experience”. Another enhancement to its omnichannel access was its “more than 700 IKEA customer meeting points” and “56 new sales locations” (IKEA, 2024a) (see Appendix 2). Moreover, IKEA created a combined service system by providing the possibility for customers to shop, plan, order or even pick up orders via the internet (IKEA 2024a) (Refer to Appendix 2).
IKEA's actions are not only reflected in digital engagement growth but also in its activities. IKEA's 2024b Sustainability Report also revealed that, “4.6 billion visits to IKEA websites” and “899 million visits to IKEA stores”, with consumers interacting with both online and offline platforms. So IKEA's omnichannel efforts are a sign of a smart mix of digital transformation and brick-and-mortar service.
[bookmark: _f980vacowq1j][bookmark: _Toc231766849]4.4.3 Theme 3: Influence of integrated channels on customer experience and satisfaction
The results show that using integrated systems of omnichannel has a highly positive impact on customer experience, customer satisfaction and customer loyalty. Chandna and Ubba (2025) reported positive results in their study between channel integration and customer empowerment which further mediated with customer experience in improving customer satisfaction. The customer satisfaction, customer value perception and customer loyalty as its conclusion of Alim et al. (2025) shows that customer care through Omni-Channels approach improves customer experience.
Furthermore, in another study Pires et al. (2025) have found that: "An increase in lower customer effort leads to an increase in customer experience and customer loyalty", indicating that making things easier for customers and allowing them to interact is crucial for the building of customer retention. Aside from the ease of use, other factors that Jo and Bang (2024) showed to be influenced by the customer satisfaction or customer loyalty building in the context of omnichannel retail strategy are customer attitude and personal interaction.
This is backed by evidence in Appendix 2. IKEA (2023a) state that “availability of products for our consumers got better”, thus suggesting an association between efficient fulfillment with consumers' satisfaction (Refer to Appendix 2). Seamless and unique customer experience” and planning and ordering systems (Refer to Appendix 2) were further emphasised as key features by IKEA (2024a).
In addition, customer trust and reassurance seem to be crucial in the context of omnichannel customer experience. According to Mintel (2024), “67% said they shop with certain retailers because they trusted it”, showing the value of having an omnichannel system that is reliable while having a knowledgeable and helpful employee to make the shopping experience great. Furthermore, Mintel (2023) stated that more than two thirds (68%) of the specialists using the store-based platform were “store-based specialists”, which demonstrates the strong significance of touch-and-feel experiences in the context of omnichannel retailing (Refer to Appendix 2) The results demonstrate overall that customer satisfaction and emotional satisfaction are enhanced by the integrated use of omnichannel channels in addition to the convenience for functional tasks.
[bookmark: _wlgq29zh0ypq][bookmark: _Toc231766850]4.4.4 Theme 4: The pros and cons of omnichannel marketing
The results have shown that the omnichannel marketing offers numerous customer engagement, customer loyalty and retail performance-related benefits besides operational and implementation challenges. Bhuvanesh and Vaishnavi Salem and Alanadoly (2024) discovered that integration and flexibility has profound impact on customer engagement and citizenship behaviour, with positive omnichannel experiences as a significant driver of customer advocacy and word-of-mouth behaviour according to Jeong and Jo (2024).
Moreover, Roosta et al. (2025) showed that there is a strong connection between behavioural and socio-cultural factors with customer loyalty through machine-learning models, adding that in the context of customer engagement, data-driven approaches are becoming more and more vital. Few conclusions can be drawn from the results, which show that an omnichannel strategy can improve the long-term bond with customers and their behavioural loyalty.
However there are some operational difficulties revealed in the results. However, Salem and Alanadoly (2024) have found that connectivity, consistency and personalisation can sometimes yield meagre engagement results, meaning that a lack of such integration doesn't necessarily mean that customers will get engaged. Moreover, in many businesses, personalisation is still not implemented or monitored on a personalised journey across different channels.Furthermore, many businesses are struggling to effectively personalise their omnichannel journeys, as coordination across the channels is complex.
These are also reflected in the market evidence. Howard (2026) reported that the “UK has experienced a net loss in retail space” in Appendix 2, which demonstrates that there are structural pressures on in-store retail. The UK furniture producer price index is also rising, as Statista (2025a) showed that it stood at 134.9 in 2024 (Refer to Appendix 2), up from the previous year.In addition, affordability is becoming a concern with rising costs, with Statista (2025a) reporting the UK furniture producer price index at 134.9 in 2024, up from the previous year. However, IKEA has tried to tackle these issues by innovations such as “DIY delivery options” (Mintel, 2025) and “average global price reduction of 10%” (IKEA, 2024a) (Refer to Appendix 2). However, retailers are in a constant battle against the challenges of operational complexity, personalisation and cost-efficiency to keep the omnichannel performance strong, and as the opportunities to engage with customers and fuel growth continue to grow, so do the pressures on retailers to perform.
[bookmark: _1wsfy3ppg9af][bookmark: _Toc231766851]4.5 Theoretical alignment 
4.5.1: Theoretical alignment of the customer experience theory
Positive link between seamless omnichannel experience and purchase intention and brand authenticity perceptions was observed by Massi et al. (2023) as positive and consistent interactions in cross channels foster customer trust and emotional attachment. Similarly, Chandna and Ubba (2025) found that channel integration positively contributed to customer empowerment, customer experience and satisfaction and Alim et al. (2025) findings proved that the OCE significantly affected customer satisfaction, perceived value and customer loyalty. The results directly provide scientific data of the effect of positive experiences at each point of the customer journey, and therefore his/her positive later behaviours and loyalty.
The results also reveal the importance of the customer convenience and ease of effort in their positive customer experience. Pires et al. (2025) revealed that customer satisfaction and loyalty measures benefitted from the cost reduction of customer effort, and Jo and Bang (2024) revealed that ease of use and personal interaction positively affected customers' attitudes and their satisfaction. These findings indicate that customers rate an omnichannel retailer for the efficiency, ease and emotional value they gain from all their interactions with that retailer digitally and physically.
This theoretical congruence is further borne out by the evidence provided in Appendix 2. As you can see in Appendix 2, IKEA said it offers customers the opportunity to shop, plan, order or pick up orders online and provides “a seamless and unique customer experience”. Furthermore, Mintel (2024) highlighted that “67% have a preference for stores with which they place trust,” underlining the relevance of trust and reassurance as a key part of the customers' experience in omnichannel retail (Refer to Appendix 2). As such, it would stand to reason that the results completely validate Customer Experience Theory and that seamless experience, personalised and integrated interactions do have a significant impact on customer satisfaction, trust and loyalty.
[bookmark: _cib4szboojg1][bookmark: _Toc231766852]4.5.2 Theoretical Alignment with Omnichannel Integration Model
Cui et al. (2022) concluded that online-offline interactivity did influence the customer value co-creation behaviour significantly in a positive way and Nagy et al. (2024) indicated that the synchronisation of channels and omni-channel experience did influence the digital channel adoption significantly. Similarly, Prassida and Hsu (2022) and their study revealed that the logistics service quality and IKEA's perceived channel integration was found to positively influence the level of customer satisfaction and repurchase intention in the IKEA Omnichannel environment. The results show that customers' expectations of a seamless online to in-store journey is increasing.
There are also studies about personalised customer journeys, which pass on an Omnichannel Integration Model. Van Nguyen et al., (2024) conducted a research on the behaviour of those customers, by segmenting them into Webroomers, Showroomers and Digital Switchers, revealing that their journey is dynamic and changes through various channels between purchase decisions. Weippert (2024) also highlighted the importance of coordinating touchpoints and beefing up the customer journey in achieving personalisation success on each channel. The results confirm the assumption of the model that omnichannel systems need to give a coherent and seamless experience across all customer interactions.
The evidence from the company and industry also illustrates this theoretical alignment in Appendix 2. As per Appendix 2, IKEA (2021a) highlighted its commitment to “changing the capabilities of the franchise system to an omnichannel reality” Finally, IKEA (2024a) reported “more than 700 IKEA customer meeting points” and integrated planning, ordering and collection services, suggesting high level of coordination between online and offline (Refer to Appendix 2). Moreover, simultaneous engagement across digital and physical channels was demonstrated with IKEA Sustainability Report 2024b (Refer to Appendix 2) - with a total of “4.6 billion visits to IKEA websites” and “899 million visits to IKEA stores”. Therefore, this study clearly validates the Omnichannel Integration Model by exhibiting that integrated channels, logistics coordination and connected customer touchpoints play a crucial role in achieving the success of Omnichannel retailing.
[bookmark: _hc0ejqh2qfqw][bookmark: _Toc231766853]4.6 Summary 
The objective of this chapter was to use the findings from the selected empirical studies and the secondary industry data to analyse IKEA's omnichannel marketing strategies and customer experience. Based on the thematic analysis, it was found that four key themes pertain to the importance of omnichannel strategy, IKEA's omnichannel initiatives, customer experience and satisfaction, and benefits and challenges of omnichannel marketing. The results showed that seamless channel integration, digital transformation, logistics coordination and/or personalised customer journeys have a big impact on customer satisfaction, brand loyalty and engagement. Additionally, the chapter compared the results with the Customer Experience Theory and the Omnichannel Integration Model to give a better understanding of the relevance of integrated retail experiences in modern omnichannel retailing.
[bookmark: _eq3l96ijhlq1][bookmark: _Toc231766854]Chapter 5: Discussion
[bookmark: _uv32xmr5r3sm][bookmark: _Toc231766855]5.1 Chapter Introduction
This chapter will discuss the study outcomes in terms of making comparisons and contrasts between the thematic results outlined in Chapter 4 and the literature reviewed in Chapter 2 and the theoretical underpinning of the study. The discussion is structured in line with the research objectives in order to assess the degree to which the findings match up with the current academic knowledge about omnichannel marketing and customer experience. A special focus on finding points of consensus, dissonance, and extrapolation of the empirical data gathered in IKEA reports, the industry publications, the statistical database, and the academic literature is paid. The chapter also explains the findings to Customer Experience Theory and the Omnichannel Integration Model to enhance knowledge in theory and practice.
[bookmark: _36konxy8wn03][bookmark: _Toc231766856][bookmark: _i7enfssb1l8s]5.2 Discussion of Objective 1: “To examine the concept and importance of omnichannel marketing strategies in contemporary retailing.”
The results show that the omnichannel marketing has developed into strategy expansion of channels to more of a holistic retail formulation which lays more emphasis on the sustenance of customer experience in both digital and physical environments. The thematic analysis found out that the omnichannel implemented at IKEA focuses on coordinated touchpoints such as websites, mobile interaction, the planning services, the fulfilment systems, the physical stores and customer meeting points. These results are highly consistent with the literature, which, conceptualising omnichannel marketing, views it as an integration of interaction points with the customer into a continuous and all-encompassing customer experience instead of fragmented retail experiences.
The results specifically endorse the reasoning of Balbzin Buckley and Marquina Feldman (2024) who argued that channel integration has a direct positive impact on omnichannel customer experience, by enhancing it in terms of cognitive, affective, and behavioural dimensions. Similarly, Wiese (2024) stated that perceived seamlessness at touchpoints was the focus of customer consideration of omnichannel retailing This theoretical stance could be found in the results where the IKEA annual reports indicated the ongoing commitment to omnichannel capability by expanding access points to customers and enhancing integrated shopping experiences. The company reports revealed that IKEA transitioned between over 600 customer meeting points in FY23 and over 700 customer meeting points in FY24 and also during the same period developed an omnichannel solution that satisfies the needs of customers and offers a smooth and distinct customer experience. The results complement the literature by demonstrating real-life use of integrated retail infrastructure.
The results also support Avvad et al. (2025), who reported that digital capability transformation was viewed as a strategic necessity, rather than an optional addition, since it is evident that annual reports at IKEA reflect the notion that integration between physical and digital retail can only be achieved by adopting an omnichannel reality. This was further supported by sustainability reports which reported 4.6 billion visits to the websites and 899 million visits to the physical stores, which implies that customers view and use several channels that are linked to each other not because it replaces one channel with the other.
Nonetheless, the results further develop literature to exhibit that the significance of omnichannel is no longer confined to the convenience or channel integration. Gao and Jiang (2025) insisted that the efficacy of omnichannel needs to be explored in the context of customer journey design, in which the value to the customer is created by the presence of a closely linked set of touchpoints, whereas Yu et al. (2024) considered omnichannel a tool that provides a similar experience regardless of the channel used. The IKEA sustainability discovery reiterated several times the importance of making customer experiences more affordable, accessible, and sustainable, with annual reports outlining price cuts and greater accessibility of services as strategic priorities.
The results also somewhat contradict the previously existing conceptual literature. Current literature mainly focuses on technological inclusion as the main catalyst to the maturity of the omnichannel. Conversely, the results suggest that effective application of the omnichannel needs both digital infrastructure and operational coordination, flexibilities in fulfilment, accessibility to the customers, and expansion of the retail networks. Similar indicators of Mintel industry evidence also indicated that customers are placing more importance on trust, convenience, and blended online-offline interaction as opposed to all-digital interaction.
Thus, this goal is realised by showing that omnichannel marketing has assumed strategic significance in the modern retailing as it allows retailers like IKEA to incorporate technology, accessibility and customer-focused service delivery in an integrated retail ecosystem that enhances continuity and customer value.
[bookmark: _j1jce5l5umvm][bookmark: _Toc231766857]5.3 Discussion of Objective 2: “To analyse IKEA’s omnichannel initiatives across digital platforms, mobile applications and physical stores.”
The results indicate that IKEA omnichannel efforts work based on the integration of digital services, mobile-enabled services, fulfilment systems, and physical retail experiences to develop a cohesive customer experience. The results do not imply that the online and the offline platforms of IKEA are independent of each other but they are strategically aligned to facilitate planning, purchasing, collection and post purchase interaction. This reinforces the literature claim that the omnichannel marketing is distinct to multichannel retailing in that customers perceive the journey as a continuum process and not fragmented interactions.
The results were highly supportive of the arguments of Gao and Jiang (2025), who hypothesized that the effectiveness of an omnichannel relies on the design of customer journeys and coordinated touchpoints, and Yu et al. (2024), who theorized that digital transformation will allow company to engage the customer in the same manner whether in the physical or the virtual space. The IKEA annual reports showed that the company continues to invest in integrating customer access through services that would enable them to shop, plan, order or pick up online orders, proving that digital and physical channels are not run independently, but coordinated. Equally, results revealed growth of customer meeting point and Plan and Order point meaning that physical retail is still central although more and more people interact digitally.
These results also comply with the Omnichannel Integration Model presented in Chapter 2 that focuses on structural and technological alignment of channels to guarantee customer continuity According to Balbín Buckley and Marquina Feldman (2024), integration mechanisms like synchronised pricing, shared information systems, and coordinated fulfilment greatly enhance customer outcomes. This trend can be seen through the findings because, in annual reports, IKEA has made numerous mentions of transforming the digital capability and strategic changes aimed at enhancing the value chain in an omnichannel context. This means that technology is acting as an integration mechanism and is not a channel in its own right.
Nevertheless, the results go beyond the existing literature as they show that the omnichannel programmes implemented by IKEA are not limited to digital communication but comprise operational accessibility and customer support tools. Mobile applications, inventory systems, and click-and-collect are frequently cited in existing literature as technologies that enable an omnichannel strategy, yet results suggest a more comprehensive implementation model that considers accessibility and affordability in the implementation of the omnichannel (Gao and Jiang, 2025; Yu et al., 2024). Sustainability results showed sustained investment in widening the customer reach and development of more affordable, accessible and sustainable services pointing to the fact that the impact of omnichannel is not limited to technology adoption.
Simultaneously, there are findings, which are in part contrary to the expectations in literature in terms of full integration. The literature tends to believe that the integrated channels inherently result in harmonious experiences; the results show that the process of ensuring the synchronisation of digital platforms, fulfilment systems, and physical environments needs continuous operational adjustments and investments to be maintained. There was also evidence of pressure on physical retail spaces (provided by retail reports and market trends) and this lends further support to the necessity of retailers like IKEA to keep optimizing omnichannel coordination.
In general, this goal can be attained by proving that IKEA aspires to omnichannel initiatives via synchronized digital platforms, mobile-enabled services, fulfilment and physical retail infrastructure that will jointly promote cohesive customer experience and enhance retail accessibility.
[bookmark: _fsx03cj65hx9][bookmark: _Toc231766858]5.4 Discussion of Objective 3: “To evaluate how these integrated channels influence customer experience and satisfaction”
The results show that integrated channels of omnichannels have a positive impact on customer experience and satisfaction due to the enhanced continuity, convenience, access, and engagement during the retail process. Instead of gauging the single interactions, customers seem to look at IKEA in its wholeness, both digitally and physically. This observation can directly be aligned to Customer Experience Theory that customers emerge to have perceptions based on cumulative interaction across various channels as opposed to encountering a single service.
The results strongly align with Hurriyati and Gaffar (2021) who asserted that customer experience grows throughout the customer journey and has a strong effect on repurchase intention and customer engagement as well, Rahman et al. (2025) asserted. IKEA sustainability reports indicated that there was a significant level of interaction with customers such as 4.6 billion visits to the internet sites, 899 million visits to stores, which indicated that customers remained to be active across the integrated channels and did not replace one channel with another.
This also confirms Zhang et al. (2025), who found channel integration, flexibility, and personalisation to be the factors that drive customer loyalty, and Damayyat and Sumayyah (2024) who stated that technological integration provides better customer interaction and service delivery through customer access points. Results indicate that such bundled services decrease resistance and enhance convenience and hence enhance customer satisfaction.

Nevertheless, the results build on the existing literature as they indicate that affordability turned out as a new dimension affecting customer experience. The previous researches mainly emphasise the satisfaction based on integration and engagement, but the results indicated that the affordability and accessibility constituted significant components of customer assessment. The strategic focus that IKEA has shown on lowering prices and elevating access suggests that consumers can attribute value to both that of smooth interaction, as well as economic convenience.
Another difference can be made concerning the presumptions of universally good consequences. Even though there is a general position of literature in support of the positive effects of integrating the omnichannel (Pranindyasari and Uscha, 2025; Gao and Jiang, 2025), the results indicate that customer satisfaction does not rest solely on the integration but equally on consistency of fulfilment, service delivery, and operational execution.
Hence, this goal is met by showing that integrated channels can impact customer experience due to the ability to orchestrate interactions to enhance satisfaction, convenience, accessibility, and engagement, and at the same time establish expectations of a consistent delivery at all touchpoints.
[bookmark: _dcilm17mlypr][bookmark: _Toc231766859]5.5 Discussion of Objective 4: “To identify the benefits and challenges associated with omnichannel marketing in enhancing customer engagement.”
[bookmark: _wq0bp4gy48mo][bookmark: _Toc231766860]5.5.1 Omnichannel Marketing advantages in improving customer engagement
The results show that omnichannel marketing establishes numerous advantages which when combined enhance customer engagement by enhancing convenience, accessibility, continuity and the quality of interaction. The analysis reveals that the omnichannel strategy of IKEA is enabling customers to travel between websites, planning tools, fulfilment services and physical stores but remain consistent throughout the customer experience. The findings are consistent with the literature that identifies the omnichannel integration as a significant tool of improving engagement and customer relationships in the long-term.
These results are consistent with the findings of Rahman et al. (2025), who postulated that coordinated omnichannel experiences have a positive impact on customer engagement and even repurchase behaviour due to consistent interaction with the customer across touchpoints, which is manifested in the billions of visits to websites and hundreds of millions of visits to stores pointing to the continued interactions between the companies across the integrated channels.
The results also confirm Weippert (2024) that identifies personalisation as a key factor to customer satisfaction and choice, and Sudirjo et al. (2024) who claim omnichannel integration and personalised interaction as a way of reinforcing customer loyalty In the case of IKEA, integrated planning tools, coordinated fulfilment choices, and maximised access points to customers provide support in terms of convenience and customer-focused service delivery.
[bookmark: _cn3i73bqba5x][bookmark: _Toc231766861]5.5.2 Omnichannel Marketing challenges in improving customer interactions
Despite the remarkable advantages the findings display, it becomes clear that there are challenges in terms of keeping the omnichannel effective. The fact indicates that both digital and physical integration means a lot of coordination of activities, fulfilment mechanisms, communication with customers and technological support.
These results agree with Radomska et al. (2025), who described the omnichannel implementation barriers as multidimensional and outside of technology, to organisational coordination and operational efficiency Likewise, Das et al. (2025) argued that omnichannel transformation needs internal restructuring and strategic alignment, which organisations might not be able to maintain. The results also indicate that ensuring customer experience in multichannel access points and fulfilment channels requires ongoing investment.
The results are also consistent with Kilaru (2025), who found that fragmented data systems and implementation cost became a limiting factor to the effectiveness of the omnichannel, and Sabnis and Nikumbh (2025) who implied inconsistency between the digital and physical environment to have adverse effects on customer experience. Therefore, to effectively engage on an omnichannel level, it is not only essential to develop integrated channels, but also necessary to maintain a consistency in operation and customer value in the long term.
All in all, this goal is fulfilled by illustrating that omnichannel marketing is better at improving the engagement process by providing convenience and continuity as well as adding complexity to operations and strategy.
[bookmark: _5lemrzrqp6uy][bookmark: _Toc231766862]5.6 Theoretical Alignment
The results are general support of the two theoretical bases utilised in this research Customer Experience Theory and the Omnichannel Integration Model. Customer Experience Theory suggests that customers cannot develop their perceptions due to a single experience but because of cumulative experiences along touchpoints. This assumption is strongly supported by the findings, as the integrated retail environment of IKEA proved that the satisfaction, engagement, and accessibility were a result of the harmonized experiences through the websites, planning services, fulfilment mechanisms, and stores. 
Likewise, the results are in line with the Omnichannel Integration Model which states that a successful implementation of the omnichannel requires the alignment of information, systems, and customer interactions Evidence provided by the development of the omnichannel at IKEA confirms the fact that integrated channels can positively influence customer experience. Nevertheless, the results also indicate that the affordability, accessibility and operational scalability should be given much consideration than it is the case with the current models.
[bookmark: _voppy35vfrd3][bookmark: _Toc231766863]5.7 Chapter Summary
The chapter presented critically the results by analyzing and contrasting them with the current literature and theoretical orientation. The discussion revealed that omnichannel marketing has become an all-encompassing retail strategy that integrates both online and offline strategies to increase customer experience. Omnichannel efforts at IKEA demonstrated that the efforts had a positive impact on engagement, convenience, and satisfaction and also unveiled difficulties in implementation in terms of coordination and operational complexity. The results were generally more in line with the Customer Experience Theory and Omnichannel Integration Model with additions to the existing knowledge in the significance of affordability and accessibility. The second chapter is the conclusion, implications, limitations, as well as the future research directions.


[bookmark: _1rvad2aajl34][bookmark: _Toc231766864]Chapter 6: Conclusion 
[bookmark: _347u8uxhkdaw][bookmark: _Toc231766865]6.1 Conclusion
The paper has explored the effect of the omnichannel marketing strategy on customer experience by analysing secondary data of IKEA. The results showed that the concept of omnichannel marketing has grown beyond its ability to have multi-channel retailing processes but emphasize on the provision of an integrated and smooth customer experience both online and in-store. It was revealed that IKEA uses the omnichannel retailing strategy by using integrated platforms such as websites, customer planning, fulfilment services, customer meeting point, as well as physical stores, which form a continuity in the customer journey.
In terms of the first objective, the study discovered that omnichannel marketing has been strategically significant in modern-day retailing as customers increasingly require combined convenient and easy to access retail experiences. The results were in line with the existing literature that conceptualised the omnichannel as a coordinated interaction instead of a channel that is uncoordinated (Balbín Buckley and Marquina Feldman, 2024; Gao and Jiang, 2025).
In the case of the second objective, the research found out that the omnichannel efforts of IKEA show up in online channels, planning solutions, online ordering, collection solutions, and physical stores. Company findings revealed that it kept on investing in the development of an omnichannel capability and customer accessibility meaning that digital and physical channels do not substitute but complement each other.
In the third objective, the results showed that integrated channels have a positively valued impact on customer experience and satisfaction positively by making channels convenient, continued, more accessible, and engaging. This is in line with Customer Experience Theory which postulates that customers consider the cumulative experiences over many touch points. Findings evidence showed that when customer experiences are coordinated and consistent, integrated services enhance customer satisfaction.
Lastly, with regards to the fourth objective, the research established that the omnichannel marketing presents both opportunities and challenges. Some of the pros were better engagement, convenience, accessibility as well as customer value creation. Nevertheless, it was also found that there were challenges relating to the complexity of integration, fulfilment coordination, operational alignment and ensuring affordability.
In general, the paper finds that the approach of the omnichannel of IKEA has a positive effect on the enhancement of the customer experience, yet a long-term success requires the preservation of the quality of integrations, consistency in its operations, and long-term customer value.
[bookmark: _yjybnmn4lt7t][bookmark: _Toc231766866]6.2 Recommendations
Recommendation 1: Enhance individualised Omni-channel Customer Interaction.
The results have shown that interactions between channels and customer-centre can result in a higher customer engagement. Thus, to enhance the personalised experience of omnichannel, IKEA needs to enhance the integration of digital planning platforms, customer accounts and history of interactions between stores and online channels even further. The given recommendation is substantiated by the results that reveal a considerable degree of digital activity and the literature that has found the concept of personalisation to be a valuable source of satisfaction and loyalty (Weippert, 2024; Rahman et al., 2025).
Recommendation 2: Enhance Operational Co-ordination through the Retail Channels.
The results indicated that effectiveness of omnichannel hinges on consistency of fulfilment, access to inventory and delivery of services. Thus, IKEA must keep investing in operational coordination tools that enhance inventory visibility, flexibility of fulfilment and integrated service provision between the digital and physical space. This suggestion is a direct response to the results of the study that have identified a high level of operational complexity and aligns with the earlier literature that has identified the quality of integration as a performance determinant of omnichannel (Kilaru, 2025; Sabnis and Nikumbh, 2025).
Recommendation 3: Increase Accessibility and remain affordable.
The results indicated that the dimensions of customer experience such as affordability and accessibility were significant along with integration. Hence, IKEA ought to proceed with its growth on flexible customer access points and services of the omnichannel with preserving affordable customer propositions. As a strategic area of focus, the results of sustainability and annual reports identified affordability and accessibility as strategic priorities, indicating that these dimensions need to be brought into the core of the future development of the omnichannel.
[bookmark: _4a8dklopbogw][bookmark: _Toc231766867]6.3 Limitations
This paper has a number of limitations. First, the study utilised a single company case study design: it only considered IKEA and this could limit the applicability of the results to other retail organisations or industries. Second, the research solely involved secondary data, which implies that it did not use direct customer opinions but instead, used published data and their relevance to the study. Third, qualitative thematic analysis brings in an element of researcher interpretation in the coding and theme formulation processes. Lastly, the research was based more on omnichannel implementation and customer experience without quantitatively measuring the customer outcomes.
[bookmark: _wk73sx2psock][bookmark: _Toc231766868]6.4 Future Direction
Further studies are necessary to go beyond one-company case study and make a comparative analysis of several retailers to find out the difference in the maturity of the omnichannel and customer performance. The studies can use mixed method approaches in future, using secondary evidence with surveys or interviews to obtain first-hand customer experience, and enhance validity. Moreover, further studies are needed to understand how artificial intelligence, predictive analytics, and digital personalisation will increase in importance in the development of the omnichannel customer journey in the future. Longitudinal research can also be used to study the question of how altering customer expectations affects the effectiveness of the omnichannel strategy in the long run.
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	The study found significant positive relationships between online/offline channel interactivity and customer value co-creation behaviour. Consumers experiencing stronger cross-channel interaction demonstrated greater participation in omnichannel engagement activities.
	Supports omnichannel interaction and engagement objectives.

	Clara (2023)
	Consumer survey analysed using SmartPLS SEM.
	SEM analysis confirmed that omnichannel intensity (IOC) and omnichannel shopping value (VOC) positively influenced customer satisfaction and loyalty. The study concluded that stronger omnichannel experiences significantly improve customer loyalty formation.
	Relevant to customer satisfaction and loyalty development through omnichannel quality.

	Salem & Alanadoly (2024)
	Survey-based quantitative study (n = 251) using PLS-SEM and PLSpredict.
	Integration and flexibility significantly enhanced customer engagement. Connectivity, consistency and personalization showed statistically insignificant effects on engagement. The return policy significantly moderated the relationship between engagement and citizenship behaviour. The PLSpredict assessment showed “high prediction accuracy.”
	Explains operational omnichannel factors influencing customer engagement and behavioural outcomes.

	Jo & Bang (2024)
	SEM analysis using survey data from 252 omnichannel shoppers.
	Personal interactions and merchandise variety significantly influenced crowd perception. Perceived ease of use significantly affected perceived usefulness, attitudes and customer satisfaction. Customer attitude strongly influenced loyalty formation.
	Useful for analysing loyalty drivers within omnichannel retailing.

	Nagy et al. (2024)
	Quantitative online survey of 307 Millennials and Gen Z customers using SmartPLS and UTAUT2 framework.
	Results demonstrated that channel synchronization, omni-channel experience, social influence and performance expectancy significantly influenced willingness to use digital retail channels. Attitude toward technology strongly predicted digital channel adoption behaviour.
	Supports digital adoption and omnichannel technology integration analysis.

	Jeong & Jo (2024)
	Quantitative SEM study examining online-offline experiences and WOM behaviour.
	Positive online-offline experiences significantly increased omnichannel word-of-mouth behaviour. Reduced skepticism and stronger social influence positively affected customer advocacy behaviour.
	Explains how omnichannel experiences influence advocacy and WOM outcomes.

	Roosta, Sadjadi & Makui (2025)
	Predictive modelling and machine-learning analysis of customer behaviour and loyalty.
	Machine-learning techniques successfully predicted customer loyalty using socio-cultural and behavioural factors. Purchase behaviour variables significantly improved loyalty prediction accuracy.
	Supports analysis of behavioural predictors of loyalty.

	Chandna & Ubba (2025)
	Survey-based quantitative study using SmartPLS 4 with 230 omnichannel consumers.
	Channel integration positively influenced customer empowerment and customer satisfaction. Customer empowerment positively affected customer experience, which subsequently increased satisfaction. Serial mediation effects between channel integration → empowerment → experience → satisfaction were statistically supported.
	Highly relevant for analysing customer experience and satisfaction formation in omnichannel settings.

	Alim et al. (2025)
	Quantitative survey of 372 fashion-brand customers grounded in Customer Experience Theory.
	Omni-channel customer experience significantly improved customer satisfaction, perceived value and loyalty. Satisfaction and perceived value significantly mediated the relationship between OCCE and loyalty.
	Directly explains how omnichannel experience advances customer loyalty.

	Pires, Perestrelo & Santos (2025)
	Cross-sectional quantitative survey of 359 online shoppers using PLS-SEM.
	All hypothesised direct relationships were positive and statistically significant. Customer Effort Score (CES) positively affected customer experience and satisfaction, which subsequently improved Customer Loyalty Index (CLI) and Net Promoter Score (NPS). Mediation analysis confirmed indirect effects through satisfaction.
	Strong evidence for customer experience → satisfaction → loyalty pathway.

	Prassida & Hsu (2022) - IKEA Study
	Online survey analysed through Partial Least Squares Structural Equation Modelling (PLS-SEM) using S-O-R framework.
	The study found that perceived logistics service quality significantly influenced perceived channel integration quality. Both logistics quality and channel integration significantly enhanced transaction-specific and cumulative satisfaction, which subsequently generated repurchase intention. Different hybrid shopping experiences showed varying contribution levels to satisfaction.
	Most important for IKEA-focused objectives involving channel integration, logistics and repurchase intention.

	Van Nguyen et al. (2024)
	Mixed-method study including 23 interviews, 4 focus groups and survey of 345 omni-channel customers.
	Cluster analysis identified four customer segments: digital switchers, webroomers, showroomers and offline switchers. Different segments showed distinct switching behaviours and personalised journey requirements.
	Helps analyse personalised omnichannel journeys and customer segmentation.

	Weippert (2024)
	Qualitative study with 24 expert interviews and 6 focus groups involving 43 consumers.
	The study identified “scope” and “intensity” as two major dimensions of personalised omnichannel customer journeys. Findings suggested that effective personalisation depends on coordinated touchpoints and contingency factors.
	Useful for thematic interpretation of personalised omnichannel experiences.





[bookmark: _Toc231766872]Appendix 2:  Secondary findings from Company, industry and news reports
	Source type
	Source name
	Data extract (exact quotation)
	Initial codes
	Category

	Industry report
	Mintel, 2023
	“67% of consumers would prefer to trade up to high-quality items”
	Quality preference; value beyond low price; premium durability
	Customer value expectations

	
	
	“store-based specialists represented over two thirds (68%)”
	Store importance; physical retail strength; touch-and-feel shopping
	Offline channel relevance

	
	Mintel, 2024
	“67% choose to shop with certain retailers because of trust”
	Trust; employee support; in-store reassurance
	Human support in omnichannel CX

	
	
	“49% buying second-hand furniture”
	Second-hand demand; value-seeking; sustainable consumption
	Changing customer behaviour

	
	Mintel, 2025
	“Price is no longer the be-all and end-all”
	Value perception; premiumisation; non-price factors
	Customer value shift

	
	
	“20% of consumers shop both online and in-store”
	Hybrid shopping; channel switching; omnichannel journey
	Online-offline integration

	
	
	“IKEA is addressing this challenge by trialling DIY delivery options”
	Delivery innovation; accessibility; customer convenience
	Omnichannel service innovation

	News report
	Howard, T. (2026), The Times
	“UK has seen a net decline in retail space” 
	Store closures; retail space decline; channel pressure
	Retail structural change

	Company annual report
	‌IKEA. 2021a
	“online sales channel was used extensively”
	Online channel use; digital demand; pandemic-led channel shift
	Digital channel growth

	
	
	“on-line sales remained at a high level”
	Sustained online engagement; hybrid shopping; digital retention
	Online-offline retail behaviour

	
	
	“transform the franchise system’s digital capabilities in an omnichannel reality”
	Digital capability building; omnichannel transformation; strategic adaptation
	Omnichannel transformation

	
	‌IKEA. 2022a
	“online sales remain at a high level”
	Online sales continuity; post-pandemic digital behaviour; channel persistence
	Digital channel growth

	
	
	“availability of products for our customers has improved”
	Product availability; customer access; supply improvement
	Customer experience support

	
	
	“strategic and digital changes needed to improve the IKEA value chain”
	Digital investment; value-chain improvement; online experience development
	Digital transformation capability

	
	‌IKEA. 2023a
	“more than 600 IKEA customer meeting points”
	Physical touchpoints; customer accessibility; store network expansion
	Customer access and reach

	
	
	“availability of products for our customers improved”
	Product availability; service reliability; fulfilment improvement
	Customer experience support

	
	
	“started lowering sales prices… positively affect affordability”
	Affordability; price reduction; customer value
	Value and affordability

	
	‌IKEA. 2024a
	“more than 700 IKEA customer meeting points”
	Touchpoint expansion; retail accessibility; omnichannel reach
	Customer access and reach

	
	
	“an omnichannel offering that meets customer needs”
	Customer needs; omnichannel offer; integrated retail
	Omnichannel customer experience

	
	
	“provides a seamless and unique customer experience”
	Seamless experience; unique CX; integration quality
	Customer experience enhancement

	
	
	“opportunity to shop, plan, order or pick up online orders”
	Click-and-collect; planning tools; online-offline integration
	Omnichannel service integration

	
	
	“average global price reduction of 10%”
	Price reduction; affordability; customer value strategy
	Value and affordability

	
	
	“Digital interactions with customers and suppliers have grown”
	Digital interaction growth; supplier/customer connectivity; channel digitisation
	Digital ecosystem development

	Company sustainability report
	‌IKEA. 2021b
	“launching an online circular product design tool”
	Circular design; digital tool; sustainable product development
	Digital sustainability enablement

	
	
	“continued to test circular services for customers”
	Circular services; customer participation; product lifespan
	Sustainable customer experience

	
	
	“5 billion visits to IKEA websites”
	Website engagement; digital reach; online customer interaction
	Digital customer engagement

	
	‌IKEA. 2022b
	“creating a global offer of circular services”
	Circular service model; global service offer; product care
	Circular customer service

	
	
	“make it easier for customers to prolong the lifespan”
	Product longevity; customer support; sustainable usage
	Customer value and sustainability

	
	
	“4.3 billion visits to IKEA websites”
	Website traffic; digital engagement; customer access
	Digital channel engagement

	
	‌IKEA. 2023b
	“3.8 billion visits to IKEA websites”
	Online engagement; digital touchpoints; website usage
	Digital customer interaction

	
	
	“860 million visits to IKEA stores”
	Store visits; physical channel; offline engagement
	Offline channel engagement

	
	
	“make sustainable living affordable and accessible”
	Affordability; accessibility; sustainability promise
	Sustainable value proposition

	
	‌IKEA. 2024b
	“more affordable, accessible and sustainable”
	Affordability; accessibility; sustainability strategy
	Strategic customer value

	
	
	“4.6 billion visits to IKEA websites”
	Digital reach; online engagement; website traffic
	Digital customer engagement

	
	
	“899 million visits to IKEA stores”
	Physical visits; store engagement; offline interaction
	Offline customer engagement

	
	
	“56 new sales locations”
	Channel expansion; customer access; retail network growth
	Omnichannel accessibility

	
	
	“44 Plan and Order points”
	Planning service; order support; hybrid touchpoint
	Online-offline service integration

	Statistical industry report
	Statista, 2025a
	“Revenue from furniture retail sales reached to approximately 20.4 billion British pounds in 2023.”
	Retail revenue growth; UK furniture market size; consumer demand
	UK furniture market performance

	
	
	“The consumer price index for furniture and furnishings in the United Kingdom in the fourth quarter of 2025 was 126.3”
	Inflation; furniture pricing; consumer affordability
	Market pricing trends

	
	
	“In 2023, there were 6,705 furniture manufacturers in the UK.”
	Manufacturing scale; industry capacity; supplier network
	Furniture manufacturing sector

	
	
	“the revenue generated by these manufacturers has increased, peaking at about 10.4 billion British pounds in 2023”
	Manufacturing revenue; industry growth; production value
	Furniture production performance

	
	
	“In 2023, manufacturers' sales of furniture had a value of approximately 7.8 billion British pounds.”
	Furniture sales; manufacturing output; market demand
	Manufacturing sales trends

	
	
	“In 2024, the average output price index of furniture sold by manufacturers in the UK was measured at 134.9”
	Producer price increase; inflation pressure; manufacturing cost
	Production cost dynamics

	
	
	“sales value of furniture, lighting and similar household furnishings increased again by 13.6 percent compared to the previous year”
	Retail recovery; sales growth; consumer purchasing
	Retail market growth

	
	
	“In April 2025, the retail sales value of furniture and lighting equipment in household goods stores in Great Britain amounted to approximately 1.2 billion British pounds”
	Retail spending; monthly sales; consumer expenditure
	Consumer retail activity

	
	
	“The number of retail store enterprises specializing in the sale of furniture, lighting equipment, and other household articles in the United Kingdom stood at 9,483 in 2023.”
	Retail store network; market presence; industry competition
	Retail infrastructure

	
	
	“The weekly sales of furniture and lighting equipment in household goods stores in Great Britain averaged to about 281 million British pounds in June 2025.”
	Weekly spending; consumer buying behaviour; retail performance
	Consumer spending trends

	
	
	“In 2024, consumer spending on such items amounted to approximately 21.5 billion British pounds”
	Consumer expenditure; household spending; furniture consumption
	Consumer expenditure patterns

	
	
	 
	 
	 

	
	
	“UK households spent an average of 15.70 British pounds a week on furniture.”
	Household weekly spending; furniture budgeting; customer expenditure
	Household consumption behaviour

	
	
	“the average weekly household expenditure on furniture and furnishings among all households surveyed amounted to 17.30 British pounds”
	Average expenditure; household behaviour; spending capacity
	Consumer purchasing behaviour

	
	
	“In 2024, imported furniture from the EU was valued at over 3.8 billion British pounds”
	Furniture imports; international sourcing; supply chain dependency
	International trade

	
	
	“Non-EU exports amounted to 1.2 billion British pounds.”
	Export market; international trade; global distribution
	Export performance

	
	
	“IKEA UK registered total sales amounting to about 2.3 billion British pounds in the financial year 2024.”
	IKEA sales performance; brand revenue; UK operations
	IKEA market performance

	
	
	“IKEA UK operated a total of 21 full-sized stores in the country”
	Store presence; retail expansion; physical accessibility
	IKEA retail infrastructure

	
	Statista, 2025b
	“In 2024, UK households purchased approximately 20.6 billion British pounds worth of furniture and furnishings”
	Household purchasing; furniture demand; expenditure volume
	Furniture purchasing trends



‌

‌






	Authors
	Summarised Evidence
	Initial Codes
	Sub-Themes
	Main Themes

	Massi, Piancatelli & Vocino (2023)
	Seamless omnichannel experiences increased purchase intention and brand authenticity perceptions.
	Seamless experience, brand authenticity, purchase intention, trust
	Seamless customer interaction
	Importance of Omnichannel Marketing Strategies


	Cui et al. (2022)
	Strong online-offline interactivity enhanced customer value co-creation behaviour.
	Channel interactivity, value co-creation, integrated journey
	Cross-channel integration
	

	Clara (2023)
	Omnichannel intensity and shopping value positively influenced satisfaction and loyalty.
	Omnichannel intensity, shopping value, satisfaction, loyalty
	Omnichannel retail quality
	

	Nagy et al. (2024)
	Channel synchronization and omni-channel experience significantly influenced digital channel adoption.
	Channel synchronization, digital adoption, social influence
	Technology-enabled integration
	IKEA’s Omnichannel Initiatives Across Digital Platforms and Stores

	Prassida & Hsu (2022)
	Logistics service quality and channel integration enhanced satisfaction and repurchase intention in IKEA.
	Logistics quality, channel integration, hybrid experience, repurchase intention
	Integrated logistics and retail channels
	

	Van Nguyen et al. (2024)
	Different customer segments demonstrated different switching behaviours and personalised journeys.
	Webrooming, showrooming, digital switching, personalised journeys
	Customer journey integration
	

	Weippert (2024)
	Effective personalisation depended on coordinated omnichannel touchpoints and journey intensity.
	Personalisation, connected touchpoints, journey intensity
	Personalised omnichannel journeys
	

	Chandna & Ubba (2025)
	Channel integration improved empowerment, customer experience and satisfaction.
	Customer empowerment, customer experience, satisfaction
	Integrated customer experience
	Influence of Integrated Channels on Customer Experience and Satisfaction

	Alim et al. (2025)
	Omni-channel customer experience significantly improved satisfaction, perceived value and loyalty.
	Customer experience, perceived value, loyalty
	Satisfaction and loyalty development
	

	Pires, Perestrelo & Santos (2025)
	Reduced customer effort improved customer experience, satisfaction and loyalty indicators.
	Customer effort reduction, satisfaction, NPS, loyalty
	Digital customer experience quality
	

	Jo & Bang (2024)
	Personal interaction and ease of use positively influenced satisfaction and loyalty.
	Ease of use, customer attitude, loyalty, merchandise variety
	Loyalty formation
	

	Salem & Alanadoly (2024)
	Integration and flexibility improved engagement, while return policy strengthened citizenship behaviour.
	Engagement, flexibility, return policy, citizenship behaviour
	Customer engagement drivers
	Benefits and Challenges of Omnichannel Marketing

	Jeong & Jo (2024)
	Positive omnichannel experiences increased word-of-mouth and advocacy behaviour.
	WOM behaviour, advocacy, social influence
	Customer advocacy
	

	Roosta, Sadjadi & Makui (2025)
	Behavioural and socio-cultural variables significantly predicted loyalty through machine-learning models.
	Behaviour prediction, loyalty analytics, socio-cultural behaviour
	Predictive customer behaviour
	

	Salem & Alanadoly (2024)
	Connectivity, consistency and personalization showed insignificant effects on engagement.
	Weak personalization, inconsistent engagement
	Omnichannel operational limitations
	

	Weippert (2024)
	Many firms struggle to personalise omnichannel journeys effectively across all channels.
	Complexity, personalisation challenges, channel coordination
	Implementation challenges
	





[bookmark: _Toc231766873]‌Appendix 3: Coding and theme development
	Authors
	Summarised Evidence
	Initial Codes
	Sub-Themes
	Main Themes

	Massi, Piancatelli & Vocino (2023)
	Seamless omnichannel experiences increased purchase intention and brand authenticity perceptions.
	Seamless experience, brand authenticity, purchase intention, trust
	Seamless customer interaction
	Importance of Omnichannel Marketing Strategies

	Cui et al. (2022)
	Strong online-offline interactivity enhanced customer value co-creation behaviour.
	Channel interactivity, value co-creation, integrated journey
	Cross-channel integration
	

	Clara (2023)
	Omnichannel intensity and shopping value positively influenced satisfaction and loyalty.
	Omnichannel intensity, shopping value, satisfaction, loyalty
	Omnichannel retail quality
	

	Nagy et al. (2024)
	Channel synchronisation and omnichannel experience significantly influenced digital channel adoption.
	Channel synchronisation, digital adoption, social influence
	Technology-enabled integration
	IKEA’s Omnichannel Initiatives Across Digital Platforms and Stores

	Prassida & Hsu (2022)
	Logistics service quality and channel integration enhanced satisfaction and repurchase intention in IKEA.
	Logistics quality, channel integration, hybrid experience, and repurchase intention
	Integrated logistics and retail channels
	

	Van Nguyen et al. (2024)
	Different customer segments demonstrated different switching behaviours and personalised journeys.
	Webrooming, showrooming, digital switching, personalised journeys
	Customer journey integration
	

	Weippert (2024)
	Effective personalisation depended on coordinated omnichannel touchpoints and journey intensity.
	Personalisation, connected touchpoints, journey intensity
	Personalised omnichannel journeys
	

	Chandna & Ubba (2025)
	Channel integration improved empowerment, customer experience and satisfaction.
	Customer empowerment, customer experience, satisfaction
	Integrated customer experience
	Influence of Integrated Channels on Customer Experience and Satisfaction

	Alim et al. (2025)
	Omni-channel customer experience significantly improved satisfaction, perceived value and loyalty.
	Customer experience, perceived value, loyalty
	Satisfaction and loyalty development
	

	Pires, Perestrelo & Santos (2025)
	Reduced customer effort improved customer experience, satisfaction and loyalty indicators.
	Customer effort reduction, satisfaction, NPS, loyalty
	Digital customer experience quality
	

	Jo & Bang (2024)
	Personal interaction and ease of use positively influenced satisfaction and loyalty.
	Ease of use, customer attitude, loyalty, and merchandise variety
	Loyalty formation
	

	Salem & Alanadoly (2024)
	Integration and flexibility improved engagement, while the return policy strengthened citizenship behaviour.
	Engagement, flexibility, return policy, citizenship behaviour
	Customer engagement drivers
	Benefits and Challenges of Omnichannel Marketing

	Jeong & Jo (2024)
	Positive omnichannel experiences increased word-of-mouth and advocacy behaviour.
	WOM behaviour, advocacy, social influence
	Customer advocacy
	

	Roosta, Sadjadi & Makui (2025)
	Behavioural and socio-cultural variables significantly predicted loyalty through machine-learning models.
	Behaviour prediction, loyalty analytics, socio-cultural behaviour
	Predictive customer behaviour
	

	Salem & Alanadoly (2024)
	Connectivity, consistency and personalisation showed insignificant effects on engagement.
	Weak personalisation, inconsistent engagement
	Omnichannel operational limitations
	

	Weippert (2024)
	Many firms struggle to personalise omnichannel journeys effectively across all channels.
	Complexity, personalisation challenges, channel coordination
	Implementation challenges
	





[bookmark: _Toc231766874]Appendix 4: Ethics form 
APPLICATION FOR ETHICAL APPROVAL
In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 
The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.
The individual undertaking the research activity is known as the “principal researcher”.
This form must be completed and approved prior to undertaking any research activity. 
SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Vedant Rakeshbhai Patel

	2
	Student Number:
	
2437457

	3
	Email address:
	2437457@sudent.uwtsd.ac.uk

	4
	Programme of Study:
	MBA International Business

	5
	Supervisor:
	Shahrukh Irfan


SECTION B:  Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSD Research Ethics & Integrity Code of Practice
	☒
	2
	UWTSD Research Data Management Policy
	☒

	3
	
	☐

	4
	
	☐


SECTION C: Details of Research Activity
	1
	Indicative title:
	Role of Omnichannel Marketing Strategy in Enhancing Customer Experience: A Secondary Data Analysis of IKEA

	2
	Proposed start date:
	11 March 2026
	Proposed end date:
	8 June 2026

	
	Introduction to the Research (maximum 300 words in each section)
Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:
· Purpose of Research Activity
· Proposed Research Question
· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
· What the research activity will add to the body of knowledge 
· How it addresses an area of importance. 
According to the available literature, there is an increasing significance of omnichannel marketing to enhance customer experience in contemporary retailing setups (Silva et al., 2024). Chawla et al. (2025) highlight that combining both online and offline channels will allow the clients to navigate through touchpoints smoothly, raising their satisfaction, involvement and attachment to the brand. Research by Faisal and Khan (2025) has shown that mobile applications, augmented reality tools, and click-and-collect services, are some technologies that enable the shopping process to be fortified. Much of the available literature however is based on either primary data, supported through surveys or experimental research which exit limited studies that examine strategies of organisations, based on secondary corporate records.
The suggested research will accordingly contribute to the literature by presenting a case-based secondary research of the IKEA omnichannel strategy. It fills a research gap by exploring the effect of actual organisational practice and digital transformation initiative on customer experience in the international retail market.

	3
	Purpose of Research Activity

This study aims to discuss the application of the omnichannel marketing strategy at IKEA to improve customer experience. The study will examine secondary data in order to see the impact of integrated online platforms, mobile applications and physical outlets in ensuring that customer interactions and customer satisfaction are seamless. Further, the study will also emphasise the role of digital integration and aligned sales channels in the contributed convenience, interaction, and consistency to the entire shopping experience at enhancing sustainable customer relationships and brand loyalty.


(this box should expand as you type)

	4
	Research Question

1. How does IKEA implement omnichannel marketing strategies across its online and offline retail channels?
2. How do these integrated channels influence customer experience and engagement?
3. What are the key advantages and challenges of IKEA’s omnichannel marketing approach?


(this box should expand as you type)

	5
	Aims of Research Activity
Number your aims and link them to your objectives
To analyse how IKEA’s omnichannel marketing strategy enhances customer experience using secondary data sources.


(this box should expand as you type)

	6
	Objectives of Research Activity

· To examine the concept and importance of omnichannel marketing strategies in contemporary retailing.
· To analyse IKEA’s omnichannel initiatives across digital platforms, mobile applications and physical stores.
· To evaluate how these integrated channels influence customer experience and satisfaction.
· To identify the benefits and challenges associated with omnichannel marketing in enhancing customer engagement.


(this box should expand as you type)

	
	Proposed data collection methods (maximum 600 words)
To analyse omnichannel marketing practices that are adopted by IKEA, this research will be based on a secondary method of data collection. Secondary data is suitable since the study will examine organisational strategies, digital initiatives and customer experience activities that are contained in publically available corporate and industry publications. The secondary data also enable the researcher to get trustworthy information that is produced by the organisation and respected research firms.
The main data sources will be annual reports, sustainability reports, corporal strategy reports, and digital transformation publications of IKEA. The documentation is an excellent resource offering deep information about the marketing capabilities, digital investment, the back-end coordination of logistics, and customer experience of the company. Further data will be retrieved using reports in the retail industry, business intelligence databases, and academic journal articles on the topics of omnichannel retailing and online customer interaction.
Authoritative and peer-reviewed sources will be only exploited to ascertain credibility and reliability, that is, recognised industry publications and academic databases such as Google Scholar, Scopus and business research journals. To find the information related to online platforms, mobile applications, in-store technologies, logistics integration and customer engagement strategies, the selected materials will be thoroughly examined.
The accumulated sources of secondary data will help obtain a deep insight into how IKEA merges digital and physical retailing to improve customer experience.

	7
	This should describe how you intend to collect data. It should not include a discussion of the theoretical basis for your data collection methods. Please note, that if you intend to collect any audio/video recordings of interviews with participants then these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.

(this box should expand as you type)



SECTION D: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☒

	6
	Use of computer-generated log files?
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 
SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☐

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☐

	3
	Vulnerable adults?
	☐
	☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☐

	5
	Prisoners?
	☐
	☐

	6
	Young offenders?
	☐
	☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☐

	8
	People engaged in illegal activities?
	☐
	☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☒

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals

(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.


(this box should expand as you type)

	11
	Who will the participants be?

	


(this box should expand as you type)

	12
	How will you identify the participants?
	


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☐

	15
	Will you obtain written consent for participation?
	☐
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES for all of these questions. If not, then explain why not in this box.

(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.

(this box should expand as you type)



SECTION F: Anticipated Risks
	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.

	
	Risk to participants:
There are always risks. Do not write N/A unless you have no participants.

(this box should expand as you type)
	How you will mitigate the risk to participants:



(this box should expand as you type)

	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	


(this box should expand as you type)

	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:
There are always risks. Do not write NA.


(this box should expand as you type)
	How you will mitigate the risk to the investigator:



(this box should expand as you type)

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:
There are always risks. Do not write NA.


(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:



(this box should expand as you type)
	How you will mitigate the risk to environment:



(this box should expand as you type)


SECTION G: Feedback, Consent and Confidentiality
If you have identified in section D that there are no participants, then enter skip this section and continue to section H.
	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.
If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.

(this box should expand as you type)



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☐

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☐

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☒
	☐

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.

All data will be kept in password protected cloud storage on the University Office 365 system which
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 


(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.

(this box should expand as you type)

	20
	List all who will have access to the data generated by the research activity:

	
	Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?

(this box should expand as you type)

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.

(this box should expand as you type)

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

(this box should expand as you type)

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: Use of AI tools
	Use of generative AI and other AI-based tools
There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.

Will the research use AI tools to do any of the following:
	YES
	NO
	N/A

	1
	Capture data?
	☐
	☒
	☐

	2
	Generate and/or edit text?
	☐
	☒
	☐

	3
	Generate graphics?
	☐
	☒
	☐

	4
	Generate video?
	☐
	☒
	☐

	5
	Generate sound/music?
	☐
	☒
	☐

	6
	Generate code?
	☐
	☒
	☐

	7
	Generate synthetic data?
	☐
	☒
	☐

	8
	Analyse data?
	☐
	☒
	☐

	9
	Analyse personal or sensitive data?
	☐
	☒
	☐

	10
	Classify data?
	☐
	☒
	☐

	11
	Do you intend to use the free version of any AI tools?
	☐
	☒
	☐

	If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  

	12
	State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

(this box should expand as you type)




SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.


In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	[image: ]Vedant Patel
	Date:
19 March 2026


	2
	Supervisor:
	Shahrukh Irfan
	Date:

14 April 2026

	3
	Signature: 
	[image: ]
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