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In the concept phase we thought about which tools 
to	use	to	attract	more	high	educated	logistic	students	
to	IKEA	because	they	do	not	have	enough	new	ap-
plicants in this department. Next to this we also tried 
to	think	how	to	deliver	the	four	benefits	which	IKEA	
wants	to	show	to	the	target	group	namely:

 // Interesting jobs
 // Career opportunities
 // Entrepreneurship
 // Company Culture

It	was	challenging	to	come	up	with	a	solution	that	
communicates	all	four	of	the	benefits	since	you	have	
to	think	of	an	order	of	priority.	So	therefore	we	de-
cided	to	focus	on	communicating	less	benefits.	
Using our research and output from the interviews 
with the target group we concluded that “career 
opportunities”	and	the	“entrepreneurship”	benefits	
are the most valuable for students and graduates. So 
together	with	the	research	findings	and	our	own	crea-
tivity	we	have	come	up	with	three	different	concepts	
for the future product, together with campaigns to 
promote it. 
We	found	our	inspiration	in	other	companies’	recruit-
ment campaigns and various tools. Some of the 
campaigns were successful, some were not. What we 
are	trying	to	reach	is	a	product	that	will	be	innovative	
on one hand and will include the best from the other 

campaigns on the other hand.
Our	goal	is	to	create	a	product/tool	for	recruiting	that	
will	show	that	IKEA	is	not	only	the	leading	furniture	
maker	but	also	a	great	employer,	which	can	give	their	
employees	a	lot	of	benefits.	
In	this	document	you	will	find	the	three	concepts	
that we have been working on in order to answer the 
phrased	research	questions.

At the end of the research phase we have found a lot of interesting information about the target group and how 
to approach them and which tools we are going to use to do this. We based our research on a main question and 
several subquestions. The revised version of the main question is:
‘How can we increase the awareness of the IKEA Employer Brand to high educated logistic students and graduates and 
interest but also motivate them to start a career at IKEA using an interactive and creative online platform?’

The most important main findings from this phase are:
- Students have no insight in the logistic world of IKEA
- Seek appealling ways to interact with logistic students
- Use digital storytelling and gamification as tools to communicate and connect
- Use interactive marketing to get their attention
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The most common method we used during the 
concept phase was brainstorming. We had several 
brainstorm	sessions	and	workshops	on	different	sub-
jects	starting	with	the	requirements	from	the	users’,	
clients’	and	our	own	point	of	view	and	ending	with	
the	functionality	of	the	product.

Requirements

After	defining	the	main	message	we	started	thinking	
of requirements that IKEA has for the future product. 
With	the	help	of	some	concepting	methods	such	as	
brainstorming	and	by	using	the	information	we	got	
from	the	meeting	with	Colinda	Dijkstra	and	interview	
with	Mandy	Kouwenhoven	we	made	a	list	of	require-
ments:
 // Increase engagement between brand and   
 target group
 // To create a bigger network
 // Interesting
 // Should communicate the 4 benefits
 // Accesible
 // Increase awareness
 // Stand-alone product/campaign (thus no   
 connection to the consumer brand)
 // Result-orientated
 // Creative
 // Appealing
 // Communicative

 // Cost-conscious

Next	to	IKEAs’	requirements	we	also	had	brainstorm	
sessions on topics such as “what the client wants/
does not want”, “what the user wants/does not 
want”, “what requirements do we have”.
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Message to deliver

The	first	thing	we	had	to	decide	was	the	message	that	
we want to deliver to the target group and we came 
up	with	the	message	that	is	shown	below:

‘IKEA is out there as an interesting employer’

However this message itself is not enough. To at-
tract	students	we	also	need	to	show	them	why	IKEA	
is	more	interesting	than	other	companies.	In	other	
words;	which	of	the	benefits	are	the	most	attractive	
for the students and graduates. In order to do this we 
have	made	a	grid.	With	this	we	can	easily	see	which	
benefits	are	unique	in	comparison	to	other	compa-
nies	and	also	which	benefits	are	the	most	important	
to the target group. 
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Figure 2. Matching the uniqueness and the importance of different values

Figures 1. Requirements analyzed

We took 0 as the minimum weight and 4 as the high-
est.	The	benefits	which	appear	in	a	red	block	are	the	
benefits	to	deliver	to	the	target	group	because	they	
are both unique and important for the target group. 
Though	the	company	culture	is	very	popular	among	
students	(see	figure	2)	it	is	hard	to	say	that	it	is	very	
unique.	Nowadays	a	lot	of	companies	try	to	keep	
strong	company	culture.	So	it	does	not	provide	IKEA	
with	a	very	competitive	advantage	in	this	field.
Interesting	jobs	were	less	popular	among	students	
but in this case the divers and developing character 
of	the	job	is	more	unique.	The	fact	that	you	can	start	
as	a	co-worker	in	logistics	department	and	end	up	in	
a HR department is not common at other companies 
but	pretty	usual	at	IKEA.	As	it	is	shown	on	the	grid,	
interesting	jobs	are	in	the	red	block.	However,	it	can	
also	refer	to	career	opportunities.

Interviews	have	shown	us	that	career	opportunities	
were	on	the	second	place	after	the	company	culture	
when speaking of values that students are searching 
for	in	a	company.
The	unique	thing	IKEA	can	offer	to	its	employees	is	
to	grow	not	only	vertically	(as	with	other	companies	
do	meaning	promotion	to	a	higher	function)	but	
also	horizontally	(meaning	developing	your	skills	and	
competences).	
The	popularity	amongst	students	and	the	uniqueness	
of	this	benefit	brought	it	to	the	blue	block.	The	same	
thing happened to entrepreneurship.

To	sum	up:	the	two	benefits	we	have	decided	to	com-
municate	are	career	opportunities	and	entrepreneur-
ship.

Figure 3. Students’ values during the job searching process
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Persona

To create a more clear view of the target group we 
created	a	persona.	Robert	Beentjes	is	a	fictional	char-
acter,	but	his	story	is	based	on	the	output	from	the	
interviews.	We	see	him	as	an	archetype.

Twenty-three-year-old	Robert	Beentjes	is	a	graduating	
student	of	Supply	Chain	Management	at	the	
Hogeschool van Amsterdam. The thing that he loves 
about	logistics	is	the	fact	that	the	logistics	field	of	
study	offers	a	level	of	stability	that	is	not	going	to	
disappear	in	the	near	future	and	will	continue	to	
transform	itself	and	offer	new	challenges	and	oppor-
tunities.
When Robert was sixteen he worked at Albert Heijn 
to	earn	some	extra	money.	However,	when	he	was	
asked to work in the warehouse of his local Albert 
Heijn	at	some	point,	he	realized	that	he	enjoys	the	
processes	around	logistics	and	eventually	that	be-
came	one	of	the	main	reasons	he	chose	for	logistic	
studies.	Albert	Heijn	also	gave	him	an	opportunity	
to	learn	and	work	at	the	same	time	while	attending	
school,	but	he	rejected	this	offer.	Not	only	did	Robert	
want	to	dedicate	himself	to	his	study	but	he	also	
believed	that	Albert	Heijn	is	not	the	company	he	
wanted	to	start	a	career.	Coupled	with	his	interest	in	
the	logistic	working	field	he	also	liked	to	spend	his	
free	time	playing	RTS	(real-time	strategy)	games,	in	
which there are some elements that are related to 
logistics.	And	frankly	saying,	he	was	very	good	at	it.	
So	that	was	the	second	reason	he	is	studying	logistics	
now.
After	the	second	year	of	his	study	he	needed	to	apply	
for	an	internship	at	a	company.	Since	he	started	to	
search	for	it	quite	late	(comparing	to	other	students)	
most	places	were	taken.	So	he	found	a	company	
called	Mondial	Logistics.	He	liked	the	job	and	the	

tasks	he	performed	but	only	during	the	first	months.	
Later he realized that it was not the thing he had in 
mind for his dream job. All the tasks looked like a 
daily	routine	and	he	also	understood	that	he	did	not	
develop	himself	very	much,	which	is	very	important	
for him. 
Back	to	the	present	days,	as	it	was	already	mentioned	
before,	Robert	is	now	graduating.	He	is	completing	his	
thesis	but	with	that	he	understands	that	it	is	time	to	
look	for	a	real	job.	He	had	some	conversations	with	
his	teacher	and	Robert	totally	agrees	with	him	that	he	
needs	to	orientate	himself.	That	is	basically	what	he	is	
doing now.
He knows what is important for him. What he seeks 
in	a	company	are	wide	career	opportunities,	possibili-
ties	to	develop	himself,	chance	to	use	the	knowledge	
he	got	at	school,	strong	company	culture	is	also	on	
that list.  Robert is also sure that the work he is look-
ing	for	should	be	challenging.	He	already	asked	his	
friends	about	companies	that	they	have	in	mind	and	
searched	on	the	Internet.	But	most	of	the	times	both	
of	those	sources	keep	naming	industry	giants	such	as	
KLM,	PostNl,	Phillips	etc.	but	he	doesn’t	feel	that	the	
company	structure	will	suit	him.	
Nevertheless,	he	has	already	found	couple	of	compa-
nies	that	really	interested	him	but	he	believes	that	he	
hasn’t	found	the	company	that	suits	him	the	best	and	
keeps searching. 

Name:	Robert Beentjes
Age:     23
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Idea generation Grid

Thereafter,	to	come	up	with	something	more	‘tangi-
ble’	we	used	the	Idea	generation	grid.	Its	headings	
represent the possible tools that could used in a 
future product, i.e. social media that could be used, 
the	tone	of	voice	that	could	be	used.	Also	the	benefits	
or the messages that we want to communicate. With 
its	help	it	is	easy	to	see	with	which	tool	each	of	the	
benefits	could	be	delivered	to	the	target	group.	
With the help of this grid we came up with approxi-
mately	100	ideas.	However,	we	needed	only	3	of	
them	so	we	had	to	find	the	way	how	to	proceed	all	
this	information.

Brainstorms

We	started	our	brainstorms	with	the	questions	like	
“what	is	important	for	graduates”,	“how	can	IKEA	
reach	the	right	people”.	For	this	kind	of	questions	we	
had	a	very	good	base	made	from	the	interviews.

Figures 4. Brainstorm example sheet “What is important for graduates?”

Figures  6.  Brainstorm example sheet “How can storytelling/gamification 
help IKEA’s problems?”

Figures 5. Brainstorm example sheet “How can IKEA reach the right 
people?”

Figures 7. Brainstorm example sheet ‘How can IKEA recruit students?”





12

PMI Methods
 
During	one	of	the	workshops	held	by	the	lecturer	
from Hogeschool van Amsterdam we were introduced 
to the PMI method. 
PMI tool was developed be Edward de Bono and 
was published in his 1982 book, “De Bono Thinking 
Course”.
PMI helps to weight all the pros and the cons of a de-
cision against each other. It is also useful for structur-
ing	your	way	of	thinking	so	that	before	an	opinion	is	
formed,	you	explore	the	up	sides,	the	down	sides,	and	
the	interesting	points	of	the	issue.		When	you	form	
you	opinion,	it	will	include	more	points	of	view	to	
help	you	make	a	more	balanced	decision.

To	make	it	more	effective,	we	were	limited	to	3-min-
utes brainstorm sessions – one minute on all the plus 
points, one minute on all the minus points and one 
minute on the interests of the idea.
The	criteria	are	explained:

 // Plus 
What	are	the	positive	aspects	of	each	idea/cluster?
 // Minus 
What	are	the	negative	aspects	of	each	idea/cluster?
 // Interesting 
What	are	interesting	points	one	should	think	about	
when	creating	an	idea?

In	order	to	point	out	the	right	positive	and	negative	
aspects we used the chart from the research docu-
ment,	which	represents	where	the	students’	needs	
meets	what	IKEA	has	to	offer	them.

By	using	the	PMI	method	we	filtered	all	the	ideas	and	
selected the most valuable ones.
The next step was to compare the best elements of 
each concept and also decide which concept is most 
suitable for which medium. Besides this we also had 
to	evaluate	which	concept	connects	to	the	students’	
and	IKEAs’	wants	and	needs	in	the	best	way.

Figures 9. Matching needs grid

Figures 12. Using PMI method example

Figures 13. Using PMI method example

Figures 11. Using PMI method example

Figures 10. Using PMI method example
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However,	we	noticed	that	some	of	them	could	be	
modified	and	maybe	even	combined.	So	after	a	few	
more	brainstorm	sessions	we	found	several	ways	to	
do this and as a result we came up with three con-
cepts, which are presented in the next  chapter.

Figures 14. Best Ideas
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Looking box

This	is	an	interactive	story	that	tells	the	tale	of	IKEA.	It	
starts	off	with	an	introduction	and	it	asks	you	to	select	
your	study.

If	this	study	is	logistics	then	the	user	gets	presented	
with	three	mini	games,	which	reflect	real	life	chal-
lenges	within	this	field.	If	the	study	selected,	isn’t	a	lo-
gistical	study	the	users	proceeds	with	three	different	
mini	games.	One	of	each	department:	Interior	Design,	
Logistics	and	Sales.

Time framed question

This	is	comparable	to	the	interactive	story	but	has	
more emphasis on a problem that needs solving using 
your	own	creativity	and	knowledge.	However	it	starts	
with	an	introduction	which	can	also	be	interactive.

This concept has a more serious approach towards 
the hiring procedure.
To perform this concept a website should be devel-

Figures 14. Looking box concept visualization

Figures 14. Looking box concept visualization
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oped.	It	starts	with	an	interactive	video	that	shows	
the	benefits	of	IKEA	as	an	employer.	After	that	it	
presents	the	user	with	a	challenge	they	have	to	solve	
in	their	own	creative	way	(the	challenge	is	presented	
in	some	form	of	an	open	question).	To	make	it	more	
challenging	the	questions	could	be	customized	and	
updated	regularly	to	meet	IKEA’s	demands.
The	open	platform	gives	the	target	group	the	free-
dom	to	be	innovative	and	creative	within	IKEA.	The	
most	creative	and	innovative	solution	has	a	legitimate	
chance to get an interview with a recruiter. Aside 
from this all the ideas will be presented on some kind 
of leaderboard so students will be able to compare 
his/her	ideas	with	others	and	a	competitive	element	
is present.

Interactive journey

This	is	an	interactive	journey	through	a	website,	
where the user travels through the IKEA world. This 
journey	is	similar	to	an	ecosystem	-	an	effect	at	the	
start of the chain can have great consequences at the 
end.	This	idea	makes	the	impression	that	logistics	is	
a part of a whole; it is a process which has room for 
fine-tuning.		

Rewards

To	motivate	people	in	completing	the	tasks	we	think	
that rewards should be presented. It could be small 
things like a package of Swedish meatballs or some-
thing like trip to Sweden. But also an interview with a 
recruiter	can	be	an	attractive	reward.	However,	all	of	
this	should	be	discussed	in	order	to	agree	if	any	kind	
of rewards should be used or not.
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Campaign

Even if a product is believed to have a great success 
it	will	never	happen	without	any	promotion	before	or	
during the launch. So to be able to let the target audi-
ence know about the existence of the product we had 
to	think	about	possible	promotion	campaigns.	
With	the	help	of	the	idea	generation	grid	that	was	
shown	on	the	figure	7	we	also	came	up	with	some	
ideas for campaigns. Aside from the grid we also used 
the PMI tool in order to sort out the ideas. 
As a result we chose three campaigns that are pre-
sented below.

Looking box

This idea consists of a so-called looking box that eve-
ryone	had	to	make	when	they	were	in	primary	school.	
A small box that has an opening on one side that 
shows	a	story	when	you	look	into	it.	
But	instead	of	actually	building	something	inside	it	we	
are planning to put a QR-code on the front that can 
be	scanned	by	a	smartphone	or	any	other	device.	To	

attract	attention	any	catchy	phrase	could	be	added,	
for	example:

 // IKEA, The world full of opportunities
 // IKEA, Work smart not hard 

When	the	user	scans	this	code	they	will	be	redirected	
to	a	website	that	shows	the	story	of	IKEA	and	its	
logistic	world.
The strength of this concept is that the box is some-
thing	solid	and	can	be	presented	at	universities,	job	
fairs	and	other	frequently	visited	places	by	the	target	
group	so	they	could	be	easily	found.	It	makes	the	tar-
get	group	curious	to	find	out	what	is	in	it	and	has	an	
innovative	character	since	this	is	something	that	has	
not	been	done	by	other	companies.
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IKEA Pencil

In	this	case	the	campaign	literally	comes	into	the	
students’	hands.	The	idea	is	to	take	the	familiar	IKEA	
pencil and print our URL on it together with a nice 
catchphrase. 
The pencils could then be handed out to students at 
universities	or	at	their	exams	for	example.	
Through	this	way	we	can	create	a	cost-conscious,	
simple	and	effective	marketing	tool	to	increase	the	
awareness of our product. Based on the values that 
are	really	important	to	IKEA	and	are	therefore	also	
important to communicate to the target group. On 
top of that it is also a nice gadget to receive since it 
is	actually	a	useful	item	instead	of	just	a	flyer,	button,	
sticker	or	other	promotional	items.

Social Media

The	final	marketing	tool	to	campaign	our	product	is	
a	social	media	page/community	where	the	product	
is	actively	promoted	and	where	users	can	meet	each	
other and discuss their visions and opinions on the 
product. 
Social media can spread an idea, product or service 
like	a	wildfire	and	is	often	used	in	the	introduction	
phase of a new concept, product, brand or service. 
It	also	connects	really	well	to	the	target	group	since	
most	of	them	are	actively	engaged	on	social	media	
platforms	such	as	Facebook,	Twitter	or	LinkedIn.	
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Conclusion05

Using various methods and brainstorming on the dif-
ferent topics we have come up with 3 concepts of a 
future	product:

 // Looking Box
 // Time Framed Question
 // Interactive Journey

Each	of	the	concepts	represents	IKEA’s	benefits.	
However, we decided not to communicate all the four 
benefits	–	interesting	jobs,	entrepreneurship,	career	
opportunities	and	IKEA	culture.	In	order	to	choose	
which	benefits	to	communicate	we	have	made	a	grid	
that matches the importance among students and the 
uniqueness among other companies. As a result we 
made	the	decision	to	focus	on	two	benefits,	namely	
entrepreneurship	and	career	opportunities.
Next to these concepts we also came up with several 
promotion	campaigns:

 // Looking box
 // IKEA Pencil
 // Social Media

These	campaigns	will	attract	the	target	group	and		
create awareness. 
The	presented	concepts	are	not	final	and	do	require	
further	development.	After	elaborating	the	concepts	
the	final	decision	will	be	made.	

Chapter
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