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[bookmark: _11p579a55uik]Element 1:  Sustainable Brand Extension Poster
[image: IKEA FlexHome Loop poster presenting a modular furniture subscription and circular reuse service.]
IKEA FlexHome Loop | Element 1
Figure 1: IKEA FlexHome Loop sustainable brand extension poster. Source: Author-created poster (2026).
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[bookmark: _mbvk9kmbou8w]Element 2: STDP Analysis
[bookmark: _fdtbm7r8hl40]2.1 Segmenting by life transition, not age alone
There should be a division made in FlexHome Loop at points where the burden of ownership becomes too great. The service exchanges a piece of permanent furniture for temporary access, so the most important factors should be anticipated household flexibility, the mobility of individuals, space constraints, and the willingness to use a managed access service (Kotler et al., 2025). In England, the private rental sector makes up 19 percent of the total population, or 4.7 million households, with a much greater degree of mobility when compared to owner occupied households (MHCLG, 2026). 
In the UK, for the first pilot, markets should be centered on London, Manchester, and Birmingham, where the rental market will aid short and efficient delivery and collection as well as focus refurbishment hubs. The demographic segment is adults, 24-39 year olds, who live alone or with a partner, have moderate to high household income, and limited storage space. Psychographically, they place a premium on the design of their home, but have the preference of flexibility over ownership. Behaviorally, they frequently reorganize and configure online, but remain in one place every few years, and already use access-based services. Using these various dimensions does not make the assumption that all young or environmentally conscious customers fall into a single segment. Circular behavior is highly dependent on context, therefore segmentation must include attitudes as well as a practical trigger (Gomes et al., 2022).
Table 1: FlexHome Loop segment portfolio
	Segment
	Defining situation
	Dominant value sought
	Role

	Mobile urban households
	Renters aged 24-39 who expect another move
	Flexibility, design continuity and a lower initial outlay
	Primary

	Short-stay learners and workers
	Students, interns and project employees
	Fast setup and predictable temporary access
	Selective

	Families in transition
	Households relocating, renovating or changing size
	Temporary capacity without disposal or storage
	Secondary

	Institutional partners
	Build-to-rent operators and relocation providers
	Standardised furnishing, recovery and reporting
	Channel partner


Source: Self Made.
[bookmark: _y9ywna5maxbg]2.2 Evaluating four demand situations
Table 1 highlights how various segments have differing value potentials and risk levels for service. Mobile urban households offer our proposition strong alignment and recurrent demand, however with digital accessibility they will consider if the trade-off of fees vs. ownership is worth it. While institutional partners help potential demand and route density, engagement with these partners may be more cumbersome due to the nature of procurement and contract terms.
For the above reasons, it appears that a needs based tiered approach is of more value than a mass market approach. Environmental motivation should be considered a value add, not a make or break approach. In the context of the circular economy, and focusing on our value proposition, the literature outlines financial uncertainty, uncertain contracts and hygiene, quality and the desire to own (Hagejärd, Femenías, and Pettersen, 2025) as major barriers to the value proposition. A segment is only desirable if FlexHome Loop can eliminate the barriers whilst fulfilling IKEA’s accessibility promise.
[bookmark: _irtm66q8w3zz]2.3 Target architecture and customer definition
The primary target are mobile urban households. This customer is a 25-38 yr old, single or dual member, professional renter residing in a 1- or 2-bedroom property, who or expects to move within 3 years. This customer wants a fully furnished technology enabled home with minimal fuss, is ok with home service, can sustain a monthly payment, but is value conscious. The customer is purchasing a fully furnished home, not furniture. 
Build-to-rent operators and corporate relocation service providers make up a secondary business-to-business target. By integrating FlexHome Loop into their offerings, these operators can decrease the cost to acquire customers and stabilize reverse-logistics flows. 
Long-term homeowners should also not be included in the First Target market, as they will typically be more concerned with the cost, customization, and ownership of the product, which will outlast the typical stay in the home. Segmentation should not be broad to include all potential target customers. IKEA can determine potential customers through postcode, stage of tenancy, recent move, and room planning, but should avoid inferred vulnerability and subscription campaigns.
[bookmark: _fyoo5de22bxh]2.4 Differentiation and the intended market position
FlexHome Loop should not distinguish itself through a general sustainability claim. Its unique offering is a closed-loop system where the IKEA design is built, delivered, assembled, and reused through a membership offering that supports color and model swaps and the recovery of used material. Competitors in this closed-loop system are IKEA's Buyback and Resell service, as well as new furnishings and secondhand options. Benefits should be managed throughout the use cycle to ensure customer satisfaction and retention (Petänen, Sundqvist and Antikainen, 2024).
IKEA FlexHome Loop provides redesigned modules to renters as part of a circular service. FlexHome Loop’s positioning statement is for modern urban renters with constantly evolving homes and plans. FlexHome Loop offers renters the opportunity to have a complete, flexible home without the burden of permanent ownership. The service includes design, delivery, care, and circulation of the modules. FlexHome Loop should occupy between the uncertainty of the low-commitment peer-to-peer resale model and the inflexibility of the new home ownership model. The promise of the service provides renters with flexibility and the assurance of quality, evidentiary circular design and care.



[bookmark: _jg4oukpbscxn]Element 3: Lifecycle-Based Marketing Mix (7Ps)
Table 2: 7Ps decision architecture
	Marketing-mix element
	Core strategic decision

	Product
	Modular room plans plus assembly, care, exchange and recovery

	Price
	Tiered monthly membership with a clear cost cap and buy-out option

	Place
	Digital-first booking supported by selected stores and city hubs

	Promotion
	Life-transition stories supported by verified circular evidence

	People
	Home-planning advisers, installers, repairers and service agents

	Process
	Choose, deliver, use, swap, renew and recirculate

	Physical evidence
	Condition grading, care seal, product passport and impact record


Source: Self Made.
[bookmark: _p8ljyvbaj2tn]3.1 Constructing the offer: Product and Price
Product. FlexHome Loop should be designed as a product-service system instead of a catalog of rented items. The main benefit is the flexibility of a customized, hassle-free adaptable home. The main offer involves modular packages for sleep, work, dine, and storage, which can be integrated and further enhanced by digital planning, delivery, assembly, repairs, one planned annual swap, and collection. Pei, et al. (2024) showed that circular innovation of furniture integrates materials, products, services, and business models. It is important to note that the pilot should not include any products that cannot be easily cleaned and/or products that cannot endure multiple use cycles. Offering a broad range of products, as done by IKEA, is less optimal than offering a medium range of quality products.
Price. A flexible membership could create a consistent household expense. A proposed band for estimating price is GBP 35-45 for a single-module room and GBP 90-120 for a multiple-module room, subject to proof-of-concept testing and willingness-to-pay. A six-month minimum contract protects economics of the deal, while the perceived lock-in is reduced by a transparent, damage waiver, and optional buy out (Hidalgo-Crespo and Riel, 2025). This pricing strategy would require a low entry cost to own new IKEA furniture to be competitive against lower, second-hand alternatives. Research indicates that price, performance, and quality will continue to influence sustainable purchase decisions (Vehmas, Bocken, Tuovila).
[bookmark: _s3gfngsf6e1u]3.2 Reaching the market: Place and Promotion
Place. Purchase preference should be digital and should include entering postal code and room dimensions, and selecting style and expected duration. IKEA should also connect its website and the IKEA app to selected stores in which customers can touch available and new and “refurbished grade” materials, “see a planner”, and view available materials. The first fulfillment should be in densely populated urban centers with locally operated “refurbishment hubs”, as uncontrolled fulfillment to the rest of the country will lead to increased empty vehicle kilometers and unpredictable service. IKEA has useful learning experiences with its Buyback and Resell programs; however, Flex Home Loop will offer customers the ability to retain ownership (as opposed to a single sale) and reverse logistics (IKEA UK, 2024). Building partnerships with relocation services and build-to-rent services should help IKEA cover more of its desired customer base without providing services that would only be beneficial to “institutional” or corporate customers.
Promotion. Communication should emphasize the situation, not how the circular system operates. The main message should be, “Your home can change when life does.” The first flat should show how the modules can be cleaned, repaired, and used again. The five-stage loop should be the main promotional tool in the campaign. Communication should clearly state what the promotion includes, how condition is evaluated, and when customers will be charged. Sustainability claims should be supported by estimates of completed product cycles, the percentage of repairs that are made, the percentage of new materials that are eliminated, and reduced logistics CO2 emissions. This helps to avoid greenwashing (de Freitas Netto et al., 2020) and also is in line with IKEA’s 2030 goal of simplifying reuse, repair, refurbishment, and recycling through circular services (IKEA, 2025). Referral credit should be distributed for completed service periods and successful returns rather than for frequent swaps.
[bookmark: _l1uki5t23f53]3.3 Delivering trust: People, Process and Physical Evidence
People. Employees in the service (customer) path are critical to the brand’s value proposition. They enter homes, touch and even handle goods (sometimes), and resolve damages fairly. These employees must understand space design and imagination in the affordability context. The service must capture the installer's condition with care as well as afford the repair and refurbishment service teams authority to make trade offs that protect customer safety and Cosmetic Quality. First contact resolution along with timeliness and understanding of customer challenges must be the priority of contact center incentives rather than focus on customer retention at any cost. Wirtz and Lovelock (2021) argue that perceived value is strongly shaped by the consistency of service and capability of the employees. Therefore partnering couriers should get the same service, safety, and service recovery training as IKEA employees.
Process. The service borderline crosses the visible stages of choose, deliver, use, swap, renew and recirculate. Digital room verification to eliminate incompatible orders is performed prior to delivering the item. At handover, both parties approve a condition record and care instructions. Repair requests should only be made through the app. Additionally, the app should be used to determine the customer's worst case scenario, but should be used as an aid to reduce customer effort. At return, collected items are cleaned, safety checked and repaired with the goal of being assigned the next order. Clear defined rules should exist for exceptions such as damage, late access, and unrepairable goods. Digitalized service access can increase convenience, but the reliance on a service through an app creates a failure risk; store, and telephone access options must remain (Tunn et al., 2020).
Physical evidence. Customers cannot determine cleanliness or circularity as a result of a promise. Therefore, each product should be marked with the FlexHome Care Seal, condition grade, and include a QR-linked product passport to show the material composition, date of inspection, repairs, and cycle number. After installation, customers should fill out a room summary to show the number of components in the package and the cost and service associated with each component. The service contract makes most of the elements of a service contract tangible and helps address the concerns of contamination, quality, and uncertainty identified in circular furniture (Hagejärd, Femenías and Pettersen, 2025).
[bookmark: _z8fw1ux72wyb]3.4 Integration, control and sustainability tests
The 7Ps are only coherent if products remain in use, thus reducing customer effort. Management should look at the enquiry to membership conversion, the average number of cycles per item, utilization, repair yield, on-time delivery, failed collections, complaint resolution, churn and contribution margin by package. An environmental evaluation should cover the manufacturing avoided, refurbishment inputs, cleaning, storage and transport. Koide, Murakami and Nansai (2022) warn that servitization and reuse of products have the potential to damage the growth of a service, if poorly integrated with the logistics, substitution, and utilization control. A staged pilot should thus compare FlexHome Loop members with similar ownership behavior and publish qualified results. Growth would satisfy the objective, but if genuine incremental service innovation does not occur, it will make the company’s brand suffer.
[bookmark: _tvttfgdytofw]Element 4: Three-Stage Critical Reflection
[bookmark: _dde1vztqtzdc]4.1 What I developed and experienced
Creating FlexHome Loop allowed me to bring circular furniture from concept to customer system. Building on this initial concept, the environmental benefit of making the FlexHome Loop system enabled me to attract customers through the benefit of continuous circular usage of the products. This was the main focus of this system. I learnt the hard way that this was not the case, and I was forced to think from the customer’s viewpoint. This brought about my ‘choose, use, swap, renew and reuse’ system for the most part, and the system and ‘Furniture that moves with life’ to describe the problem that life has with the current circulation system of furniture. The process of preparing the poster required me to understand and synthesize complex research to pull apart the system and present the done rather than the dreamed system in a clear and engaging way.
[bookmark: _hphrbu90yokp]4.2 Why the learning mattered
The important shift in my thinking was in the area of segmentation. At the start, I was thinking of young, concerned consumers, but looking through the lenses of demographic, geographic, behavioural, psychographic and economic segments I realized that they are not key drivers of subscription.* These: space, digital confidence, contract tolerance, residential mobility and the cost of alternative furniture are. This caused me to shift my thinking to a life transition segment which also caused me to rethink my target customers, where I removed settled homeowners. Overall, I grew more confident in my customer selection process rather than showing numerous potential customers, where I found to be most of the time equally attractive.
The 7Ps analysis added some dimension to my understanding of brand extension. For example, since IKEA would own the product, the people, reverse logistics, inspection, cleaning and service recovery could not be separated from the product. I learned that even a good circular economy model, where swaps are encouraged without control, could lead to excess transport and consumption. This new understanding led me to be more critical of easy-to-understand circular economy models, and to pay closer attention to the evidence, rebound effects and financial viability. While presenting the loop diagram helped me to explain the concept easily, I spent too much time describing the operational stages and too little time explaining the target market and competitive position. The experience helped me understand that a great visual aid, no matter how useful, cannot compensate for a poorly constructed verbal argument.
[bookmark: _62n1tuk13jcu]4.3 What I would improve next
To repeat the project, I would place customer discovery at the start of the project, and not present a complete service idea. To better understand the competitive market, I would interview renters post-move to evaluate how my product would meet their needs. I would design package mock-ups and evaluate the cost of my product in the context of the cost of moving and disposing furniture, as well as the cost of buying furniture. I would create a business case, and would also utilize store operations, finance, refurbishment, logistics and other employee groups, as these groups would also be able to provide evidence counter to the marketing promise. A small pilot of the business would allow for a lifecycle assessment, and collection of service data, before environmental claims were made at scale.
I'd develop my self-discipline with respect to analysis and presentation. Additionally, I would practice explaining answers to difficult questions regarding hygiene, ownership, and total cost rather than just the presentation of the benefits. These would help me refine my ability in designing constructively sustainable propositions, improving my overall presentation, and Functional Cross-Integration which are skills that are directly applicable to Marketing and Consulting roles in the near future.
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THE EXTENSION
IKEA is recognised for accessible design and flat-pack efficiency. Yet frequent
moves, changing households and short-term living can make permanent furniture
ownership costly and wasteful. FlexHome Loop offers modular furniture through a WHY PEOPLE SAY YES VALUE CREATED
monthly plan, with delivery, assembly, repair and exchange included (IKEA,
2025).

PURPOSE / Make circular furnishing practical for lives in motion.
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