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In Element 1, IKEA Circular Living+ is a sustainable brand extension being introduced to the UK market. The idea offers a furniture subscription scheme with applied solutions of rental, exchange, repair, refurbishment, and reuse as an alternative to re-buying furniture. The poster recognizes young people aged 18-30 who are urban renters, especially students, graduates, and young professionals beginning their careers, as the target audience. The extension is based on their affordability, flexibility and convenience requirements. The idea is based on the current circle operations and sustainable-business vision of IKEA as well.
The poster also conveys the proposed value proposition and strategy of Circular Living+, which is inexpensive access to furniture with a convenient and sustainable consumption. The extension distinguishes IKEA by a closed-loop furniture ecosystem that is controlled, instead of competing by pricing alone. This includes selection, delivery, maintenance, exchange, collection and refurbishment. This model leverages the current capabilities of IKEA, but it will respond to the real-life requirements of the customers residing in temporary housing. The proposed extension consequently links convenience, affordability and circularity to customers. Moreover, it addressed the requirements of both IKEA and the target customers while ensuring compliance with United Nations Sustainable Goal (UNSDG) 12 for responsible consumption and production.


[bookmark: _Toc237612489]Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP) Analysis for the brand extension
[bookmark: _Toc237612490]2.1 Market Segmentation
Geographic Segmentation
The primary region for expansion considered are London, Manchester, Birmingham and Leeds. These areas are considered because they hold urban population and has demand for temporary housing which necessitates greater demand of flexible furniture acquisition (Savills, 2026). 21% of UK customers are labelled as “planet protectors” showing the growing demand for sustainable solutions, as of 2024 (Figure 1) (YouGov, 2024). It is a strategic preference to an immediate national introduction since the furniture subscription involves the collection, refurbishment and redistribution. 
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Figure 1: Preference for Sustainable Products among UK customers
(Source: YouGov, 2024)
IKEA is already undertaking circular operations in the UK, such as Buyback and Re-shop & Re-use and is sourcing 56,546 used IKEA products in 2025 (IKEA, 2026). Hence, UK consumers would be chosen as part of geographical segmentation to enhance the efficiency of reverse-logistics and utilisation of assets. 
Demographic Segmentation
The demographic groups that are most applicable are university students, graduates and young professionals between 18 and 30 years old and those who rent their accommodation. As indicated in figure 2, 70% of Gen Z customers are concerned about climate change risks in 2024 (YouGov, 2024). This shows the drive for sustainable consumption among this group.
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Figure 2: Climate change concern among Generational Cohorts in UK
(Source: YouGov, 2024)
These customers have a higher mobility in life-stage as compared to the established households and permanent ownership of furniture is less appealing. According to YouGov (2024), 64% consumers in UK, in 2024, seem to find cost as one of the core challenges needed to follow sustainable consumption. This indicates that when it comes to promoting sustainable behaviour; affordability is paramount. 
Psychographic Segmentation
Flexibility-seeking, convenience-oriented, design-conscious and sustainability conscious consumers should be targeted by IKEA rather than the customers that follow environmental prospect. This is a significant difference since the attitudes towards sustainability may not necessarily translate into purchasing behaviour. In 2024, one out of four (47%) consumers in UK feels that a shift towards a sustainable lifestyle is irrelevant, and a quarter of consumers (45%) want business to offer sustainable products and services as the norm (Deloitte, 2024). Circular Living+ therefore should market lifestyle flexibility, with the value of circularity being added to the emotional and other value propositions.
Behavioural Segmentation
The most robust segment is behavioural which includes frequent movers, first time renters and current users of subscription. Recent data from national survey in 2024 found that 93% of Gen Z consumers hold at least one subscription, with the average expenditure of $411 (£305) (VISA, 2025). This reflects association with recurring-access models, as furniture purchase includes high involvement of customers. The current Buyback used by IKEA indicates the re-use of furniture actively by the customers. 
[bookmark: _Toc237612491]2.2 Targeting
IKEA should consider using a concentrated targeting strategy as to target GenZ and millennials renters that are between 18-30 years old. The university students, graduates and early-career professionals are supposed to be a particular target of this as they are likely to move or frequently shift their living location (Office for Students, 2021). The use of a concentrated marketing requires companies to concentrate their resources on a highly defined segment or the segments withs specialised needs. As of 2024-25, private renters between the age-group of 16-24 were the majority (69%) of households with household reference person (HRP) in UK (Figure 3) (GOV.UK, 2025). Hence, targeting this niche market would be appropriate for IKEA.
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Figure 3: Age-group distribution of HRP in UK (2024-2025)
(Source: GOV.UK, 2025)
This market size is limited but it can be effective for the IKEA concentrated targeting as the market is transitioning towards affordability due to rising price of living.
[bookmark: _Toc237612492]2.3 Differentiation 
Circular Living+ ought to differentiate with a controlled closed-loop furniture ecosystem, as opposed to pricing. The traditional second-hand markets are cheap but customers have to find, evaluate the quality, arrange a transportation and finally resell goods themselves. These selection, delivery, assembly, maintenance, exchange, collection and refurbishment can be combined at IKEA, resulting in a much more convenient customer experience. As of 2025 alone IKEA has already supplied 517,970 free spares in the UK with its Buyback service recycling tens of thousands of used products (IKEA, 2026). While effective, consistent collection and renovation will cause operating expenses, so price leadership would not be an easy task to continue (PwC, 2025). Thus, IKEA must differentiate based on trusted quality, convenience and circularity and transform existing infrastructure into a unique service benefit.
[bookmark: _Toc237612493]2.4 Positioning
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Figure 4: Positioning Map
(Source: Created by the learner)
IKEA Circular Living+ needs to be positioned as cheap eco-friendly furniture that is versatile and can be used in any location in the city. The positioning uses the existing competencies of IKEA, which relies on affordability and design with a proposition of access-over-ownership (Figure 4) (IKEA, 2026). This is significant in that sustainability itself might not create enough demand. According to Deloitte (2024), the affordability factor is the biggest obstacle to sustainable consumption and they also report that sustainable behaviour has gradually become linked with the issue of costs. The core messages that Circular Living + should convey are thus financial flexibility and convenience as the key advantages, and the sustainability as the value that will come out of renting, returning and refurbishing furniture. 
[bookmark: _Toc237612494]Element 3: Marketing Mix
Marketing is essential for every business to help reach and inform customers about products and services. 7Ps of marketing helps outline the overall process or stages to be used for marketing the product and finally reach the customers (Sadri and Aprianingsih, 2025). The below provides a detailed assessment.
[bookmark: _Toc237612495]3.1 Product
IKEA Circular Living+ needs to take a product-service-system approach moving the value of owning the furniture to ongoing access and enabling circular consumption. Vezzoli et al. (2021) indicated that value can be created by product-service systems when offering services around products but delivery of environmental benefits depends on successful implementation. The suggested service must thus include furniture access and repair, maintenance, refurbishing, digital room planning and scheduled exchanges. IKEA has already supplied 517,970 free spare parts in the UK in 2025, an indication of a well-designed repair infrastructure (IKEA, 2026). This means that Circular Living+ needs to first focus on long-lasting, modular furniture with a high ability to be reused, enhancing customer value and circular resource efficiency.
[bookmark: _Toc237612496]3.2 Price 
To balance price and collection, refurbishment and redistribution costs, IKEA should consider adoption of a tiered subscription pricing model that will be affordable and at the same time profitable to operate. The three plans may be used to offer varying furniture access and frequency of exchange so that the customers would choose based on their willingness to pay. The value-based pricing theory reflects that perceived benefits are more important for the customers as opposed to the production expenditures (Huang et al., 2026). As of 2024, 65 per cent of the UK consumers indicates cost as challenge for sustainable lifestyles and only 36 per cent of them are ready to paying more to access sustainable products and services (YouGov, 2024). Premium pricing may become a limiting factor to adoption. IKEA should focus upon the use of flexible pricing based on monthly and first-time offers. Additionally, extended membership discount on adoption can also be provided to help stimulate adoption but may reduce revenue necessary to sustain circular operations.
[bookmark: _Toc237612497]3.3 Place
Circular Living+ needs to implement an omnichannel channel of distribution, comprising IKEA stores, its webpage, application, and home-delivery network to make environmentally-friendly subscription management easier. Omnichannel marketing relates physical and online touchpoints to create a seamless customer experience (Massi et al., 2023). This is especially applicable since currently, IKEA is a highly digital company: online sales accounted to 43 percent of the total IKEA UK sales in FY2025, up compared to 41 percent in FY2024 (IKEA, 2026). Customers would thus be able to subscribe online, but have the delivery, collection and exchange services delivered to their home. IKEA must consider use of existing stores as regional collection and redistribution centres which can use its existing distribution route for efficiency. This would ensure that Circular Living+ is convenient and restrains the logistical demands posed by the reoccurring product circulation.
[bookmark: _Toc237612498]3.4 Promotion 
The integrated marketing communications should be used by IKEA to convey the Circular Living+ via social media, online adverts, collaboration with universities, influencers and in-store displays. The message advertised must focus on affordability and flexible living, as well as environmental benefits since environmental sustainability alone might not be a persuasive factor to purchase. Fenech (2024) indicated that in 2024, 58 per cent of consumers in the UK either bought less new products or purchased fewer product new items and 56 per cent repaired products instead of buying the new ones, indicating increasing involvement in product-life cycle. IKEA can thus illustrate the subscription process using customer testimonies, room remodelling and clear-cut information regarding refurbishment. Measurable circular outcomes, i.e. products refurbished and reused, and customer benefits should then be published as part of the promotional material (Svensson-Hoglund et al., 2026). Such evidence-based communication has the potential to enhance the credibility and place Circular Living+ as a viable sustainable lifestyle alternative.
[bookmark: _Toc237612499]3.5 People
Staff skills and training remain one of the core aspects that is to be used as a part of people strategy which is to be implemented at IKEA for delivering similar level of services across all stores of Circular Living+. The Staff at all level of the company is to be trained effectively to understand subscription management, routine inspection, coordinate repairs and customer-service recovery in addition to digital skills (McQuerrey, 2026). This will help the company to effectively deliver services in a consistent manner. The IKEA UK operates multiple stores that already has adopted circular capacity where it employs 400 recovery co-workers what helps improve product lifecycle and waste reduction (IKEA, 2025). Therefore, IKEA should consider creating digital training units and standardisation teams which can help streamline the overall process of service and repairs. 
[bookmark: _Toc237612500]3.6 Process
The Process strategy of CRM and ICT should be adopted by IKEA in order to deal with subscriptions and maximise the utilisation of furniture. Payments, exchanges, repairs and collections should be handled digitally by the customers and product condition, repair history and refurbishment status are noted by CRM systems. PwC (2025) indicated that seamless process helps customers feel valued which increases sales by 30% due to value perception. As such, IKEA needs to focus on transparent billing, effortless cancellation and notification in real time. The tracking of the products must also determine whether or not the furniture needs repair, refurbishing or redistribution. 
[bookmark: _Toc237612501]3.7 Physical Evidence
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Figure 5: Re-Use furniture posted at website
(Source: IKEA, 2025)
Physical Evidence strategy that IKEA needs to adopt in order to make sustainability and quality of Circular Living a reality is marketing and retail design. Refurbished furniture in dedicated store zones are supposed to have condition grades, information on refurbishment, benefits of subscriptions and quality assurances (Figure 5). The current Re-shop and Re-use operation of IKEA provides the opportunities to review the photos and information about the state of the product online and book the second-hand goods (IKEA, 2026). But any visibly used furniture might lead to a perception of lower quality and undermine the design positioning of IKEA. This supposed risk can be minimized by a consistent visual merchandising technique, professional presentation and open quality grading. This remains critical as, in 2024, 76% customers perceive ecofriendly products to be expensive (YouGoV, 2024). Therefore, physical evidence will be able to convey both value, quality and circularity in tandem and reinforce trust in the sustainable extension.
[bookmark: _Toc237612502]Element 4: Reflection
The undertaking of this project for developing IKEA Circular Living+ directly challenged my perception related to sustainable marketing. Prior to undertaking this project, I perceived sustainability as the goal that is linked with environment only. By undertaking the project, I recognised that innovation should also generate customer and business value in order to ensure success. The study of circular consumption along with the IKEA made me question if all my ideas were really viable. Wijnen-Meijer et al. (2022) reflects that experiential learning is based on experience where critical reflection helps develop concepts through active experimentation. The application of this process helped me improve my overall skills set especially in critical-thinking and evaluation of evidences which helped me design sustainable brand innovation.
The element 2 required to create STDP while element 3 required creation of 7ps which helped me enhance my skills for managing development and taking critical discussion in future business prospects. This helped me understand the that customer segmentation, targeting and positioning are not an isolated process but are to be collectively applied in order to better understand customer needs and the target customers. Theodorakopoulos and Theodorakopoulos (2024) indicated that effective assessment of the customer can help design marketing strategies effectively and deliver products as per their needs. 
The delivery of element 1 required development of poster which also helped develop my communication and information-selection and visual presentation skills. The key difficulty I faced was how to conduct the broader market research and how to use the information in a concise manner without losing the strategic. My original emphasis on the inclusion of evidence by the insight that too much information would make the poster less effective in communication. Jones and Hemmestad (2021) indicated that practitioners should look back at their own actions in a progressive manner and understand the gap which needs to be improved for delivering better performance. The process of reflection on the preparation process helped me to prioritise information better, communicate complex ideas in a brief form and adapt the content to a particular audience, which consolidated my skills of academic and professional presentation.
Undertaking the project was good for me provided it helped me understand what is qualitative analysis, gain research skills and present primary data in a confident manner. While this is effective, the use of secondary research helped me better justify the idea of Circular Living+. This helped me to establish the success of a business if implemented and launched in an effective manner. To enhance strategic decision-making, I would further bolster my quantitative analysis, primary research and presentation capabilities in future projects. I would undertake surveys and interviews to verify assumptions, competitor benchmarking and financial analysis to evaluate feasibility. Jones and Hemmestad (2021), also indicated that reflection-on-action helps practitioners to analyse the past and enhance future practice. Using this method would ensure that my future marketing plans would be more evidence-based, measurable and professionally defensible, and enhance my trust in strategic recommendations.
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Pro tip: opt for second-hand where
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