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[bookmark: _Toc234579504]Introduction
[bookmark: _Toc234579505]This portfolio suggests the brand extension of IKEA named as IKEA LOOP, a sustainable brand strategy that aims at shifting IKEA from a predominantly linear furniture retail business to a circular product-service system. The following steps outlined in the assessment brief will be the subject of a poster presentation, STDP analysis, marketing mix and reflection in the end, all with the aim of creating a sustainable brand extension for the growth of the business. IKEA is a good company as the brand conveys the aspects of being affordable, functional and accessible. The brand has scale and digital capability to back a service-led extension as IKEA reported EUR 44.6 billion in retail sales in FY25, with 28% coming from online sales. 
IKEA LOOP is more than a line extension; it is a brand extension as it introduces a new service category, circular furniture access, return, repair and refurbishment, under the IKEA brand name. The extension would give customers the option to subscribe to furniture packages, to return furniture if their living requirements change, to purchase IKEA products that have been refurbished and have been verified, and be able to access repair services. This is part of IKEA's circular agenda, which holds out the promise of making reusing, repairing, refurbishing and recycling easier and more convenient for customers in at least 80% of the markets. 
The report deals with LO1 by critically evaluating and discussing marketing activities including STDP, differentiation, positioning and the 7Ps marketing mix. It covers LO2 and reviews future developments in marketing such as: digital product passports, app-based subscription, QR product histories, AI assisted resale pricing, and transparency through technology.
Element 1: Sustainable Brand Extension Poster Presentation
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Figure 1. Sustainable Brand Extension Poster: IKEA LOOP
[bookmark: _Toc234579506]Element 2: STDP Analysis for IKEA LOOP
[bookmark: _Toc234579507]Segmentation
[bookmark: _Toc234579508]Segmentation is necessary, as it is not one behaviour that constitutes sustainable consumption. Environmental responsibility can be desirable but customers are not willing to accept circular services if they appear to be too costly, too cumbersome, poor quality or too risky. Recent research indicates that sustainable purchase intention is influenced by perceived value, trust, environmental concern, price sensitivity and convenience, product credibility ( Agarwal et al., 2025; Balasubramanian & Sheykhmaleki, 2024; Kaluvilla et al., 2025; Patwary et al., 2023). Therefore, IKEA LOOP needs to be segmented geographically, demographically, psychographically and behaviourally.
Geographic Segmentation
[bookmark: _Toc234579509]Geographically, IKEA LOOP should primarily go to big cities and university cities, as well as areas with a high number of rentals. Urban customers tend to reside in smaller homes, move more and have more difficulty moving large furniture. Some of these circumstances make circular access models more appealing since customers can access furniture without having to buy it for the long haul. The UK also saw a need for circular home-living models in its waste statistics: In 2023, the UK produced 25.9 million tonnes of household waste, with only 44.6% of it being recycled(Kotler et al., 2024; Keller & Brexendorf, 2019; Wulf et al., 2024). 
Demographic Segmentation
[bookmark: _Toc234579510]IKEA LOOP should target students, renters, young professionals, young families and remote workers, who are around the age of 20-40. These customers will likely have to deal with evolving home requirements, short-term housing and financial situations. Additionally, this segment complements IKEA's brand equity as it is already associated with cheap and functional home solutions (Kotler et al., 2024; Keller & Brexendorf, 2019; Wulf et al., 2024).
Psychographic and Behavioural Segmentation
Practically, the most attractive segment is what is called the “sustainability conscious consumer”. This consumer cares about sustainability, but is still looking for affordability, convenience, design and trust. Economic incentive and perceived sustainability have been identified to affect the intention to purchase refurbished furniture in a study on refurbished furniture (Kaluvilla et al., 2025), however the consumer needs to have confidence in the reliability and value of refurbished furniture. From a behavioural perspective, IKEA LOOP should focus on the customer who already purchases second-hand products, utilises online services of IKEA, moves often, repairs products and/or has an interest in subscription models.
Table 1. STDP Segmentation Framework for IKEA LOOP
	Segmentation base
	Target segment
	Strategic relevance

	Geographic
	Urban areas, university towns, rental-heavy cities
	Higher need for delivery, collection and flexible furniture

	Demographic
	Students, renters, young professionals, young families
	Frequent life-stage changes increase demand for flexible furnishing

	Psychographic
	Sustainability-conscious but value-sensitive consumers
	Customers want greener choices without premium pricing

	Behavioural
	Second-hand buyers, frequent movers, online IKEA users
	Stronger potential for subscription, return and refurbishment behaviour


Source: Kaluvilla et al. (2025), Kotler et al. (2024) and Wulf et al. (2024).
[bookmark: _Toc234579511]Targeting
What should be the primary target market for the product or service? Young professionals in the 22-40 age group, urbanites who require flexible, affordable and sustainable furniture. The group is interesting because it is made up of people who have a high need intensity and are digital. Users in this segment will likely be customers that use apps, delivery services, second-hand platforms and online home-planning tools. This targeting is made possible by IKEA's digital presence, as their FY25 turnover was split 28% offline and 72% online. 
The secondary target market should be the environmentally conscious households and small businesses who want to buy furniture at a lower cost but would like it to be refurbished. This might involve families, co-working spaces, student landlords and home-office users. But this group might need more convincing on such matters as hygiene, durability, warranties and quality standards. In order to decrease the perceived risk, IKEA LOOP should have “IKEA Verified Refurbished” labels, condition grading and straightforward return policies (Becker & Jaakkola, 2020; Kaluvilla et al., 2025; Nygaard & Silkoset, 2023).
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Figure 2. IKEA Retail Sales Trend, FY23–FY25
Source: IKEA Group (2025). 
[bookmark: _Toc234579512]Differentiation
[bookmark: _Toc234579513]IKEA LOOP would stand out by adding the attributes of affordability, circularity, convenience and trust. There are many other websites that offer items for sale, including Facebook Markets, eBay, charity shops and local second-hand shops, who may be cheaper but may not be standardized, have product warranties, offer delivery, repair, or assembly services. The capacity of IKEA to enhance its circular furniture journey, leveraging its brand equity, logistics, product information and digital expertise (Keller & Brexendorf, 2019; Pei et al., 2024; Wulf et al., 2024).
IKEA LOOP isn't recycled “used furniture.” A managed circular product-service system. Customers would subscribe, use, repair, return, get an exchange or purchase refurbished in one trusted IKEA ecosystem. Research in the furniture sector reveals that there is a growing interest in circular approaches (reuse, refurbishment and recycling) and that such approaches need to be scaled up by enabling the use of digital platforms, facilitating reverse logistics and coordination among stakeholders. 
Positioning
IKEA LOOP should be positioned as:
“Flexible, affordable and sustainable furniture for modern living — designed to be used, returned, renewed and loved again.”
This positioning is convincing as it has maintained IKEA's affordability and democratic design image and introduces opportunity for circular value. It doesn't make sustainability a luxury (which goes against IKEA's mass market marketing), it focuses on sustainability as a core part of the business. Rather, circularity is about being functional, convenient and available. This is crucial as the functional value and environmental value are both visible to the consumers and they are more likely to consume products that are environmentally friendly (Agarwal et al., 2025; Kumar & Yadav, 2021; Pires et al., 2024).
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Figure 3. Brand Development Strategy Placement for IKEA LOOP
[bookmark: _Toc234579514]Element 3: Marketing Mix for IKEA LOOP
[bookmark: _Toc234579515]The 7Ps is more appropriate than the traditional 4Ps framework, as it is focused on the service and is an extension of it. The extension doesn't only refer to the product, it also includes people, processes, physical evidence, access via digital, reverse logistics and customer experience. According to service marketing research, customer value is created throughout the entire service experience, and not just at the time of the deal (Becker & Jaakkola, 2020; Wirtz & Lovelock, 2022).
Product
[bookmark: _Toc234579516]Core Product
[bookmark: _Toc234579517]The main product is a circular home-furnishing service comprised of a set of three interconnected products: subscription bundles, verified refurbished resale, and repair/refurbishment support. Some of the subscription offerings might be “Student Room,” “First Apartment”, “Remote Work Setup” and “Family Living.” These bundles would include IKEA items that are durable, can be repaired and easily disassembled. In the circular-design research literature, durability, modularity, disassembly and reparability are found to be key factors in product life extensions and waste reduction (Pei et al., 2024; Wulf et al., 2024).
Augmented Product
[bookmark: _Toc234579518]The augmented product should be delivery, assembly, booking of repair, swap options, collection of returned parts, care and/or warranty. It is essential as customers may not be willing to buy furniture that is refurbished or rented if they are worried about it being of poor quality, unhygienic, at a higher price or damaged. Hence, IKEA needs to establish trust by promoting QR product history, condition grading and repair conditions (Kaluvilla et al., 2025; Nygaard & Silkoset, 2023; Szabo & Webster, 2021).
Price
[bookmark: _Toc234579519]IKEA LOOP should implement tier pricing based on value. Low cost package should be for students and renters, and a higher tiered package should be for families, home-office or small businesses. Refurbished resale should sell below the price of comparable new furniture, but not so low that it isn't adequately paid for their inspection, cleaning, repair, storage and warranty. Price transparency is a crucial factor as customers might consider the monthly payments alongside the upfront price of the purchase (Kumar & Yadav, 2021; Pires et al., 2024; Wirtz & Lovelock, 2022).
One of the major risks will be cannibalising new furniture sales. Yet, circular business models can generate life cycle revenues from the repeated use, repair, resale and subscription of products, instead of selling one-off products (Geissdoerfer et al., 2020; Kjaer et al., 2019; Wulf et al., 2024). Because with IKEA, piloting LOOP should be done in situations where the customers might not have the intention to purchase new furniture at all, like student accommodation, temporary rentals and short-term work relocation.
Place
[bookmark: _Toc234579520]The distribution model that should be the adopted by IKEA LOOP is omnichannel. Customers should be able to browse the subscription bundles online and view the refurbished products in the store, book them on the IKEA app, and return them to local collection points, city stores or set time for them to pick them up at their home. This aligns with IKEA's overall retail strategy, as a repeat of their FY25 results, they have proven to be very capable in digital sales. 
Access to the urban areas is especially crucial. The circular model is cumbersome and will not be widely adopted if customers are obliged to ship heavy furniture to big out-of-town stores. So IKEA can create city collection centres, local refurbishment centres and reverse logistics relations. This also aligns with LO2, as the future of marketing is increasingly digital, and relies on systems and technology of customer data and circular platforms ( Agarwal et al., 2025; Becker & Jaakkola, 2020; Wulf et al., 2024).
Promotion
[bookmark: _Toc234579521]Core Promotional Message
[bookmark: _Toc234579522]The message of the promotion should be as simple as possible: “Save money, reduce waste, live flexibly.” Campaigns should depict real-life examples of new apartments, changing a nursery into a workspace, furniture moving after graduating from school, or upgrading a home office. This helps to put sustainability in the realm of emotions and action, not abstraction.
Avoiding Greenwashing
[bookmark: _Toc234579523]The term “eco-friendly” is ambiguous and must not be used by IKEA unless backed by evidence. Research in greenwashing indicates that consumers often lack the confidence in or trust of a product and/or its brand when they have only a vague awareness of its sustainability initiatives or when the initiatives are exaggerated (Nygaard & Silkoset, 2023; Szabo & Webster, 2021; Torelli et al., 2020). Measurable and verifiable claims like “IKEA Verified Refurbished,” “repaired for reuse,” “returned and renewed” and “condition checked” should be used with IKEA LOOP.
People
People are at the heart of IKEA LOOP since it is more than just a furniture shop. It is the employee's responsibility to describe the subscription requirements, repair, return, product condition and sustainability benefits. Other things customers might be concerned about include delivery and damage, as well as hygiene, so staff should also address these issues. This involves training on circular selling, service recovery and sustainability communication (Becker & Jaakkola, 2020; Wirtz & Lovelock, 2022).
IKEA should develop Circular Home Advisors to assist the customers in making their bundles according to room size, budget, life cycle and anticipated living time. This boosts the marketing department's contribution because marketing is not only involved in advertising but also in the design of the service, educating the customers, and creating value. This assists LO1 as it demonstrates the role that marketing plays in contributing towards the growth of an organisation and customer experience.
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Figure 4. UK Household Recycling Rate, 2022–2023
Source: DEFRA (2025). 
[bookmark: _Toc234579524]Process
The journey of the customer should be easy: they should be able to select a bundle, set the length that they want the furniture to last, book the furniture, use the furniture, make a repair or exchange request and return the furniture, extend it or purchase more. An online dashboard should display contract conditions, product care instructions, booking a repair, return policies and potential waste savings. Circular consumption studies indicate that it is difficult to sustain customer processes when they are inconvenient or unclear in terms of sustainability ( Agarwal et al., 2025; Kaluvilla et al., 2025; Patwary et al., 2023).
Reverse logistics is the most difficult in terms of operation. Furniture that is returned must be picked up, reviewed for quality, cleaned, repaired, taken pictures of, graded, stored and then re-distributed. When it takes long, it can lead to customer dissatisfaction and costliness of the service. City pilots are a sensible way to start IKEA's roll out. Subscription retention, refurbishment turn-around time, repair cost per item, resale margin and avoided disposal and customer satisfaction should be included in performance indicators.
[image: ]
Figure 5. IKEA LOOP Circular Service Flow
Source: Kjaer et al. (2019), Pei et al. (2024) and Wulf et al. (2024).
[bookmark: _Toc234579525]Physical Evidence
The circular service should be evident and reliable because of the physical evidence. IKEA LOOP should contain in-store circular hubs, labels “IKEA Verified Refurbished”, QR product histories, condition certificates, clean packaging, repair counters and documentation via the app. A condition system as simple as Like New, Renewed and Well-Loved would assuage customer uncertainty. Physical evidence is significant as reconditioned goods can pose the risk of perceived danger if customers are not provided with evidence of quality (Kaluvilla et al., 2025; Szabo & Webster, 2021).
Table 2. IKEA LOOP 7Ps Marketing Mix
	7P
	Proposed strategy
	Critical justification

	Product
	Subscription, repair and refurbished resale
	Extends product life and creates circular value

	Price
	Tiered subscription and affordable resale
	Balances affordability with lifecycle revenue

	Place
	App, stores, city hubs and collection points
	Reduces access barriers for urban customers

	Promotion
	“Save money, reduce waste, live flexibly”
	Links sustainability with practical customer benefits

	People
	Circular Home Advisors
	Builds trust and explains unfamiliar service

	Process
	Select-use-repair-return journey
	Reduces friction and supports repeat use

	Physical evidence
	QR histories, condition labels and circular hubs
	Makes sustainability claims tangible and verifiable


Source: Becker and Jaakkola (2020), Geissdoerfer et al. (2020), Pei et al. (2024) and Wirtz and Lovelock (2022).
[bookmark: _Toc234579526]Element 4: Reflection
[bookmark: _Toc234579527]Creating IKEA LOOP taught me to see sustainable marketing as a system, and not a mere green-product concept. Initially, sustainability seemed to be synonymous with the use of more sustainable materials or the decrease in waste. The study revealed that a sustainable brand extension should encompass product design, customer behaviour, product prices, logistics, digital systems, communication and trust (Agarwal et al., 2025; Geissdoerfer et al., 2020; Kaluvilla et al., 2025; Pei et al., 2024). It helped me to transcend description and get more critically involved in marketing problem.
The critical learning: Sustainable consumers do not automatically become sustainable consumers as buyers. Customers might be concerned about the environment, but value the price, convenience, product quality and brand loyalty. This knowledge informed the STDP analysis since IKEA LOOP targets on the one hand the very practical sustainability-minded consumers and not just environmentalist consumers in general. Such positioning, thus, makes circularity affordable, flexible and useful, in line with IKEA's identity (Keller & Brexendorf, 2019; Kotler et al., 2024; Pires et al., 2024).
I also gained my professional communication skills in preparing the poster. The challenge of a poster is to communicate a message as concisely as possible, so I needed to get a complicated, circular business model down to a pithy message for customers and investors. It helped me to become adept at interpreting data and using compelling language and graphics to communicate ideas. It also revealed that sustainability communication needs to be appealing, yet not misleading. The requirements for a green claim are that it be specific, measurable, and that there be operational evidence in support (Nygaard & Silkoset, 2023; Szabo & Webster, 2021; Torelli et al., 2020).
This piece of work also further strengthened my learning in the role of the marketing department in the organisation. Marketing is more than just promotion; it aids in segmentation, customer insight, positioning, service design, and employee communication/customer experience. Marketing needs to cooperate with the logistics, IT, store operations and sustainability team for IKEA LOOP. This is directly related to LO1, as marketing activities can add value, not just when seen in advertising as Becker & Jaakkola (2020); Wirtz & Lovelock (2022) describe.
I would work on the project by conducting primary research with the renters, students and IKEA customers in the future. There are a few questions in a short survey that can be asked about willingness to pay, trust in refurbished furniture and preferred length of subscription. Interviews might address emotional concerns like hygiene issues, owner preferences and worry about potential hidden fees. This would help build evidence base and aid in practice decision making. In overall terms the project helped to improve my strategic thinking and academically my research skills, as well as my visual communication skills and ability of knowing the future trends in Marketing, particularly the Digital circular platforms and technology enabled sustainability.
Conclusion
IKEA LOOP, as a sustainable brand extension, is credible, as it leverages IKEA's strengths on affordability, design, logistics, and digital access and customer trust while taking up challenges related to waste, flexible living, and circular consumption in the future. The STDP analysis reveals that the market segments of urban renters, young professionals, students and practical sustainability conscious households are suitable target groups. It is clear, however, that the 7Ps marketing mix indicates that IKEA must have a reliable circular service, which has to be priced properly, accessible, have trained staff, easy procedures and robust physical evidence as well. While there are potential risks associated with cannibalisation, reverse logistics expense, and greenwashing, they can be overcome by implementing city-based pilots and verified refurbishment standards, QR product histories and clear customer communication. IKEA LOOP, therefore, contributes to business growth and sustainability, by transforming IKEA as a linear furniture retailer into a circular platform for home-living.
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From flat-pack furniture to circular living

Company, sustainable requirement and purpose

IKEA is a global home-furnishing brand recognised for affordable Scandinavian design. LoopHome
extends IKEA into a circular product-service model: modular furniture made for easy disassembly,
part replacement, repair, refurbishment and buy-back. The extension responds to sustainability
pressure in the furniture sector by reducing waste, extending product life and lowering dependence
on virgin materials.
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repair kits and buy-back credit. How the extension aligns with sustainability goals

@ Extends product life through modular design, spare parts and repair support.
@ Reduces material waste through refurbishment, resale and customer return pathways.
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Modular home furniture designed for disassembly, repair, refurbishment and
resale.
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