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WOﬁOP —_1!500 With around 800 home furnishing suppliers in more llfe for the many peop|e g
! IKEA suppliers and partners' than 50 markets and over 150 global food suppliers -

L 9,500

products in the IKEA range

0 4.5 billion

visits to IKEA websites Resulting in 28% of product sales

ED 900 mllllﬂ“ 504 stores in more than 70 markets

visits to IKEA stores Resulting in 69% of product sales

€ A46ubiion | KEA husiness FY25

'We work with approcimately 1,500 suppliers for home furnishing, transpart, logistics and distribution services, camponents, and food.
* Excluding sales taxes, including sales of IKEA products, lTood and services by IKEA Tranchisees.
iWe measure produced volurmes in cubic metres (im?).
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Climate footprint
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Co-worker commuting _ 130 (s FY1G
& business travel - 13% (vs FY16)
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Main improved areas in blue

Total decrease in 8 years:

Energy / Electricity at IKEA facilities and 15t tier suppliers is
75-99% renewable, most of transformation there is done

Time to move material value chains
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Product use at home V24 54% vs FY16)
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Materials at IKEA

Wood material include boards of
various density

~ 5% of entire IKEA climate
footprint comes from board resin
(half of “wood” in the CO, eq chart)

5%

Textiles and comfort materials
B% . 5%
Other: \ Rigid plastic

10% Weight 60%
11%
Metals
12%
185 Rigid plastic
Textiles and
comfort materials
22%
Wood
Climate
footprint __ agm
(tonnes CO:z eq) Metals

9%

Other: ~
10% —

Paper



Material innovations introduced differently

“NEWS" solutions

Customers will notice, require new
range or changes to current range

SAMLA
Semi-
transparentin

some markets:

50% lower
product
climate
footprint

“IMPROVE" solutions

Customers won't notice, require
changes or “improves” in range

FYRESDAL
Thinner but
stronger
steel -

37% lower
material use
and 20%
lower climate
footprint

“DROP IN" solutions

Customers won't notice,
require no change in range

Bio-based

Board Resin
Implementing
with IKEA Industry.
Different solutions
required to fit
process lines



21 3 climate footprint of
meeaes, the IKEA value chain

51,6%
~10% by weight of the board is resin /> 500 000 tonnes per annum
Urea Formaldehyde is dominant
Biogas as energy and/or feedstock will decrease material climate footprint
To scale transition in time for 2030, competitive cost models are essential
Comfort
& Surface
polymers 3,8%
Board
resin
MATERIALS FOOD PRODUCTION PRODUCT IKEA RETAIL & CO-WORKER CUSTOMER PRODUCT USE PRODUCT OTHER
INGREDIENTS TRANSPORT OTHER COMMUTING AND TRAVEL & HOME AT HOME END-OFLIFE

OPERATIOMS BUSINESS TRAVEL DELIVERIES



Not to earn more
money for ourselves

Sustainable products need
to be desired by AND affordable

| =2
Small product lines at green

premium cost will not benefit
GHG emission at Iarge scale
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The broad picture
Affordability is a business decision

Limiting GHG emission shall deliver
to national / international targets

Biogas is often a drop in solution
Its industrial potential deserve

political focus and means to scale
faster beyond fuel use
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