How to create
loveable circular
solutions. theixea way.






People & Planet Positive strategy
Three key areas
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Healthy & sustainable life Circular & climate positive Fair & inclusive
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Circular IKEA

Three perspectives

Designing products

2

Production and
distribution

Consumers,
customers,
co-workers
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The co-creation process
From insights to verified solutions

Q- -E-Y

PEOPLE VALUE BUSINESS TEST

DRIVEN PROPOSITION &
PRINCIPLES MODEL IMPLEMENT

CHALLENGE INSIGHTS
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During the process we were searching for the answers for the following
question:

How might we enable people to bring
things in, give new value to things,
and get rid of things so that they can

take action and feel confident?
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DESIGN
THINKING
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We want to own our things. As long as we still have space We have a thorough system
Not owning brings more we store the stuff we no longer and defined criteria to find
worries than pleasures. use. suitable destinations for

things we get rid of.

ig




meet needs related to time,
money and effort while
aligning with their values

EXTERNAL
INFLUENCERS

reinforce  positive  external
motivators and remove
external de-motivators

provide simple, fair and
transparent terms  and
relieve the fear of being
judged by others

TRUST

be aware of benefits and
drawbacks of existing solutions
and people’s view of those

ACCESSIBILITY
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Even more people
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And their...
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Designed for Designed by Date Version.

The Business Model Canvas
B M C Key Partners é’ Key Activities ° Value Propgesitions i‘% Customer Relationships ' customer Segments ’

¢
Key Resources ° Channels 'Q
-

-
Cost Structure 0 Revenue Streams o

L Ol O e e e L T e (®)Strate gyzer
DESIGNED BY: Strategyzer AG
The makers e/ Durress Medel Generaten and Steategyser strategyzercom
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The Business Model Canvas
B M C Key Partners é’ Key Activities ° Value Propgesitions i‘% Customer Relationships ' customer Segments ’

¢
Key Resources . Channels 'Q
-

-
Cost Structure 4 Revenue Streams o

22,?29 ® R R R T N e @strategyzer
The masary -'.:,',::Ti'ff..'f.':w.uﬂ- and Strategyrer strategyzercom
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BMC
Customer segments

I sell things I give things to family
on online platforms and friends

I have things hidden, I put things in the bin
stored, or forgotten or beside the bin
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The process in
numbers

IKEA people engaged:
Global team: 6
Polish team: 19

Consumers interviewed: 59
Days: 5 (preparations) +20 (process of
co-creation and interviews) + weeks of

gathered data and results processing

Engagement of the country leader and
back-up person in hours: 412 h




t 7
nex

d

N

A

g:
I:g
vl
oV
I‘O
pl‘

P

iIm

iIm

9,

n

t:I‘I

SI'l

en

g|;I:1

ﬁlgn: nn

tty: n

tost

Ot:S

r L

4

np:’:pgl

I P

ntz

I‘Iot

Ii:o

Pro

pI‘

P

©)
I
u
)

4

I

M

3

SAS v

h

.

w

5]

|

A

4

0

1

8

%
%‘.'%
:
=
:
=
:
:




So, how can IKEA help
people in Poland to be more
circular at home?
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Better Destinations’ frames
Crucial elements

B\ =
( ] —
oy = Q
N\ —
Awake Declutter Next-life

Guide enabler
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Better Destinations
Crucial elements

awake
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Better Destinations
Crucial elements

declutter guide
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Better Destinations
Crucial elements

next-life
enabler
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Black Friday




occasion

BLACK
FRIDAY

rush
shopping fever
pressure

EMOTIONS

subject

CIRCULAR
ECONOMY

prudence
calmness
balance
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Let's poke them



#przydasie
#mightbeuseful



Discover "MIGHT BE USEFUL" collection at your home

DAWNO DAWNO NIGDY DLUGOLEZACY
ZAPOMNIANE NIEOTWIERANA NIEUZYWANE Komplet jadalniany
Akcesoria dzieciece . Szafa z nieuzywanymi Akcesoria kuchenne Z piwnicy
ze strychu ubraniami 0,_ 0,-
0,- 0,-
I -
¢ é
| -
~MIGHT BE USEFUL" collection ~MIGHT BE USEFUL" collection ~MIGHT BE USEFUL” collection +MIGHT BE USEFUL” collection
FORGOTTEN-LONG-TIME-AGO LONG-UNOPENED NEVER-USED LONG-CELLARED

Children accessories Wardrobe Kitchen accessories Table set from the basement
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IKEA.pl/przydasie

IKEA FAMILY IXEA DLA FINM

@ PRODUKTY POMIESZICIENLA v IMSFIRACIE

Myslimy "na ckraglto”
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IKEA.pl/przydasie

SPRAWDZ NASZE POMYSLY NA ODSWIEZENIE KOLEKCII ,PRZYDA SIE”

Wizyty w domach: tatwe | nledrogis
pomysty na odéwietenie stylu
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Most things remain to be done.

Ingvar Kamprad
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