Alexander Ovechkin
Digital Manager, IKEA Russia




Challenge

To overcome the perception that IKEA is always the same, not surprising enough,

offering nothing new to customers

Objective

We want people to see IKEA is so different that you can find here products,
solutions and ideas that fit many different people and many different homes

We want people to feel inspired about new ideas in Home Furnishing

We want people to visit both the IKEA stores and web site using the
opportunity to buy online






People have different tastes and preferences, get ideas from different
sources, but one thing in common is that everybody wants home to be
truly “his” or “hers”, to reflect the personality of the owner.

And very often, even when you have a picture of your “dream house”, you
are stuck looking for the place that can offer you everything, from

inspiration to complete solutions, to make your dream come true



IKEA offers many ideas, products and solutions of
different styles to

satisfy the preferences and tastes of many different
individualities, even the ones you never expected
from IKEA



CREATIVE IDEA

AR




CREATIVE IDEA

The Master and The Wizard of Oz The Snow Queen The Great Gatsby Human Comedy
Margarita

We create 5 interiors inspired by texts in 5 legendary
books by different authors from different epochs and
literature styles.

Now matter how extravagant your idea is — IKEA is there
to help your dream come true.
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Honoré de Balzac
Human comedy
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IKEA Website
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TAKOIo 1OMA Bbl HE BUQEJIN

HEOMUaSHKIS W BASKHIENANWME Dawekis MKEA ans sawero goma
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\ YauBnTeCch neasHoMy
ENMKONENNIO YepToros
CHexHoW Koponessi

(‘, CmoTpeTe sMaeo 3607 @ EXQCOCOBET AMIANNEPA, KK COIAATE TAKOW MHTEPERD @ Tosaps MKEA @ 2TOM wHTEDBRPR



360 Youtube video
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MpowugnTeco no pocxomuoﬁy CMOTPETbL BUAEO TekCcT YyMTaer akrep rearpa
MHTEpPbEepY U3 NPOU3BEAEeHUA 3600 MBaH BepxoBbix

OHope ne banb3aka C )

@ CMmotpertb Buaeo 360° @ BupeocoBeT Au3aMHepa, KaK CoO3[artb TAKOW UHTepbep @ ToBapbl MKEA B 3TOM MHTEpbepe




360 Youtube video
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@ CMmoTpeTb Bugeo 360° @ BugeocoBeT AW3aiHepa, Kak CO3[aTb TAKOW MHTepbep @ Tosapbi MKEA B 3TOM MHTEepbepe




“"Behind the scenes” expert videos

Kak npeBpaTtuTtb
AETCKYIO B 3aMOK
Hapopes crpaHbl O3

@ CmoTtpertb Bugeo 260° @ BuaeocoBeT Au3alHepa, KaK co3laTb TaKOW MHTepbep @ Toeapbl MKEA B 3TOM MHTEpbepe




IKEA product hotspots

@ CMmoTtpeTtb Bugeo 360° @ BuaeocoBeT Au3anHepa, Kak Co3[aTbh TaKOW UHTepbep @ Toeapbi MKEA B 35TOM MHTEpbepe




Wurhio vuuru UKEA «Ronuwvwis Usnnnois ernauess Nas

Product integration in texts
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OHM MpOWNN YEpEs CeMs KODHLOPOS, TDH NECTHMY ‘5 B KOMH3TE 8 M3PELHOH
S2CTH H20pUS. 3T0 bbing OYE0O0B3TENEHEAWSR KOMHITRE HE CBETE. B HEW CTORNS VAODHaR MRrK3R KPOBaTKa
C WESKOSEIMY 3ENEREIMY NPOCTBIHAMM # 3ENEHEIM CTEFSHEM NOKPEIBANOM. B UeHTpE KOMHETE Bun GoHTaH.

ManereKas CTDYWKE 8046l B3NETEA2 S8EDX ¥ MEA3N3 B 3ENEHYIC MPEMODHYO HaWYy MekycHow# pabortel. Ha oxrax
CTORNM SENEHNE USETH 5 FOPLUIKAX, H2 MOAK3X — MENEHLKHE SENEHEIE KHKKH, JODOTH OTKDEAS OAHY M3 HIKX
#t OBHapymMN2 BHYTDM 35038HLE JENEHEIE KEDTHHKN, KOTODHE y#3CHO ee paccrewnny. B rapaepobe dopor
H3WN2 MHOXECTBO 38/EHEIX NNETEES — WENKOBLIX, STN3CHEX ¥ DEDXETHEIX, # BCe OHu Duinum et 2nopy..



Promotion channels

Owned media - IKEA.ru website, social groups
Display digital media

Bloggers

PR / digital PR

TV campaign

Outdoor

Radio

Offline installations in MEGA malls



Display & paid social media
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Street Style
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BlOggers
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Bloggers

Elli Di

More than 600k views in first day




Bloggers

Olga Medynich

MonyunTs NpuaoXeHue Boiitn

cd

medynich Benkom 1y Bypxya, Mos Mymya!
MocHnmanu ¢ @khomenko.tv Bo
BPaHLY3CKUX aYTEHTUUHLIX MHTEPLEPAX U3
Hosoro npoekta UKEA@ & Tam ecé kak
KHWUrax banbzaka 1 He TOALKO.

MocMoTpUTE Ha 3Ty KOMKATY & hopmate
360°, ccoinka B
npodunel#TakorogomaesiHesngeny #MKEA

beverly__shop Jleeouky, 3axoauTe K Ham, y
HaC BCE B HANMUMM ¥ NO AOCTYNHO LeHe

korean_beaute.ru @ Jlyuwas Kopeiickas
KOCMETMKA Y Hac CO CKUAKOWA! W wamnyHu
Toxe! PPVLVOVLLOL
bogdanviki555 Crunskbie wanu,
6GakTycsl, 06yes @ 3axoauTe, Beibupaiite

anactacia na R ] R Un 23 vroud B B A
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Mpocmotpei: 429 329

BoitauTe, ut nocT Tk

Over 500k views in first day
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Bloggers

Galina Bob

‘ flmgfulm lyUUTb NPUIOXKEHUE Bouitn

Wkea Xumkn e

galabob Bo#tecs CBOMX XeNaHNM, OH1
seaL MOryT 1 ucnonHuTsCA@ OcoberHo,
ec/v Bbl OKazanuce B MarasuHe UKEA. Ecte
& Hell UTO-TO KOAOBCKOE U
3arajloYHOE. . HeNb3A TyAa 33TV 1 BBIFATY C
nycTeiMy pykamu, Te, KTo Tam Guin, MeHa
MOAMYT ... MUCTUKA... NPAM ByArakoewmnHa
«akan-10@ @ Ana eaoxHoeeHus Ha
CO3A3HMeE CBOETO CKAa30UHOTO MHTePLepa
CBINOUKY H3 MPOEKT OCT3BAKD B ONUCAHMN
npoduna d @ A bl 6eiBany 8 IKEA? Ecin -
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MpocmoTper: 230 306

BoiiguTe, uto6bl nocTaeute «Hpasutca»
p

Over 230k views in first day




Offline: installations in MEGA malls




Offline: installations in MEGA malls
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Offline: VR stations in MEGA malls







CURRENT RESULTS

1,5 min visits to IKEA Live Books section (since Sept 8)
2390 organic traffic

269%0 social media traffic

Time on site: 3:30 (vs 2:30 benchmark)

500K video views: (1/3 of visitors view 360 videos)

7.5 product views per visit: (vs 5.3 in general for IKEA.ru)
188 e-orders on IKEA.ru via Live Books

157+ press publications (after PR event)

5,4m reach in social media, over 600 comments

48K offline photos, 45K VR interactions, 42K extra store visits



TAKEOUTS

BRAND EXPERIENCE:
dare to surprise!

CROSS MEDIA STORYTELLING:
leverage the idea in multiple channels

PRODUCT INTEGRATION:
show how your products can make dreams a reality



Expect the
unexpected...




Questions?




Alexander Ovechkin
Digital Manager, IKEA Russia




