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Company Background and Brand Extension

The largest furniture retailer in the world, IKEA is
known to be democratic in their designs as well as in
their dedication to the availability of well-designed
products at an affordable cost. In an effort to curb
the mounting concerns in sustainable practices in
the furniture industry, IKEA is launching IKEA Re:
Cycle, a circular subscription-based brand extension.
The service allows the customers to rent and use
high-quality and circular furniture and homeware
instead of having them in the form of a purchase.

The Sustainable Requirement

The traditional linear approach to furniture
consumption with its significant resource extraction,
limited time-span of a product, and high waste
production is no longer an option. The growing
regulatory pressure and the shifting consumers
demands regarding the responsible and ethical
behavior of companies imply that brands need to
move to the circular solutions (IKEA, 2025a).

Purpose of the Brand Extension

IKEA Re:Cycle aim to transform the product-sales
model to a Product-as-a-Service product. The
products will be owned by IKEA, which would be
able to apply systematic repairs, refurbishment and
recovery of materials hence extending the life of the
products and cutting negative effects on the
environment as well as generating new sources of
income.

Market Appeal and Emerging Trends

IKEA Re:Cycle reacts to the existing market
dynamics. Environmental consciences and the
younger generations (Gen Z and Millennials) support
trusted sustainable alternatives and are willing to
pay extra on circular goods and service (First Insight,
2025). The increased cost of a house and the
improved residential mobility of young
professionals even more intensify the interest in
flexible, access-based consumption models.

Alignment with Sustainability Goals

IKEA Re:Cycle is also one of the biggest supporters of IKEA official 2025-2030 sustainability strategy. It helps in
achieving such priorities as design all its products are circular, the proportion of recycled and renewed
materials is 90 percent, and the realization of circular services in the majority of the markets (IKEA, 2025b).
This makes IKEA a leader in shifting towards a regenerative circular economy.

(IKEA, 2024)

(Self Made)

(Becker Digital, 2025) (Self Made)
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