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[bookmark: _Toc236233190]Element 2: STDP Analysis 
2.1 Introduction 
Segmentation, Targeting, Differentiation and Positioning (STDP) is a strategic marketing model that assists organisations to find appealing customer segments and establish a unique value creation (Kotler et al., 2024). In the case of IKEA ReNew, STDP aids in the creation of a sustainable furniture subscription service that meets the evolving consumer demands on affordability, flexibility and circular consumption, as well as the sustainability strategy of IKEA (IKEA, 2024).
[image: ]
Figure 2.1: STDP Framework 
Source: Adapted from Kotler, Keller and Chernev (2024).
2.2 Segmentation 
A proper segmentation will help IKEA ReNew to concentrate on the customers who are most likely to embrace the services of circular furniture. IKEA does not consider the UK market as a single group but applies geographic, demographic, psychographic and behavioural variables to find out appropriate customers (Kotler et al., 2024). 
The geographic segmentation focuses on the key cities of the United Kingdom like London, Manchester, Birmingham, Bristol, as well as Glasgow, which has large populations of renters, young professionals and environment-conscious people. Efficient collection, repair and redistribution services are also facilitated in urban locations. 
Demographic segmentation is based on the age of consumers between 22-45 years old, young professionals, university graduates, students and small families with middle income. These populations constantly change their residence and thus prefer flexible furniture options over the permanent possession. 
Psychographic segmentation aims at the environmentally aware market segment that embraces minimalist lifestyles and sustainable purchases. These consumers are becoming more demanding of brands to show that they are truly environmentally responsible and not merely make green marketing claims. The circular strategy by IKEA corresponds with these consumer values (IKEA, 2024). 
The behavioural segmentation is targeted at the customers who shop online regularly, use subscriptions and make purchasing decisions based on sustainability. People who change furniture due to moving or alterations in family requirements are more prone to appreciate a subscription model. By integrating these segmentation variables, IKEA ReNew would be able to focus on consumers whose lifestyles and purchasing behaviour would uphold a circular business model (Kotler et al., 2024).
2.3 Targeting 
IKEA ReNew is using a narrow target marketing approach targeting young urban professionals between 22-45 years. This segment is highly digitally active, more likely to adopt subscription solutions and be more environmentally conscious than most traditional furniture customers. The constant changing of location also provides constant pressure on the need of flexibility in furniture. 
Other segments such as retired homeowners and buyers of luxury furniture are not so appropriate as they tend to be permanent owners that demand high quality products. These groups should not be targeted as they would dilute the value proposition of IKEA ReNew and lower the effectiveness of marketing. The chosen target market also helps IKEA in its aspiration to increase circular business models that prevent waste and increase the life of products and maintain customer relationships in the long term (IKEA, 2024).
2.4 Differentiation 
IKEA ReNew can be distinguished by the combination of furniture subscription, repair, refurbishment and buy-back services in a single circular ecosystem. IKEA ReNew builds recurring customer relationships by extending the lifecycle of the furniture unlike traditional retailers who get the bulk of their revenue by selling the products. 
Sustainability initiatives have been launched by competitors like Wayfair, DFS and Habitat, however, they still concentrate on the ownership, but do not offer a complete circle of services (Wayfair, 2024). The current sustainability approach of IKEA, store network and buy-back programme offers a more robust base of offering an integrated circular service. 
The combination is a source of competitive advantage through waste reduction, enhanced customer loyalty and recurring subscription revenues. This makes IKEA ReNew unique in that it does not solely compete on price or product design, but rather, on sustainable value creation (Porter, 1985).
Table 2.1 Competitor Comparison
	Feature
	IKEA ReNew
	Wayfair
	DFS
	Habitat

	Furniture Subscription
	✔
	Mainly Purchase
	Purchase
	Purchase

	Repair Service
	✔
	Limited
	Limited
	Limited

	Refurbished Products
	✔
	Limited
	Limited
	Limited

	Circular Economy
	Strong
	Partial
	Partial
	Partial

	Buy-back Programme
	✔
	Limited
	No
	Limited



Source: Author, based on company sustainability reports.
2.5 Positioning 
IKEA ReNew uses a value based positioning approach based on the fact it provides cheap, modular and environmentally friendly furniture products to the urban customers. Rather than marketing sustainability as a luxury attribute, IKEA balances affordability with circular consumption, which contributes to its vision of a better everyday life of many individuals (IKEA, 2024).
Positioning Statement
IKEA ReNew offers cheap furniture subscriptions, repair, and refurbishment to environmentally conscious urban consumers in need of flexibility in their home furnishing offering a sustainable solution to the waste issue and increasing the lifespan of products at trusted IKEA quality. This differentiation helps IKEA ReNew to stand out based on convenience, sustainability and long-term customer value and reinforces IKEA to move towards a circular economy.
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Figure 2.2: Perceptual Positioning Map of IKEA ReNew against Key Competitors.
Source: Adapted from IKEA (2025), Wayfair (2024), DFS (2024) and Habitat (2024).
[bookmark: _Toc236233191]Element 3: Marketing Mix (7Ps) 
3.1 Introduction
The 4Ps developed into the 7Ps that show the growing role of services in the formation of customer value in the traditional marketing mix (Kotler et al., 2024). Since IKEA ReNew is a combination of physical furniture and subscription, repair and refurbish services, the 7Ps framework offers a more holistic approach to the creation of a sustainable customer experience. All components will help to reinforce the IKEA circular business model, improve customer satisfaction and long-term competitive advantage.
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Figure 3.1 The 7Ps Marketing Mix
Source: Adapted from Booms and Bitner (1981).
3.2 Product 
IKEA ReNew is not a furniture retail but a blend of subscription services, repair and refurbishment, buy-back programs and digital booking into a single circular service. Customers have the opportunity to rent furniture, give back the items when they are not in need and buy certified refurbished furniture at a reduced cost. The service innovation enhances product life cycle and minimizes waste and raw material usage. 
In contrast to the traditional furniture retailers that are more interested in ownership, IKEA ReNew develops an ongoing communication with the customers based on lifecycle management. But the quality of the products in a multitude of users is operationally difficult and demands efficient refurbishing mechanisms to defend the confidence of the customers. The studies indicate that circular product-service system enhances resource efficiency but is highly reliant on customer trust in product quality and service reliability (Tukker, 2015). The current Buy Back & Resell programme of IKEA is a good starting point to expand this sustainable brand extension based on already developed circular practices (IKEA, 2024).
3.3 Price 
IKEA ReNew implements a tiered monthly subscription model that offers customers with flexible prices depending on the type of furniture and the period of subscription. By providing discounted initial subscription charges, penetration pricing approach may facilitate early adoption of the product because consumers tend to be uncertain about renting furniture. As the demand is growing and more people become aware of it, IKEA should progressively move to value-based pricing, which would indicate the convenience, flexibility as well as environmental benefits provided by the service. 
Other pricing strategies, like premium pricing, can limit its usage by the IKEA target consumer market of middle-income earners and undermine its affordability image. On the other hand, too low prices might decrease perceived service quality and profitability. Thus, by integrating penetration and value-based pricing, a right balance is generated between the growth in the market and financial sustainability in the long term (Kotler et al., 2024).
3.4 Place 
The IKEA ReNew will be based on the omnichannel distribution approach, where the real stores, IKEA web and IKEA mobile apps will be combined. Customers are able to browse products, handle subscriptions, arrange collections and schedule repairs online without losing the showroom experiences in already existing IKEA stores. Reverse logistics are supported with specific collection and refurbishment centres that receive returned furniture and check the quality of the product and resell it or re-subscribe. 
The concept of reverse logistics is crucial in the context of business circle models as it allows organisations to reclaim the value of products as well as minimise waste and carbon emissions (Bocken et al., 2016). The current store network of IKEA is a competitive advantage because it lowers the cost of infrastructure investment as compared to other companies that might venture into the subscription business.
3.5 Promotion 
Functional value and environmental impact should be conveyed through promotion. Instagram and TikTok and YouTube campaigns can be used to illustrate actual customer experiences with refurbished furniture and sustainability-oriented influencers can enhance the credibility among younger audiences. Customer testimonials, Before and after refurbishment stories, User-generated content (UGC) increase the perception of authenticity and build brand trust. 
The personalised recommendations, subscription messages and updates on repairs can be delivered through email marketing to keep customers engaged in the product lifecycle. Loyalty members of the IKEA Family might be offered special subscription discounts, which will promote testing and a regular usage. 
Green storytelling must be evidence-based and not based on general environmental assertions. It has been shown that consumers are steadily becoming aware of greenwashing and that clear sustainability reporting is a key component in retaining trust (Delmas and Burbano, 2011). Thus, the promotional efforts must be able to explicitly show quantifiable environmental benefits, including waste minimization and longevity of the product, as opposed to merely marketing sustainability as a marketing concept.
3.6 People 
The employees are at the heart of the provision of uniform service quality in IKEA ReNew. Professional repair, trained customer advisors and refurbishment technicians provide products with a high level of safety, functionality and aesthetic appeal during numerous usage cycles. Circular economy principles, customer service and sustainable product management should be the areas of continuous employee training. 
Also, Green Ambassadors will be able to inform the customers about responsible furniture usage, maintenance and recycling possibilities. Professionally trained employees enhance customer trust and minimize service outages. The theory of service marketing suggests that employee competence has a direct impact on customer satisfaction and service perceived quality (Zeithaml, Bitner and Gremler, 2021). Therefore, investing in the ability of the employees turns into a strategic competitive edge instead of just an operational need. 
3.7 Process 
Customer journey has to be easy, convenient and digitized. The customers start with picking the furniture using the IKEA site or the mobile app and then choose a suitable subscription package. Online delivery is provided and digital accounts provide the customer with the opportunity to make an arrangement of a repair, exchange or a product return, where it is needed. 
Furniture is returned and inspected, refurbished and quality checked and re-introduced into the system. Through digital tracking, customers can be updated on the real time progress and this enhances transparency and minimizes uncertainty during the service process. 
Circular business models in particular require efficient processes as delays in services can adversely affect customer satisfaction even in the case of good environmental performance. As such, IKEA has to strike a balance between operational efficiency and product quality to make sure that it can offer sustainable service delivery without violating the convenience that customers have been accustomed to with digital subscription services.
3.8 Physical Evidence 
Physical evidence supports the reality of IKEA ReNew in the sense that the sustainability is apparent throughout the customer experience. Specialized repair shops, distinctly marked refurbishment centers and even retail stores that have been created in a manner that is environmentally friendly show that IKEA is serious about its circular business model. Reusable packaging also helps mitigate waste, and enhances alignment with sustainability goals of the brand. 
Refurbished furniture can be proved through digital certificates that can check the product inspection process, the history of repairs and the environmental savings that the reuse of the product has brought about. The IKEA web-page shows customer reviews which also gives extra confidence as to the quality of the service and quality of the products. 
Evidence that is visible is especially valuable, as the customer is not able to assess the service quality completely before a purchase. Concrete signals thus diminish the perceived risk and enhance consumer trust (Zeithaml, Bitner and Gremler, 2021). All these physical aspects help make sustainability a realistic experience, rather than an abstract notion, and make IKEA ReNew stand out among traditional furniture stores.
[bookmark: _Toc236233192]Element 4: Reflection 
Model Used: Gibbs Reflective Cycle (1988)
4.1 Description 
The IKEA ReNew sustainable brand extension dealt me with the challenge of implementing marketing theories in a practical business environment as opposed to merely illustrating the theoretical concepts in books. I created a circular furniture subscription service which integrates repair, refurbishment and buy-back plans with the current sustainability plan of IKEA. The project challenged me to combine STDP and the 7Ps into a single consistent marketing plan taking into consideration customer expectations, competition and environmental responsibility. 


4.2 Feelings 
Initially, it was challenging to balance sustainability and commercial targets at the start of the project since the two need varying strategic priorities. First, I was more concerned with environmental benefits rather than with customer value. The more I read about the literature and circular business initiatives by IKEA, the more I felt confident in striking the right balance between business and sustainability. This enhanced my belief in using marketing frameworks to resolve practical business problems.
4.3 Evaluation 
Critical evaluation of marketing decisions rather than using descriptive explanations was one of the strongest points in this project. The creation of IKEA renew raised my awareness on how segmentation, targeting and positioning affect the strategic decision-making process. The use of the 7Ps also illustrated the role of service innovation that relies on value creation along the customer experience as opposed to focusing on the product attributes (Kotler et al., 2024). 
But I realised a few constraints as well. The assumption was used to predict customer reception of furniture subscription services due to the ever-changing consumer preferences. Moreover, the need to balance affordability with operational costs also revealed the practicability of the issues organisations may have when operating circular business models. These shortcomings cemented the need to back up strategic advice using plausible scholarly sources and industry statistics. It is a drawback of this project because it relies primarily on the secondary research. Primary research like surveys to customers would be more credible to substantiate the proposed marketing strategy.
4.4 Analysis 
This project was a great reinforcement of my knowledge on sustainable marketing and brand development. I perceived sustainability as a corporate responsibility program before doing the assignment. By creating IKEA ReNew, I understood that sustainability could also become a competitive advantage, in case it was incorporated into the main business model. This viewpoint is based on the current research stating that the idea of a circular economy generates environmental and business value through product life extension and resource efficiency (Tukker, Arnold, 2015). 
My understanding of changing consumer behaviour was also enhanced by the project. Convenience, flexibility and environmental impact and price are all elements of the purchasing decision that are taken more and more into account by modern customers. Moreover, the competition analysis showed that to build the successful brand extension, clear differentiation is needed other than just launching new products. Altogether, the assignment developed my strategic thinking as it prompted me to consider various options prior to making appropriate marketing decisions with the support of theory and evidence. Furthermore, implementing a furniture subscription model may increase operational costs due to repair, refurbishment and logistics. Thus, IKEA needs to strike the balance between sustainability and operational efficiency.
4.5 Conclusion 
This assignment has empowered me academically and in my career. My new insights into sustainable brand management, service marketing and strategic planning have improved. More to the point, I have learned to be more confident in using marketing theories in real business contexts and to critically assess the alternative solutions rather than mindlessly accept them. On the whole, this project helped me understand how to use marketing theories in a critical way and emphasize the necessity to support the recommendations with credible evidence.
4.6 Action Plan 
When conducting future projects, I will use more industry reports and consumer data to make strategic recommendations to enhance my market research ability. I also intend to enhance my presentation and data visualisation abilities to convey marketing strategies better. These advancements will enhance my future profession since I will be able to create evidence-based marketing initiatives that will build up not only commercial success but sustainable value. In subsequent projects, I will use secondary research and primary data to come up with more evidence-based and reliable marketing recommendations.
[bookmark: _Toc236233193] Overall Conclusion
The IKEA ReNew sustainable brand extension proposed can illustrate how IKEA can enhance its position in the market with the combination of affinity, innovation, and sustainability within a circular business model. By implementing the use of STDP and the 7Ps marketing mix, the proposal has outlined a very clear target market and strategies that generate customer value and advantages the environmental aspirations of IKEA. Combining furniture subscription, repair, refurbishment and buy-back services is a differentiator between IKEA ReNew and traditional furniture retailers and helps to build long-term relationships with customers. In general, the proposal demonstrates that sustainable marketing can be used to create competitive advantage, build brand loyalty and contribute to business expansion over the long term and a more resource-efficient and circular economy.
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