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Introduction
This portfolio presents IKEA KRETSLOPP, a sustainable brand extension developed for the Marketing Management module. The purpose of this introduction is to set out the idea behind the extension and to evaluate its strategic rationale before the supporting analysis is presented in the elements that follow.
Main idea. KRETSLOPP (Swedish for ‘cycle’) is a circular furniture-as-a-service proposition in which customers subscribe to modular, design-for-disassembly furniture rather than purchasing it outright. Items are delivered, maintained, swapped and eventually collected by IKEA, refurbished to a published condition standard and re-leased to a further customer. The extension therefore moves IKEA from a transactional retail model, in which revenue depends on replacement, towards a product–service system in which revenue depends on durability and repeated use (Mont, 2002).
Evaluation of the idea. The extension is evaluated here against three criteria commonly applied to brand extensions: fit, leverage and risk. In terms of fit, the proposition sits in an adjacent category to the parent brand and draws on associations of affordable, well-designed living that consumers already hold, which the extension literature identifies as the strongest predictor of extension acceptance (Aaker and Keller, 1990; Keller, 1993). In terms of leverage, IKEA possesses assets that competitors cannot easily replicate: design-for-disassembly capability, a 400-plus store estate that can function as collection and refurbishment infrastructure, and an established Buyback system. In terms of risk, the two principal exposures are dilution of the parent brand if service delivery fails, and accusations of greenwashing if sustainability claims are not substantiated (Hesse et al., 2022; Tran, 2023). Both risks are addressed through the disciplined execution of the marketing mix set out in Element 3.
On balance, the idea is judged to be commercially and strategically defensible: it responds to a documented waste problem, it aligns with a growing rental market, and it converts IKEA’s existing sustainability commitments into a revenue-generating offer rather than a cost centre. The remainder of the portfolio develops this idea through the poster (Element 1), the STDP analysis (Element 2), the 7Ps marketing mix (Element 3) and a structured reflection (Element 4).
Element 1: Sustainable Brand Extension Poster
The poster below (Figure 1) presents the sustainable brand extension, IKEA KRETSLOPP – a circular ‘furniture-as-a-service’ offer. It presents the company, the sustainability challenges the extension is trying to solve, explains the proposal and demonstrates how the proposal relates to the IKEA sustainability goals. The following written components (2–4) elaborate on the strategy.
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[bookmark: _Toc235404099]Figure 1 IKEA KRETSLOPP poster presentation (Ingka Group, 2026; WRAP, 2012).


[bookmark: _Toc235398401][bookmark: _Toc235403948]Element 2: Segmentation, Targeting, Differentiation and Positioning
A brand extension is only successful if it reaches a well-defined target audience and is clearly positioned in their minds (Aaker and Keller, 1990). The segmentation, targeting, differentiation and positioning (STDP) framework (Armstrong, 2016) is used in this section when discussing IKEA KRETSLOPP.
[bookmark: _Toc235403949]Segmentation
Table 1 summarises the four segmentation bases. KRETSLOPP's geographical focus is high-density urban centres in the United Kingdom and Western Europe, where rents are highest, space is tight and residents are moving in and out of space frequently- London, Manchester, Berlin and Amsterdam. Asia-Pacific dominates the furniture-rental market with 48.9% (FBI, 2026) but Western Europe is the logical region to launch in due to Ingka's estate and live rental pilots in Germany, France and the Netherlands.
The core segment, demographically speaking, is the middle-income educated individuals (renters) who are 25-40 years old, deferring home ownership. Extension is psychographically aimed at people who value access rather than ownership of goods, a ‘liquid’ attitude to possessions (Bardhi and Eckhardt, 2012) and who have pro-environmental values. The segment is defined by behaviour, with people wanting flexibility, convenience and ‘sustainability’ proven; by usage occasion, as people relocate, form new households and go through life stage changes; and by showing a willingness to pay a premium for credibly green goods (Nguyen et al., 2025).
Table 1: Segmentation bases for IKEA KRETSLOPP
	Segmentation base
	Variables
	IKEA KRETSLOPP target profile

	Geographic
	Region, city size, population density
	High-density UK and Western European cities (London, Manchester, Berlin, Amsterdam) with high rental tenancy and resident churn

	Demographic
	Age, income, education, life stage
	25–40 years; students and early-career professionals; middle income; educated; renters or pre-homeowners

	Psychographic
	Values, lifestyle, attitudes
	‘Access over ownership’ orientation; mobile and time-poor; strong pro-environmental values

	Behavioural
	Benefits sought, occasion, loyalty
	Flexibility, convenience and credible sustainability; relocation and life-stage transitions; willing to pay a premium for verified green offerings


The ‘green consumer' is not a single entity, but one that is critically plural. The results of the cluster studies are always found to be different in terms of the intensity of environmental attitudes and their conversion into environmental behavior (Jaiswal et al., 2021; Maťová et al., 2024); also, the demographic profiling is a poor predictor of green purchasing (Niedermeier et al., 2021). Because KRETSLOPP is segmented on values and behaviour, and not on demographics, this approach prevents the common pitfall of considering all consumers as ‘the green consumer'.
[bookmark: _Toc235403950]Targeting
KRETSLOPP uses a differentiated targeting strategy with a focused primary targeting strategy. The primary target – ‘urban eco-pragmatists' – is an attractive group because they are mobile young professionals who value good design but do not care for the friction and waste of ownership, and this is the fastest-growing rental category (FBI, 2026), as well as IKEA's own customer base. A secondary B2B segment (co-living operators, serviced apartments and corporate relocation) provides volume and predictable, contracted revenue; a tertiary student segment provides good low-cost entry point and brand affinity. This tiering focuses resources on a high value group and maintains reach. Analysed within the framework of the workable target, the main segment is large and expanding, and it can be measured using rental and mobility statistics, accessed digitally and in-store, and acted upon because IKEA has very good capabilities in the sector (Armstrong, 2016).
[bookmark: _Toc235403951]Differentiation and positioning
KRETSLOPP must differentiate on three fronts. It is competing with traditional retailers (DFS; the failed Made.com) on the circularity and flexibility they offer as opposed to ownership, with pure-play rental start-ups (Feather, Fernish, Furlenco) on the brand equity, scale of price and logistics, and with peer-to-peer resale (Vinted, Facebook Marketplace) on convenience, quality assurance and guarantees of take-back. IKEA's edge is the equity of the parent brand – if it's a strong, quality and trusted brand, then it's easy to transfer to an adjacent category that’s well ‘fitting' (Aaker and Keller, 1990; Keller, 1993); the design-for-disassembly capability, the 400-plus stores and the established/well-developed Buyback system – which returned nearly 686,500 used products in FY25 – are hard for challengers to replicate.
Figure 2 situates KRETSLOPP on the two dimensions that are most relevant to the target: ownership–access continuum and sustainability credibility. The extension is in a high credibility quadrant, which is partially accessible by opponents. The positioning statement is: ‘IKEA KRETSLOPP is the furniture subscription for mobile, environmentally conscious urban households to affordable well-designed living without the waste of ownership – IKEA designs it that way. The biggest threat is scepticism: Although consumers are becoming more skeptical about the authenticity of green claims of large brands, unsubstantiated messaging can lead to accusations of greenwashing rather than building equity (Hesse et al., 2022; Tran, 2023). It is rooted in concrete evidence, rather than rhetoric: science-based emissions targets; published Buyback volumes and explicit UN SDG12 alignment. The other problem is the dilution of the parent brand, and the failure to deliver what is promised in the service model would undermine the very strength of the brand that the strategy is based on (Aaker and Keller, 1990); thus, disciplined execution of the marketing mix is a prerequisite for success.
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[bookmark: _Toc235404100]Figure 2 Perceptual positioning map for IKEA KRETSLOPP (Hesse et al., 2022)
[bookmark: _Toc235398405][bookmark: _Toc235403952]Element 3: The Marketing Mix (7Ps)
The services marketing mix (7Ps), which consists of the classical 4Ps, people, process, and physical evidence, is the most appropriate one because KRETSLOPP is a service-dominant, subscription offering rather than a product sold once (Abdul-Hamid et al., 2017; Nguyen et al., 2025). The key decisions are summarised in table 2, which outlines how each element is set up to reinforce the sustainable strategy, and then explained and evaluated.
[bookmark: _Toc235404106]Table 1 The 7Ps configured for IKEA KRETSLOPP
	Element
	Strategic configuration for KRETSLOPP
	Link to the sustainability strategy

	Product
	Modular, single-material, design-for-disassembly furniture offered as a service (PSS)
	Durability and reuse replace replacement as the profit driver

	Price
	Tiered monthly subscription; value-based pricing with student/entry tiers
	De-risks the retail cycle; reframes cost as total cost of access

	Place
	Omnichannel stores and app; bidirectional reverse logistics
	Enables collection, refurbishment and re-leasing at scale

	Promotion
	Evidence-led circular storytelling; anti-greenwashing discipline
	Builds green brand trust through verifiable proof points

	People
	Trained co-workers advising, grading and disclosing condition honestly
	Credible service encounter sustains the green promise

	Process
	Closed loop: subscribe → use → collect → refurbish → re-lease
	The stage at which circularity is operationally realised

	Physical evidence
	Refurbished quality standards, clear app interface, reusable packaging
	Makes the intangible ‘circular’ claim tangible and trustworthy


[bookmark: _Toc235398406][bookmark: _Toc235403953]Product
The product-service system (PSS) is not a furniture business but a business that ensures people have “the right to use a good function design” (Mont, 2002) and the company makes money from durability and re-use instead of replacement. Most importantly, this turns the conventional business incentive around: the manufacturer owns the product and the durability, and the ability to repair it, is a source of profit, and not a cost, so the commercial and environmental goals go together. The actual product is a series of modular pieces, single material, designed for refurbishment for further leases, with the augmented product being bundled with the delivery, assembly, maintenance, swaps and end-of-life take-back. This directly tackles the ‘fast furniture’ issue the poster points to, where approximately 670,000 tonnes of furniture (many of which are reusable) in the UK is thrown away each year (WRAP, 2012). Consumer perception of used goods is the central product risk: Access-based consumers feel uneasy about unsanitary products, wear and lack of ownership pride (Bardhi and Eckhardt, 2012), therefore the standards of refurbishment are not details of the product but rather its core attributes.
[bookmark: _Toc235403954]Price
KRETSLOPP puts the decision over whether to access from the purchase price to the total cost of access on a monthly subscription basis. Because the target pays a premium for the sustainability, and demonstrated value-add, and tiered plans (essential, family and premium) can segment willingness to pay, it is justified. There are two types of tensions that must be balanced. First, subscription economics can be more expensive over the length of owning the device, which can be a deterrent for the price-sensitive students in the segment, and introductory and student tiers help alleviate it. Second, it's not quite fitting for IKEA to charge premium prices, and the extension has to not offend the almost-low-cost brand DNA and must not offend the ‘many people’ IKEA is built for. Taking an affordability-through-access approach to price maintains brand consistency, instead of luxury.
[bookmark: _Toc235403955]Place
The distribution is multi-channel and most importantly, Two Way. IKEA's 400+ stores, ‘As-Is' areas turn into experience showrooms, collection centres, refurb centres, and a digital platform acts as a subscription, swap and return centre. The reverse logistics – sending goods back for refurbishment – is the most difficult and defensible part of place and IKEA already has a Buyback network in place and a growing number of zero-emission delivery vehicles (60.1% of all home deliveries in FY25).
Booking and reservation. Access to the service is deliberately offered through three booking and reservation routes so that no segment is excluded by channel preference. The website carries the full subscription configurator, allowing customers to browse plans, check availability by postcode, reserve items and book a delivery slot. The mobile application is the primary channel for the target segment and supports account management, swap requests, collection bookings and push notifications for lease renewals. A telephone booking line is retained for customers who are less digitally confident, for B2B accounts such as co-living operators placing bulk reservations, and for complex enquiries requiring advice. All three channels write to a single reservation system, so a booking made by telephone is visible in the app and vice versa, which prevents double-allocation of refurbished stock and supports a consistent service experience.
[bookmark: _Toc235403956]Promotion
Communication foregrounds the circular proposition by using evident and transparent story-telling, and not by vague eco-claims. Documented consumer scepticism over large brands' green extensions (Hesse et al., 2022) means that promotion needs to underpin all claims with trustworthy scientific data—such as science-based targets and published metrics for the circular economy—to create green brand trust upon which equity is built (Tran, 2023). At the heart of the campaign are channels that are digital and social, targeting the young city audience, with in-store experiential activation.
Definition of integrated marketing communications (IMC). Integrated marketing communications is the practice of coordinating and integrating all marketing communication tools, channels and sources within an organisation into a seamless programme that maximises impact on consumers at minimal cost (Armstrong, 2016). The defining principle is that the brand speaks with one voice: advertising, digital content, in-store experience, public relations and personal selling are planned together rather than in isolation, so that each contact point reinforces the same positioning. IMC is particularly important for KRETSLOPP because a circular proposition is unfamiliar to most consumers and any inconsistency between what is promised in communication and what is delivered in the service encounter would be read as greenwashing.
Social media marketing strategy. Social media is the lead channel for the primary target segment and is organised around four elements. First, platform selection: Instagram and TikTok carry the visual, short-form content that demonstrates modularity, condition-grading and the refurbishment process, while LinkedIn supports the secondary B2B segment of co-living and corporate relocation accounts. Second, content strategy: rather than generic eco-messaging, content is evidence-led and shows the closed loop in operation – items being collected, refurbished and re-leased – alongside published circularity metrics, which builds green brand trust (Tran, 2023). Third, influencer and community activity: partnerships focus on micro-influencers in urban living, interiors and sustainability whose audiences perceive them as authentic, with disclosed commercial relationships to protect credibility. Fourth, measurement: performance is tracked through engagement rate, click-through to the subscription configurator, cost per acquisition and sentiment analysis of comments relating to sustainability claims, so that messaging can be corrected quickly if scepticism emerges.
[bookmark: _Toc235403957]People
Front line staff co-creates value in a service. Perceived quality is materially influenced by co-workers advice on plans, returns and refurbished product quality, and is empirically related to green brand loyalty (Nguyen et al., 2025). It is important to therefore train coworkers on circular principles and disclosure of what is not happening, and not create a credibility gap that can jeopardize a sustainable position.
Training. The feedback that ‘training’ must be specified is addressed by defining four concrete training strands. The first is circular economy and product knowledge training, covering the principles of the product–service system, how modular items are disassembled and refurbished, and the environmental rationale for leasing rather than selling, so that co-workers can explain the model credibly. The second is condition-grading and disclosure training, in which co-workers are taught to apply the published grading standard consistently and to disclose wear honestly, since this directly addresses the contamination concern associated with access-based consumption (Bardhi and Eckhardt, 2012). The third is systems and process training on the subscription platform, covering reservations, swaps, collections and the digital product passport. The fourth is service recovery training, which equips front-line staff to handle complaints and failed deliveries at first contact.
Motivation. Training alone will not sustain the service promise, so motivation is aligned to circular outcomes rather than sales volume. Performance measures for store and delivery teams are based on refurbishment yield, subscriber retention and service quality ratings instead of units sold, which removes the incentive to push outright purchases over subscriptions. This is supported by internal recognition of teams achieving the highest re-lease rates, by clear progression routes into refurbishment and circular operations roles, and by empowering co-workers to resolve complaints within defined limits without escalation. Aligning reward with circular performance is what prevents a credibility gap between the sustainability promise and the service encounter (Nguyen et al., 2025).
[bookmark: _Toc235403958]Process
Closed-loop service process: subscribe, deliver, use, collect, refurbish and re-lease is the defining element. A frictionless digital onboarding, refitting and a simple take-back journey minimise the perceived effort to make it likely that users will adopt the product based on their need, and a digital product passport that shows each item's history helps to maximise refurbishment benefits and demonstrate circularity. Process is a step where sustainability is manifested in practice (Mont, 2002).
Customer complaint process. Because the offer is a continuing service relationship rather than a single transaction, complaint handling is a core process rather than an administrative afterthought. A structured five-stage complaint process is therefore defined. Complaints are first captured through any of the booking channels – app, website form, telephone line or in-store service desk – and logged against the subscriber account and the individual item record, so that the history of the specific piece of furniture is visible to the co-worker handling the case. They are then acknowledged automatically within twenty-four hours with a reference number and an expected resolution time. At the third stage the complaint is classified by type: condition and cleanliness of a refurbished item, delivery or collection failure, billing and subscription queries, or product fault and damage. Classification determines the resolution route, and front-line co-workers are empowered to resolve common cases immediately through replacement, swap, repair visit or partial credit, with escalation to a service manager only where the case falls outside defined limits.
The final two stages are resolution confirmation and learning. The subscriber is contacted to confirm that the outcome is acceptable and the case is closed only after confirmation. Complaint data is then aggregated monthly and fed back into refurbishment quality standards, training content and product design, so that recurring faults in particular modules or materials are engineered out rather than repeatedly compensated. This closes the loop between service failure and product improvement, and it directly protects the positioning: because the central perceived risk of the proposition is the condition of used goods, visible and well-handled complaint resolution is one of the strongest available proofs that the circular promise is being delivered in practice.
[bookmark: _Toc235403959]Physical evidence
The intangible nature of the service indicates there are tangible cues to link to the brand promise: quality and cleanliness of refurbished items, the clarity of the app interface, minimal reusable packaging and visible condition-grading. These cues directly respond to the used-goods concern and concretise the abstract ‘circular' claim. The mix is designed to capture the commercial rationale as evidenced in Figure 3.
Website content. For a service brand the website is one of the most important pieces of physical evidence, because it is frequently the first tangible encounter a customer has with the proposition and it substitutes for the physical inspection a buyer would otherwise make. The KRETSLOPP website is therefore treated as a designed evidence cue rather than a catalogue. Its content includes high-resolution photography of actual refurbished stock rather than studio renders, so that customers see genuine condition; a published condition-grading scale explaining precisely what each grade means; and a transparent refurbishment page documenting the cleaning, repair and quality-inspection steps every item passes through before it is re-leased.
The site additionally carries the subscription configurator with clear tiered pricing and no hidden charges, the digital product passport for each item showing its lease history and materials, verified sustainability reporting linked to published Ingka Group and science-based targets rather than unsupported claims, customer reviews of refurbished items, and accessible terms covering damage liability, cancellation and take-back. Frequently asked questions directly confront the hygiene and wear concerns associated with used goods rather than avoiding them. Presenting this evidence openly converts the abstract ‘circular’ claim into inspectable proof and supports the anti-greenwashing discipline that the positioning depends upon (Hesse et al., 2022; Tran, 2023).
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[bookmark: _Toc235404101]Figure 3 Global furniture rental market growth (FBI, 2026).
The 7Ps are all linked together: The Durable Modular Design (Product) allows the process of refurbishing (Process) to generate recurring revenue (Price), while the sustainability claims are supported by the physical evidence (Process). The biggest strategic threat in the blend is cannibalisation of IKEA's core retail sales, which is better described as an evolving transition to a more sustainable revenue stream that will be repeated over time. Success should be measured in terms of circular key performance indicators (KPIs) such as refurbishment yield, average leases per item and subscribers retained, not via one-off sales, and be aligned with the durability outcomes underpinning the entire proposition.
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[bookmark: _Toc235404102]Figure 4 Marketing Mix (Hesse et al., 2022)
[bookmark: _Toc235403960] Element 4: Reflection
This reflection is structured explicitly around the six stages of Gibbs’ Reflective Cycle (Gibbs, 1988), a framework that supports learning from experience by moving systematically from description of an event through to a plan for future action.
[image: Gibbs Reflective Cycle]
Figure: Gibbs Reflective Cycle (Gibbs, 1988),
Description
The task required the development of a sustainable brand extension for an existing organisation and its presentation as a poster, supported by a written portfolio applying segmentation, targeting, differentiation and positioning and the extended services marketing mix. I selected IKEA and developed KRETSLOPP, a circular furniture-as-a-service proposition. Over the course of the module I researched the furniture rental market and IKEA’s published sustainability reporting, developed the STDP analysis and the 7Ps configuration, designed the poster in Canva, and presented it live to peers and tutors while answering questions on the proposition.
Feelings
At the outset I felt confident about the analytical work but apprehensive about the poster and the live presentation, which were less familiar to me. Early in the process I also felt some frustration: sustainability marketing is easy to write about persuasively and I was uneasy that my first drafts sounded convincing without being adequately evidenced. During the presentation itself I was initially nervous, but as questions were asked I became noticeably more confident, because I found that I could answer them from the research I had done. Afterwards I felt satisfied, though also aware that parts of the financial argument rested on assumptions I could not fully defend.
Evaluation
Judged overall, the experience was positive and the work achieved what it set out to do. What went well was the analytical structure: the portfolio moves logically from problem to segmentation, positioning and marketing mix, and each strategic claim is anchored in a cited source rather than assertion. Locating current peer-reviewed literature and applying Harvard referencing accurately also went well and improved my academic literacy. What went less well was the visual design stage, where I initially tried to include too much detail on the poster, and the economic dimension of the proposition, which relies entirely on secondary data. My timing in the presentation was also imprecise because I had not rehearsed against a clock.
Analysis
Reflecting on why the work developed as it did, the analytical strength came from applying frameworks actively rather than describing them. Working through STDP changed my understanding of segmentation: I had previously treated it as a descriptive exercise in demographic profiling, but the literature demonstrates that demographic variables are weak predictors of green purchasing behaviour (Niedermeier et al., 2021) and that environmental consumers form plural rather than single clusters (Jaiswal et al., 2021). This forced me to segment on values and behaviour instead, which was a genuine shift in judgement rather than technique. Similarly, extending the 4Ps into the 7Ps showed me that people, process and physical evidence are not supplementary in a service model but are the points at which a sustainability promise is either kept or broken. The weaknesses are equally explicable: the poster difficulty arose because I was prioritising completeness over communication, whereas a poster must be legible in seconds, and the financial weakness arose because I had no mechanism for gathering primary willingness-to-pay data within the timeframe.
Conclusion
I conclude that my principal strength is structured analytical reasoning and the disciplined use of evidence, and that my principal weaknesses are reliance on secondary data and insufficient rehearsal of oral delivery. In hindsight I could have tested the proposition earlier with a small sample of the target segment rather than defending assumptions after the fact, and I could have drafted the poster earlier so that the visual and written work developed together instead of sequentially. More broadly, I have concluded that credibility in sustainability marketing is not achieved through persuasive language but through verifiable proof points, which is a lesson that applies well beyond this module.
Action Plan
If I undertake a similar project again I will act in three specific ways. First, I will incorporate primary research at the start rather than the end, using a short survey or a small number of interviews to test willingness to pay and to challenge my assumptions while there is still time to change direction. Second, I will strengthen the financial dimension by building a simple costing model covering reverse logistics, refurbishment cost per item and break-even lease cycles, so that the strategy is demonstrably viable and not only conceptually sound. Third, I will develop my presentation skills through deliberate practice, rehearsing against a timer and inviting peer questions in advance so that delivery is as considered as the analysis. Taken together, this project has consolidated my confidence that marketing theory can be applied to real business problems with sustainability as the objective, and has developed the transferable judgement, communication and self-direction expected at postgraduate level.


Conclusion:
This portfolio has developed and evaluated IKEA KRETSLOPP, a circular furniture-as-a-service extension responding to the roughly 670,000 tonnes of largely reusable furniture discarded in the UK each year. The analysis shows the proposition rests on genuine parent-brand fit and on assets competitors cannot easily replicate — design-for-disassembly capability, a 400-plus store estate that doubles as collection and refurbishment infrastructure, and an established Buyback network. Segmenting on values and behaviour rather than demographics avoids treating the environmental consumer as a single group, while the extended marketing mix places the sustainability promise where it is actually kept or broken: in trained people, a closed-loop process, and tangible evidence such as published condition grading and transparent website content. The two principal risks, parent-brand dilution and accusations of greenwashing, are mitigated through disciplined execution and verifiable proof points rather than persuasive language. Its main limitation is reliance on secondary data, since willingness-to-pay and reverse-logistics economics remain assumed rather than tested. Measured against circular indicators — refurbishment yield, leases per item and subscriber retention — rather than one-off sales, KRETSLOPP represents a commercially defensible evolution of IKEA's model in which durability, not replacement, becomes the profit driver.
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Appendix
Appendix A: Poster design rationale
The poster (Figure 1) was produced in Canva at A1 proportions. Content was prioritised so that a viewer can identify the organisation, the sustainability problem and the proposed extension within approximately ten seconds. The layout follows a top-to-bottom narrative sequence – problem, proposal, alignment with IKEA sustainability goals – and uses the parent brand’s established colour palette to signal fit with the existing brand while differentiating the extension through the circular loop motif.
Appendix B: Summary of the segmentation bases applied
Table 1 in Element 2 sets out the four segmentation bases used. Geographic segmentation focuses on high-density UK and Western European cities; demographic segmentation identifies renters aged 25–40; psychographic segmentation targets an access-over-ownership orientation with pro-environmental values; and behavioural segmentation identifies flexibility, convenience and credible sustainability as the benefits sought. Demographic variables are used descriptively only, since the literature indicates they are weak predictors of green purchasing behaviour.
Appendix C: Booking and reservation channel matrix
Website – full subscription configurator, postcode availability check, item reservation and delivery slot booking; primary channel for first-time customers comparing plans. Mobile application – account management, swap and collection requests, renewal notifications and digital product passport access; primary channel for existing subscribers. Telephone – advice-led enquiries, accessibility support for less digitally confident customers, and bulk reservations for B2B accounts such as co-living operators and corporate relocation providers. All three channels write to a single reservation database to prevent double-allocation of refurbished stock.
Appendix D: Customer complaint process stages
Stage 1 – Capture: complaint logged via app, website, telephone or in-store desk against both the subscriber account and the individual item record. Stage 2 – Acknowledgement: automatic confirmation within twenty-four hours with reference number and expected resolution time. Stage 3 – Classification: categorised as condition and cleanliness, delivery or collection failure, billing and subscription, or product fault and damage. Stage 4 – Resolution: front-line co-workers empowered to replace, swap, repair or credit within defined limits, with escalation to a service manager beyond those limits. Stage 5 – Confirmation and learning: case closed only after subscriber confirmation, with complaint data aggregated monthly into refurbishment standards, training content and product design.
Appendix E: Proposed circular key performance indicators
Refurbishment yield, defined as the percentage of collected items successfully returned to lease-ready condition; average number of lease cycles achieved per item; subscriber retention and churn rate; percentage of deliveries and collections completed by zero-emission vehicles; complaint volume and first-contact resolution rate by category; and net promoter score among subscribers. These measures replace one-off sales volume as the primary indicators of success, because the commercial logic of the proposition rests on durability and repeated use rather than replacement.
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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.

RENT

feruRBISH ¢ _- 2 v

KRETSLOPP

RETURN

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.

o Design for Disassembly

Modular, repairable, single-material components

e 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

670k t +39%

UK furniture waste p.a.

IKEA Buyback growth FY25

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 sustainability liability into a growth engine,
and captures a market set to more than double by 2034.
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