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Digital Transformation Strategy for IKEA: Enhancing Omnichannel Customer Experience Through Artificial Intelligence and Augmented Reality
[bookmark: _Toc243493635]Introduction
Digital transformation has become a strategic necessity for organisations seeking to remain competitive in increasingly digital markets. It involves the integration of digital technologies into organisational processes, business models and customer interactions to improve organisational performance and value creation (Vial, 2019; Reis et al., 2018). Digital transformation is no longer simply about technology adoption but involves fundamental organisational change affecting people, processes and business models (Matt, Hess and Benlian, 2015).
Organisations that successfully embrace digital transformation can improve operational efficiency, enhance customer experiences and develop sustainable competitive advantage (Westerman, Bonnet and McAfee, 2014; Bharadwaj et al., 2013). According to Kane et al. (2015), successful transformation is driven by strategy rather than technology alone, highlighting the importance of aligning digital initiatives with organisational objectives.
[bookmark: _Toc243493636]Organisational Background
Founded in Sweden in 1943, IKEA has developed a globally recognised business model based on affordable furniture and customer self-service. However, the growth of e-commerce, changing customer expectations and technological innovation have altered the competitive landscape within retail markets (Verhoef et al., 2021).
IKEA has responded by investing in digital technologies such as AI, augmented reality and omnichannel retailing (Dobrowolska, 2021). These initiatives align with broader retail trends identified by PwC (2023), which emphasise customer personalisation, data analytics and digital engagement as key drivers of competitiveness.
IKEA's digital ambitions are reflected in its commitment to innovation and customer-centred services outlined within company sustainability and annual reports (IKEA, 2024; Inter IKEA Group, 2024).
[bookmark: _Toc243493637]Step 1: Conscious
[bookmark: _Toc243493638]Understanding IKEA's Current Position
The first stage of the CLEAR model requires organisations to develop a comprehensive understanding of their current position before undertaking transformation initiatives. According to Westerman, Bonnet and McAfee (2014), successful digital transformation begins with a detailed analysis of an organisation's existing capabilities, business processes and strategic challenges. Without a thorough understanding of the current environment, organisations risk implementing technologies that fail to address real business needs or customer expectations.
For IKEA, the conscious stage is particularly important because the company operates within a rapidly changing retail environment characterised by increasing digitalisation, evolving consumer behaviour and intensified competition from both traditional and digital-native retailers. Although IKEA has already invested in various digital initiatives, including e-commerce platforms, AI-supported tools and augmented reality applications, continuous innovation remains necessary to maintain competitive advantage and customer relevance (Dobrowolska, 2021).
[bookmark: _Toc243493639]Current Business Model
IKEA's traditional business model has historically centred on large-format retail stores located on the outskirts of major cities. These stores are supported by extensive warehousing and logistics operations, enabling customers to physically interact with products before making purchases. The self-service concept has allowed IKEA to maintain competitive pricing while building a strong international reputation for affordability and customer value.
However, changing customer preferences have disrupted this model. Consumers increasingly prefer the convenience of online shopping, personalised recommendations and rapid delivery options. Research by Verhoef et al. (2021) suggests that customers now expect seamless integration between physical and digital channels, creating pressure for organisations to adopt omnichannel retail strategies.
This shift presents both opportunities and challenges for IKEA. On one hand, digital technologies can enhance customer engagement and operational efficiency. On the other hand, the organisation must manage the complexities of transforming established retail operations without undermining existing strengths. Sebastian et al. (2017) argue that large organisations often face greater transformation challenges than smaller digital-native firms because of legacy systems, organisational structures and established working practices.
Furthermore, IKEA's international scale introduces additional complexity. The organisation operates across multiple countries, cultures and regulatory environments, meaning that digital transformation initiatives must be scalable, adaptable and compliant with varying legal requirements (IKEA, 2024).
[bookmark: _Toc243493640]PESTLE Analysis
A PESTLE analysis provides insight into the external factors influencing IKEA's digital transformation journey.
[bookmark: _Toc243493641]Political Factors
Political and regulatory frameworks play a significant role in shaping digital transformation strategies. As IKEA operates globally, it must comply with multiple national and international regulations concerning consumer protection, data security and privacy. The introduction of the General Data Protection Regulation (GDPR) within Europe has increased organisational responsibility regarding customer data collection, storage and usage.
This is particularly relevant because many digital transformation initiatives rely heavily on data analytics and artificial intelligence. Failure to comply with data protection legislation could result in substantial financial penalties and reputational damage (Vial, 2019). Consequently, any future transformation strategy must embed strong governance and compliance mechanisms from the outset.
[bookmark: _Toc243493642]Economic Factors
Economic conditions also influence IKEA's strategic direction. Rising inflation, global supply chain disruptions and changing consumer spending habits have created uncertainty within retail markets. During periods of economic instability, customers become increasingly price-conscious and are more likely to conduct extensive online research before making purchasing decisions.
According to OECD (2020), digitally mature organisations are often better positioned to respond to economic disruption because they can leverage real-time data and flexible business models. For IKEA, investment in analytics and forecasting technologies could provide greater resilience by improving inventory management and demand planning.
Furthermore, digital transformation offers opportunities to reduce operational costs through automation, data-driven decision-making and process optimisation, making it an attractive strategy in challenging economic conditions.
[bookmark: _Toc243493643]Social Factors
Social trends represent one of the strongest drivers of digital transformation. Contemporary consumers increasingly value convenience, personalisation and accessibility. Digital technologies have transformed customer expectations, with many consumers expecting intuitive mobile applications, personalised product recommendations and seamless shopping experiences across multiple channels (Kane et al., 2015).
Younger generations in particular demonstrate high levels of digital engagement and often prefer organisations capable of delivering connected experiences. Verhoef et al. (2021) argue that customer experience has become a critical source of competitive advantage, making digital transformation essential rather than optional.
As a result, IKEA must continue to evolve its customer experience strategy to meet these changing expectations.
[bookmark: _Toc243493644]Technological Factors
Technological innovation is arguably the most significant factor influencing IKEA's transformation strategy. Developments in artificial intelligence, machine learning, cloud computing, automation and augmented reality continue to reshape retail industries worldwide (Schwab, 2017).
IKEA has already demonstrated an awareness of these developments through technologies such as IKEA Place and other digital services. However, Hanelt et al. (2021) argue that organisations must continuously innovate rather than viewing digital transformation as a one-off project. Maintaining technological competitiveness therefore requires ongoing investment and capability development.
[bookmark: _Toc243493645]Legal Factors
The increasing use of customer data creates additional legal responsibilities. Digital systems must comply with regulations relating to privacy protection, cybersecurity and ethical AI use. Regulatory scrutiny of artificial intelligence is increasing globally, meaning that organisations must ensure transparency, accountability and fairness within algorithmic decision-making processes (Vial, 2019).
For IKEA, failure to address these legal considerations could undermine customer trust and limit the effectiveness of future digital initiatives.
[bookmark: _Toc243493646]Environmental Factors
Sustainability has become a strategic priority for both organisations and consumers. Environmental concerns influence purchasing decisions and organisational reputation. Digital transformation can support sustainability objectives through improved forecasting, reduced waste, optimised delivery routes and more efficient inventory management (IKEA, 2024).
Consequently, digital innovation not only improves operational performance but also aligns with broader environmental responsibilities.
[bookmark: _Toc243493647]SWOT Analysis
[bookmark: _Toc243493648]Strengths
IKEA possesses several strengths that support digital transformation. The organisation benefits from strong global brand recognition, extensive operational resources and a loyal customer base. Brand trust is particularly important within digital environments because customers must often share personal information and engage with technology-enabled services (Verhoef et al., 2021).
Additionally, IKEA has already demonstrated a commitment to digital innovation through the development of e-commerce platforms, artificial intelligence initiatives and augmented reality applications. These existing capabilities provide a strong foundation for future transformation initiatives (Dobrowolska, 2021).
[bookmark: _Toc243493649]Weaknesses
Despite these strengths, several weaknesses must be acknowledged. IKEA's large physical infrastructure creates significant operational costs and may reduce organisational agility when compared with digital-native competitors such as Amazon. Sebastian et al. (2017) suggest that established organisations often struggle to implement transformational change because of legacy systems and organisational complexity.
Additionally, coordinating digital transformation across global markets requires substantial investment, leadership commitment and workforce development.
[bookmark: _Toc243493650]Opportunities
Emerging technologies present numerous opportunities for IKEA. Artificial intelligence can improve customer personalisation and inventory management, while predictive analytics can support more accurate forecasting and operational efficiency (Davenport and Ronanki, 2018). Augmented reality technologies can also enhance customer engagement by allowing consumers to visualise products within their homes before making purchases (Hilken et al., 2017).
These opportunities align closely with evolving customer expectations and industry trends.
[bookmark: _Toc243493651]Threats
IKEA faces increasing competition from digitally advanced retailers including Amazon and Wayfair. These organisations continue to raise customer expectations through rapid delivery services, sophisticated recommendation systems and highly personalised digital experiences.
Cybersecurity threats also represent a significant risk. As organisations become increasingly dependent upon digital systems, they become more vulnerable to cyberattacks, data breaches and technological disruption (Gartner, 2023). Furthermore, the rapid pace of technological change means that organisations must continually invest in innovation to avoid obsolescence.
[bookmark: _Toc243493652]Critical Evaluation of Current State
The analysis demonstrates that IKEA is well-positioned to undertake further digital transformation due to its strong brand reputation, existing technological investments and substantial organisational resources. However, it also highlights significant external pressures, including changing customer expectations, economic uncertainty and increased competition from digital-first organisations.
While IKEA has successfully implemented several digital initiatives, opportunities remain to enhance customer personalisation, predictive analytics and omnichannel integration. The PESTLE and SWOT analyses reveal that maintaining competitiveness will depend upon the organisation's ability to leverage emerging technologies while managing associated risks. Consequently, the next stage of the CLEAR model focuses on identifying and evaluating the technological opportunities available to support IKEA's strategic objectives.
[bookmark: _Toc243493653]Step 2: Learn
[bookmark: _Toc243493654]Identifying Digital Opportunities and Emerging Technologies
Having established IKEA's current position, strengths, weaknesses, opportunities and external pressures in Step 1, the next stage of the CLEAR model involves exploring available technologies and identifying those most capable of supporting the organisation's transformation objectives. According to Hess et al. (2016), organisations must develop a clear understanding of emerging technologies before formulating digital transformation strategies. This stage is therefore concerned with evaluating both technological opportunities and their strategic relevance to IKEA's long-term objectives.
The rapid development of digital technologies has significantly altered the retail landscape, creating new possibilities for customer engagement, operational efficiency and business innovation. Vial (2019) argues that successful digital transformation occurs when organisations strategically leverage technologies to create value rather than adopting technologies for their own sake. Therefore, IKEA must carefully assess which technologies will deliver the greatest benefits while aligning with customer expectations and organisational capabilities.
[bookmark: _Toc243493655]Artificial Intelligence
Artificial Intelligence (AI) has emerged as one of the most transformative technologies influencing modern organisations. Davenport and Ronanki (2018) identify customer engagement, automation and decision support as the three most significant business applications of AI. Within the retail industry, AI is increasingly used to analyse customer behaviour, personalise shopping experiences, improve forecasting accuracy and automate routine processes.
For IKEA, AI presents substantial opportunities to enhance customer experiences through personalised recommendation systems. By analysing purchasing behaviour, browsing history and customer preferences, AI systems can suggest products tailored to individual needs and preferences. This level of personalisation has become increasingly important as consumers expect retailers to provide relevant and customised experiences (Verhoef et al., 2021).
Additionally, AI-powered chatbots and virtual assistants could improve customer service by providing twenty-four-hour support and responding to common queries. Research conducted by McKinsey & Company (2021) suggests that AI technologies can significantly improve customer satisfaction while simultaneously reducing operational costs through automation.
AI also offers opportunities within supply chain management. Predictive algorithms can analyse historical sales data, seasonal trends and external factors to forecast demand more accurately. Improved forecasting can reduce inventory shortages, minimise overstocking and enhance overall operational efficiency (George, Haas and Pentland, 2014).
Despite these advantages, AI implementation is not without challenges. Organisations frequently face concerns relating to algorithmic bias, transparency, ethical decision-making and customer privacy (Vial, 2019). Furthermore, the effectiveness of AI systems depends heavily on the availability of high-quality data. Consequently, IKEA must ensure robust governance structures and ethical frameworks are established before implementing large-scale AI initiatives.
[bookmark: _Toc243493656]Augmented Reality
Another technology offering considerable potential for IKEA is augmented reality (AR). Augmented reality overlays digital information onto real-world environments, enabling customers to visualise products before making purchasing decisions.
IKEA has already demonstrated innovation in this area through its IKEA Place application, which allows customers to virtually position furniture within their homes using smartphone technology. This capability addresses one of the key challenges consumers face when purchasing furniture online: uncertainty regarding product fit, appearance and functionality (Dobrowolska, 2021).
According to Hilken et al. (2017), augmented reality influences consumer behaviour by reducing perceived risk and increasing confidence in purchasing decisions. By enabling customers to visualise products in real settings, AR enhances engagement and creates a more interactive shopping experience.
Future developments could further extend these benefits. For example, IKEA could introduce AI-supported room design tools capable of generating complete interior design solutions based on customer preferences, room dimensions and budget constraints. Such innovations would support IKEA's commitment to customer-centred design while differentiating the organisation from competitors.
However, augmented reality technologies require ongoing investment, technical expertise and continuous development. Customer adoption rates may also vary depending on technological literacy and device accessibility. Therefore, IKEA must balance innovation with practicality when expanding AR capabilities.
[bookmark: _Toc243493657]Big Data Analytics
Data has become one of the most valuable organisational resources in the digital economy. George, Haas and Pentland (2014) describe big data as a critical driver of innovation because it enables organisations to generate actionable insights from vast volumes of structured and unstructured information.
For IKEA, data analytics could support numerous strategic objectives. Customer data can reveal purchasing patterns, behavioural trends and product preferences, enabling more informed decision-making. Advanced analytics can also assist with inventory management, marketing campaign optimisation and demand forecasting.
Davenport and Bean (2018) argue that organisations possessing strong data-driven cultures are more likely to achieve competitive advantage because managerial decisions are supported by objective evidence rather than intuition alone. In IKEA's case, analytics could be used to identify emerging trends and improve responsiveness to changing customer demands.
Big data can also support sustainability initiatives. By analysing supply chain performance and consumption patterns, IKEA can reduce waste, optimise transportation routes and improve resource allocation. These outcomes align closely with the organisation's broader sustainability objectives outlined within its annual reports (IKEA, 2024).
Nevertheless, big data initiatives present challenges regarding storage requirements, data governance and analytics capability development. Significant investment in infrastructure and workforce skills may therefore be required.
[bookmark: _Toc243493658]Cloud Computing
Cloud computing represents another important technological opportunity. Cloud platforms provide organisations with scalable infrastructure capable of supporting digital transformation initiatives across multiple locations and functions.
Laudon and Laudon (2022) suggest that cloud-based systems improve organisational flexibility by providing real-time access to information and facilitating collaboration between departments. For a multinational organisation such as IKEA, these capabilities are particularly valuable because they support global coordination and information sharing.
Cloud computing could enable IKEA to centralise customer information, integrate digital platforms and support AI-driven applications. Furthermore, cloud infrastructure would provide the computational capacity necessary to manage the large datasets required for analytics and machine learning applications.
However, cloud adoption also introduces cybersecurity risks and concerns regarding data sovereignty. Organisations must therefore ensure robust cybersecurity measures accompany cloud migration initiatives (Gartner, 2023).
Competitive Benchmarking and Industry Trends
To evaluate the suitability of these technologies, it is useful to consider broader industry developments. Retail organisations such as Amazon have demonstrated how AI and data analytics can transform customer experiences through personalisation, predictive recommendations and automated logistics. Similarly, digitally native organisations have leveraged cloud technologies to achieve agility and scalability unavailable through traditional infrastructure models (Bharadwaj et al., 2013).
These developments suggest that technological adoption is no longer optional within retail markets. Instead, technologies such as AI, analytics, AR and cloud computing have become strategic necessities for organisations seeking to maintain competitiveness and relevance.
[bookmark: _Toc243493659]Evaluation of Technology Options
The technologies examined above each offer significant benefits; however, their greatest value is realised when they are integrated into a unified transformation strategy. Warner and Wäger (2019) argue that sustainable competitive advantage emerges not from individual technologies but from an organisation's ability to combine digital capabilities effectively.
For IKEA, artificial intelligence, augmented reality, big data analytics and cloud computing collectively address many of the challenges identified in Step 1. AI supports personalisation and operational intelligence, AR enhances customer experiences, analytics enables evidence-based decision-making and cloud infrastructure provides the technological foundation necessary to support transformation.
Therefore, these technologies should form the core components of IKEA's future digital transformation strategy. Having identified and evaluated the most appropriate technological opportunities, the next stage of the CLEAR model focuses on designing and engineering a comprehensive digital transformation strategy capable of delivering long-term organisational value.
[bookmark: _Toc243493660]Step 3: Engineer
[bookmark: _Toc243493661]Designing IKEA's Digital Transformation Strategy
Having analysed IKEA's current position and evaluated available digital technologies, the third stage of the CLEAR model involves developing an integrated digital transformation strategy. According to Matt, Hess and Benlian (2015), effective digital transformation strategies must align technological innovation with organisational objectives and customer needs. Rather than implementing isolated technologies, organisations should develop coherent transformation programmes capable of generating long-term value.
The proposed strategy for IKEA is guided by the following vision:
"To establish IKEA as a fully integrated AI-enabled omnichannel retailer that delivers personalised, sustainable and innovative customer experiences across every physical and digital touchpoint."
This vision aligns closely with IKEA's existing focus on affordability, accessibility and customer-centred design while addressing emerging consumer demands for convenience and personalisation.
[bookmark: _Toc243493662]Strategic Objective One: AI-Powered Customer Personalisation
Customer expectations have evolved significantly within the retail sector. Consumers increasingly expect retailers to understand their preferences and provide tailored recommendations that simplify purchasing decisions (Verhoef et al., 2021). Consequently, customer personalisation should become a central element of IKEA's digital transformation strategy.
AI-enabled recommendation engines could analyse customer purchasing histories, product browsing behaviour and demographic information to suggest relevant products. Similar systems have contributed significantly to the success of organisations such as Amazon by improving customer engagement and increasing conversion rates (Davenport and Ronanki, 2018).
For example, if a customer purchases a sofa, the system could automatically recommend complementary furniture, lighting solutions or home accessories. This approach not only improves the customer experience but increases opportunities for cross-selling and upselling.
Furthermore, AI-powered virtual assistants could provide instant support throughout the customer journey. Instead of relying solely on traditional customer service teams, customers could receive immediate responses regarding product availability, delivery information and assembly instructions. McKinsey & Company (2021) suggests that AI-assisted customer service can improve response times whilst simultaneously reducing operational costs.
However, successful implementation requires careful management of ethical considerations. Customers must trust that their personal data is handled responsibly and transparently. Therefore, IKEA should establish clear data governance policies and maintain compliance with GDPR regulations throughout implementation (Vial, 2019).
[bookmark: _Toc243493663]Strategic Objective Two: Expanding Augmented Reality Capabilities
Augmented reality has already demonstrated significant potential within IKEA's existing digital ecosystem. The IKEA Place application allows customers to visualise furniture within their homes before making a purchase, thereby reducing uncertainty and improving confidence (Dobrowolska, 2021).
The next stage of development should involve the creation of a fully integrated AR interior design platform. Rather than visualising individual products, customers could scan entire rooms and receive complete furnishing recommendations based on style preferences, room dimensions and budget constraints.
This initiative closely aligns with principles of design thinking, which emphasise understanding customer needs and developing innovative solutions that address real problems. According to Hilken et al. (2017), immersive digital technologies improve customer engagement because they create interactive experiences that support informed purchasing decisions.
A more advanced system could incorporate artificial intelligence to generate multiple room layouts automatically. Customers could compare alternatives, experiment with colour schemes and view projected costs before committing to purchases. Such capabilities would strengthen customer satisfaction whilst differentiating IKEA from competitors.
Nevertheless, successful adoption depends on usability. Complex systems may discourage customers from engagement, particularly those with lower levels of digital literacy. Consequently, the design of future AR initiatives should prioritise simplicity, accessibility and user-centred design principles.
[bookmark: _Toc243493664]Strategic Objective Three: Data-Driven Supply Chain Transformation
Although digital transformation often focuses on customer-facing technologies, operational transformation is equally important. Westerman, Bonnet and McAfee (2014) argue that high-performing digital organisations achieve success by transforming internal processes alongside customer experiences.
IKEA operates one of the largest supply chain networks within global retail. Managing inventory, supplier relationships and logistics represents a significant operational challenge. Consequently, data analytics and machine learning technologies should be integrated across supply chain activities.
Predictive analytics can improve forecasting accuracy by analysing historic purchasing patterns, seasonal demand fluctuations and broader market trends. This capability would allow IKEA to optimise stock levels more effectively while reducing waste and storage costs.
Furthermore, real-time analytics could improve logistical decision-making. Delivery routes could be optimised dynamically using traffic data and customer demand information, resulting in improved efficiency and reduced environmental impact.
George, Haas and Pentland (2014) suggest that organisations capable of extracting meaningful insights from data possess significant competitive advantages. Therefore, developing analytics capabilities should be considered a strategic priority rather than a purely technical initiative.
[bookmark: _Toc243493665]Strategic Objective Four: Omnichannel Integration
Modern customers interact with organisations through multiple channels, including websites, mobile applications, social media platforms and physical stores. Consequently, IKEA must ensure consistency across every stage of the customer journey.
An omnichannel strategy would connect online and offline experiences, enabling customers to browse products online, visualise furniture using AR, visit stores to view items physically and complete purchases through their preferred channel.
Research by Verhoef et al. (2021) demonstrates that organisations offering integrated omnichannel experiences often achieve higher levels of customer satisfaction and loyalty than organisations operating fragmented channels.
Furthermore, omnichannel integration would support the collection of comprehensive customer data, enabling more sophisticated personalisation and analytics initiatives. This creates a virtuous cycle in which improved customer experiences generate additional data that can further enhance future interactions.
[bookmark: _Toc243493666]Application of Westerman's Digital Mastery Framework
Westerman, Bonnet and McAfee (2014) identify three dimensions of digital mastery: customer experience, operational processes and business model transformation.
The proposed strategy addresses customer experience through AI personalisation and augmented reality technologies. It enhances operational processes through advanced analytics and supply chain optimisation. Finally, it contributes to business model transformation by creating integrated customer journeys that blend physical and digital retail experiences.
Consequently, the strategy demonstrates strong alignment with established digital transformation theory and provides a comprehensive response to the opportunities and challenges identified in Steps 1 and 2.
[bookmark: _Toc243493667]Step 4: Achieve
[bookmark: _Toc243493668]Implementation Strategy
While designing an effective strategy is important, implementation ultimately determines the success or failure of transformation initiatives. Research suggests that many digital transformation programmes fail because organisations underestimate the challenges associated with organisational change rather than technological complexity (Kane et al., 2019).
Therefore, IKEA must adopt a structured implementation approach supported by effective leadership, governance and change management practices.
[bookmark: _Toc243493669]Internal and External Implementation
A hybrid implementation model is recommended. Internal teams possess valuable organisational knowledge and understand IKEA's culture, processes and strategic priorities. However, implementing advanced AI systems, cloud platforms and analytics capabilities may require specialist expertise unavailable internally.
Consequently, external technology partners should support system development and infrastructure implementation while IKEA retains responsibility for strategic leadership and governance.
This approach combines specialist knowledge with organisational ownership, reducing implementation risk and improving long-term sustainability.
[bookmark: _Toc243493670]Applying Kotter's Eight-Step Change Model
Create a Sense of Urgency
Employees and stakeholders must understand why transformation is necessary. Leadership should communicate the risks associated with remaining dependent upon traditional retail approaches and highlight opportunities presented by digital innovation (Kotter, 1996).
Build a Guiding Coalition
A dedicated Digital Transformation Steering Group should be established involving senior leaders from operations, marketing, technology and customer experience functions.
Develop a Strategic Vision
The transformation vision should clearly explain how technology will improve customer experiences and organisational performance.
Communicate the Vision
Consistent communication is essential. Employees must understand both the objectives and benefits associated with transformation.
Empower Employees
Staff require training, resources and support to engage effectively with new systems and processes.
Generate Short-Term Wins
Pilot projects should be introduced before full implementation. For example, AI-driven recommendations could initially be tested within selected regions before national deployment.
Sustain Momentum
Successful pilot initiatives should be expanded progressively across additional markets.
Embed Change
Digital innovation should become embedded within organisational culture through ongoing training, leadership support and continuous improvement initiatives.
Risk Management
Several risks may affect implementation.
Cybersecurity threats continue to increase as organisations become more dependent upon digital systems (Gartner, 2023).
Resistance to change may emerge among employees concerned about automation replacing jobs (Kotter, 1996).
Budget overruns and implementation delays represent common challenges within large-scale transformation programmes (PwC, 2023).
To mitigate these risks, IKEA should adopt phased implementation, robust governance mechanisms and regular performance reviews.
[bookmark: _Toc243493671]Gantt Chart
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[bookmark: _Toc243493672]Risk Analysis
	Risk
	Impact
	Mitigation

	Cybersecurity threats
	High
	Advanced security protocols

	Employee resistance
	Medium
	Continuous training

	Cost overruns
	High
	Phased implementation

	Data privacy issues
	High
	GDPR compliance monitoring

	Technology failure
	Medium
	Pilot testing


[bookmark: _Toc243493673]Critical Evaluation
The proposed implementation strategy offers significant advantages including reduced operational risk, stronger staff engagement and greater organisational flexibility. However, implementation remains a complex and resource-intensive process. Success ultimately depends upon leadership commitment, effective communication and sustained investment.
[bookmark: _Toc243493674]Step 5: Resources
[bookmark: _Toc243493675]Resources Required for Successful Transformation
Throughout the previous stages of the CLEAR model, various resources have been identified as necessary to support transformation. According to Hess et al. (2016), resource allocation is a critical determinant of digital transformation success because technological ambitions cannot be realised without appropriate investment and organisational capabilities.
[bookmark: _Toc243493676]Financial Resources
Significant financial investment will be required throughout implementation. Funding must support:
· AI development
· Cloud migration
· Cybersecurity systems
· Data analytics platforms
· Employee training programmes
· External consultancy support
Although these investments may appear substantial initially, long-term benefits including efficiency gains, customer retention and operational optimisation are expected to generate positive returns on investment (McKinsey & Company, 2021).
[bookmark: _Toc243493677]Human Resources
Digital transformation is fundamentally a people-centred process. The success of proposed initiatives depends upon access to appropriately skilled professionals.
Key personnel include:
· Digital Transformation Director
· AI Engineers
· Data Scientists
· Cybersecurity Specialists
· Project Managers
· Change Management Specialists
Warner and Wäger (2019) emphasise that organisations capable of developing internal digital capabilities are more likely to sustain transformation benefits over time.
Consequently, IKEA should prioritise employee development alongside external recruitment.
[bookmark: _Toc243493678]Technological Resources
A successful digital ecosystem requires significant technological infrastructure.
This includes:
· Cloud computing platforms
· Enterprise data warehouses
· Customer relationship management systems
· Machine learning platforms
· AI recommendation engines
· Cybersecurity monitoring tools
Laudon and Laudon (2022) argue that integrated technological infrastructure creates the foundation necessary for organisational agility and innovation. Without this infrastructure, advanced analytics and personalisation initiatives cannot operate effectively.
[bookmark: _Toc243493679]Physical Resources
Although transformation focuses heavily on digital technologies, physical resources remain important.
Pilot stores should be established to test innovations before large-scale deployment. Training facilities must be available to support workforce development, while innovation hubs can facilitate collaboration between technology specialists and operational staff.
[bookmark: _Toc243493680]Resource Evaluation
The analysis demonstrates that digital transformation requires far more than technology acquisition. Financial commitment, leadership support, workforce capability development and infrastructure investment must all work together to achieve strategic objectives.
As Kane et al. (2015) argue, organisations often fail when they view transformation as a technology project rather than an organisational change initiative. Therefore, IKEA must ensure that resources are allocated holistically across people, processes and technological systems.
By investing strategically in these resources, IKEA will be positioned to deliver long-term improvements in customer experience, operational efficiency and competitive advantage, completing the final stage of the CLEAR model and enabling sustainable digital transformation.
[bookmark: _Toc243493681]Conclusion
The analysis demonstrates that digital transformation is essential for IKEA's future competitiveness. Through the application of the CLEAR model, the report identified organisational needs, evaluated technological opportunities and proposed a comprehensive AI-driven omnichannel strategy. By integrating artificial intelligence, augmented reality and advanced analytics within a structured implementation framework supported by effective change management, IKEA can strengthen customer experiences, improve operational efficiency and sustain long-term growth. Although challenges relating to cost, cybersecurity and organisational change remain, the proposed strategy provides a realistic and evidence-based pathway towards digital transformation success.
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