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[bookmark: _Toc234230493]1. Sustainable Brand Extension Poster Presentation 
Company Introduction & The Sustainable Challenge 
Despite being the biggest furniture store in the world, IKEA still uses the linear business model which leads to deforestation, waste production, and depletion of resources. The need for change due to increased regulations and consumer demands for sustainability is evident and has forced IKEA to transition towards the circular economy. This is what Re:New does.
The Re:New Brand Extension 
Re:New is an upscale circular add-on providing modular and repairable furniture products made from recycled and biobased materials, based on subscription or leasing models, repair services, take-back schemes, and digital product passports.
Why Now? Market Appeal 
62% to 73% of Generation Z and Millennials opt for eco-friendly brands and are prepared to pay a premium price for such products (Agarwal, 2025; Keshavarz et al., 2025). The increasing need for circular economy products along with the attention paid by investors to ESG results in the attractiveness of Re:New.
Alignment with Sustainability Goals 
Re:New aligns with IKEA’s goals for 2025–2030 (90% circular completion, 90% recycled or renewable resources) and UN’s SDG 12 (Responsible Consumption), SDG 13 (Climate Action), and SDG 15 (Life on Land). Digital traceability using product passports is another step in transparency and circularity (Zhang & Seuring
Key Benefits 
For customers: Sustainable living without compromise. For investors: New recurring revenue streams and future-proof positioning. For the planet: Reduced virgin material use and extended product lifecycles.
[bookmark: _Toc234230494]2. Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis for the IKEA Re:New Brand Extension
[bookmark: _Toc234230495]2.1 Introduction
The successful implementation of the Re:New sustainable brand extension by IKEA, featuring the introduction of a Furniture-as-a-Service business model enabled by circular design and digital traceability, requires a comprehensive market analysis using Segmentation, Targeting, Differentiation and Positioning (STDP). The STDP process will help determine the target markets and identify how the Re:New line will be differentiated from other brands to offer superior value in the market for furniture. The application of effective STDP in sustainable brand extensions is important because it allows firms to integrate circular solutions with changing consumer values (Agarwal, 2025).
[bookmark: _Toc234230496]2.2 Market Segmentation
Market Segmentation is defined as the process where the heterogenous market is divided into homogenous market segments that have similar needs and features (Kotler et al., 2024). In the case of Re:New, market segmentation is performed in relation to geographical, demographic, psychological, and behavioral attributes.
Geographic Segmentation
In terms of geographical location, Re:New will first address cities and suburbs of Western and Northern Europe with an emphasis on the United Kingdom, Germany, Sweden, the Netherlands, and France. These locations are characterised by regulatory support for circular economy principles, high environmental awareness, and demand for environmentally friendly home goods (European Commission, 2025). Preference will be given to cities due to population density and exposure to sustainability messages as well as availability of infrastructure that can support service-based models of operation.
Demographic Segmentation
The basic demographic profile is made up of adults who are between the ages of 25 and 45, usually having high educational attainment levels and relatively high household incomes. Such consumers usually include young professionals, couples with children, and those in the life stage where investments into quality and sustainability become increasingly desirable (Keshavarz et al., 2025). The typical consumer from this group is usually financially able and flexible enough to afford sustainable consumption models.
Psychographic Segmentation
In terms of psychographics, the targeted market segment is made up of people who hold environmental values, those who value quality and durability over disposability, and those who are willing to adopt new ways of consuming. The people belong to the market segment are guided by the regenerative thinking concept of sustainability and seek products/services that align with their value of reducing their negative effects on the environment (Webster, 2017; Raworth, 2017).
Behavioural Segmentation
In terms of behaviour, the segment is characterized by brand loyalty towards firms with sustainability credibility. They exhibit willingness to perform recycling activities such as product repair and reusing. Additionally, there is an increase in their desire for transparency and traceability through the adoption of digital technology offering details about the lifecycle of products and their environmental impacts (Zhang and Seuring, 2024; Bocken et al., 2021).
[bookmark: _Toc234230497]2.3 Targeting
Ikea will implement differentiation as a target marketing approach, whereby the first and foremost target market is that of “Conscious Urbanites,” consisting of eco-conscious urban professionals and households that would pay extra for unique, sustainable, and service-centric furniture offerings. There are a lot of room for growth within this target market because of increasing consumer interest in circular products and services along with their high lifetime value through service-oriented interactions (Agarwal, 2025; Keshavarz et al., 2025). The secondary target market for IKEA is consumers interested in particular circular services such as repair subscription or take back services.
[bookmark: _Toc234230498]2.4 Differentiation
Re:New distinguishes itself with its unique blend of circular design of products, changing the paradigm of ownership to flexibility of access using subscription and leasing services, and improved transparency with digital product passports (Zhang and Seuring, 2024). In contrast to regular furniture stores that are mainly concerned with cost leadership or sustainable brands that do not provide sustainability across their supply chain but rather provide limited offerings of sustainable furniture, Re:New incorporates product durability, reusability, and recyclability into a single ecosystem. This is business model innovation that goes beyond sustainability improvements and seeks to create a system of circular value (Alcayaga and Hansen, 2025; Bocken et al., 2021).
[bookmark: _Toc234230499]2.5 Positioning
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Re:New will be positioned as the superior, regenerative furniture offering that allows people today to lead sustainable lives without having to compromise on style, quality, or convenience. The brand will carve out a unique place in the mindscape of consumers as the smart and forward-thinking option for those who wish to make furniture purchases that make a positive contribution to planet Earth, while benefiting from the freedom and high standards of service that access-based consumption offers. Re:New's brand positioning will be underpinned by the consistent messaging of the circular value proposition and impact transparency, along with the emotional pull of regeneration (Agarwal, 2025).
[bookmark: _Toc234230500]2.6 Conclusion
By accurately segmenting environmentally aware urban consumers and precisely targeting Conscious Urbanites, and by adopting a clear positioning as a regenerative leader with strong differentiation through circular service innovation, IKEA’s Re:New extension strategically positioned to capture significant value in the growing sustainable furniture market. This STDP approach not only contributes to commercial objectives, but also promotes broader circular economy objectives by fostering more sustainable consumption patterns among target consumers.
[bookmark: _Toc234230501]3. Marketing Mix (7Ps) Analysis for the IKEA Re:New Sustainable Brand Extension
[bookmark: _Toc234230502]3.1 Introduction
IKEA’s Re:New sustainable brand extension requires a precise marketing mix to promote its core value proposition of a circular Furniture-as-a-Service model enabling regenerative consumption. The extended 7Ps framework is especially relevant considering that Re:New represents a shift from conventional product ownership to access-based services. This allows for a holistic examination of how Product, Price, Place, Promotion, People, Process, and Physical Evidence can be orchestrated to deliver sustainable value, build consumer trust and differentiate the brand in a competitive market (Alcayaga and Hansen, 2025; Bocken et al., 2021). Below each element is critically analysed in relation to the target segment of Conscious Urbanites and the wider circular economy goals.
[bookmark: _Toc234230503]3.2 Product
Re:New’s Product element goes beyond physical furniture to a full circular offer. Core products will be designed to be modular and repairable, and will be made from recycled and bio-based materials in line with circular design principles. Yet the real product innovation is in the service layer — subscription and leasing options, maintenance and repair services, and end-of-life take-back programmes. The product-service system approach allows IKEA to decelerate resource loops and close material cycles (Bocken et al., 2021). The addition of digital product passports also strengthens the offering. They offer transparency on material composition, repair history and environmental impact (Zhang and Seuring, 2024). This blend of tangible circular products and intangible service benefits directly meets consumer demand for sustainable solutions without having to sacrifice on quality or convenience (Agarwal, 2025).
[bookmark: _Toc234230504]3.3 Price
The pricing strategy for Re:New needs to balance premium positioning with accessibility to drive the uptake of circular models. A value-based pricing strategy is proposed, in which consumers pay for access and performance rather than ownership. Subscription models may involve tiered pricing to accommodate different usage levels, while leasing options may include buy-back incentives to reduce perceived risk. Circular offerings often mean higher upfront costs because of the strong materials and service infrastructure, but they can be highlighted for their potential long-term cost savings for consumers through reduced replacement frequency and repair services (Keshavarz et al., 2025). Research supports critical justification by demonstrating that environmentally conscious consumers, particularly Gen Z and Millennials, are willing to pay more for credible sustainable products when transparency and value are effectively communicated (Agarwal, 2025). Sustainable consumption patterns can be further encouraged by dynamic pricing for services and loyalty discounts for circular behaviors, such as returning products.
[bookmark: _Toc234230505]3.4 Place
The placement strategy should encourage physical access and continuous service delivery. Leveraging IKEA’s retail network as experience centers and pick-up points Re:New requires the channel development to interact with the service. This includes the designation of circular hubs in or near stores for repair, refurbishment and take-back operations, supported by a comprehensive digital platform for subscription management, impact monitoring and service scheduling. To provide convenience to the targeted urban demographic, omnichannel integration is essential (Alcayaga and Hansen, 2025). Furthermore, partnerships with local repair networks and logistics providers for reverse logistics will be necessary to implement circular flows. Strategic positioning of touchpoints enhances accessibility and informs consumers about circular practices, thus facilitating the achievement of overarching market transformation objectives.
[bookmark: _Toc234230506]3.5 Promotion
The promotional strategy must be able to tell authentic stories and make substantiated claims that convey Re:New’s regenerative positioning. Genuine customer experiences, traceability of materials through digital passports and quantifiable environmental impact can enhance credibility and foster emotional engagement through content marketing (Agarwal, 2025). Reach Conscious Urbanites through partnerships with advocates of sustainability and the circular economy. Promotion must also avoid any greenwashing risk and claims should be based on verifiable data available on product passports and third-party certifications. Essential for changing behavioral norms toward circular consumption will be extensive campaigns educating consumers about the benefits of access over ownership and the importance of repair and reuse in prolonging the product life (Keshavarz et al., 2025).
[bookmark: _Toc234230507]3.6 People
People component is key to a service-oriented circular model. Retail, design, logistics and customer service staff need training in the circular economy, product durability and service excellence. In particular, front line personnel have a key role in advising customers on repair options, the benefits of a subscription and the return process. Training of employees enhances service quality and internalizes sustainability values that can be translated to real brand advocacy (Alcayaga and Hansen, 2025). Moreover, by allowing customers to actively engage in the circular system, through accessible repair interfaces, transparent impact dashboards and community involvement, they are transformed from passive consumers to co-creators of value, thus enhancing loyalty and advocacy.
[bookmark: _Toc234230508]3.7 Process
This process includes operational systems that allow for smooth circular service delivery. Critical activities are: subscription entry, usage tracking, maintenance scheduling, repair management and efficient reverse logistics to get the product back. The use of digital technologies, in particular IoT-enabled tracking and blockchain-based product passports, is essential to optimize these processes and ensure transparency (Zhang and Seuring, 2024). Well-designed processes reduce the friction consumers face when engaging in circular behaviors, increasing adoption.” Streamlined return processes and clear communication about the product’s status throughout its lifecycle build trust and perceived convenience. Continuous process innovation based on customer feedback and usage data is critical to getting ahead of the competition in service quality and improving circularity metrics.
[bookmark: _Toc234230509]3.8 Physical Evidence
Physical evidence is important to manifest the intangible aspects of the service offering and to support sustainability credentials. Retail environments and circular hubs should visually communicate circularity through the use of recycled materials, modular displays to demonstrate repairability and digital interfaces to display real-time impact data. All physical components shall be packaged in zero waste packaging. Service touchpoints such as the mobile app interface and the appearance of the repair centers must be designed to reflect the regenerative principles and the quality of the offering. This tangible evidence mitigates consumer ambiguity of novel service models and improves the emotive positioning of Re:New as a compassionate, progressive brand (Agarwal, 2025).
[bookmark: _Toc234230510]23.9 Conclusion
Re:New’s cohesive 7Ps marketing mix is well designed to enable IKEA to transition into a circular and service-oriented business model. This combination delivers a consistent customer experience that educates, entertains and retains discerning urban consumers by combining product innovation, value-based pricing, accessible distribution strategies, authentic promotion, skilled personnel, simplified processes and believable physical evidence. This holistic approach enhances business performance and contributes to normalizing circular consumption patterns that help achieve brand objectives and broader sustainability goals.
[bookmark: _Toc234230511]4. Reflection on Developing the IKEA Re:New Sustainable Brand Extension Marketing Strategy
[bookmark: _Toc234230512]4.1 Introduction
Developing the marketing strategy for IKEA’s Re:Creating a new sustainable brand extension has been both a challenge and a joy. For this assignment, the application of the theoretical frameworks such as STDP and the extended marketing mix on a practical circular Furniture-as-a-Service model was required, while having to work under the pressure of strict deadlines for the poster presentation. This reflection assesses the key skills, knowledge and understandings gained, while identifying areas for further improvement.
[bookmark: _Toc234230513]4.2 Reflection on Strategy Development
The formulation of the STDP and Marketing Mix analyses greatly improved my understanding of how circular economy principles can be transformed into practical marketing strategies. I did not instantly succeed in moving away from describing the frameworks to critically assessing how each component contributes to regenerative outcomes. Studying literature on business model experimentation (Bocken et al., 2021) and intelligent circular service models (Alcayaga and Hansen, 2025) enriched my understanding of the complexities of the transition from a product-centric to a service-dominant paradigm. I drew on data on digital product passports (Zhang and Seuring, 2024) and academic sources on consumer behaviour in circular settings (Agarwal, 2025; Keshavarz et al., 2025) to develop my research and synthesis skills. This experience enhanced my ability to make logical, evidence-based connections between marketing decisions and broader sustainability implications.
[bookmark: _Toc234230514]4.3 Reflection on Poster Preparation and Presentation
The preparation and delivery of the poster presentation was particularly challenging under the pressure of time constraints. It involved taking complex strategic analysis and translating it into something visually compelling and persuasive. This process has helped me appreciate the value of visual hierarchy, clear messaging, and storytelling in communicating sustainability strategies. It taught me that I am good at structuring logical arguments but also that I have a tendency to go into too much detail, which I improved over several iterations. The presentation experience helped me build confidence in articulating ideas under pressure and showed me how important it is to match visual design with strategic messaging, both of which are very relevant skills for professional consultancy roles. 
[bookmark: _Toc234230515]4.4 Lessons Learned and Future Development Directions 
A key insight is the critical role of consumer education and transparency in promoting circular offerings adoption. Even well-designed sustainable extensions are at risk of limited engagement unless the value and environmental impact are clearly communicated. On a personal level, this project has improved my skills of critical analysis, academic writing and time management. I do however see the need to further develop skills in data visualisation and in the professional use of digital presentation tools. I want to spend more time on iterative feedback in future projects and use primary data or real-world case examples to add depth to the analysis. It would also be interesting to explore how emerging technologies such as AI-driven personalisation can support sustainable marketing strategies. 
[bookmark: _Toc234230516]4.5 Conclusions 
Overall, this portfolio has been crucial in bridging the gap between theory and practice in sustainable marketing. The experience improved my academic skills and prepared me to develop responsible and prospective strategies reconciling commercial objectives with environmental and social aspects.
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