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Figure 1: Table of segmentation 
(Source: Self-developed)
[bookmark: _mdvw9ggcfm7l][bookmark: _Toc236762135]2.1.1 Geographic Segmentation
IKEA LoopLiving's main market is IKEA's existing home furnishing markets in Europe, especially in Germany, France, Sweden, the Netherlands and the UK. In addition, it targets urban areas such as London, Berlin, Amsterdam, Paris, and Stockholm. Urban residents are likely to have greater mobility and less available living space. Therefore, the demand for flexible furniture solutions is higher. According to the European Investment Bank, 84% of the EU population sees climate change as a problem, which can make the market for sustainable services preferable for IKEA LoopLiving (EIB, 2025). Thus, focusing on eco-friendly urban markets enables greater customer acceptance and higher efficiency in reverse logistics operations (Butt et al., 2024).
[bookmark: _gn6drbunh7vm][bookmark: _Toc236762136]2.1.2 Demographic Segmentation
LoopLiving by IKEA targets individuals in the 22-40 age range, especially the younger generations of Millennials and Generation Z. This includes people of all financial backgrounds but who earn an annual salary of £25,000- £55,000. The target group consists of new graduates, young professionals, remote workers, and people starting their families. Since the members of this group tend to change their residence often due to their job, educational needs or changes in family status, owning furniture long-term does not seem reasonable to them. Traditionally, IKEA promotes itself as a cheap furniture retailer but has at the same time improved its image due to a subscription model that allows people to save money on the initial purchase and still be able to own quality furniture (Zheng, 2026). As a result, there is a good fit between this service and the target group as it allows the company to provide its services to an economically active and price-sensitive audience. This will lead to a process of constant subscriptions by the target audience.
[bookmark: _vuoqthihutry][bookmark: _Toc236762137]2.1.3 Psychographic Segmentation
IKEA LoopLiving aims to reach out to those consumers whose purchasing behaviour is driven by their environmentally responsible approach, a minimalist lifestyle, and being able to participate in the sharing economy. The market segment in question cares for sustainability and prefers to get access to goods rather than their ownership, which allows them to support zero waste initiatives (Bogusz et al., 2023). In accordance with the results of the European Investment Bank, 78% of European residents take sustainability into consideration when making buying decisions, indicating a high potential for the development of circular furniture trade (EIB, 2025). IKEA’s approach to sustainability matches consumer values and strengthens the company’s strategy connected to the circular economy (IKEA, 2025).
[bookmark: _jzwyf0hbe39f][bookmark: _Toc236762138]2.1.4 Behavioural Segmentation
Behavioural segmentation is based on consumers who acquire furniture when moving house, remodelling a dwelling or experiencing some changes in their family situations, who are increasingly keen on suitable online shopping. Present customers of IKEA know quite a lot about budget furniture and environmental protection initiatives; hence, they are more prone to accept additional circular services like LoopLiving. People usually need flexibility, affordability and convenience in their purchases, while they are more active in online shopping and buy-back programs (Ferraro et al., 2024). Key features of their purchasing behaviour favour the application of recurrent subscription models since repeated purchases create loyalty and customer lifetime value. IKEA LoopLiving thus turns periodic purchases into permanent service relations while boosting the growth of revenues and contributing to the long-term circular business model of IKEA.
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IKEA LoopLiving uses a concentrated targeting technique as it caters primarily to urban renters aged between 22 and 40 years from Generation Z and Millennial cohorts, including students, young professionals and new families looking for reasonable and sustainable home furnishing solutions. The secondary target is eco-conscious families who are becoming increasingly aware of the idea of circular consumption. This market is appealing since young consumers are known to be more willing to accept subscription services and models based on access. It has been noticed that 55% of Generation Z and Millennial consumers use sustainable criteria while making purchases, which signifies a possibility for the growth of the brand (PWC, 2025).
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LoopLiving sets itself apart from rival companies such as Wayfair, DFS, Lowe's and JYSK by introducing the concept of Furniture-as-a-Service into the already existing circular ecosystem of IKEA. As opposed to their competitors who depend on one-time sales transactions, LoopLiving brings together a unique blend of subscription-based acquisition, buy-back offers, refurbishment and recycling in order to promote sustainable consumption that involves less waste. With the support from the established Scandinavian style of IKEA, its digital perspective, and deliveries throughout the country, LoopLiving ensures affordable sustainable consumption with reduced risks associated with ownership. This combination of all circular elements makes it more difficult for competitors to offer the same services through conventional retailing methods (Mora Chaves et al., 2026).
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Figure 2: Position map 
(Source: Self-developed)
According to the positioning map, a unique position has been secured by IKEA LoopLiving by providing high design quality and reasonable prices, which distinguishes it from Wayfair, which earned global revenues of US$11.9 billion in 2025 through price-based online retailing, as well as from JYSK, which runs more than 3,500 stores worldwide with a focus on value furniture (JYSK, 2025). At the same time, the value proposition of IKEA LoopLiving includes affordable prices, Scandinavian design, and a smart circular business model of Furniture-as-a-Service, allowing for maximum benefits for users while minimising wastage. Such unique positioning leads to a competitive advantage by bringing environmental value and a flexible ownership model that has never been seen in furniture retail.
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Figure 3: Marketing mix table
(Source: Self-developed)
[bookmark: _s3k3e8ewq1a2][bookmark: _Toc236762143]3.1 Introduction 
7Ps marketing mix is the best way to implement IKEA LoopLiving sustainability brand extension and obtain a competitive advantage over rivals. Every marketing aspect ensures compliance with the circular economy model and adaptation to changing consumer preferences. By including product, price, place, promotion, people, process and physical evidence, IKEA is able to implement LoopLiving successfully in the future. 
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IKEA LoopLiving provides a Furniture-as-a-Service delivery through flexible monthly subscription packages that allow for renting, exchanging and returning of furniture items on a regular basis. The service combines current IKEA buy-back, refurbishing and repairing programs that help extend the product life cycle and minimise material waste production (Mahalakshmi et al., 2024). By using the principles of Scandinavian design, the quality of refurbished furniture is acquired and maintained at low environmental and economic expense. The implementation of this strategy contributes to greater affordability and convenience and makes it possible to achieve a positive sustainability effect.
[bookmark: _2pqalqxxnk2b][bookmark: _Toc236762145]3.3 Price
IKEA LoopLiving employs subscription pricing based on the principle of value creation, coupled with penetration pricing, to encourage the participation of price-sensitive individuals belonging to Generation Z and millennial renters in the box. The subscription-based system makes purchasing furniture much easier and more cost-effective while allowing IKEA to retain its customers through the use of refundable deposits, buy-back bonuses, and other advantages offered to the IKEA Family loyalty program members (Verma et al., 2025).  The pricing strategy complements the policy of price reduction, as evidenced by the 10% price decrease the company made during the last two years, which increased the number of clients and its market share in FY2025 (IKEA, 2025). Thus, the model of subscription revenue will help IKEA improve customer access to its products and get profit simultaneously.
[bookmark: _8vhc34ax32vd][bookmark: _Toc236762146]3.4 Place (Distribution)
IKEA LoopLiving uses an integrated omnichannel distribution strategy that combines IKEA stores, website, mobile app, click-and-collect services, home delivery and special collection points supported by reverse logistics. Instead of creating new infrastructure, the extension uses IKEA’s distribution chain to achieve operational efficiency in providing services. Its sales performance during FY2025 was driven by the opening of 66 new retail points and an increase in store visitors to 915 million, thus confirming physical performance in terms of providing rental collection and refurbishment services (IKEA, 2025). Therefore, the distribution strategy enables high access to services and product flow, high efficiency of operation processes and availability of IKEA LoopLiving service in the majority of the urban markets.
3.5 Promotion
IKEA LoopLiving uses an Integrated Marketing Communications (IMC) approach by integrating social media, influencer collaborations, sustainability storytelling, content marketing, email marketing, user-created content, public relations, and the IKEA Family loyalty program to convey its idea of circulatory value consistently. Instead of highlighting ownership of furniture, communications focus on offering a suitable price, durability, and ecologically sound furniture choices, facilitating a shift to sustainable practice (D’Itria et al., 2024). IKEA´s great online presence, with 4.2 billion visits through its online channels in FY2025, plays an important role when it comes to reaching the customers and implementing targeted promotional campaigns (IKEA, 2025). This means that integrated communications enhance brand acknowledgement, customer involvement, and long-term adoption of the LoopLiving sustainable subscription service.
[bookmark: _qop4aee1bvl][bookmark: _Toc236762147]3.6 People
The factor of success here is represented by people since LoopLiving’s services are ongoing services rather than one-time product purchases. Employees need to undergo sustainability training to effectively assist customers in understanding the principles of the circular economy, while a system of repair specialists allows ensuring that refurbished products meet IKEA’s quality standards. Customer service departments and delivery personnel build trust by being responsive during all stages of subscription, while the system of management of customer relations helps develop personalised approaches that allow improving retention (Nansubuga and Kowalkowski, 2024). Thus, service-oriented people turn sustainability from the company’s commitment into the customer experience, making the employees knowledgeable to ensure high service quality.
[bookmark: _w2yzr03tykc0][bookmark: _Toc236762148]3.7 Process
IKEA LoopLiving runs a circular service process that integrates digital subscription, choosing the product online and delivering it home via IKEA’s omnichannel platform. After the purchase, customers can enjoy maintenance, repairs, or exchange services and return their furniture via a collection point or pre-arranged pick-up service. The returned goods undergo a process of inspection, restoration, and quality assurance and then either return to rental service again or get recycled (Rinaldi et al., 2025). If conventional retail processes stop at the moment of purchase, IKEA’s closed-loop process prolongs the life cycle of products and helps to use resources efficiently. Thus, the circular service eliminates waste and allows customers to enjoy convenience.
[bookmark: _c435e7hfzjy3][bookmark: _Toc236762149]3.8 Physical Evidence
Physical evidence makes IKEA LoopLiving’s circular value proposition real through all customer interactions. IKEA stores are experience centres where customers interact with its subscription offering and refurbished products (Ferraro et al., 2024). Green packaging, eco-labelling, and circular branding reaffirm its commitment to environmental sustainability. Also, the easy-to-use digital platform, refurbishment centres, and customer reviews establish service credibility and reduce the risk of using rented products. Additionally, sustainability certifications build the company’s reputation and differentiate LoopLiving from traditional furniture retailers. Overall, physical evidence and digital interactions create confidence in customers and ensure quality of services.
[bookmark: _qnt2ywr494q6][bookmark: _Toc236762150]3.9 Summary of Marketing Mix
The integrated 7Ps marketing mix makes it possible for IKEA LoopLiving to implement a comprehensive circular business model combining affordability, convenience, and sustainability. The first four Ps target environmentally conscious consumers, while the three Ps enhance the service quality and customer satisfaction. Overall, all elements contribute to differentiation, enhance recurring engagement of customers, and support IKEA’s transition to a profitable circular economy model.
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Description
Creating the IKEA Bill of Material sustainable brand extension gave me a chance to put marketing theories into a practical business setting. The initiative included studying IKEA's sustainability plan and designing a Furniture-as-a-Service concept that serves the company’s circular economy goals, including renting, salvaging, and buyback services (Pei et al., 2024). The process of developing the poster included the task of condensing complicated information into understandable visual content that includes sufficient evidence backing up the idea of the extension. In the course of the presentation, I discussed the strategic reasoning behind the idea, market opportunities, and sustainable value proposition, which helped me enhance my skills in conveying marketing ideas and answering academic questions.
Feelings
At first, I found it difficult to combine sustainability ideas with strategic marketing ideas because the brand extension in question should be commercially profitable while also supporting environmental goals of IKEA. I was also worried about delivering the idea that is different from IKEA shopping concept. Nevertheless, when I started exploring IKEA’s circular economy initiatives and consumer trends, my self-confidence grew.
Evaluation
A key merit of the project lay in its ability to combine theoretical frameworks like STDP and the 7Ps marketing mix into a unified sustainable marketing strategy rather than discussing them separately. The poster also communicated how customer needs, circular economy principles and IKEA's business objectives were related to each other. Having said that, simplifying strategic information into a short poster format was difficult. I have been identified that it would be beneficial to review some financial and operational aspects of the subscription model as justifications for IKEA LoopLiving's business model.
Analysis
The project made an important contribution to the understanding of strategic marketing by showing how sustainability can be used to gain a competitive advantage rather than just being a part of companies' social responsibilities (Padilla-Lozano and Collazzo, 2022). I improved my skills in market segmentation, positioning, consumer behaviour studies, and new product development using the academic theories mentioned in the project when applied to IKEA's business. I also strengthened my analytical skills by studying reports of the company as well as industry data.
Conclusion
In general, this experience has shown that in order for sustainable brand development to be successful there must be a strategic alignment among customer expectations, business goals and responsibility towards the environment. It proved how vital it is to base one’s decisions on facts, apply critical thinking and have an inclusive marketing plan when devising new products like IKEA LoopLiving services.
Action Plan
	Future Development Area
	Action Plan

	Strategic marketing analysis
	Strengthen my ability to evaluate financial feasibility and implementation risks using advanced strategic planning tools.

	Sustainability knowledge
	Keep learning about circular economy business models and sustainable innovation in order to create more commercially successful marketing approaches.

	Presentation skills
	Build up self-confidence by making regular presentations, paying attention to audience involvement, and ability to answer difficult questions.

	Academic research
	Increase the usage of good quality industry reports and academic scholarship in order to achieve even more effective evidence-based recommendations.

	Digital communication
	Learn advanced techniques of visual design for making more interesting and professional marketing posters and presentations.


Table 1: Action plan 
(Source: Self-developed)
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	Segmentation Variable
	Market Characteristics (Home Market)
	Implication for IKEA LoopLiving

	Geographic
	Focus on IKEA's major European home markets, particularly Germany, France, Sweden, the Netherlands and the UK, where IKEA has strong retail penetration and circular economy initiatives. The target should primarily be large metropolitan cities such as London, Berlin, Amsterdam, Paris and Stockholm because high population density, apartment living and developed logistics make furniture rental and refurbishment more feasible. Europe also demonstrates high environmental awareness; according to the European Investment Bank (2024), 84% of EU citizens believe climate change is a serious problem, creating favourable conditions for sustainable furniture services.
	Urban markets generate higher customer turnover, greater demand for flexible furniture solutions and more efficient reverse logistics for product collection and refurbishment.

	Demographic
	Age: 22–40 years (Generation Z and Millennials). Income: Low to middle income (£25,000–£55,000 annually). Occupation: Young professionals, graduate employees, remote workers and university students. Education: College and university educated. Family Life Cycle: Single adults, couples, newly married households and young families moving into first homes.
	These consumers frequently relocate, have limited disposable income for premium furniture and seek affordable yet stylish furnishing solutions with flexible ownership options.

	Psychographic
	Consumers with strong environmental values who embrace minimalism, sharing economy practices, and circular consumption. They prioritise affordability alongside sustainability and prefer access over ownership. According to the European Investment Bank Climate Survey (2024), 78% of Europeans consider sustainability when making purchasing decisions, while the 2024 IKEA Life at Home Report indicates that environmental responsibility increasingly influences household purchasing behaviour.
	IKEA LoopLiving satisfies consumers seeking convenient, low-waste lifestyles by providing reusable furniture, repair services and take-back programmes that reduce environmental impact.

	Behavioural
	Customers purchase furniture during relocation, home renovation or changing family circumstances. They demonstrate high digital engagement through IKEA's online platform, value convenience, seek flexible payment options and participate in sustainability programmes such as furniture buy-back. Benefits sought include affordability, flexibility, quality, convenience and environmental responsibility. Brand-loyal IKEA customers are more willing to trial complementary circular services.
	Furniture subscription increases customer lifetime value while encouraging repeat usage, stronger brand loyalty and participation in IKEA's circular ecosystem through recurring rental and product return behaviour.



[bookmark: _Toc236762155]Appendix 2: Marketing mix 
	7Ps
	Application to IKEA LoopLiving

	Product
	Furniture-as-a-Service through subscription, rental, repair, refurbishment and buy-back.

	Price
	Value-based subscription pricing, penetration pricing, refundable deposits and loyalty rewards.

	Place
	Omnichannel distribution via IKEA stores, website, app, home delivery and reverse logistics.

	Promotion
	IMC using social media, influencers, sustainability storytelling and IKEA Family.

	People
	Sustainability-trained employees, repair specialists and customer service teams.

	Process
	Digital booking, delivery, maintenance, return, refurbishment and recycling.

	Physical Evidence
	IKEA stores, eco-labelling, sustainable packaging, refurbishment centres and digital platform reinforcing the circular brand experience.
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particularly Germany, France, Sweden, the
Netherlands and the UK, where IKEA has strong
retail penetration and circular economy initiatives.
The target should primarily be large metropolitan
cities such as London, Berlin, Amsterdam, Pais and
Stockholm because high population  density.
apartment living and developed logistics make
fumiture rental and refurbishment more feasible.
Evrope also demonstrates high environmental
awareness; according to the European Investment
Bank (2024), 84% of EU citizens believe climate
change is a serious problem, creating favousable
conditions for sustainable farniture services.

Tmplication for IKEA
LoopLiving

Utban markets generate higher
customer  tumover, greater
demand for flexible furniture
solutions and more efficient
reverse logistics for product
collection and refurbishment.

Demographic

Age: 2240 years (Generation Z and Milleanials).
Income: Low to middle income (£25,000-£55.000
annually). Occupation: Young professionals,
graduate employees, remote workers and university
students. Education: College and _university
educated. Family Life Cycle: Single adults, couples,
‘newly married households and young families moving.
into first homes.

These comsumers  frequently
selocate, have limited disposable
income for premivm furniture and
seek  affordable  yet stylish
furnishing solutions with flexible
ownership options.

Psychographic

Consumers with strong environmental values Who
embrace minimalism, sharing economy practices,
and circular consumption. They prioritise
affordability alongside sustainability and prefer
access over ownership. According to the European
Investment Bank Climate Survey (2024), 78% of
Europeans consider sustainability when making
purchasing decisions, while the 2024 IKEA Life at
Home Report indicates that environmental
responsibility increasingly influences household
purchasing behaviour

TKEA LoopLiving  satisfies
consumers seeking _ convenient,
low-waste lifestyles by providing
seusable forniture, repair services
and take-back programmes that
reduce environmental impact.

Behavioural

‘Customers purchase forniture during relocation, home.
senovation o changing family circumstances. They
demonstrate high digital engagement through IKEA's
online platform, value convenience, seek flexible
payment options and participate in sustainability
programmes such as furniture buy-back. Benefits
sought include affordability, fexibility, quality.
convenience and environmental responsibility. Brand-
loyal IKEA customers are more willing fo trial
complementary circular services.

Formiture subscription_increases
customer lifetime value while
encouraging repeat usage, stronger
brand loyalty and participation in
IKEA's  circular  ecosystem
through recurring rental and
product return behaviour.





