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[bookmark: _Toc236507279]Figure 1: Sustainable Brand Extension Poster: IKEA EcoSmart Home Energy Hub
Source: Self-created in Canva
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The effectiveness of the IKEA EcoSmart Home Energy Hub is linked to the quest to recognize appealing customer segments and evolve a distinct positioning strategy in the expanding smart home and environmentally-friendly technology market (Soni and Kaushik, 2026). STDP framework assists organisations to gain insights into needs of customers, allocate resources and generate competitive advantage by producing high customer value.
Segmentation
Market segmentation breaks down a vast market into smaller segments having similar needs and buying behaviours. For the IKEA EcoSmart Home Energy Hub, geographic, demographic, psychographic and behavioural variables are used to identify target customers.
Geographic Segmentation
It is mainly an urban and suburban urban household in developed societies where the trend of environmental concerns and smart home use is growing. First target markets It will be the United Kingdom, Germany, Sweden and the Netherlands where IKEA has a strong retail presence and governments actively encourage renewable energy and energy efficiency (Nosova, 2024). These are markets, which have favourable conditions of smart energy solutions, especially to urban consumers who are experiencing increased electricity prices.
Demographic Segmentation
The product is aimed at the middle- and high-income level adults aged 30-55 and who either possess or rent houses of a more modern nature (George, 2025). This group has the financial potentials of investing in technologies that offer them savings in the long term and they can maintain sustainable living. It also caters to millennial customers who are environmentally friendly, busy professionals, families and tech knowledge consumers who need convenient and innovative solutions to make their homes.
Psychographic Segmentation
EcoSmart Home Energy Hub is developed to cater to consumers who put a high value on sustainability, innovation and convenience (Perasso, 2024). These people are not afraid of products that will not impact environment and make lives easier every day. The credibility of the product with regard to the environmentally responsible consumers is boosted by the strong reputation of IKEA in offering affordable, functional and sustainable products.
Behavioural Segmentation
The product behaviorally targets the consumers who are interested in reduced costs of electricity, better energy efficiency and more control over the energy in the household. These customers tend to do smart home research prior to their purchase and are driven by saving money, environmental and convenience. The first to turn to home smart technologies and households that have renewable energy systems are especially favourable customer segments.
Targeting
After analysing the market, IKEA will assume segmentation by targeting a differentiated market, whereby they will target environmentally sensitive middle-income families, young professionals and urban families (Vo, 2025). These organizations have the financial capacity and the incentive to invest in sustainable technologies that render financial and environmental advantages in the long run.
This plan would strongly resonate with its current audience, not to mention that IKEA can capitalize on its good brand name as it enters a new line of products.
Differentiation
Differentiation will add value to that product which is not shared by the competitors. The EcoSmart Home Energy Hub is affordably priced, sustainable and AI-enabled energy controlling, unlike its rivals Google Nest and Samsung SmartThings, which predominantly serve the high-end markets of smart home automation.
Compared to other competing solutions that in most cases need costly installations or various third-party devices, IKEA offers an all-in-one solution that includes AI-powered smart plugs, an energy monitoring centre, a convenient mobile app and compatibility with renewable energy sources.
Positioning
Positioning refers to the kind of customer perceptions about a brand in comparison with the competitors. IKEA will brand the EcoSmart Home Energy Hub as a low-cost, sustainable, and smart device that can help families to control their electricity usage and at the same time maintain convenience and quality (IKEA, 2025).
The position statement that is proposed is:
"For environmentally conscious households seeking affordable smart energy solutions, IKEA EcoSmart Home Energy Hub provides an easy-to-use, AI-powered energy management system that helps reduce electricity costs and carbon emissions while supporting a more sustainable lifestyle."
This branding reaffirms the brand promise that IKEA has had to enhance everyday life and extends its value proposition into the smart energy technology. Using trusted brand equity + innovation and sustainability, IKEA will be able to increase customer loyalty.
The STDP plan helps the EcoSmart Home Energy Hub respond to the changing consumer needs, as well as, fulfil IKEA business sustainability and long-term business development goals (Tomakh, 2025). With the use of segmentation, narrow targeting, clear distinction and a robust positioning, the brand extension has high potential of commercial success and enhancing the image of IKEA as an innovator with sustainable approach.
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[bookmark: _Toc236507280]Figure 2: STDP Framework for IKEA EcoSmart Home Energy Hub
Source: (Fripp, 2020)
Figure 2 provides the STDP framework that has been used to create the marketing plan of the IKEA EcoSmart Home Energy Hub (Fripp, 2020). The structure illustrates the role that market segmentation plays in informing the choice of target market, differentiation as well as the general positioning approach.
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The marketing mix is a strategic approach that helps organisations to generate value to the customers and attain competitive advantage (Supriadi and Juju, 2024). In the case of technological products, the 7Ps marketing mix can be used to expand the conventional model to include customer experience and service delivery. The IKEA brand extension strategy of the EcoSmart Home Energy Hub marketing mix serves the needs of environmentally conscious consumers and helps the company implement its sustainable brand extension approach.
Product
The IKEA EcoSmart Home Energy Hub is an AI-powered energy management device, which assists households towards monitoring, controlling, and minimizing electricity usage. It features an energy monitoring station; genius plugs that are programmed with AI and a mobile app that lets users view live energy data and can be robotically controlled to support rooftop solar panels. The system optimizes the use of energy usage, and also offers personalized advice on how to minimize the waste of energy consumption and lowers electricity bills.
The lifecycle of the product has sustainability inside the product. The devices are made of recycled materials and sustainably sourced materials, recyclable packaging and modular design that enables the upgrading of individual parts of the system instead of having to replace this system. This will help IKEA to adhere to the principles of a circular economy, as well as improve its image as an environmentally conscious brand (Ellen MacArthur Foundation, 2023).
Price
Value-based pricing will be used and this means that IKEA will offer products which are less expensive and state-of-the-art (Ali et al., 2024). Despite providing AI-based analytics and integration of renewable energy, the pricing philosophy of IKEA strives to provide innovative solutions to a wide group of customers.
To make the adoption of the EcoSmart Home Energy Hub affordable and reflective of long-term savings due to decreased energy use, the EcoSmart Home Energy Hub will be implemented at a competitive cost. The customer has the option of buying more smart devices but separately or under discounts. Additional affordability will be offered by flexible financing and IKEA Family loyalty discounts, which will promote recurrent buying.
Place
The EcoSmart Home Energy Hub will be sold within the omnichannel retail network of IKEA including its physical stores, the official site and the mobile app. This will allow customers to get the experience of demonstrating products in the store and have the convenience of shopping online.
IKEA has a strong presence and demand of Smart home technology increases in United Kingdom, Germany and Sweden and Netherlands, where the product is to be introduced first. This will be empowered by effective logistics, sustainable transportation, options of click and collect and home delivery to deliver a hassle-free buying experience.
Promotion
A marketing communications approach will be developed to raise awareness and adoption. Social media, search engine marketing, email campaigns and the IKEA mobile application will be the main medium of digital marketing. Interesting educational materials with an emphasis on the energy efficiency and the impact of the product on the environment will make the consumers realize the worth of the product.
Collaborations with sustainability creators and technology makers will enhances credibility and market reach. In store demonstrations will be interactive and customers can feel the product and have more confidence.
PR campaigns that will advertise the sustainability efforts and carbon cutting programs by IKEA will also build the brand (Primožič and Kutnar, 2022). Advertisements will always focus on low costs, technology and the environment.
People
Individuals are significant towards the provision of positive customer experiences. Specialised training that will equip the employees of the IKEA with the smart energy technologies, installation procedures and sustainability principles to be advised to the customers is going to be offered.
Customer service personnel will be available to assist customers by giving in-store consultations, online chat and dedicated helpline. The level of professional installation services and product tutorials will enhance confidence among the customers and certified product installation partners will provide assurance in implementation where necessary. Such programs enhance customer confidence and loyalty.
Process
Purchasing and support process will be conveniently designed. IKEA enables customers to search inter product information, make product comparisons and personalised recommendations on product packages using its digital platforms.
Customers can get installation instructions using the mobile app after the purchase or can hire professional installations. The AI-based system keeps track of the usage of energy and sends automated notifications, reports of the performance and individual energy-saving tips.
The registration of warranty, software updates, and support is part of the digital platform, which provides a smooth after-sale experience, promoting long-term interaction.
Physical Evidence
Customers are also confident in the quality and sustainability of the products because physical evidence proves this to be true. The EcoSmart Home Energy Hub will be part of a minimalist Scandinavian design of IKEA, a key aspect of innovation, simplicity and functionality  (IKEA, 2025).
The package will contain the established environmental certifications along with data on recycled materials, energy saving and carbon footprint. In-store demonstrations will be interactive and allow customers to see the real demonstrations before they buy.
Professional look of the mobile application, ease of use web site and relative uniformity of the brand image of all the contact points of the customers also add credibility to the product and help promote IKEA as a reliable provider of is eco-friendly smart home products.
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[bookmark: _Toc236507281]Figure 3: The 7Ps Marketing Mix Framework for IKEA EcoSmart Home Energy Hub
Source: (freepik, 2024)
Figure 3 shows the marketing mix 7Ps model that will be implemented in the IKEA EcoSmart Home Energy Hub (freepik, 2024). All elements have been customized to serve as the sustainable brand extension strategy and create value to the environmentally conscientious consumers.
Conclusion
The 7Ps marketing mix offers an all-encompassing approach to the introduction of the IKEA EcoSmart Home Energy Hub. IKEA can add value to the product offer in a more systematic manner by fusing a differentiated and sustainable product with value pricing, omnichannel distribution, built-in promotion, well-informed employees, cost-effective processes and robust physical evidence to provide an elevated level of value to the environmental customers. The current marketing mix justifies sustainable brand extension strategy of the company, enhances its competitiveness in the emerging smart technology market and also leads to the business expansion in the long-term.
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By developing the IKEA EcoSmart Home Energy Hub as a sustainable brand addition, I was able to understand in greater detail how marketing strategies can lead to businesses expanding directionally over the long term and gaining a competitive edge. This project helped me understand that successful brand extensions are far beyond merely presenting a new product into the market. They need to be consistent with the brand image of the company and address any changing consumer demands, changes in technology and market trends. The creation of this sustainable brand extension illustrated the ways in which environmental responsibility can be incorporated into the strategic marketing decisions in order to generate value to organisations and customers.
The completion of the STDP analysis helped me to enhance my skills in determining the right customer groups, as well as creating a specific targeting approach based on demographic, geographical, psychographic and behavioural markers. This cycle made the necessity of consumer preference knowledge in terms of designing marketing operations and the possibility of choosing the most appealing market segments evident. I also realised the relevance of differentiation and positioning in enabling organisations to create a competitive advantage in the ever-growing markets. The graphics of developing the 7Ps marketing mix also helped me improve my strategic thinking skills by showing me how product, pricing, distribution, promotion, people, process and physical evidence need to pull together in making a successful, long term brand extension.
The creation of the poster presentation enhanced my communication skills and design. Breaking down complex marketing ideas into a compact, interesting and illustrative format involved thoughtful choices of the most relevant information without losing a persuasive message to both clients and the prospective investors. I also understood that visual communication is able to make complex concepts easy to comprehend and enhance involvement by the people. Also, during the presentation, I was able to gain confidence in being able to explain the marketing concepts in a clear format within a restricted period of time whilst having to respond to the expectations of the audience in a professional way.
This evaluation gave me a lot of personal and professional growth as it helped enhance my research, problem solving, and critical thinking skills. The use of the standard marketing theories on a particular organisation helped me to bridge pre-theory gap between theory and its application in business decisions. My better understanding of the emerging impact of sustainability, artificial intelligence and digital technologies on contemporary marketing tactics was another outcome as well.
I would also enhance my work in future projects by adding primary market research, including customer surveys, interviews or focus groups, to prove the needs and preferences of customers better. I would also consider further testing with other emerging technologies such as predictive analytics and sophisticated artificial intelligence applications to create more personalised and data-driven marketing practices. Additionally, I would work on my presentation skills through practising more in order to gain confidence and presentation.
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