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IKEA 1t

COUNTRY ONLINE
MERCHANDISING (UX/UI)

MILANO - IKEA SERVICE OFFICE ITALY

Country Online Merchandising is the IKEA role that support all visitors to the online
channels by offering the best browsing and shopping experience throughout the IKEA
range, analizing User Experience (UX) and working on User Interface (Ul).

Actively contribute to attract and convert more consumers to customers and encourage
existing customers to shop more frequently and in larger volumes by leveraging the
home furnishing competence and digital skills.

W//

yi



COUNTRY ONLINE
MERCHANDISING

IKEA
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Complete low-price
solutions

Affordability in IKEA.it

+ Mandatory: “It's
mandatory to present
and communicate at
least one complete low-
price solution for each
area-of-the-home, in a
room setting or vighette,
in all IKEA customer
meeting points.’

In collaboration with
Online Range Specialist
CA Bedroom

IKEA.it (Z)

Document (2)

Stile e comfort a un prezzo
accessibile

| NEIDEN

f Custom URL
create a Favourite List and, in §
an Omnichannel approach, %
you can decide to put all
g Items in the basket or used
R, thelistin a physical CMP.

dacquists


https://www.ikea.com/it/it/rooms/bedroom/gallery/stile-e-comfort-a-un-prezzo-accessibile-pub17dea390
https://www.ikea.com/it/it/rooms/bedroom/gallery/stile-e-comfort-a-un-prezzo-accessibile-pub17dea390
https://iweof.sharepoint.com/:p:/t/o365g_ecommerceitaly_retitso/EQe5naYbotdLkq3H_UbQv-ABkA-RGRLATu4-4hY6ezFklg?e=AGZwRz
https://iweof.sharepoint.com/:p:/t/o365g_ecommerceitaly_retitso/EQe5naYbotdLkq3H_UbQv-ABkA-RGRLATu4-4hY6ezFklg?e=AGZwRz

IKEA

W//

Complete Kitchens
Based on Online
Customer & Consumer
Insights, Sales
perfomances and
competitor analysis

In collaboration with

Online Range Specialist
CA Kitchen

IKEA.it é)

Document (2)
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Cucine complete
Cucine camplete in offertac corverienca, comodith o ampia scelta

apeiinule pmding bn un click

Scegli tra le nostre finiture

Finiture Biardhe Fimitwre nens Finiture grigie Finiture beige

Finiture colorate

Cucina completa METOD/HAVSTORP
marrone-beige a €1.229
w130 Scango 264 £ Sconto 2E% T £ Sconta 30t

Cucina completa METOD/HAVSTORP verde  Cucina completa METOD/KALLARP, grigio-
scuro a €1.229 azzurro lucido a €1.279

'z "

{ __‘; _;,.I‘—V

Cucina completa METOD/STENSUND, verde Cucina completa METOD/BODARP, grigio-
a€1,299 verde a €1.299

SEankn 9% Seantn 1%

Cucine complete

Cucine complete in offerta: ¢
comoditd e ampia scelta

Offerte valide dal 1/07/2024 al 30/09/2024, salvo

Scegli tra le nostre finiture

Finiture colorate Finiture b

Finiture colorate

Cucina completa METOD/HAVSTORP
marrone-beige a €1.229

€ 1,679 - Sconte 26%

Cucina completa METOD/HAVSTORP
verde scuro a €1.229

Cucina completa METOD/KALLARP,
grigio-azzurro lucido a €1.279


https://www.ikea.com/it/it/campaigns/cucine-complete-puba311e680
https://www.ikea.com/it/it/campaigns/cucine-complete-puba311e680
https://iweof.sharepoint.com/:p:/r/teams/o365g_ecommerceitaly_retitso/Shared%20Documents/General/3%20-%20Online%20Merchandiser/03%20-%20Core%20Area%20Kitchen/Kitchen/FY24%20New%20CJ%20KItchen.pptx?d=w7d3791a377c84fc6adffec09c01ca6b0&csf=1&web=1&e=pSoTi8
https://iweof.sharepoint.com/:p:/r/teams/o365g_ecommerceitaly_retitso/Shared%20Documents/General/3%20-%20Online%20Merchandiser/03%20-%20Core%20Area%20Kitchen/Kitchen/FY24%20New%20CJ%20KItchen.pptx?d=w7d3791a377c84fc6adffec09c01ca6b0&csf=1&web=1&e=pSoTi8
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Ideas - Inspiration Hub
Express IKEA HF
Knowledge with local
and global content
based on Launch e
Market relevances. In
collaboration with
Interior Designers and
Marketing

IKEA

IKEA.it (2)

Document (Z)
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https://www.ikea.com/it/it/ideas/
https://www.ikea.com/it/it/ideas/
https://iweof.sharepoint.com/:p:/t/o365g_ecommerceitaly_retitso/EZh6PE-NIvZBpZp1BO5NYgsBuHFLsVSqwJfziuY5vvQS8A?e=k35cTZ
https://iweof.sharepoint.com/:p:/t/o365g_ecommerceitaly_retitso/EZh6PE-NIvZBpZp1BO5NYgsBuHFLsVSqwJfziuY5vvQS8A?e=k35cTZ

IKEA

W//
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Collections Page
Continuously attracts
new customers and
gives all customers new
and surprising
impressions and reasons
to return to IKEA more
often.

In collaboration with
Online Planning
Specialist

Collezioni

L 5 i el e TR

IKEA.it (2)

| prodotti della Collezione Tyg

!
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https://www.ikea.com/it/it/collections/
https://www.ikea.com/it/it/collections/

E-commerce Concept
Review - June 2024
Proud of...

the team

the result

the summary

MERCHANDISING

IKEA

COUNTRY ONLINE

\\

\\

Review Summary Table

#

Questions 2
Quantity  Points
Affordability 5 3 o
IKEA Brand experience a8 3 o
o 4 ‘ 0
IKEA Product experience (3] 4 o
IKEA Shopping experience 5 5 ]
Totals 8 24 o

Executive summary

Important to highlight. This is clearly the 'best' implementation of the IKEA Concept as described for an IKEA website so far, with only few
areas in need of further development. For this the website team in IKEA Italy should be applauded for their continued efforts in implementing
and maintaining a high-quality IKEA customer meeting point.

This IKEA Concept review for the IKEA website in Italy is the sixth official website review and the first instance where range allocation is
considered in the overall assessment. Scoring twenty-two (22) points out of a possible twenty-eight (28) points meaning an overall result of
yellow/at risk for this type of customer meeting point.

In this review, we continued to apply the IKEA Concept review methodology using the digital review tool created for the IKEA franchise portal
to enable consistent measurement and collection of assessment data, enabling captured information to be provided as official feedback to
key stakeholders and more importantly, those responsible for different parts of the customer meeting point.

Further, this review of the IKEA website was connected to the IKEA Concept review in a market context, carried out across the Milan market in
week 24, 2024, where all physical customer meeting points were also reviewed, together with the IKEA website. A separate report on this is
available.

Unlike physical customer meeting point reviews, we invited the website team for IKEA Italy to participate in the review of the IKEA.com.it
website to provide the best learning and development for the team as the IKEA Concept review is a new experience for this meeting point. A
special thanks to Stefano and the team for all the good discussions.

We see many good alignments and some positive developments on the website during this review. The performance of the website was at a
good level, including site speed and no broken links. How we communicate relevant services and/or planning tools in connection the product
range was at a good level of alignment and consistency, and we found some positive attempts to show complete low-price solutions and
open the wallet, however not yet fully aligned to the complete guideline.

In addition, potential exists in how we present and communicate our price and quality levels and the overall allocated range matching the
IKEA pricing house and style groups guidelines. For theses mandatories it is important to note that the main responsibility does not sit
directly with the team, rather range sits with core business range and this report serves as official feedback to that area of responsibility.
Price and quality levels is a shared responsibility though the main responsibility sits in global digital teams to develop and provide a clear way
to show our price and quality levels to quickly and effectively allow the customers to match their respective wallet sizes.




IKEA

COUNTRY GRAPHIC
COMMUNICATION &VM

MILANO - IKEA HQ/PISS/ANCONA/CATANIA

Responsible to design both the physical and digital graphical concept of the design
solutions to inform, inspire and capture the interest of the many for new customer
meeting points and major rebuilds based on our most recent home furnishing and
merchandising solutions.

Support the Specialist team in the central planning hub, contributing to customer
meeting points thatpresent the range in a vital, inspiring way fitting the needs of the
many and that enable access to thewhole range in a multichannel retail world of IKEA.



COUNTRY GRAPHIC
COMMUNICATION

Customer Guidance
platform IKEA Italy.
Customer guidance
communication makes
shopping easier and
more efficient for the
customer. And the IKEA
store can handle a large
number of customers.
Planning.

WHAT IS
CUSTOMER GUIDANCE
COMMUNICATION?

Customer guidance is a system of signs that
supports the store layout and the visual navigation
that helps customers find their way around the IKEA
site, inside and outside.

WHY DO WE

HAVE CUSTOMER
GUIDANCE
COMMUNICATION?

Customer guidance communication makes shopping
easier and more efficient for the customer. And the
IKEA store can handle a large number of customers.

Esposizione Mobili primo pianc
Showroom ist floor

@ Ingresso Esposizione Mobili
Showroom entrance

Primo piano
1st floor

@ IKEA Restaurant & Café

Esposizione Mobili primo piano
Showroom 1st floor

Cucine
Kitchen

OFFERTA

SHORTCUTS
SHOWROOM + MARKET HALL

Format: 120x60cm

The shortcut is a service for customers with a specific
shopping goal (target shoppers).

‘Communicate shortcuts using the directional sign,
shortcut. This sign emphasises the natural way with a
larger arrow and text, but paints towards the shortcut
with a smaller arrow.

Place the directional sign, shortcut adjacent to the
route locator sign. That way, the customer can see the
destinations of the shortcut, the natural way and their
exact location In the store.

The directional sign, shartcut is placed near the shorteut,.
This ensures customers coming from and to the shartout
have a clear view of the sign.

The route [ocater ign is placed directly opposite the
antrance;/exit to the shortout, visitle to customers coming
frem either direction,

The shortcut area sign communicates to the customer the
ared where they are about to enter,

7a = 7b. Directional sign, shortout (front and back)
Route lncator sign
Shortcut Area Sign

The header with the name of the
store arez always corresponds wit
the header on the route locator
diagram.

The floor level is communicatad to
support the custamer in lift sign.
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Personalizza le pareti!
scannerizza il QR code e scopri
Come appendere quadri e cornici.




1. Scegli il bastone estensibile HUGAD

OUMBARLIG

Padella, 28cm

€14,
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RATI E SCEGLI
COMODAMENTE,.,
Per toccare
hai bisogno
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IKEA Catania store’s
self service end podia.
Planning and
implementation.

<
L
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IKEA Pisa store entrance
podium for the 25th
anniversary of IKEA italy.
Cardboard and vinyl
lettering and graphics
made with repackaging
machine.Planning and
implementation

COMMUNICATION

STORE GRAPHIC
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Planning of the areas
and creation of the video
animation and graphics
for Christmas medias.

MERCHANDISING
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VISUAL
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Planning and
implementation
of the Launch Area
for Christmas 2019

MERCHANDISING

<
L
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VISUAL
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Personal Projects

GRAPHIC COMMUNICATION DESIGN /




Fish Poke

COMMUNICATION
- FISH

POWERED BY HANAMI

Poke was born as a poor dish of TIRRENIA PORE
Hawaiian cuisine: a bowl! of raw
fish, often diced scraps and
flavored with sea salt, spices and

seaweed. HS*L

Now it is a food-trend and | took FISH . S7 N e &) PORE
care of the communication of a = B 0 REGULAR €190
summer temporary store on the o LHUARGE: 6110

: e GREENS
- ! A (MAX 4)
Tyrrhenian coast. PURE | ~ N— LT S o v
4 o INGALATA O R0 VEHERE oo ool O GOMA WARAME

o RSO SUSH o 1 RiS0 S

TlRRENIA ! i - i1 RiSD VENERE O CETROD O MANG
" L o CIPOlLA o [RAGDIA

SCEGLI LE PROTEINE o DWW o RUCOA

(REGULAR MAX 1, LARGE MAX 31 o MA o ZEHZERD

FEPERDM o GERMOG D4 SOIA

d O SN CRR0 o POPDCOTTD &
: o TONNO GRUDO (50€) = SURIHY SAISE
o GAMBEROCOTTO o FPOUO COTTO {MAX 7, DGHI EXTRA 0,20€)

o TORKD (UOVA DI PESCD) SR e
O ACEOBAISAMED O HAD PIGANTE

GRISPY TOPPING o SA o AGRODOLCE

(HAX 2 O SOW SOTAGUTHE o AGROOLCE PIGANTE
o TERVAR o PRCANTE

REGULAR 6"90 E?:;fﬂmmc E:r::imm ?Umf

O CORM FLAKES O PISTACCHIO

|7 o MANORIE o SEAMD o N0 o BACCHETTE o FORCHETTA
I-ARGE 6'2,90 O CHIFS DI BANANA ‘
a]

MOGHL  snum e
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Fish P

Online Order tool

from the website you
can cutomize and order
your poké bowl.

fishpoke.it (Z)

DIMENSIONE *
SHALH

| LARGE (&.00 )

PROTEINE

SALMONE CRUDD
] SPICY SALMONE
| To ) (UOVA DI PESCE)
GAMBERD COTTO
| POLLO COTTO
oo
HUMAMLS

SPICY TONND

GREENS
] AMAMAS
] CAVOLD ROSSO

7| CIPOLLA ROS

] MAIONESE ¢ &0

AGRODOLCE

| SALSA PICCANTE" J |
GO E HABAMERD |

SA AL TARTUFO

=

REGULAR (200 &}

M0 CRUDD

SALMONE COTTO

SURAL

0 POLPO COTTO

| ACETO BALSAMITO®

[} wasas: 2

A SENZA GLU-

890 ¢

DIMENSIONE !

LARGE (4,00 ¢}



https://www.fishpoke.it/
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managing social networks
and creating marketing
campaigns

= in

Liverse - Via Firesae 120/5

pranze: 12.90
cena: 22.90

YOSHI- Japanese Restaurant
>

‘,j He/SHI

AARAMESE RESTALIEAMT

Liverne = Via Flrenze 120 /5
Tal. 0584 435454
. y o s ilivarneir

9¢/SHI

JAPANESE RESTAURANT

www.yoshilivorno.it

@ YOSHI-Japanese Restaurant

Hal pravata il nostro sushi take away online?

SeSHI

JAPANESE RESTAURANT
Livorno - Via Firenze 120/5
Tel. 0586 425454
www.yoshilivorno.it

9¢/SHI

JAPANESE RESTAURANT

) &
24 ﬁ'.{l‘”
i

9e¢'SHI

JAPANESE RESTAURANT
Livorno - Via Firenze 120/5
Tel. 0586 425454
www.yoshiliverno.it



i Sushi \\\\\\

Hanam

@ HAaNAM

Hanami Sushi

Prenotazione

Hanami Sushi
At Viyou can e @ Take

All You Can Eat

WEB

Website with Reservation tool
Url: hanamipisa.it



Medicina interna

Website - Web Marketing - SEO
Url: ospedaleveterinariodavinci.it




O ART DIRECTION
" |
&
psj | have developed the
€0 new communication of
U the professional italian
o football team “A.S.
= LIVORNO CALCIO S.P.A".
Sy The collaboration has
O been going on from 2011
> to 2016.
"

t\\\\NASL

COORDINATED IMAGE
AND NAMING I

Naming and graphicl layout of
things, shirts and uniform

TICKETS

Match tickets design

AMARANTO MAGAZINE

Development of the editorial
product ‘Amaranto’,

the official magazine

of the team



Logo design
Brand 1identity

Web design

Associazione Progetto Stradd




COMMUNICATION

A new bar in a hystorical
qguartier of Livorno,
Tuscany. ‘LA PONCERIA"
have a young and
vintage soul and the
communication is in line
with the quartier where
the bar is located.

LLa Ponceria

A POICIRN

GOTTINO

— typical glass for sip the drink
= “ponce’



14 agosto
01 settemhre
2019

Rab s
rotonda d’ardenza

DE
L’UNITA
Ft:g::: d'a

Ol
i




\\\Q Festa de L'Unita 2018

FESTA DE
LUNITA  wivoro

] ROTONDA DARDENZA

Partito | Democratico

¥

COMMUNICATION - SOCIAL MEDIA - EVENTS
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V
I'm Alessi
9 Via Marco Mastacchi,84
57122 Livorno (ltaly)
[] +39 328 6249594
W alessio@abuelo.it

W Www.abuelo.it

.” WV EIE

15 Sep 1984

EDUCATION QA Italian

AND TRAINING

2021...
ENEB Barcelona
Master e-commerce and digital sales

2006-2010...

Florence University

Faculty of Humanities

Design and Management of Events and
Businesses for Arts and Entertainment

2008...

Catholic University of Sacro Cuore
E-learning course

Animators of Communication
and Culture

1999-2004...
Technical Institute “G. Galilei”
Expert Technician Mechanic

DIGITAL
COMPETENCES

Software packages for Mac,
Windows and Linux

Adobe suite: Photoshop, Illustrator,
Indesign, Premiere Pro, After Effects,
Reader Pro

AutoCAD 2D/3D

Revit

SketchUp 3D

Video Editing

Wordpress,

UX Analysis: Heatmap and Analytics
Html, php and mySQL developer.

T



Autorizzo il trattamento dei miei dati personali ai sensi dell'art. 13 d. Igs. 30 giugno 2003 n°196 — “Codice in materia di
protezione dei dati personali” e dell'art. 6* e 13 GDPR 679/16 — “Regolamento europeo sulla protezione dei dati personali"

Alessio Angeli

[] +39328 6249594

N alessio@abuelo.it

o www.abuelo.it

B linkedin.com/in/alessioangeli
facebook.com/alessioangeli
(0) instagram.com/dicosolo_de




