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Key Partners

- IKEA
-IKEA's key suppliers are mainly out of Europe and
Asia

-IKEA's partners

Key Activities .

~Producing durable, repairable and recyclable:
products to promote sustainable use.

~Build on IKEA's current programmes to promote.
sustainability such s 'IKEA second lfe® which
encourages customers to repair reuse and recycle
their products.

~Collaborate with them to educate consumers on the
importance of a circulr economy and how they can
participate through actions such as reusing and
recycling their products and produce marketing
‘campaigns to spread the word to as many consumers
25 possible.

~Engage with IKEA to promoe circularity throughout
the supply chain by encouraging sustainable sourcing
practices, minimising waste, and optimising resource
use. Also colaborate with IKEA's suppliers to
implement circular principles and practices in
manufacturing and identif areas for improvement.
“Test Pl projects with IKEA's customer base to find
the most effective ways to implement circular
philosophies in the real world. This could involve:
implementing circlar business models such as
leasing or subscription services or exploring modern
technologies for recycing and waste recovery. For
example, there i a recycling process known as HAS
(Heating AirClasifcaton System) which i used to
recycle cement by heating and separating the
ultrafine cement compounds. This allows it to be.
reused (Gebremariam et al, 2020). Processes like
these can be used in IKEA projects and their partners
to create more sustainable construction and
production.

~Collaborate with IKEA and is customer base:
(thvough petitions) to advocate for policies and
regulations to support circular economy practices.
Alo, incentivse circlar product design and improve.
recycing infrastructure.

Work with IKEA to innovate sustainable materias for
them to use in their production, find ways to ensure.
their processes are as circular as possible and
innovate and implement cirular business models to
encourage their customers and employees t0 also get
on board with these ideas.

Value Propositions

~Collaborate with IKEA's renawned design teams to
co-create products that centre around circularity. The.
s o produce innovative design strategies,
integrate sustainable resources and ensure that al
products are recyclable, repairable and durable.
According to Gisi (2024), implementing these
strategies can lead to improved brand reputation,
potential cost savings and, of course, are more:
environmentally sustainable.

~Use IKEA's wide reach and large customer base to.
educate consumers through campaigns, workshops:
and experiences. This will empower individuals with
the knowledge needed to embrace circular practices
and foster a culture of responsible consumption and
waste reduction.

~Forge partnerships throughout the industry and
further to drive systemic change and prodce large
impacts. Through collaboration, policy advocacy and
research initatives IKEA and its partners can set new
standards for environmental and financial irculaity
that can have impacts through the industry.

~Ensure that we track and measure progress
throughout this project to quickly change if needed
or to provide evidence and hope to the pubic,
through statistcs, that  diference can be made and
that IKEA and it partners are on their side.
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Customer Relationships

Algning with IKEA, a brand known forits
commitment to sustainability, willbe positve for any
business especially when considering the mission of
improving infrastructure and innovation to allow
improvement for societies and environments.
~Engaging customers in educational intiatives about
circular economies and sustainable practices fike
‘workshops and ciasses will enable them o take.
action and together make a difference.

“This project wil result in positive brand perception
as the public will perceive the businesses involved as
forward-thinking, socially responsible and
environmentally conscious which will enhance its
attractiveness in the marketplace and willstrengthen
customer relationships.

By offering innovative products and services IKEA
willincrease its value added o its products and
therefore customers will be more inclined to retum as
they are getting more from IKEA than other brands
seling simiar products. This differentiation could
come in the form of easiy repairable products and
inifatives to returm unwanted items for store credit
This wil enhance customer satisfaction and brand
loyalty. According to Usir et a, (2022), brand loyalty
is a pivotal part of any marketing campaign as it
provides a long term customer base who are more.
fikely to stay throughout positive and negative
periods.

~Recording and communicating the tangible impact of
the project to customers will allow them to see the
positive impact that IKEA and it partners are having.
Factors like reduced waste, increased recyciing rates
and positive environmental outcomes wil reinforce:
customer trust and confidence. Also, regular
reporting of statistics willdemonstrate accountabilty.
and authenticity which will strengthen customer
relationships even further.

Customer Segments

IKEA customers wil be a segment affected by this
project. These customers are nterested in affordable:
and functional fumiture and home accessories so
incorporating circular practicesinto the production of
these is mportant. Also,raising awareness about the
environment willbe a goal and providing easy options
for recycling or repurpasing old furniture to ensure as
itle waste as possible s important. According to an
oniine survey run by Ari et al., (2019),the atitude:
towards recycling did not predictintention to recycle:
“This shows that recycling must be made simple and
convenient for the public in order to ensure itis

done. This is why investing i the production of
business models centred around easy recycling is 5o
important.

Business customers willalso be a targeted segment.
small businesses such as ofices and cafes need
furnishing and would commonly get them from IKEA.
These can benefit from sustainably produced
furnishings as well s workshops for the owners to
lear how to make theirservices more sustainable:
and circular. Another option is to organise a petition
together with small business owners to drive the
‘government to make it easier for businesses to
‘conduct circular business.

~Suppliers and partners play a crucal role in acircular
economy. Therefore, another target wil be IKEA's
manufacturers, distrbutors, logistics providers and
waste management companies. These can benefit
from sourcing sustainable materials, optimising
logiticsto reduce emissions and implementing
circular princples in manufacturing and waste.
management.

~Government and regulatory bodies are an important.
target as well. Their policies and regulations can
affect the environment and waste management
techniques. Working with loca, national and
intemational govemments to incentivise sustainable.
practices with tax reductions, for example, i key to.
achieving the goal of a circular economy.
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Key Resources

Human resources:
~Project managers

~Marketing and communication specialts
“Sustainabilty experts

~Designers and engineers

According to Jiang e al, human resources have:
muliple benefis for businesses such as higher
production and better financial outcomes among
other things

Financial resources:

Funding

~Budget for collboration with IKEA such as joint.
iniatives.

Technological resources:

~Data and analytics tools

~Digita platforms such as websites o communicate.
with key groups i stakeholders and potental
partners

Physica resources:

~offce space for mestings and workshops
~Recycing and waste management infrastucture
such asrecyciing bins and bin colection
Knowledge and expertise:

~Access to studies and research related to the goals
Training for employees to become more
knowledgeable about sustainabilty and a circular
economy

Channels T+

~Create a dedicated section on al involved
organisations' websites to showcase the project
~Leverage social media platforms such as Facebook,
Linkedin, X and Instagram to share updates, insights
and success stories related to the project.

~Publish blog posts to share the progression of the
project as wel as having interviews with experts,
stakeholders and customers.

Events:

~Host webinars with presentations, panel discussions
and Q8A sessions

~Organise interactive workshops to include the public
and teach them about the project

Participate in community events

Partnerships with IKEA:

-In store promotions and displays

~Co-branded campaigns to use IKEA's reach to raise
awareness of the goal

Feedback and engagement:

~Collect surveys and feedback forms to continuously
ensure the project is effective and, in the publics,
bestinterests.

~Create online forums where customers can discuss:
the project to foster engagement.
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Cost Structure -+ | Revenue Streams

These aspects would ncur costs:
~Research such as market research and sustainablty
research

“Marketing and commurication methods such as
advertising and educationalvideo development
~Partnerships and collaborations such as establishing
and maintaiing partnerships with IKEA and working
with supplies to integrate sustainable practices into
the supply chain

“Technology and infrastructure such as the
development of websites and online commnites,
costs associated with data management such as the
collecton, storage and analysi of dta and the.
production and integration of recycling infrastructure
o participating businesses

Training and education such as employee traiing for
project development and stakeholder education to
ensure complete understanding from allimoived
~Monitoring and reporting such as investment in data
montoring took and systems to stay on rack
towards the goal and costs associated with preparing
reports to ensure regulatory compliance:

~Overhead and adminstrative costs such as office
ent and slaies such as management. Ao, legal and
regultory complance such as complance audits
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Collaboration with IKEA to
implement SDG number 9:
Industry, Innovation and
Infrastructure

Cole Rees
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Current
situation

- According toEcotricity (2017) 200 million
displaced by 2050

- 26years

- Projections claim climate change will become
irreversible Jong before that
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What
can we
do about
it?

According to Ghosh et al., (2021),
circular practices minimise waste
and maximise efficiency

According to Crocker et al.,
(2018), encourage locality, making
the communities more resilient

We can push IKEA towards
reaching SDG 9
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Business
model canvas

- Introducing recycling and 'second lfe! programmes to ensure we
reuse as much material as possible

- According to Meningian (2024)the west ould commarly shp
cheap materials to Asian countries instead of reusing them to
produce new products themselves

- Documenting it all would not only raise awareness for circularity
in society, but also allow the public to see the work IKEA is

putting into the environment and the economy and improve

public perception
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Thank you

I believe that these changes are wholly viable
for IKEA to implement and embrace

- According to Abass et al,, (2021), climate
change s a global threat that is going to
affect everyone on Earth

- We need to care





