
// “The main reason why I want to work at a company 
would be the specific tasks I need to perform.  After that 
I find it important that the culture of a company suits 
me personally”.

After we visited the IKEA store the main thing that 
struck our team was that IKEA has a very clear 
concept. As a visitor you don´t see the work that´s 
been done behind the scene. IKEA is focused on 
ease and comfort towards the customers.

“The right people, the right place, the right time.” 
That´s the main focus of IKEA when talking about 
recruitment. At the moment IKEA has a hard time 
finding enough qualified people for logistics.

Mandy Kouwenhoven, Recruitment manager

We took interviews with people, between twenty 
and twenty eight years old, who are attending the 
third or fourth year of their study or graduated 
recently and are new to the workfield. 

For the IKEA project 
our team conducted 
several observations.
We visited the IKEA 
store, done a interview 
with a recruitment 
manager and spoke 
with a few logistics 
students. 
All to get a better 
understanding of the 
company IKEA and the 
world that’s called
logistics.  
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As with traditional advertising, interactive advertis-
ing has the same basic task: to create ideas for 
brands to make people like them more.

Before you start making a new advertisement or 
campaign, it is important that you ask yourself: 
What do we want to communicate? 
Another key element is that you communicate just 
one benefit. The ad should also be simple yet 
clever and profound, because you have little time 
to grab the target groups attention.

The power of interactive advertising is that it 
demands some form of immediate or ongoing 
response (Two-way relationship). People can 
interact or play with a brand. In this way people 
have the feeling that they are in control, because 
they can make their own choices.

Companies search for opportunities to distinct 
themselves and connect with customers on an 
emotional level. People fall in love with and trust a 
brand. 

As with traditional advertising, interactive advertis-
ing has the same basic task: to create ideas for 
brands to make people like them more.
To create positive thoughts about brands towards 
their target group. 
The difference is that people feel more connected 
when they also have input so the interactivity.

_Navigate: A brand helps customers to make clear 
choice between one product or another.
_Reassurance: A brand communicates the quality 
of a product or service so customers are reassured 
that they made the right choice. 
_Engagement:  A brand uses distinctive images, 
language and associations so customers can iden-
tify themselves with the brand.

The past few weeks our 
project group has done 
research on promotion 
methods: advertising 
and branding. The 
reason why we have 
done research on these 
subjects is because our 
interactive solution 
needs to be communi-
cated to our target 
group. This poster 
gives an insight about 
the do´s and dont’s of 
promotion method.

Important 
points of
advertising
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Conclusions

Why branding?

Show target group the benefits and opportuni-
ties of working at IKEA. 
Just communicate one benefit, because you 
have little time grab attention.
Interactivity will give them the feeling that they 
are in control. Let them play.



Increase engagement
levels between two parties.

Players obtain a greater
sense of accomplishment

Provide rewards to encourage
users to stay engaged

Employ game mechanics
to non-game activities

Activity Result

An interactive way
of telling a story.

Stories are now 
media-rich which 
can be conveyed 
to the audience.

Can be applied in 
almost any work-
ing sector.

#1

Gamification is a method used to make 
non-gaming activities more interesting for a target 
group, especially younger people. If applied 
correctly gamification will acquaint the users with 
the industry.This usually results in earning virtual 
rewards that will enhance the image of that indus-
try in their eyes. This method is very interesting if 
you want to reach your target group through social 
media.

Digital storytelling is the new way of telling an old 
tale, it’s media-rich and can contain interactivity 
with it’s audience. If used correctly this method 
will create a more engaged bond with it’s audi-
ence. To convey a story to an audience is relatively 
easy with this method, however it can exist in 
many forms because of it’s richness.

Gamification
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Digital Storytelling

Various media can be used to convey a story.
It can include interactivity with the audience.
It’s a great tool to share ideas, knowledge and        
emotion between people.

Gamification

Employ game-mechanics to non-game activities.
Increase engagement levels between two 
parties (Two-way relationship).
Provide rewards to encourage users to stay 
engaged.

Conclusions

Storytelling

#1

#2

#3
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Average age: 24 y.o.

Education: HBO

Studies: Logistics

Year of study: 3rd - 4th years

Field of studies:

Interviews:

33  n.c.*

*
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Five students inter-
viewed in person with 
a one-on-one conver-
sation. Then we have 
also handed out a 
written questionnaire 
to a class of fourth 
years students with 
the same questions as 
the interviews. Then 
organized all the 
answers in a spread-
sheet to check for 
similarities and 
differences.
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