[image: ]

Student Name: PARTH MAHESHBHAI KHIMANI
Student ID: 2531596

Module Name: Marketing Management
Module Code: LCMB7024

Lecturer’s Name: Dr. Laila Maazouz

Word Count: 2446

Term 1
Table of Contents
Element 1: Sustainable Brand Extension Poster Presentation	3
Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP)	4
Segmentation Analysis	4
Targeting Strategy	5
Differentiation Strategy	5
Positioning Strategy	6
Element 3: Marketing Mix (4Ps)	7
Element 4: Reflection	11
References of Element 1	13
References of Element 2	13
References of Element 3	14
References of Element 4	15
Appendix: Element 1 Content	16




[bookmark: _Toc237360559]Element 1: Sustainable Brand Extension Poster Presentation
[image: ]




[bookmark: _Toc237360560]Element 2: Develop a Segmentation, Targeting, Differentiation, and Positioning (STDP)
[image: ]
Figure 1: STP
(Source: Srikanth, 2023)
[bookmark: _Toc237360561]Segmentation Analysis 
Market segmentation is the process of identifying and segmenting a large market into smaller distinct segments comprising consumers who share similar needs, attributes and buying habits (Kasem, et al., 2024). Segmentation is important for IKEA Circular Living+ because there is a difference in attitude of consumers towards furniture ownership, affordability, convenience and sustainability. The service can thus be segmented on the basis of geographic, demographic, psychographic and behavioural factors. Geographically, the service should target primarily urban areas where the renting of accommodation and frequent moving and living in smaller homes are common. These locations provide suitable conditions for a flexible furniture subscription service. Demographically, segments that are relevant are students, young professionals, renters and young families. It might also appeal to consumers who are low-to-middle income as the subscription option may help to make furniture more affordable (Mardhiyah and Khairifa, 2024).
Psychographically, Circular Living+ should target consumers who appreciate sustainable lifestyles, convenience, flexibility and responsible consumption. These consumers might be worried about furniture waste and may favour products and services that promote reuse and product lifecycles (Liu, et al., 2025). Behaviourally, these include people who move houses often, buy second-hand items, are keen on repairing, re-using and recycling household items and people who change their furniture often. Although these segments are all relevant, they differ in their attractiveness. Students might need furniture for the short term but do not have a lot of money to spend, families might have more money to spend but less need for furniture to be replaced on a regular basis. Young professionals and renters provide a stronger combination of mobility, purchasing capacity and demand for flexible home furnishing. Therefore, these consumers are the most desirable target for Circular Living+.
[bookmark: _Toc237360562]Targeting Strategy 
IKEA Circular Living+ needs to implement a focused targeting approach where the target group should be the urban young professional and the renter aged around 20-35 years. This group is especially well suited because their lifestyle is often characterised by movement around, changing homes and the need for flexible furnishing solutions (Goessler and Kaluarachchi, 2023). They also might be more interested in smaller monthly payments instead of large initial purchases. The main target should be the middle-class, tech-savvy, eco-savvy consumer that cares about affordability, convenience and responsible consumption. The service can give them access to appealing IKEA furnishings without necessarily purchasing them. Students and environmentally conscious young families can be considered secondary target segments (Shahsavar, et al., 2020). For students, it may be of interest to have access to short-term furniture for a short period and for young families, access to furniture that can be repaired, replaced and reused. The chosen primary target is thus well aligned with the existing low-cost and easy-to-access brand image of IKEA as well as their shift to a more circular business model.
[bookmark: _Toc237360563]Differentiation Strategy 
IKEA Circular Living+ will stand out due to its ability to bring together attributes such as affordability, flexibility, convenience and sustainability in a single furniture subscription. Unlike traditional furniture purchasing, customers would not need to own furniture permanently or make a large upfront payment (Rétfalvi and Bednárik, 2022). Rather, they would rent out a few of IKEA's products, exchange them as their needs change and return them when they are no longer needed. Furniture returned could then be cleaned, fixed, renovated and re-sold to other customers, thus maximising its lifespan and minimising waste. Furthermore, IKEA's reputation of offering functional, affordable and accessible furniture would be an added advantage to the service. This is an important benefit as customers have familiar IKEA designs in a more flexible consumption model. Digital features can also help segment the service further, enabling customers to manage their subscription, request repairs, arrange the return and choose their replacement product online (Pei, et al., 2024). Therefore, Circular Living+ would differentiate IKEA by offering circular consumption and a convenient customer experience instead of just offering the lowest possible furniture price.
[bookmark: _Toc237360564]Positioning Strategy 
IKEA Circular Living+ can be positioned as an affordable, flexible and sustainable alternative to furniture ownership. The placement must primarily target urban renters and young professionals who would like to have beautiful and practical furniture but may not be willing to pay and commit to owning it (Varpa, et al., 2024). The service should convey that customers will be able to enjoy IKEA furniture while having the ability to change, return, fix or exchange it when their situations change. Sustainability should be a key component of the positioning since the circular economy would enable furniture to be used for longer and prevent unnecessary furniture waste. However, the service should not be positioned only as an environmental initiative as customers also need clear practical benefits. Affordability, convenience and sustainability can provide special value for the target market (İnce and Taşdemir, 2024). Hence, Circular Living+ can be marketed as a contemporary furniture alternative that allows consumers to decorate their living areas in a more versatile manner while fostering more responsible consumption. This positioning also reinforces IKEA's brand identity that is already low cost and customer-oriented.


[bookmark: _Toc237360565]Element 3: Marketing Mix (4Ps)
The marketing mix is a term that describes the marketing decisions that are made by an organisation to satisfy customer needs effectively (Darmawan and Grenier, 2021). The traditional marketing mix consists of Product, Price, Place and Promotion in an organisation's marketing strategy. In IKEA Circular Living+, these elements need to be linked to the service-focused nature of the brand extension that is proposed. Customers pay for flexible furniture access rather than simply purchasing individual furniture items for permanent ownership. Thus, the marketing mix must convey the idea of affordability, convenience, flexibility and sustainability to the chosen target audience. The four elements can help to attract customers, support responsible consumption and design a commercially viable circular service model.
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Figure 2: 4Ps of marketing mix
(Source: CFI, 2020)
Product 
Product is the goods or services provided by an organisation to meet the needs of consumers and provide value (Sudirjo, 2023). In the case of IKEA Circular Living+, the product is a furniture subscription and rental service, offering flexible access to selected furniture. Customers can rent furniture for a certain period of time without buying furniture for their homes. The service can provide furniture for bedrooms, living, home offices and other areas according to customer requirements. Flexibility is the primary benefit of Circular Living+ as customers can adjust their purchases of furniture as their lives evolve. Customers are able to return, exchange and replace furniture as necessary with maintenance and repair service.
Repurposing furniture can include inspection, repair and refurbishment prior to returning to the next customer to get maximum life from the furnishings. By providing a digital platform, the company can help their customers by allowing them to manage their subscriptions, request repairs, swap out furniture or arrange for collection (Kapoor and Vij, 2021). This enhances the convenience of use and also establishes ongoing interaction with the customers across the entire life cycle of the furniture service. Circular Living+ offers access, flexibility, maintenance and circularity to its customers instead of just selling furniture. The service extends IKEA's existing value proposition while supporting more responsible and sustainable patterns of furniture consumption.
Price 
Price is the money that the customers pay for the product or service of an organisation (Dubauskas and Išoraitė, 2020). In the case of IKEA Circular Living+, the price should reflect access to the furniture and services for the customer in the long term. A subscription model would thus be appropriate, whereby customers pay monthly subscription fees based on the selected furniture. Various subscription schemes may cater to various customer's needs such as young professionals, families and students. The monthly price should be affordable as this is one of the key aspects of IKEA's established brand image. Other costs may be incurred for delivery, collection, damage in excess of normal use and repair should be encouraged. 
The pricing strategy should convey clear value by offering furniture access with flexibility, maintenance, exchange and return (Nagle, et al., 2023). However, IKEA needs to ensure that the revenue generated through subscriptions will offset the expenses of delivery, collection, repair, refurbishment and other operational services. Therefore, the pricing should be a right combination of customer affordability and profitability of services to ensure sustainability of the business. It will help to foster adoption and create a recurring revenue stream which will help to build IKEA's circular business over time with a suitable pricing model.
Place 
Place involves the distribution and delivery of services to the customers through suitable channels (Whitmore, 2024). IKEA Circular Living+ can use an omnichannel service system that would be convenient because it is available through IKEA stores, web and mobile. Consumers could browse furniture products, compare subscription policies and choose appropriate services through digital and physical customer interactions. IKEA stores would enable customers to try furniture in real life before their subscription to Circular Living+. Digital platforms could help to enhance the overall customer journey, allowing for subscription and repair services, exchanges and scheduled furniture returns. 
This would be a great option for those living in cities and young professionals who prefer convenience, flexibility and easy digital access. Place is also significant when dealing with the circular service process after furniture return by customers to IKEA. To maintain a continuous circulation of furniture, the company would need to have appropriate collection, repair, refurbishment and redistribution facilities (Lingegård and von Oelreich, 2023). These activities may be supported by existing stores and distribution facilities while minimising new infrastructure and complexity. To support cost control and avoid unnecessary transportation during the service lifecycle, efficient delivery and collection routes could also help reduce costs. Thus, the place strategy should be designed to provide easy access to customers while ensuring efficient furniture handling.
Promotion 
Promotion is the communication activities that organisations use to inform, persuade and remind consumers of their products or services (Anyadighibe, et al., 2021). The integrated promotional approach which includes digital marketing, social media, email and in-store communication should be used by IKEA for Circular Living+ to get the best results possible. Social media platforms can showcase customer experiences of renting, exchanging, returning and reusing furniture across its lifecycle. Convenience, affordability and sustainability can be conveyed through short videos and customer stories and make the service easier to understand. Information on subscription packages, pricing, repair services and return procedures can be found on IKEA's website or mobile application. Influencer partnerships can reach younger renters and professionals interested in flexible lifestyles and responsible consumption (Roy, et al., 2025). Promotional messages should focus on what the customers will gain from adopting the product or service and not just sustainability as the only motivator. IKEA needs to demonstrate its efforts in waste reduction and reuse of furniture to build trust and limit greenwash concerns. 


[bookmark: _Toc237360566]Element 4: Reflection 
Gibbs'  Reflective Cycle can be used for reflecting on my experience of working on my IKEA Circular Living+ - a sustainable furniture subscription service and preparation/poster presentation. Gibbs’ Reflective Cycle is an approach developed by Graham Gibbs in 1988 and includes six different stages that can be used to learn from experience (McLeod, 2025). 
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Figure 3:Gibbs Reflective Cycle
(Source: McLeod, 2025)
Description and Feelings: It was a great experience to work on the IKEA Circular Living+ to apply marketing theories to the issue of sustainability. This strategy is based on renting, returning, repairing and reusing furniture to reduce the number of furniture items and extend the life of the product. In the beginning, it was quite challenging for me to develop something which would be environmentally friendly and useful for the company and its clients at the same time. I learned how to be confident in a combination of sustainability and the development of a brand in the work, and in the requirements of the clients themselves. Confidence is key because it forms the basic belief in your ability to deal with challenges, learn from mistakes, and take action (Halilsoy, 2024). Creating the poster was also difficult as I had to convey the rather complicated strategy in a short period of time and space.
Evaluation: This project has allowed me to put into practice the theoretical knowledge gained about brand extension, segmentation, targeting, differentiation, positioning and marketing mix. Secondly, I have learned how vital it is to consider every decision that is made in marketing at one time, rather than separately. In addition, I have learned how to choose and organise the information that is required visually for making the poster. But I must mention that the project could be better if they could undertake more primary research and get feedback from customers as to their willingness to have furniture services.
Analysis: From this project, I have learned that sustainable marketing is all about a balance of environment, customers and business. These skills in critical thinking and strategic planning have been developed due to the relevance of the extension for the current brand of IKEA and its value to customers. Strategic Planning is a never-ending process of management through which an organisation determines its direction and makes priority decisions regarding how resources, such as money and time, will be allocated for the purpose of achieving its vision (Gutterman, 2023). My communication skills have been improved due to the poster presentation because of the necessity to present my strategy graphically and see the importance of marketing communication that includes clarity and priorities.
Conclusion and Action Plan:
Overall, the project has been useful for my personal and professional development because I am now more confident in utilising the marketing theories in tackling sustainability issues. On this note, I realised some limitations within my own research and presentation preparation.
In order to improve myself for future projects, I will carry out more primary research, such as customer surveys and interviews, before developing the strategy for brand extension. Furthermore, my presentation will take more time in preparing it and the answer for the possible questions. By doing this, I will develop my analytical and presentation skills and make reasonable decisions in the future. Analytical skills are skills that enable one to be able to collect, break down, and analyse information in order to solve complex problems (CFI, 2020).
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Company Overview 
IKEA is an internationally recognised company in the field of home furniture (IKEA, 2026). The company operates in over 60 countries all across the globe. The company provides high-quality products of high quality at affordable prices, and it also focuses on sustainability in its business strategy through resource efficiency, renewable materials, and circular economy initiatives. 
Sustainability Challenge 
The furniture industry is under more pressure than ever before in history to decrease wastage, carbon footprint, and resource consumption (Coloma Jiménez, et al., 2022). As the demand for consumer responsibility regarding the environment grows at the same time as demand for sustainability, it becomes necessary for IKEA to broaden its circular economy by extending product life cycles and minimising landfill waste through innovative service-based approaches.
Brand Extension
The IKEA Circular Living+ service is a sustainable furniture rental system that assists consumers in renting, exchanging, repairing, and returning their furniture during different stages of the life cycle of the furniture. The items that are returned are repaired and resold again in the market to increase the life span of the product and reduce wastage. This service enhances IKEA’s circular economy model through offering flexible, affordable, and eco-friendly furnishing services.
Market Appeal & Sustainability Impact 
Circular Living+ by IKEA is an answer to the emerging phenomenon of flexible and sustainable consumption that is becoming more common amongst students, young professionals, renters, and eco-conscious families. By making use of refurbished products and responsible consumption, it not only cuts down on landfills but also on the carbon footprint and helps IKEA meet its sustainability objectives and create value (Velenturf and Purnell, 2021).
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