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Circular Furniture-as-a-Service | A Sustainable Brand Extension

Element 1 — Poster Presentation

1 THE COMPANY

IKEA is the world's largest home-furnishing retailer. Ingka
Group, its principal franchisee, delivered EUR 41.5bn of
revenue in FY25, cut emissions from its own operations by
70.6% against a FY16 baseline, and matched 95% of its
electricity with renewables (Ingka Group, 2026).

2 THE SUSTAINABILITY PROBLEM

Some 670,000 tonnes of furniture, 42% of UK household
bulky waste, is discarded annually, around half of it still
reusable (WRAP, 2012). 'Fast furniture' has made
ownership disposable, and IKEA's flat-pack model is
implicated.
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Figure 1: The KRETSLOPP circular service loop (author’s own).

3 THE BRAND EXTENSION

IKEA KRETSLOPP (Swedish for 'cycle’) applies the IKEA
name to a new category, circular furniture-as-a-service
(Kotler et al., 2024). Customers subscribe monthly to
modular, design-for-disassembly furniture; IKEA collects,
refurbishes and re-leases it. Durability, not replacement,
becomes the profit driver.

4 WHY THE MARKET WANTS IT

The global furniture rental market was worth USD 90.47bn
in 2025 and is forecast to reach USD 219.83bn by 2034, a
CAGR of 10.60% (Fortune Business Insights, 2026).
Growth is led by urban renters and mobile professionals
who value access over ownership; IKEA already owns the
trust, the stores and the reverse logistics.

° Design for Disassembly

Modular, repairable, single-material components

o Take-Back Guarantee
Scales IKEA Buyback, which grew 39% in FY25

e Recurring Revenue
Subscription income de-risks the retail cycle

10.6%

Market CAGR to 2034

$219.8B

Rental market by 2034

+39%

IKEA Buyback growth FY25

670k t

UK furniture waste p.a.

ALIGNMENT WITH SUSTAINABILITY

5
GOALS
. Circularity, materials stay in use at their highest value,
extending IKEA Preowned and Buyback.
. Climate, supports the SBTi target to halve value-chain
emissions by 2030 and reach net zero by 2050.
. UN SDG 12, responsible consumption through reuse,

repair and take-back.

CONCLUSION

A credible, low-risk extension: it leverages IKEA's brand equity,

converts its biggest sustainabiliy liability into a growth engine,
and captures a market set to more than double by 2034.
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