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The global goals...



The Global Goals
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The Global Goals

WHAT IKEA GROUP AND IKEA FOUNDATION ARE DOING

SUSTAINABLE DEVELOPMENT

PEOPLE & PLANET POSITIVE STRATEGY

GOAL

End poverty in all itz
forms everywhere

Owur vigion is to creabe & better everyday life for the many peo-
rle_ We are committed to having a positive influence on paople's
ives across our value chain; supporting positive econamic,
social and environmental development, promoting equality and

= The work of

placing respect for human rights at the centre of what we do.

« Conitributing to better lives for people and communities !:hmughout our value chain, page 52 =

« Warking with socisl entrepreneurs to effect social change, page 75

the IKEA Foundation aims to improve opportunities for :lllldmn and youth in some of
the world's poorest communities, page 78 »

End hunger, achieve We aim to enable and encourage & more balanced and healthy - p g of ing for IKEA Food products, and promoting sustainable farming
food sacurity and diet, and we strive to source our ingredients from more sustain- practices, page 30 &
improved nutrition and | able snnrres that are hatter far nannle and Fhe nlanst # Oferinn healthisr and mare hie frnd far aur and en-wnrkers

promaete sustainable

Bgriculture
Ensure healthy W\ SUSTAINABLE DEVELOPMENT OSITIVE STRATEGY GROUP AND IKEA FOUNDATION ARE DOING
lives and promote sust OAL
well-being for all at
sl ages End poverty in all its Our vision is to creabe & better everyday life for the many peao- = Contributing to better lives for people and communities mmuglwm. our value chain, page 52 »
farms evarywhere I:Ia. We are committad b having a positive influence on people's | = Working with social entrepreneurs to effect social change, page 75
lves across our value chein; supporting positive econamic, = The work of the IKEA Foundstion aims to improve opportunities for mlldnn and youth in some of
Ensure inchusive We ( social and envir equallry and
and equitable quality eppi placing respect for human rights at the nan.re of whnt we do.
education and promote | gooi
lifelong ElFN%ﬂ i &nd End hunger, achieve Ve aim bo enable and encourage & more balanced and heaithy SUSTAINABLE DEVELOPMENT PEOPLE & PLANET POSITIVE STRATEGY WHAT IKEA GROUP AND IKEA FOUNDATION ARE DOING
opportunities for all food security and diet, and we strive to souree our ingredients from more sustain- GOAL
improved nutritien and | able sources that are better for paople and the planet,
pmﬂm sugtainable Take urgent sction to We are geing all-in to tackle climate change, for example = Going all-in to tackle climate change scross our walue chain, page 9 =
Achieve gender We B9 e combat climate change by mmmlnlng to produce as much renewable energy as we = Advocating for strong policies on climate change and supporting the transition to & low-
equality and empower | our &nd its impacts in ¥ 2020, and g our entire carbon economy, page 86 =
&l women and girls lead Ensure healthy We went to inspire and enable our customers to live & more 0 lighting rnnge m LED. We ale joinlng with others to take a stand | = g the of aur ep for example by producing more renewable
lives and promate sustainable and healthy life at home, and call for pogitive change, and inspiring others, including sur energy nnd improving energy effidency, page 36 &
well-being for all st customers, to take action. = Cresting products and solutions to enable sur customers to live a more sustainable life at
home, page 11 =
all ages
Conserve and sustain- We ble fisheries and by sourcing = Sourcing the fish and seafood for our restaurants and Swedish Food Markets responsibly,
Ensure availability et Ensure inclusive We offer our co-workers excellent learning and development ably usedlhe T:eans, our lsh and seafood from sustainable and responsible sources. from ASC or MSC sources, page 31
and sustainable ship and equitable quality opportunities in their daily work, Our global campaigns for & aenp AN b'“" n:a:bl
maRsgament of e educstion and promote | good cause, such as Soft Toys for Education, &ngage customers :‘:‘\L‘H v :‘" o
wahe:'nnd sanitation focu lifelang learning and co-workers to improve children's lives. pmen
for all oppartunities for all
Protect, restore and We take & lead in the responsible sourcing of rew materials. = Sourcing our key rew materials, like cotton (page 28 ») and wood (page 25 »), from more
prbnlamm !lr.lml - fAII of the cotton and 50% of the wood we use now comes sustainable mmﬂ,ﬂp:ga nE s
Ensure access to We Bble use of terrestrial rom more sustainable sources, * Using only FSC certified paper to produce our catalogue - the world’s largest print run ever ta
affordable, relisble, rane Achieve gender We want to create a fairer and more equal society. Starting in ecosystems, sustain- be produced Using 100% FSC Mix Credit certified paper, page 26 &
g equality and empower our own operations, our goal is te reach gender balance in key ably manage fo
sustainable BMF opet all women and girls leadership positions. combat desertification,
modem anargy for o rent &nd halt and reverse

land degradation and
halt biodiversity loss

Promote peacaful and We wank to create a better life for the people and communities = Supporting human rights (page 70 =), and ereating & better everyday life for the many people
§ Come Ensure availability We aim to become water positive by promoting water steward- inelusive socisties for impacted by our business. Through our Code of Conduct and and communities across our value chain, page 52 &
kg 2nd sustainable ship throughout our walue chain. We contribute to improved sustainable develop- s sﬁppliu Code of Conduct, IWAY, we promote ethical and + Ensuring an ethical approach to the way we do business, through our Code of Conduct, page 85 &

managemeant of
water and sanitation
far all

Ensure access to
affordable, reliable,
md

‘water management in water stressed areas where we operate,
focusing on both water use and water quality, and impraving
Bccess to clean water,

We will become energy independent by being & leader in
renewable energy and improving enargy efficiency in our

Al
medern energy for all

. By August 2020, we will produce as much
renewable energy 2s we consume in our operations.

ment, provide secess
to justice for all and
build effective, ac-
countable and inclusive
institutions at all levels

S!rumhen the means
of and

our value chain.

business g

By building collaborations and partmerships with other
MG0s and UN bodies, we work towards

mnlbe the global
partnership for sus-
‘tainable development

Partnering with organizations te extend our impact beyond our own business scross many areas,
from climate change bo migrant workers, page B4 »

becomning people and planet positive and to
change in society,

@ with others to take clear posnlons on 1he issues that matter most, and advaocating far
stronger climate policy, the to & ¥e forestry, resource
efficiency and waste mansgement, page 86 »

GOVERNANCE AND ETHICS |

o1



IKEA Foundation

BRIGHTER LIVES
FOR REFUGEES
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ALGODC)N ABASTECIMIENTO

RESPONSABLE

Casi

100%0
Del algodén que usamos en todos los 1%

productos praceden de fuentes mas del algodon
sostenibles

consumido




ABASTECIMIENTO
COMIDA RESPONSABLE

Veggieballs — .
Una alternativa vegeta.rla%pa
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Cambio climatico









Cambio climatico
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OPERACIONES MAS SOSTENIBLES




INVERTIMOS EN ENERGIA RENOVABLE ORERACIONES MAS

SOSTENIBLES

53%0 /700,000

en FY15 Paneles solares

100% 3 14 wind turbines Compromiso

600 MEUR
Para 2020 | eninversiones en

energias renovables




INVERTIMOS EN ENERGIA RENOVABLE ORERACIONES MAS

SOSTENIBLES

iQueremos ser energéticamente independientes en Espanal!
Producir mas energia renovable de la que consumimos




ENERGIA Y AGUA EN CADENA PROVEEDORES ZFERACIONES MAS

18%0

Mas eficientes
energéticamente
desde FY12




IKEA Foundation @ UNHCR  IKEA Foundation

The UN Refugee Agency [ikEA)

METAL FRAME
Held together by
flooring plastic fasteners.  conneclors & wires




Allanzas y colaboraciones para
cambiar las cosas...



WE MEAN BUSINESS ) MOMENT FOR ACTION

THE 15 THE TURNING POINT ]
imate change.
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climate change. Since the
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want an ambitious climate ool ; ek el Id I"EIF £ II] el u.Tl‘r e thE . | . ) ) . = : . - - %E&ngr]ﬂg'%
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CLIMATE
CHANGE?
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wemeanbusinesscoalition.org @
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#GO IDDPERCENT CAM PAIGN

+ social media by signing a petition at

their sup
i and a 1I I
up to CC'F'"].. we
L nd custemers
Find cut more at therel00.org @ ] oom @ and

transition to 3
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Derechos humanos



MEJOR CALIDAD VIDA EMPLEADOS PROVEEDORES

87 auditores IWAY 98 9% g

aprobaron DA Y.« .w..h'b ﬂ ﬁ

(home furmshlng suppliers) fﬁ»




DERECHOS HUMANOS




Economia Circular



Economia Circular

OUTLINE OF A CIRCULAR ECONOMY
PRINCIPLE

1

Preserve and enhance
natural capital by controlling
finite stocks and balancing
renewable resource flows
ReSOLVE levers: regenerate,
virtualise, exchange

Renewables Finite materials

Restore

Virtualise

Regenerate Substitute materials

Renewables flow management Stock management

o

Parts manufacturer

Biochemical l ‘
feedstock Product manufacturer

Biosphere J, ¢

Service provider

+_|
ﬁ}.

Consumer

g/collection’

PRINCIPLE

2

Optimise resource yields

by circulating products,
components and materials
in use at the highest utility
at all times in both technical
and biological cycles
ReSOLVE levers: regenerate,
share, optimise, loop

Regeneration

Biogas

Cascades

Collection

Collection

Extraction of
biochemical
feedstock?

PRINCIPLE

3

Foster system effectiveness
by revealing and designing
out negative externalities
All ReSOLVE levers

Minimise systematic
leakage and negative
externalities

1. Hunting ared fishing
2. Can take both post-harvest and post-consumer waste as an input

Source: Ellen MacArthur Foundation, SUN. and McKinsey Center for
Business and Enviranment; Drawing from Braungart & McDanough,
Cradle to Cradle (C2C).
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Economia Circular
Circular IKEA significa cambiar la forma de ver...

...huestra cadena
. de suministro

..la manera en la que
hacemos nuestros productos

| )ﬂ.\Q 9 kg S0
Cuando cerramos
el circulo,
empiezan a
ocurrir grandes
cosas

. A — 3
3 %._;‘" l. _-_l q

...la manera en la interactuamos
con nuestros clientes




PRODUCTOS MAS SOSTENIBLES
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PRODUCTOS MAS SOSTENIBLES

e
%ﬁ 98%

de las materias primas de nuestros
productos y embalajes son
renovables, reciclables o reciclada.

PRODUCT
INNOVATION

OUR 11 CRITERIA

TO EVALUATE PRODUCTS

o More from lmss

& Renewable materials

IT.(Reused and recycled materials
B Materlals from more sustainable

sources
™ Recyclability at end of life SKARPO CHATR
& Quality 00
ETransport efficient 1 ofﬂ o
i i RECYCLED
&' Energy use in production RECHSLE

Renewable energy in production
Raw-material utilisation
o Sustainable life at home

En FY15, D49%

de las ventas proceden de
productos clasificados como mas
sostenibles.




PRODUCTOS MAS SOSTENIBLES

viDJIA

TEXTUR €32.29 De 33 piezas
| asolo 9

28% _em




PRODUCTOS MAS SOSTENIBLES !

IKEA PS 2017 ZERO WASTE IKEA COLLECTION
1 .

2
P




PRODUCTOS MAS SOSTENIBLES
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La transparencia









Radical transparency

SUSTAINABILITY
1800 Mentions / day




BETTER LIVES FOR WORKERS
IN OUR SUPPLY CHAIN

Our supply chain is = diverse, global
network, Over 600,000 people in
more than 50 countries work for our
tier 1 home furnishing suppliers
alones Our suppliers’ own suppliers
- our sub-suppliers — in turm employ
millions of other pecple.

Our suppliers are the story behind
every IKEA product. We work side by
side with them throughout the design
and preduction phases, With their
help, we are able to use the maost effi-
cient, ive and creative ways
o bring our designs to life. We are
constantly learning from them, and
we strive to meet their expectations
as much as they meet ours.

‘We are committed to working
together with our suppliers to develop
decent jobs, support human rights

and have a positive impact on the
lives of the many people in our supply
chain, The starting point for this is
our supplier Code of Conduct: TWAY.
TWAY sets out our minimum
requirements for suppliers on environ-
ment, social and working conditions,
wihile supporting the developmant
management systems to aid
continuzl comgpliance (see page
&2 ). This helps us to develop lang-
term relationships with our suppliers
so that we can grow together with
shared values and understanding -
the average lengzh of our supplier
relztionship is more than 11 years and

* Cur ar 1 suippfiars work diactly with IKE, prowiding goods.
‘and sarvices speified by s, witheut an inbermadiary.

PEOPLE & PLANET
POSITIVE TARGETS

Maintain the socizl and envirenmental improve-
ments reached through the 100% IWAY approval
of all suppliers of home furnishing and other key
products and services

By August 2015, expand the reach of our supplier
Code of Conduct, IWAY, by securing approval at
local IKEA Food, Indirect Material and Services
amd ratail suppliers within the seope of IWRY.2

By August 2017, go further into our supply chain
by securing compliance to TWAY Musts® at all
sub-suppliers of critical materials and processes.

ia waimple tation, Instha, wood, demn & fasthe’s,
palm a, ratursl Rhnes mod planta.

PERFORMANCE IN FY15

98.9% of home furnishing suppliers IWAY approved,

with the remaining 1.1% being phased out. 96% of

transportation suppliers, 55% of global food suppliers
Components suppliers IWAY

All Indirect Materials and Services suppliers TWAY
approved (B7%), pending a scheduled audit

or being phased out. B5% of retail suppliers TWaY
approved. We are changing the way we work with
our food suppliers. In FY15, we continued to map our
lecal food supply chain - the results, including levels
of IWAY compliance, will be available in FY16.

92% of critical hame furnishing sub-suppliers comply
with TWeY Musts — based on the 1,897 sub-suppliers
we have identified as critical.

Challenges tions in compliance between audits
(except where a serious or IWAY Must
violztion is found). For example, we

kniow that wages and working hours

An ongoing challenge for us and our
liers is the conti imph

TOP 5 HOME FURNISHING PURCHASING COUNTI
(% OF TOTAL FY15)

China
Poland
Italy
Sweden
Lithuani

tend to be the areas where it is most
challenging for suppliers to maintain

continual compliance, whereas health
and safety is an area where they can

tation of TWAY between audits and
approval, Data analysis over the past
five years shows us that:

= New suppliers have an average com-
pliance rate of 78% when they start
with us (though they must show
the potential to reach 100% at this

stage')

= Supgliers reach 100% (approved) in
the first 12 months

= At consecutive audits the compliance
rate averages

= After each audit suppliers have 90
days to get back to 100% (at which
point they are approved ).

This means that 2 supplier can remain

IwAY approved but still show fluctua-

maintain standards after making initial
changes. Qur goal is to work together
with suppliers to maintain continual
compliance with all TWAY require-
ments, To help us measure and man-
age our improvement in this area, we
plan to intreduce comgliance rate as a

indicator zlongside over-
all approval from FYi6 onwards.

We work with our suppliers to
embed TWAY into everyday business
processes and maintain TWAY perfor-
mance. In South East Asia, we have
sezen a lack of integration of IWAY into
management systems, which has con-

IWAY approval at home FYii F¥1z FY1i3 FY14 FY15
furnishing suppliers, %'
Europe 90 100 100 93.5 100
Americas 94 100 100 96.2 98
Asia, total 41 92 97.8 978 98
China 30 S0 99.2 98.8 98
South Asia 65 93 2.2 959 a5
South East Asia 56° 97 6.7 4.7 a9
Al regions 67 96 99 98.6 98.9
ishi IKEA Incsstry factoris, Exchudes new suppiars that

hawe up ba 12 monbis bo be approved. Suppliars thet have & non-comphance idestified and are st

withins tha $0-clay pasicd alowsd b5 corract i, are categeris

o
e UE% of tha b
* Figure restated from FY14 (65%).

wd &3 spproved. Supplers panding &

i nu#bhﬂnlwdhlmghlhnmhnluﬂhhnﬂunhﬂ =
ctal in FY15). In FY15, the resainisg 11% sppiis te supplinss bung phased cut.

tributed to unstable IWAY comgpliance
rates, In FY13 we introduced the TWAY
Independent Program’, This helps us
collaborate with supplers to integrate
TWEY into their everyday work, We
have se=n an increass in the average
IWAY compliance rate as a result of
measures such as standandising work-
ing methods, improving staff engage-
ment and internal communications.
Currently nine suppliers are taking
part in the programme.

In South Asia we introduced a new
induction process for suppliers, which
highlighted the relevance of TwAY to
everyone within a suppliers’ organisa-
tion, from the shop fleor through o
Senior management.

In China and East Asia we identi-
fied several IWAY Must violations in
relation to working hours as a result of
falsification of records. In all cases the
vinlztion led to an immediate haltin
deliveries from the relevant production
units until the issue was resolved, and
in some cases we terminated business
with the supplier completely, In FY18,
we aim to develop a more structured
suppler development programme in
China to further enable suppliers o
chare ideas and best practices for
achieving continual IWAY compliance.
As part of our efforts to ensure the
responsible recruitment of migrant
warkers (see page 74 ), we have
been working together with home
furnishings suppliers in Taiwan
ensure jobseekers do not have to
bear the cost of recruitment fees,

Opportunities

We always look for opportunities to
tackle kay issues such as fair wages
and working conditions in higher risk
areas of our supply chain.

For example, carpet weaving is

Tier 2 home furnishing (HF) suppliers FY13 | FY14 | FY15
Total number of HF tier 2 suppliers 14,000 | 16,561 | 18,954
Total number of HF tier 2 suppliers with identi- | 2,200 1,691 1,897

fed critical materials and processes

Share of HF tier 2 suppliers with identified 0 a1 92
ecritical materials and processes compliant
with 'TWAY Musts’, %

decent working conditions and fair pay
in IWAY compliant factories close to
the homes of the weavers. Five years
on, approximately 10,000 weavers

& sres, such 53 St Esat A and Esst Aals, v

sert Business with 8 suppler f fha intisl cosglioncs
i bk 0%,

historically associated with poor working
conditions, child labour and explaitation
by middlemen. In 2010, we started
working with carefully selected sup-
phers and sub-suppliers in India and
Bangladesh to produce high quality
handmade IKEA rugs, while ensuring

BETTER LIFE FOR PEOPLE &8 COMMUNITIES | B8



Elige tu tienda IKEA
Trabaja en IKEA

L] s
Euskera

Algo bueno se despierta Informacién

Lista de la compra

Todos los productos Dormitorio Salon Cocinas Bafio Nifos Textiles Muebles de exterior Para tu negocio Toda la casa

PERSONAS + PLANETA:

PERSONAS + PLANETA

F,‘)I- llr‘ f--ln L - | P

resumel

Queremos influi
Durante mucho:
recursos y ayuc
incluye vivir de
empresa respot
Cumplido el prir
nuestra estrate
estan siendo re

Actualmente, m
mas sostenible:
en edificios IKE/
gestionar y ope
eficiencia de la i
mas gente vivir
de luz. El 75% ¢
2014 fueron LE|
Pero adn no esl

r4

o

Vida sostenible en el hogar

Recursos v energia Personas y comunidades

Algo bueno se despierta

Todos los productos Dormitoriol

Inicio | Saldn | Mesas de

Aqui puedes ver mas

DS

Buscar

Caracteristicas

- Madera maciza de pino sin tratar;
material natural muy duradero gue puedes
pintar, tefir o tratar con aceite =egun tus
preferencias.

Disefiador
K. Hagbera/M Hagberg

Medidas y peso del embalaje

M2 articulo: 602.809.41
Bulto: 1

Ancho: 60 cm
Altura: 5 cm

Largo: 78 cm
Peso: 7.21 kg

Personas y planeta

En IKEA los requisitos de la madera que =e
utiliza en nuestros productos son claros: se
prohibe gue proceda de talas ilegales.
Aumentara el uso de madera reciclada v
procedente de bosques gestionados de
manera responsable, de ¥ al 50% para
2017.

Catalan

Elige tu tienda IKEA



Nuestro mundo...




Desigualdad, pobreza...

_







N cagga




= FUture of Mobility

A fundamentally new business ecosystem is emerging

4 future
states will
coexist

L
a0t forces shap;, Profound disruption will extend
\‘;mmre [and‘.’-c’g};}g far heyond just the automotive industry.

- Automotive:

Fully autonomous

ii‘tlay‘s mobility systemis

engrained in the US economy.

@] Gallons of fued consumed
annually a3 of 2014

408
I 1008 e

% 165M Cars sold in 2013

Personal mobility-
related revenues $2T
in the US are

Vehicle Cantrol

- Public Sector:

+ Transportation:

Driver-driven

To learn more, read our full report at www.deloitte.com/us/futureofmobility

Shared View i a2 af cazs souirces at yinfographic.

5 = are| . v i 1k dhocument, *eloiris® rans Descstie Consuiting LU a subnakary of Deloiite LU
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Spain - retired people solution
New ways of hvmg to share cost — young people.




Mi mundo....




En los hogares

. consumimos 2590 de Ia energia

. utilizamos el 1020 agua

.. desperdiciamos el 25%0
de la comida que compramos




5.500

million € energy
savings

1,5% PIB




industry &= =

global furniture

per year market for solar electric power g




2 9 mllllon

tons of food waste per year
~ 11 billion €
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How to make owr cities smarter?
Tha Partsrai j Intearatas s | CT, energy and transport setar. 4 ims b5apphy finsvatia 56 Lions bl tacks |s506s ih a3
cengestion; air pellutien, high energy costs and to adhieve Better mebility, cleamer urbsan enviremment, encrgy

angastion alrpahution high enangy costs bethar maalky  dSanerurban EWITRTKERL  EaRy afidengy

@ Meet our Partners

In 2014,

370 commitrments
amund smart oby
projects B sphstions

Wi ubrm ke by rmana than

3000 partners.

The L crgur b-ations coms:
trom 31 countrias

Classification of lead organisations

i sl = o s pation

) Some of the areas we are working on

2IE

Opn D2 Businss Moz Franco & MaTics & Enay,
Prcusmant n_;.nm Farformane: Tn'qnth aum:m
Indicaiars Commmication Sakians
[

Laam mions, join e msrepa.ss) sl smartcitias) '|. |.'|
inllonw 15 = (BEUSmartCies “ Lu-m::-h_‘l




i dad leberi
un lujo,

...SIN0 asequible para la
mayoria de las personas



100%0 LED

Hasta 85% menos de 64 millone_s
LED bombillas

energia comparado con incasdescentes

Ahorro suficiente para el consumo de

Duran hasta 20 anos 500.000 hogares




PRODUCTOS Y SOLUCIONES

edad
VINNINGE
Cargador de pilas
€299 ,uw
(€ 2,47 Sin IVA)

gl LT




PRODUCTOS Y SOLUCIONES

iHuerto hidroponico para
la mayoria!






Consumers don’t want to

What are you prepared
to SACRIFICE?

They want
b ran dS tO d O Sounds unfair? Who said consumers had to

The only meaningful path left for brands is
to stop talking and act.

be fair?

that for them ©




— La coherencia

La honestidad

La curiosidad por seguir
aprendiendo juntos



LA RECETA

® ;,AQUETE DEDICAS?
@ CONTEXTO CORTO — LARGO

® jsomos UN EQUIPO1 Escucha

activa. Dentro y fuera.

@ RETAROS AL 10090

® WIN x 6. jTambién el cliente!




| WORK AT

IKEA

WHAT'S YOUR
SUPERPOWER?



iGracias!

Mercedes Gutiérrez

Sustainability Manager
IKEA Spain

¥ @mgutierrezalv

Mas informaciéon en:
www.ikea.es/personasyplaneta

g+ T oy



