Engaging the value chain on sustainability
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Mission Zero:

our promise to eliminate

any negative impact our company
may have on the environment

E by the year 2020.

Interface FLOR

365 SIMPLE WAYS TO SAVE
ENERGY, RESOURCES, AND MONEY
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= ' New Series
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EVERY 5 WEBK®gs usl% CLOSERthe
2030target deadline of reducing global emlssmns
by 45% set out In the Paris Agreement as a key

waypoint on the journey to net zero
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FORCES
OF

CHANGE

REGULATORY PRESSUR

(inclcarbon pricing
rendering existing

business models
unsustainable)

INCREASED COST OF
CAPITAL

for companies without a
clear place in a low
carbon future

SUPPLY CHAIN
DISRUPTION

Physical risks and
vulnerabilities .’

‘BUSINESS AS‘

USUAL IS
NO LONGER
‘AN OPTION

L

COMPETITORS moving
faster to build a low
carbon economy

CONSUMER DEMAND
for climate performance

PULL FROM TALENT



HOW WE HOW WE
LIVE NOW - NEED TO LIVE

The role your business can play

How your offer needs to evolve

How to harness stakeholder power



Good housekeeping

Operational efficiency
Risk mitigation & compliance
Silo departments
Low co -worker engagement
Low brand recognition

Core business
Engagement
Positioning
Innovation
Business development
Commercial opportunity




Create a better

everyday life for
the many people




REGENERATIVE BUSINESS

Sustainability Circularity Regeneration
Do Design Replenish

less harm out waste and restore






1: Align ¢ set a north star
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By 2030
we aim to
Inspire & enable

1 billion people to live a
better life within the
limits of the planet







2. Embed ¢ strategies,
plans, KPIs



WHAT IF
sustainability
was part of
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3: Empower






Live

Real stories and
ideas on how to be
kinder to the worid
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Solutions.
February 22,2018 - @

@ IKEA added 10 new photos to the album: Introduction to Home Furnishing

We had so much fun at the IKEA Family workshop at Hej HOME, Hyderabad! If you too want to
be a part of these events, simply register here for free: http://ikea.in/ikeafamily
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Sustainable

lkea’s ‘Lagom’ Collection sets a new standard for brands
2nd May 2019

. 5——
{ Lagom idea
Lagom idea repurpose your
make your own trellis 7 cupcake tray

2019 has seen more brands than ever take strides towards becoming more sustainable. But none more so than lkea it
would seem, whose new sustainable living movement is saving the world - one, reusable household item at a time.

Christmas

‘RENDING: CHRISTMAS ADS POWER 100 SCHOOL REPORTS 2022 THE KNOWL

IKEA

Hannah Ellison ‘ February 22,2017 Howlong? | 2-3m

Behind the scenes: Ikea
launches ‘Live Lagom’ events
series

Swedish retailer Ikea launched its 'Live Lagom' event yesterday (22 February), in a bid to encourage its
customers to live more sustainably.
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4: Inspire + enable
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ONLINE /
SOCIAL

CO-WORKER

Accidental Environmentalist
60"'/30"

"

Steps to sustainability

FAMILY

Accidental Environmantalist
20%/15"

Commitment posters

Workshops
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Asset Overview

Accidental Envlronmemwst

Everyday Tips Power In Numbers Chmate Action 60*
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Story signs & general

Car park posters IKEA Effect posters posters Veggle Ball Activation
~ - )
? 0B 7530
110 %
IKEA Effect posters Thought starters
Hans & -0.-
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Knowledge on the Go Engagement Activities

ume

IKEA com IKEA Better Living App



5: Measure Impact



Better Living App

® Showcase products & activities
Gather unique market insights
® Measure impact

® Help make offer more relevant

BETTER LIVING
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) IKEA Sustainabla:
"-"‘EA/‘ Living Challenge

4

Branded
App

Engaging
Challenges

Your Actions

pounds

!
.1 211,327
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Real Impact




6: Insight - active listening
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A PEOPLE -DRIVEN MINDSET

Listen and empathise Analyse and identify challenges and needs



Pass on
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