
People & Planet Positive 
Joanna Yarrow, Head of Sustainability IKEA UK&IE 
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How shall we live? 
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      a new adventure 

• Relevant 

• Attractive  

• Accessible 

• “no method is more important than a 
good example” 

• IKEA starts with & shapes how 
people live 

• 1.5 bill customers / year by 2020... 

 



Founding 

principles 
• Use resources carefully 

• Treat people well 

 

• “Wasting resources is a mortal 

sin at IKEA” 

 

• “Waste of resources is one of 

the greatest diseases of 

mankind” 

 

• ”Our goal is to create a better 

life for as many people as 

possible around the world” 
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This is not new  

to IKEA 
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40,000 ton palm oil 

13.56 million m3 wood 
39 million m3 water 

150,000 ton cotton 

33 million ton of CO2 eq. 

IKEA and the                   

planet      
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Our customers 

care 

• Our customers are more 

receptive to sustainability than 

the general population (70%+)  

 

• They want IKEA to actively help 

them 

 

• They don’t want to work hard,  

pay more or compromise on 

qualityl 
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Resource  
scarcity 

Need for: 

Climate change Transformational  
change 

Sustainable  
business model  IKEA’s impact 

+ 

= 

More  
consumers 

Transformational change 

needed... 

+ 
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People & Planet 

Positive 
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We must have positive 

impacts: promoting 

renewable energy, 

healthy & safe chemicals, 

responsible stewardship of 

forests & farmlands, & a 

fairer society 

 

 



People & 
Planet  

Positive 
 
 

Inspire and enable millions 

of customers to live a more 

sustainable life at home 1 

Strive for resource and 

energy independence 2 

3 
Take the lead in creating a 
better life for people and 
communities 
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A more sustainable            

life at home 
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•LEDs 
85% more energy efficient 
 last 25x times longer 
 All bulbs sold = LED by 2016 
•EV 

•PV 

Tecchie wizardry... 

At lowest prices 

 
 
 

Fourfold increase in 

sales 
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Build on the 
existing 
range 

+ 
 develop 

new 
exciting 

products & 
solutions 



Resource and energy 

independance 
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Offering sustainable 
products at lowest price for 
the many people 



Light weight constructions reduce raw-

material consumption and increase transport 

efficiency 



Flat-packs and knock down solution 

decrease our need for transportation 



Generate >30% our own energy, 70% by 
2015, 100% by 2020 
 
340,000 solar panels  
& 126 wind turbines in 5 countries 

3 million m3 purchased 

wood  from preferred sources 
 
All wood complies with strict 
sourcing requirements 
50% FSC / recycled by 2017 

>1/3 of all cotton used is 

more sustainable (BCI) 
 
100% by 2015 



By 2015:90% of the total 
sales value from home 
furnishing products 
classified as more 
sustainable 
 
 

More sustainable 

products 
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IKEA 365+ MYSA quilt 

Lyocell used for outer fabric and 
filling – meaning less use of 

polyester and cotton. 

GULÖRT cushion 

A cushion filled with production 
leftovers from IKEA quilt 

production. 



•Using recycled materials  
•Ensuring components are easily recycled 
 

•91% of home furnishing materials 
(incl.packaging) made from renewable, 
recyclable or recycled materials. 
 

•100% by 2015 
 

•CLOSING THE LOOP – furniture 
takeback, updradability, leasing??? 
 
 

Turn waste into 

resources 
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A better life for people       

and communities 
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IWAY at all suppliers 
 
Small-scale producers, co-ops, etc. 
 
 

100 million children 
  
The IKEA Foundation donated €65 
million in 2011, helping children in 
more than 30 countries 

27 BUSINESS PLAN FOCUS WEEKS FY14-16 
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Opportunities: 

 

- More Sustainable Life at Home 

 

- Scale & reach (supply chain + customers) 

 

-Take the long view  

 

- Trust / confidence 

 

- Space for ‘flawsome’ approaches 
 



13-Sep-13 [IKEA Business Unit/Topic name]  29 

THANK YOU 

joanna.yarrow@ikea.com 
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