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I IKEAs maskinrum:
For at stimulere
interessen for indretning
og fortsat veere relevante
har det globale mabelhus
inddraget kunderne og
tilpasset produkterne helt
ned til regionalt niveau.
Har historien bag
begreberne "FAMILY
Club”, "/hjemmebesag” og
“Life at home”.



TO CREATE A
BETTER EVERYDAY
LIFE FOR THE
MANY PEOPLE -
INDIVIDUAL
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The 4 major drivers of
changes

« Consumer in charge

- Changing in demographic
« Urban living

* Digitalization
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By understanding the
barriers and
opportunities to
become more relevant
and attractive



-~ To understand the

_ needs and dreams

‘" To build emotional
connection

To build longterm
relations

" To create

. communication that

. connects to the heart
and mind

..... Of the many
individual people...
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Through relevant
communhnication in all
touchpoints

Insigths and Whenver and Relevant targeted

knowledge wherever content — built on Cut through
about CUStOMErs key insights about Engagement
consumers want to reach consumers demands Brand Building
and life at e and IKEA as the Sales

home enabler









Turn life-
at-home
Insight
iInto better
business!
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Purpose:

To get a better
understanding of how
people on the local
market live and how they
would like to live if they
could make changes in
their home.



What do people do at home in
our market? What do people love
about their homes? What would
they like to have?

How can we inspire them to
make improvements at home?
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Why do make a survey
around “Life at home’?

To create a better every life at home
for the many people.

We need to understand the authentic
and real life at home



To understand ...




IKEA visit 650 people in 3 month in
22 countries




What kind of data do we look into?

Demografi: Mix in age and living situation
Social media fora: 650 people, 5.000 talks
Home visits: 874 timer, 36 homes.

Homevideo: 6 weeks with home video in 18 homes we see as
"Home Pioners”

Workshop: 1 day workshop with the "Home Pioneers”
Interview: With 4 experts

Global questionnaire: 21.419 people in 22 countries(hvordan
er de valgt + hvordan gjorde vi det).

Danish questionnaire: 1.200 people.



How do we use these data?
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The future | ationships that.are more meaningful
and emotiona I%g rounded ure loyalty programmes need
to be Iluﬂtﬁn e agement to succeed., - ~ -
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IKEA FAMILY has a

member panel with over
65.000 contactable
members in Denmark.



Relevance & Growth

INTEGRATED ENGAGEMENT OUTCOMES

IKEA FAMILY/ Customer Media &
Connections understanding Content
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