Running head: IKEA CATALOG APP                                                                                           1

IKEA CATALOG APP                                                                                                                    8










IKEA Catalog App
Name
Institutional Affiliation











IKEA Catalog App
How can IKEA increase the total feedback they receive in the form of consumer reviews?
The current shopping trends have transformed, and most customers are now using their mobile headsets to do their search for products, comprehend the recommendations from other customers and then purchase the product online (Hultman, Johnsen, Johnsen, & Hertz, 2012). It is for this reason that IKEA, a worldwide organization that is renowned for its ready-made assemble DIY furniture, ventured into new and integrated ways to stand the best from other companies that provide the same services. So IKEA put forward to make use of IKEA mobile catalog software to get feedback on-the-spot from their customers. Precisely, the IKEA mobile catalog is used to get affiliated with customers to get a prompt response from the customers (Viklund, & Larsson, 2012). 
Instant feedback is significant in attaining customer satisfaction to increase the productivity of a company by meeting customer's satisfaction. The IKEA mobile catalog enhances IKEA to obtain results from surveying weekly spreadsheets and used for more advanced analysis. IKEA makes maximum use of the SMS feature offered by IKEA mobile catalog (Hellström, & Nilsson, 2011).
Initially, the company has been sending surveys via SMS. The feature has facilitated increased total feedback that IKEA receives in the form of consumer reviews as it has impacted three significant benefits. One of the advantages is an increased open as well as an increased response rate. The second benefit is the enhancement of personal contact with potential customers. Finally, the feature has worked out to allow the strategy to make progress along with the buying habits of the customers (Daunfeldt, Mihaescu, Nilsson, & Rudholm, 2017). 
The company has recently reported experiencing an increased response rate, and it's also experiencing a much higher openness than before by using the text messaging feature. The data indicate that SMS surveys stretch between 11% and 16% while on the other hand, the response rate for email is less and ranges from 8% to 10%. To facilitate increased awareness of IKEA's SMS survey strategy, the company is focusing on creating limelight of the process by use of leaflets in-store. This process is done in line to find that when individuals acquainted with marketing that is put in place, they are expected to respond more. 
After venturing into communication through mobile responsive surveys, IKEA has reported that the company has witnessed overwhelming results by conveying surveys through texting messaging. The company is focused on continuing to create relationships with the customers on a personal level through the channel. The channel in turn has increased the retention rates. Notably, IKEA mobile catalog software allows the software moderators to follow up on feedback from their customers and respond swiftly to trace the customers who had missed the best experience and work out to recover them. IKEA issued an account of how the company is currently experiencing immense growth as well as inordinate feedback from their customers in a positive manner (Jonsson, & Foss, 2011). They say that they feel enlightened and part and parcel of the system. Due to the favorable result obtained from the usage of IKEA mobile catalog in the UK, the company is paying attention to increase a level of usage and putting in place a customer engagement program into Europe. 
What can IKEA do to promote eWOM?
The social networks that are generated in IKEA promote eWOM through a presentation that is made in three forms. The forms are subjective statements, objective statements, and knowledge sharing. The electronic Word of Mouth (eWOM) is established to be a form of buzz marketing and can be presented in a way that it could be compelling or making a comical narrative. In eWOM, the focus is directed to contact between person-to-person that takes electricity recommendations into account. Appraisals are clarified conclusively to ensure that products are bolstered through the interactions made between consumers. Today, entrepreneurs, senior business leaders, and the marketing companies realized that there is a need for the current market trends to keep pace with the business, and IKEA is not an exception.
Consequently, IKEA Company can promote eWOM by using its services to market the company (Isaksson, & Suljanovic, 2006). However, stores have always been at the heart of differentiation by IKEA, customer experience, and most importantly, the company has placed value deposition at its center for consideration. In the company's store, individuals can visualize what the interior of their homes could look like, and lead to stumble of new prospects and then organize to make them come into reality (Kesavan, Bernacchi, & Mascarenhas, 2013). In consideration of this pivotal role, the IKA Company does not treat eWOM as an uninvolved alternative to promote sales. Through the use of eWOM, questions that people ask themselves are fully answered. Such items are; would that table fit the room? Would this desk provide the color of the wall? Amongst other questions. Therefore, it is worthwhile saying that eWOM can earn more asses, thus been guaranteed promotion as people find a way to its IKEA (Brown et al., 2016). 
More so, IKEA can choose the communication method of eWOM to reach as many customers as possible across the globe with a short span (Xie, Tsai, Xu, & Zhang, 2019). IKEA can consider the fact that eWOM is deemed to be more influential than the traditional WOM for several motives. First, with the progressive evolution of the internet as well as several electronic media, SMS can be conveyed at a rapid rate to get as far as millions of customers in the global world. Secondly, most people who receive messages looking for a comprehensive range of reviews online and consequently doesn't only depend on the sentiments of conversance (Bhattacharya, 2016). Global.
How else can IKEA address the issue of having 14% of its customers buying wrong-sized furniture?
Beginning with the analogy that 14% of the customers have purchased wrong-sized furniture and it was reported that more than 70% were not fully informed of the real dimensions that described their home, IKEA launched a new and integrated catalog in late 2012 (Hultman, Johnsen, Johnsen, & Hertz, 2012). The new catalog was enriched with an increased reality function that permitted the consumers to scan the page to add more content that includes the full-room views, the videos, decorating tips, to mention a few. In the year 2012, IKEA conducted a press release that reported on the progress on sustainability. The act of sustainability has always been of considerable significance to the IKEA Company. It has shaped the wellbeing of the company towards working on a vision to enhance better life. 
The new strategy based on sustainability that dwelt on People and Planet Positive was focused on persuading thousands of customers to live a feasible life at their homes. This move enhanced IKEA's energy as well as resources to be unconventional as well as intensifying a rich experience for the people and the entire communities. To the new catalog, the company is developing more affordable products to ensure that potential customers can maximize the utilization of energy and water at their homes and look out to minimize wastage. Making the clients reside more sustainably will make a meaningful difference (Brown, et al., 2016). 
Precisely, even minor changes will considerably make a significant impact in the long-run. The IKEA Company already has propelled a variety of new products and unfolding solutions that make the customers live more sustainable lives while many more solutions are underway. Comparing the energy consumed by the products in 2008, it was confirmed that the rate of energy consumption was more efficient by 32%. Additionally, the company has focused on the efficiency of water as well. For instance, the company's water efficiency for dishwasher products ranged between 22% and 51% compared to that of 2008 (Laurin, & Fantazy, 2017). 
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