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1. [bookmark: _Toc236669284]Element 1: Sustainable Brand Extension Poster Presentation
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[bookmark: _Toc236669285]2. Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis
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[bookmark: _Toc236664887]Figure 1: Types of Target Market Segmentation
Source: (Piriz, 2025)

The second element of the STDP analysis is Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis. The second part of the STDP analysis is Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis.
[bookmark: _Toc236669286]2.1 Segmentation
Geographic Segmentation
The number of used products resold in FY25 was nearly 686,500, an increase of 39% compared to FY24, and mainly in markets where the circular economy is already well established (INGKA, 2026). IKEA UK&IE has been a co-founder of the Circular Change Council, which is working to address the estimated 22 million furniture items UK households throw away each year, with only one in five of the reusable items being reused (WRAP, 2023). There is another reason why Spain and Norway are relevant: since August 2024, IKEA has been conducting a pilot of preowned peer-to-peer in these two countries (Peters, 2024). ReLoop's geographies are based on proven demand, rather than the next investment.
Demographic Segmentation
The English Housing Survey indicates that younger households are more likely to be in private rents than a decade ago, and when they do rent, they are more likely to move than a decade before and to be paying a higher proportion of their incomes into rent (GOV.UK, 2026). Expecting a house to move in a couple of years is a rational reason to not purchase full-purchase furniture — a segmentation variable based on circumstance, rather than sentiment.
Psychographic Segmentation
In an interview in three Nordic cities, young adults' interest in used furniture was even more related to the aesthetic and interior design value than the stories behind the furniture pieces, as revealed in the research of Varpa, Autio and Autio (2024). ReLoop, therefore, should be located around design and meaning, rather than just waste-avoidance.
Behavioral Segmentation
According to Slaton, Testa and Garrett (2024), the three levers—sustainability, functionality and aesthetic style—had a significant impact on the purchase intention for secondhand furnishings each on their own in their structural equation model.
None of this means that it can guarantee conversion. Frahm, Boks and Laursen (2024) interviewed 20 of the interviewees who were found to have two major obstacles even when they were highly favourable to buying used goods: discomfort when they were observed buying used goods, and doubt about the ability to recourse if something goes wrong, which was more related to service-design problems than to segment limits.
[bookmark: _Toc236669287]2.2 Targeting
Those skirmishes are directly followed by the target: renters and movers around 25-44, where they were deterred by lack of trust, and not cost. It's helpful to target green products to female Gen Z consumers in particular, as Dragolea et al. (2023) discovered in their sample.
IKEA Preowned is already directed at a similar target audience, but is a C2C app Peters, (2024) and only at the more self-assured group that can and will serve themselves. ReLoop's focus is on the bigger group of Frahm, Boks and Laursen (2024), who are interested and blocked by just what Preowned can't fix: institutional support and quick recourse. It's the same population, different mechanism - not duplication.
[bookmark: _Toc236669288]2.3 Differentiation
Institutional trust and condition assurance have been identified as the key factors for consumer acceptance in a circular product-service-system by Wahlström, Lagerstedt Wadin and Ahlgren Ode (2026), a framework Preowned can't provide consumers. This is solved directly by ReLoop's in-store, IKEA-graded answers.
Second, IKEA's design guide states real-life changes to BILLY: paper foil edge banding, disassemble using snap fittings instead of nails (IKEA, 2024).
A third is in technology: Using the AR app significantly enhanced IKEA's users' experience and purchase intention compared to the original website (n=204 vs n=206). There are no other competitors offering this advantage at present – extending AR to refurbished stock.
[bookmark: _Toc236669289]2.4 Positioning
Positioning statement: For IKEA customers looking for affordable, meaningful furniture without compromising on the quality of new furniture, ReLoop is IKEA's only circular range of furniture to make customers feel the same when using it.
This is plotted on Affordability and the Circular/Sustainable Value in Figure 2, using competitors.
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[bookmark: _Toc236664888]Figure 2: Perceptual positioning map — ReLoop by IKEA vs. competitors
Source: Self-made

ReLoop occupies a space that is higher on both sides than that of IKEA New (affordable and low circular value) and John Lewis/Habitat (higher circular value and less affordable). ReLoop is leading the top sustainability barrier and is not a green premium—only 61% of UK consumers cited cost as their top sustainability barrier, according to Deloitte (2026).
While there is no shortage of limits, one honest one is provided by UNEP and the UNEP, (2024): in 50 years, the global use of material has tripled, is expected to go up by 60% by 2060, and high-income countries use six times more material than low-income countries. But on this scale, ReLoop makes a difference, if not a standard-bearer, because it's just a modest statement.

[bookmark: _Toc236669290]
3. Element 3: Marketing Mix (7Ps)
The 7Ps framework is discussed throughout this section and is depicted in Figure 3.[image: 7-Ps-of-Marketing-infographic_960x540]
[bookmark: _Toc236664889]Figure 3: The 7 Ps of Marketing
Source: (Assemblo, 2026)

It is important to lay a foundation of facts before applying the mix, with regard to IKEA's real financial situation. While total revenue decreased slightly by €300 million to €41.5 billion (from €41.8 billion) in FY25, Ingka Group's net income rose by €585 million to reach €1.4 billion (up sharply from €806 million in FY24) — proof that the company is increasingly earning its net income from cost discipline and higher-margin services instead of just sales volume, which is exactly what a circular retail line like ReLoop needs to fit into. This is important for the mix that will follow it; each of the decisions coming after it should enhance the margins, and not just the message.
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[bookmark: _Toc236664890]Figure 4: Ingka Group FY25 financial highlights
Source: (IKEA, 2025)

[bookmark: _Toc236669291]3.1 Product
The range is released with BILLY and VIMLE being specifically selected because it's not a 'sustainable' label that's been thrown on the product, but one that has already been documented via disassembly-friendly fittings IKEA, (2026) and reduced plastic. The product is more than one of the seven Ps; product credibility is one of the key drivers of circular PSS acceptance as identified by OpenStax (2026), and condition and quality assurance is a factor that stands out as one of the best drivers of acceptance of circular PSS as identified by Wahlström, Lagerstedt Wadin and Ahlgren Ode (2026). Likewise, subsequent launches should be based on the same principle: add only lines with an explicit redesign narrative, not just re-used lines.
[bookmark: _Toc236669292]3.2 Price
Given that only approximately one third of consumers in the UK will pay more for a sustainable product Deloitte, (2024), and 61% cite cost as their primary barrier, ReLoop's pricing needs to be clearly lower than the price of new-equivalent products from IKEA and not at the price level of adding a sustainability 'premium'. The upside is summed up in one estimate by WRAP (2023) of £2.37 billion, which UK households could save if they opt for reused furniture instead of new. That's a better metric to use as the reason to price than any kind of sustainability message would be – and it's in line with the pricing trend seen in Figure 4, where profitability actually increased while revenue stayed flat or declined, suggesting that it's not just premium pricing that works in the business, cost-led pricing is working too.
[bookmark: _Toc236669293]3.3 Place
ReLoop can't be placed in a corner of the store as a discount outlet, but must be part of the main store and integrated with new stock, online and in-store. This placement decision is also a differentiation decision: there is already an app version of Preowned, there's a peer-to-peer version of Preowned, so ReLoop's job is to cater to the customer that would like a physical, IKEA-verified alternative to that peer-to-peer version. The two channels do not compete in the same market, but rather divide the market, thereby providing IKEA with the opportunity to cover both trust preferences at once.
[bookmark: _Toc236669294]3.4 Promotion
The AR advantage gained in Element 2 should be carried over directly to marketing content, where a customer can be able to make a first impression of a refurbished BILLY, the same interactivity effect that Zare Ebrahimabad et al. (2024) found for new products. The messaging itself should remain concrete: As mentioned earlier, there is a growing level of scepticism among consumers in the UK towards the viability of sustainable options making a difference, and so a message that focuses on ‘green' rather than being specific is likely to fall flat of the expectations of the reader. Evidence hooks that are more persuasive are price, design, and IKEA's guarantee.
[bookmark: _Toc236669295]3.5 People
This is important for staff training not just because it's a practical issue, but because being seen as a second-hand buyer of a used product is a real barrier to buying said product, as cited by Frahm, Boks and Laursen (2024). The way a staff member handles a ReLoop item – whether as a regular product, or as an after-thought special – directly influences whether that barrier is strengthened or weakened at the point of sale and directly impacts the likelihood of conversion – and People are the only resource that can have a significant influence with minimal investment.
[bookmark: _Toc236669296]3.6 Process
Grading, refurbishment and resale don't have to be an activity that starts from scratch: In FY25, Buyback has already processed hundreds of thousands of units (INGKA, 2026). This emissions trend is part of a wider context: Emissions from Ingka Group have been on a decreasing trend since a baseline estimate of approximately 31 million tCO2e in 2016, expecting to reach approximately 15 million tCO2e by 2030, verified and audited, albeit with a delayed single FY25 data point, due to Inter IKEA Group reporting (INGKA, 2026).
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[bookmark: _Toc236664891]Figure 5: Ingka Group emissions and target, FY16–FY30
Source: (Heather Clancy, 2025)

This is important to the way ReLoop's own claims are made; that multi-year trend appears credible and verified, which will allow ReLoop, in turn, to make claims that it's contributing to a real, measured trajectory — but if it makes specific claims for itself about how much carbon it saves, it should wait for comparable, audited data before doing so.
[bookmark: _Toc236669297]3.7 Physical Evidence
The EU's Ecodesign for Sustainable Products Regulation (2024/1781), which comes into effect on 1 July 2024, will mandate just this sort of lifecycle and materials information through a scannable identifier (European Commission, 2024): Constructing it now makes a compliance requirement a point of difference in the present, as well as the Trust argument expressed throughout this section.


[bookmark: _Toc236669298]4. Element 4: Reflection
The reflection is presented in the format of Gibbs' (1988) Reflective Cycle (The University of Edinburgh, 2026).
[bookmark: _Toc236669299]4.1 Description
The development of IKEA ReLoop had gone through 4 phases: establishing a sustainability rationale based on IKEA's own Buyback data, developing the concept behind the brand extension, the STDP (strategic, tactical, and product aspects) and marketing mix analysis, and presenting the poster presentation.
[bookmark: _Toc236669300]4.2 Feelings
The project felt grounded - rather than speculative - because of the amount of real evidence IKEA had already published, such as the circular design guide and the Buyback figures. After a while, I realized that IKEA Pre-owned already was a live pilot, so I felt like the whole thing was redundant.
[bookmark: _Toc236669301]4.3 Evaluation
The most valuable part of the process was not to give up on the direction, but to work through that moment and realize that Preowned and ReLoop weren't duplicates, but rather two channels for different needs — once I found the specific gap Frahm, Boks and Laursen, (2024) describe (the absence of exchange service and trust in peer-to-peer platforms), it helped to keep them alive, but not redundant. What wasn't as successful was my initial impulse to start off with the message of sustainability; Deloitte (2024) report that only 36% of consumers would pay more for sustainable products forced me to rebuild the pricing and promotion argument on affordability.
[bookmark: _Toc236669302]4.4 Analysis
The takeaway from this project is that a viable brand extension must do something within the bounds of what the company already does, not start with a clean slate: it was not a miss on Preowned, but a discovery through independent research that has maintained the differentiation argument. The other challenge was presenting the poster; this involved a different approach to the written word, one that was more to the point and was spoken rather than the analytical style in Elements 2 and 3, which included dense statistics such as those provided by WRAP in terms of discards, and those provided by Ingka in terms of their financial and Buyback numbers.
[bookmark: _Toc236669303]4.5 Conclusion
The greatest constraint of the project is the fact that it uses second-hand furniture literature that is general, not focused on IKEA's own user base, such as Slaton, Testa and Garrett (2024). Here again, UNEP (2024) gives scope for reflection on scale – a single retail initiative being a modest measure compared to the global trends in material use, and I think I know more about that now than when I started the project.
[bookmark: _Toc236669304]4.6 Action Plan
Next steps: (1) find out what a company has already done before making positioning a new territory as it changed the positioning argument midstream; (2) look at willingness-to-pay evidence as a basis for pricing and promotion decisions, not on assumed sustainability premiums; (3) acquire a more solid, working understanding of the EU circular-economy regulation, as the requirement for a Digital Product Passport was directly applicable but largely unknown going in.
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2.4 Positioning Map

ReLoop is positioned around affordability first, with circular value delivered in a trusted IKEA experience.
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KEA ReLoop: Scaling Circulari
from Service to System

‘Company & Sustainability Rationale

IKEA has made 'a better everyday life
affordable through a_Unear, high-
volume model — but that scale is now
its biggest sustainability _labilty.
Gircular design already shapes IKEA'S
product range, and Buyback resold
nearly 686,500 used products in FY25,
2 39% rise from 495,000 in FY24. Vet
Buyback remains a side-service, not
brand.

This_becomes a new
circular retal dimension,
withdedicated  resale,
refurbishment and
subscription _fumniture
side by side with brand
new IKEA fumiture in
store and online, and not
second_ shelf, featuring
redesigned  circular
products such as BILLY
and VIMLE
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“This is where consumers are - Affordability was cited by 61%
of UK consumers as the #1 barrier to making sustainable
choices. For investors, ReLoop provides a scalable, high
margin service line; and for customers, it providés an

affordable, guit-ree way to furmish a home

"IKEA ReLoop — because sustainability shouldn’t

be aside aisle.”
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