







[image: University of Wales Trinity Saint David]



                    

                     Student Name: Harshad Bharatbhai Khunt

Student ID: 2406523

Module Name: Marketing Management

[bookmark: _GoBack]Module Code: LCMB7024

Lecturer’s Name: Dr Laila Maazouz

Work Count: 2445

Term 1

IKEA FreshBox
(Smart Storage and Food Preservation Solutions)
Table of Contents
Introduction	3
Proposed New Brand Extension	3
STP for the New Brand Extension	5
Customer Personal Profile	8
Marketing Mix Strategy	11
Conclusion	15
Reference List	16




[bookmark: _qmjjtysfipia][bookmark: _Toc195890635]Introduction 
Being one of the leaders in the home furnishing sector, IKEA has gained sufficient popularity as it offers stylish,  functional and affordable commodities embodied with the design principles of Scandinavia. At present, the company holds a strong presence and identity because of its innovative mindset and focus on sustainability and simplicity. Having a diversified product range in furniture, home accessories, lighting, and kitchenware, the company has successfully identified the exact requirements of modern households. In the current property, a strategic brand expansion of IKEA Freshbox will be provided which will be a smart solution for food preservation and storage. Furthermore, how IKEA FreshBox will be aligned with the design ethos and core values will also be explored along with addressing the gap in the adjacent market. Through STP analysis, a tailored marketing mix will be accomplished.
[bookmark: _vatg5h4wx6j6][bookmark: _Toc195890636]Proposed New Brand Extension 
IKEA is a Sweden-based multinational conglomerate that is engaged in designing and selling ready-to-assemble furniture, relatable commodities and other household services. The company was established by Inghvar Kampard in 1943 (IKEA, 2025). Minimalist design and low prices have helped this brand gain fame in the furniture industry. It has been found that the company has already generated a universal revenue of around 45.1 billion Euros in 2024 and the total number of stores of this organisation are 480 (Statista, 2025, February 12). This implies that the firm holds a robust presence in the furniture sector.
[image: ]
Figure 1: Different Product Offerings of IKEA
(Source: IKEA, 2025)
Description of new brand extension
The newly proposed IKEA FreshBox is quite an innovative product line concentrated on food preservation and smart storage. This is inclusive of containers which are vacuum-sealed having smart sensors for monitoring moisture and temperature, aiding extended freshness of food. Connecting the containers with mobile applications will send notifications to the users regarding the spillage time and rate and recommend solutions for minimising waste. This line will also feature modular and stackable containers and biodegradable bags developed from plant-dependent materials. The chilled trays of it will be helpful in terms of keeping the food cool even without using electricity (Ramanathan et al., 2022). These products will be designed for compact and modern kitchens focusing on environmental sustainability.
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Figure 2: Logo of IKEA FreshBox
(Source: Self-created)
Aligning market position with brand values
FreshBox is a normal expansion of long-standing commitment of IKEA towards affordability, functional design and sustainability. The stackable and minimalist design also backscatters the aesthetic nature of IKEA whereas convenience and smart features in absence of any such complexity implies that this brand possesses simple as well as impactful solutions. Like existing home commodities of IKEA, FreshBox has been designed for everyday usage, specifically in small urban zones. The environment-friendly ingredients and budget-friendly prices are also aligned with the brand promise of IKEA which is creating a better everyday life for the people.
Emerging requirements, market gap and added value
FreshBox has the potential of addressing urgent concerns around the globe regarding food waste which caters to the increasing interest of the customer base in sustainable living. Gen Z and millennials are becoming environment-aware and searching for low-effort and affordable solutions. This rising demand is successfully attained by FreshBox through offering their consumers technology-enabled and functional commodities which uplift preservation without investing an ample amount of money. The current brand extension will place IKEA as one of the forward-thinking leaders in the home sustainability market while entering the segment of smart kitchens.
[bookmark: _pkumb57dcklo][bookmark: _Toc195890637]STP for the New Brand Extension 
1. Segmentation
	Factors
	Relevance to IKEA FreshBox

	Demographic
	Targets young professionals, students, urban residents and dwellers having an age range between 20 to 40 especially which are high budget-centric and still searches for sustainability and premium value innovation. Such groups sometimes live in small homes and search for affordable and practical solutions to mitigate the food waste issue (Manika et al., 2022).

	Geographic
	Metropolitan areas having higher density of population where living compatly is common. Such areas are having higher consumers along with increased sustainability exposure regarding smart technologies and living trends. These are properly aligned with the core markets of IKEA internationally.

	Psychographic
	Appealing to environment-focused customers who value suitable, sustainable  and simple lifestyles. Such individuals are inspired through environmental responsibility and value clutter-free and efficient designs (Liegeard and Manning, 2020). The lifestyle aspirations will be easily resonated by IKEA FreshBox.

	Behavioural 
	Suited for customers who are searching for time-saving and functional commodities. Such users can easily adopt smart technology solutions which aid them in reducing food wastes and modernise household tasks. The brand loyalty will be encouraged by IKEA FreshBox by environmental, convenience and utility alignment.


Table 1: Segmentation analysis for the product
(Source: Self-created)
This segmentation tactic is properly aligned with the existing consumer base of IKEA and its enhancing merchandise of ecocentric and urban customers. Through identifying their desire for cost-effective innovation, space limitations and eco-values, IKEA FreshBox will stand for attaining both emotional motivations and practical requirements. 
2. Targeting 
Urban-based Gen Z and millennials will be targeted for ensuring the success of IKEA FreshBox. The age range will lie between 20-40 inclusive of students, working professionals and families. The fundamental reason beyond selecting these individuals is that these people typically prefer compact or studio apartments which creatively utilise kitchen space and lower the generation of food waste on a daily basis. The aforementioned generations are also tech-savvy, having a willingness to learn and adopt new technologies (Onjewu et al., 2025). Since they are highly responsive towards sustainability and market trends, due to this reason the aforenoted age range will be focused. This specified segment is highly pertinent as this backscatters the value-focused consumer base who appreciate design-enabled, affordable and functional solutions.
Considering the targeting strategy, differentiation tactics will be utilised here. IKEA FreshBox will concentrate on the primary segment (age range 20-40) along with identifying a secondary audience base (agree range 40 to 60) who are also involved in searching for smarter techniques for managing food storage in their households. This differentiation strategy will help IKEA tailor their marketing efforts and the features of the product to particular requirements like compact design, smart functionality and affordability while ensuring optimisation of reach around high-potential customer groups (Rashidirad and Salimian, 2020). This will also reinforce the position of IKEA as one of the leading lifestyle brands that will ameliorate the everyday lives of individuals by sustainability and innovation.
3. Positioning 
The positioning statement of IKEA FreshBox will be -
“For the budget-centric and environment conscious consumer base of the urban areas, IKEA FreshBox will be offering sustainable, space-effective and smart solutions  for food storage and preservation that can be highly impactful to diminish the challenge concerning the generation of food wastes- at a cheaper price”.
The position of IKEA FreshBox will be as a budget-friendly as well as technology ingredient smart solutions, standing far forward than other relevant premium brands such as OXO, which is engaged in providing durable containers (Oxo, 2025). However, affordability and smart features are absent from their products. 
[image: ]
Figure 3: Similar Products of OXO
(Source: Oxo, 2025)
On the other hand, in the case of another competitor Tupperware which has gained popularity because of durability, it still lacks environment-friendliness. Furthermore, their solutions are also perceived as highly conventional (Tupperware, 2025). 
[image: ]
Figure 4: Similar Products of Tupperware
(Source: Tupperware, 2025)
Unlike conventional offerings and high-priced commodities of Tupperware and OXO respectively IKEA FreshBox will implement sustainable materials, modular stackability and smart sensors into their stylish and cohesive system. Therefore, it is clear that the newly proposed brand extension IKEA FreshBox will be discerned as an affordable, greener and modern solution in the market of food storage, fetching the iconic functionality of this brand into the space of smart kitchens.
[bookmark: _qiijtvbkx9ht][bookmark: _Toc195890638]Customer Personal Profile 
	Consumer persona for Nike for IKEA FreshBox

	Demographic
	· Name- Caine Douglas.
· Age- 30.
· Gender-  Male.
· Location- London, UK.
· Occupation- Data analyst.
· Income- 36, 000 pounds per annum.
· Education- B.Tech in Software Engineering.
· Marital Status- Married.
· Hobby- Cooking. 

	Identifiers 
	· Regular customer of IKEA and values flat-pack efficacy.
· Comes after the zero-waste and eco-friendly living trends.
· Utilises applications for sustainability, budgeting and food planning.

	Requirements
	· Space-saving and smart storage options for small kitchen.
· Biodegradable and reusable options for food storage.
· Help reduce waste generation and track expiry of food items.

	Psychographic 
	· Values clean design, practicality and sustainability.
· Comes after more functionable and less clutter minimalist designs.
· Experiments with environment-friendly home upgrades.
· Searches for brands which provide eco-responsible choices and are stylish and affordable.
· Prefers accessible, smart and ethical innovations.

	Attitudes and values
	· Endorses mindful consumption.
· Prioritises smart and environment-consciousness.
· Wishes to lower the emission of net carbon from daily activities. 

	Purchasing behaviour
	· Frequently buys reusable and practical commodities for households.
· Compares between different brands on technical and sustainability features.
· Prefers IKEA for offering budget-friendly and innovative solutions.

	Pain points
	· Thinks that already existing smart storage commodities are overpriced and are not sustainable at all.
· Fights to obtain environment-friendly as well as stylish food storage options that can easily fit into his compact kitchen.

	Motivation and goals
	· Desire to lower carbon footprint by developing conscious habits.
· Establish a lifestyle based on eco focused and affordable choices.
· Creating an efficient and sustainable kitchen space.

	Pain point
	· Restricted access to eco-friendly and stylish containers which fit a small kitchen.


Table 2: Customer profile for Freshbox
(Source: Self-created)
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Figure 5: Customer Persona
(Source: Self-created)
[bookmark: _fxz8qerob7r4][bookmark: _Toc195890639]Marketing Mix Strategy 
	Marketing Mix Element
	Details

	1. Product
	IKEA FreshBox is a clever, budget-friendly food storage system. Vacuum-sealed boxes, reusable wraps, chilled trays and biodegradable bags for fruit and vegetables made of sustainable materials are included. A mobile application monitors freshness and lowers waste.

	2. Price
	This is budget-friendly for the typical household. Starter packs start at £5.99, with more substantial packs costing between £12.99 to £24.99. This firm employs a cost-leadership pricing policy to provide eco-living affordability (The Economic Transcript, 2023).

	3. Promotion
	IKEA will drive social media promotion along with eco-influencers and discounts for IKEA family. Campaigns emphasize values such as saving money and reducing waste. Moreover, they can launch a "Zero Waste Kitchen" challenge and TikTok advertisements.

	4. Place
	This product can be found in all IKEA shops, particularly in urban outlets. It will be available also on IKEA's website and mobile application with facility of worldwide delivery (Iastremska  et al., 2023)). IKEA should plan to put the product into partner supermarkets in the future for greater availability.

	5. Process
	This is integrated with simple self-service with IKEA's flat-pack format. In-store support, online videos, and app connectivity enable consumers to begin using FreshBox simultaneously. QR codes are added on packaging connecting directly to recipes and care instructions (Huda  et al., 2022).

	6. People
	IKEA employees are to be trained for the marketing of FreshBox and consumer engagement about sustainable food storage. Buyers support should consist of chatbot assistance and in-store sustainability experts (Li  et al., 2024). Community-based workshops and demonstrations should be a part of the package.

	7. Physical Evidence
	This will be available with green packaging with IKEA FreshBox logo branding. The In-store display will demonstrate its use in actual kitchens. The packaging will feature sustainability facts such as "Reduces waste by 30%". 


Table 3: Marketing Mix strategy for IKEA’s new product
(Source: Self-created)
Product
The IKEA FreshBox appears to be a new and innovative storage product that assists individuals in keeping food fresh for a longer period of time. The product is designed to combat food waste and organize kitchens. The product features biodegradable bags, smart food containers, chilled trays and reusable beeswax wraps. Moreover, the accompanying app assists individuals in knowing when the food is ready to expire. In accordance with IFCO Systems, (2023), 4.5 million tonnes of food is wasted by UK households annually.
[image: ]
Figure 6: Average global food wastage rate in a year
(Source: IFCO Systems, 2023)
Price
The starter pack will be available in only £5.99, being accessible to small families, students and frugal buyers. Larger packs with more items will be priced between £12.99 to £24.99 being lower than many of the smart kitchen brands. With a cost-leadership strategy, IKEA remains true to its commitment of "better living for more people."
Promotion‌
The firm will leverage digital marketing to engage younger, earth-conscious consumers. Instagram, YouTube, and TikTok ads will demonstrate the product in real-life kitchens (inbeat.agency, 2024). IKEA will also collaborate with social media influencers from the sustainability realm to share recommendations and encourage participation in the "Zero Waste Kitchen Challenge." IKEA Family members will get exclusive discounts and early access. 
[image: ]
Figure 7: Example of Instagram ads showing usage of kitchen appliances
(Source: inbeat.agency, 2024)
Place
The commodity will be placed in every IKEA store, particularly in major areas where customers have limited space and require efficient storage. The product will also be offered on the web and IKEA mobile application. IKEA can collaborate with online grocery shops and targeted supermarkets to tap into more environmentally concerned consumers
Process
FreshBox will be based on the self-service, flat-pack approach. The containers will come with step-by-step guides and a QR code will connect to videos and user manuals (Li  et al., 2024). The IKEA FreshBox app allows consumers to register their containers, manage their food, and find recipes. Support from in-store personnel and virtual chat bots will be available for customers if required. 
[image: ]
Figure 8: Example of successful access through QR authentication of a product
(Source: Li  et al., 2024)
People
IKEA will educate employees on the advantages of FreshBox and assist customers. Customers will become members of the green community, telling others about their experience with FreshBox to minimize waste. According to the PWC (2024), 68% of customers are committed to brands assisting them in living sustainably.
Physical Evidence
The commodity will be shipped in recyclable packaging with a clear branded method. The IKEA FreshBox logo will be added with the line "Keeps food fresh 3x longer," on the box. Sample kitchen configurations demonstrating FreshBox functions in real-world environments, will be available in stores.
[bookmark: _locxjfeh5i7m][bookmark: _Toc195890640]Conclusion
Conclusively, IKEA FreshBox is a strategic and value-consistent brand extension responding to consumers' needs today for sustainable, intelligent, and cost-effective food storage solutions. Through targeting environmentally friendly, urban consumers, significantly millennials and Gen Z, it reaffirms IKEA's focus on sustainability and functional design. The integration of innovations such as smart sensors, biodegradable components and app facilities, FreshBox responds to the global problem of food waste and makes living every day smarter. The custom STP approach and strong marketing mix assists IKEA FreshBox to poise the segment of smart kitchen and home sustainability .
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- Age- 30.
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- Occupation- Data analyst.
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Age- 30.

Gender- Male.

Location- London, UK.
Occupation- Data analyst.
Income- 36, 000 pounds per
annum.

Education- B.Tech in
Software Engineering.
Marital Status- Married.
Hobby- Cooking.

Tam very passionate about minimalist living and always seek out affordable, stylish, and sustainable ways to make my small kitchen more efficient
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